[image: Press Releases 2020 | University of Wales Trinity Saint David]

                                                
Hospitality and Guest Services
BMIH4003

Hotel standards, Reputation management and Service Culture 
Report
Student Name:Md Farhad Chowdhury
Student Id: 2233893
Lecturer Name: Charlotte Joyner, Luciana Suardi







[bookmark: _Toc137125236]Executive Summary 
To remain competitive in the hospitality industry, hotels must sustain high standards, carefully manage their reputations, and cultivate robust service cultures. In order for hotels to remain competitive, they need to conduct wellness, technology, and sustainable practises. Hotels have to face challenges.  This enables  to differentiate themselves from competitors, provide customer loyalty, and thrive in this rapidly changing industry.
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[bookmark: _Toc137125237]Introduction 
Majority hotel businesses are in competition with one another. The hotel and hospitality sector are known for its competition, making quality standards, reputation management, and service culture absolutely necessary. In this report will discuss about hotel case studies as well as rules for maintaining brand consistency. Additionally, it will cover the management of reputations and provide instances. The service culture of the hotel will be demonstrated through the usage of hotel data. In the end, market trends and issues faced by companies will be met with realistic solutions.
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[bookmark: _Toc137125239]Brand consistency standards
The hotel establishments have developed brand consistency criteria that serve multiple purposes. First, they ensure that customers get the same experience across all of a brand's properties. Customers often create a trusting and devoted relationship with a brand (Varma, 2020). Second, the brand consistency standards help the brand define its identity and positioning, which in turn helps the company stand out in a competitive market. Last but not least, these standards make property management easier. Guidelines for maintaining brand consistency are kept up to date by Marriott International, a leading hotel operator. Their "Brand Standards Audit" programme ensures that all of their properties are consistent with one another. These factors include the level of service provided to guests, the amenities offered in rooms, the level of cleanliness, and the operations (Pham, Tučková and Jabbour, 2019). By upholding certain standards, Marriott is able to provide its customers with uniform service no matter where they are located.
[bookmark: _Toc137125240]Do all hotels have the same standards?
Hotels that fall into several market sectors and hold a variety of brand positions adhere to a variety of different requirements (Wood, 2015). For instance, in order to please their extremely wealthy clientele, luxury hotels have stricter requirements. It's possible that personalization, upscale amenities, and meticulous attention to detail will be the norm. Price, efficiency, and the barest minimum of comfort and hygiene are prioritised at budget hotels. There are a few distinct requirements for Hilton Hotels & Resorts. Its brands include names like Waldorf Astoria and Conrad, as well as Hilton Garden Inn and Hampton by Hilton. Every product line has its own set of demands that are particular to the market. Mid-range firms focus on convenience, comfort, and value, while luxury brands promote splendour, exclusivity, and excellent service. Companies in the middle range emphasise convenience, comfort, and value.
According to Walker (2013), hotel standards can differ. It is usual practise in studies based on market research to categorise hotels according to the number of stars they have or the price range they fall into. Additionally, the reviews and ratings left by guests on TripAdvisor and Booking.com highlight the disparity in hotel quality and standards (Kaur, Bresciani and Dhir, 2021).
[bookmark: _Toc137125241]Reputation Management
[bookmark: _Toc137125242]Managing reputation 
Hotels can control their reputation through a variety of strategies. Key techniques:
Actively monitor online reviews: Hotels should regularly check social media and online review sites for input from visitors (Varma, 2020). They are dedicated to making passengers happy and can handle problems fast. In order to rapidly address customer issues, Four Seasons Hotels & Resorts has a team that keeps track of internet reviews on several platforms.
Review responses from guests: Review responses from guests, both positive and negative, show that a hotel values visitor input and aspires to excellence. It was discovered that TripAdvisor reviews are more favourable for hotels that respond. By interacting with customers, hotels may resolve problems, express gratitude to visitors, and remind prospective guests that their opinions count.
Provide Exceptional Service: The most effective way to manage reputation is through exceptional service (Tesone, 2014). By exceeding guests' expectations, hotels can increase ratings and word-of-mouth advertising. Ritz-Carlton has received great marks for its service philosophy and attention to detail.

Figure: Managing reputation
Source: (Varma, 2020)
[bookmark: _Toc137125243]Guest review management 
Influence on Booking Decisions: Bookings for hotels are influenced by guest reviews. According to a TripAdvisor study, 93% of tourists worldwide respect hotel reviews available online (Pereira, Silva and Dias, 2021). Reservations are encouraged by favourable evaluations.
Building Trust and Credibility: Positive reviews increase a hotel's credibility and confidence. After reading favourable evaluations, prospective customers are more likely to choose the hotel since they believe in its reputation (O’gorman and Cousins, 2010).
[bookmark: _Toc137125244]Negative review impact 
Decreased Bookings: Bookings drop as a result of negative reviews, according to studies. According to Francesco and Roberta (2019), a one-point decline in a hotel's review score results in a 4.4% drop in bookings. Negative reviews discourage visitors and lower revenue.
Damage to Brand Image: A hotel's reputation might be harmed by unfavourable reviews. Social media and negative reviews can quickly harm a hotel's reputation. The viral passenger experience that United Airlines had in 2017 hurt its brand.
Hotels should handle complaints as soon as they arise, reply to negative evaluations, and make necessary improvements. This shows that the hotel appreciates input from visitors.
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[bookmark: _Toc137125246]What is service culture? 
The beliefs, attitudes, and behaviours of an organisation that define service excellence and customer-centricity are referred to as the service culture of that organisation. It refers to the attitudes and actions that personnel use in order to provide superior service to customers (Vargas-Sánchez and Moral-Moral, 2019). The satisfaction and commitment of hotel guests are directly correlated to the culture of service. A strong culture of service may be seen at The Ritz-Carlton. The company is well-known for its "Gold Standards," which serve as guidelines for the conduct of employees. The requirements are to personalise the experience, pay close attention to the details, and go above and beyond what the guests expect (O’fallon and Rutherford, 2010). The Ritz-Carlton places a premium on service quality by giving its employees the authority to make decisions and take personal responsibility for the satisfaction of guests.
[bookmark: _Toc137125247]Difference from corporate culture 
The values, norms, and actions of an organisation are all part of its corporate culture; in contrast, the culture of service focuses on the customer. Service, communication, participation in decision making, and organisational structure are all components of corporate culture. The importance of providing excellent customer service is emphasised in service cultures, which are subsets of business cultures.
[bookmark: _Toc137125248]Importance 
The hospitality culture of a hotel has a direct influence on the satisfaction and commitment of its guests. According to Varma (2020), 62% of hotel visitors return because of the excellent service. A positive experience for customers can result in a 15% increase in revenue and a 20% increase in customer satisfaction.
The service culture of a hotel can have an effect on the thoughts, reviews, and recommendations of its guests. A high level of customer satisfaction will result in positive reviews and word-of-mouth advertising. The reputation of a hotel can suffer if the service is subpar. By cultivating a strong culture of service, hotels may set themselves apart from competitors, provide extraordinary experiences for guests, and earn the loyalty of customers over the long run.
[bookmark: _Toc137125249]Recommendations and obstacles 
[bookmark: _Toc137125250]Recommendations 
1. In the digital age, hotels should use technology to improve visitor experiences and streamline operations (Johnston, Clark and Shulver, 2012). Mobile check-in/check-out, keyless entrance, and personalised digital concierge services can boost client happiness and efficiency. Data analytics and AI can help hotels understand visitor preferences and behaviour for targeted marketing and personalised experiences.
2. Hotels should prioritise sustainability as travellers become more environmentally sensitive. Energy-efficiency, waste reduction, and eco-friendly amenities can attract eco-conscious customers and boost the hotel's reputation. Sustainable practises support global sustainability goals and lower long-term operating expenses.
3. Wellness tourism is booming, with travellers seeking relaxation, renewal, and self-care. Hotels should have exercise centres, spas, and healthy food (Horner and Swarbrooke, 2011). Wellness packages, yoga retreats, and mindfulness programmes attract health-conscious travellers and boost revenue.
[bookmark: _Toc137125251]Obstacles
1. New players and innovative platforms like Airbnb make the hotel sector more competitive. To distinguish out, hotels need distinctive services, great service, and new experiences.
2. Hotel staffing can be difficult, especially during peak seasons (Heppell, 2015). To attract and keep top people, hotels should offer training, competitive pay, and a good work environment.
3. Technological Adaptation: Smaller hotels with limited resources may struggle to adopt new technologies. Planning and strategic investments are needed to overcome technology constraints including cost, training, and system integration.



[bookmark: _Toc137125252]Conclusion 
In the hotel and hospitality industry, which is very competitive, having high standards, actively managing one's reputation, and having a strong service culture are all important. The requirements for brand consistency boost both the satisfaction of guests and the recognition of the brand. Trust is built and guests are drawn in when reputation is managed, which includes keeping an eye on reviews posted on the internet and providing prompt responses. Hotels that stand out from the competition and create memorable, individualised experiences for their guests are sure to win their loyalty. It is possible for hotels to achieve success in this dynamic sector by embracing market trends such as technology, sustainability, and wellness; overcoming challenges such as increased competition; and hiring and training sufficient people.
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