Hotel standards, reputation management and service culture

Student name: Laurentiu Razvan Ionita
Student ID Number: 2128788
Module Tittle: Hospitality & Guest Services
Management BMIH 4003
Lecture’s name: Luciana Suardi







Executive summary



The level of services provided to guests establishes a hotel standard, maintaining the hotel reputation and making the necessary changes to enhance the guest experience depend on managing customer feedback. Hotels can promote customer loyalty by prioritising the needs of their visitors. This report shows the value of brand consistency in hotels. Due to brand consistency, customers will always receive the same level of service, which increases the hotel's brand value. Customers usually choose hotels based on the services provided to previous visitors, according to consumer feedback, therefore, the hotel industry must manage customer reviews well. Hotels should respond to unfavourable evaluations as soon as possible because they can influence how visitors perceive the place. To make guests' stays enjoyable and avoid negative evaluations, hotels should attend to their basic needs as well as offer extra services like laundry and transportation. The report also emphasises the range of services that hotels offer to meet the unique requirements of visitors from varied backgrounds. However, it might be difficult for hotels to meet everyone's needs.
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Introduction

Every company must uphold a favourable reputation in the eyes of the customers to continue expanding and developing (Ali et al., 2021). Various strategies are employed to protect and enhance a company's reputation. In the hospitality industry, a hotel's reputation and standards are essential for retaining customers for a lengthy period. According to Chi, Wen, and Ouyang (2020), reputation management means actively influencing how the public perceives an organisation. In the hotel business, it is customary practice to assess a company's reputation by considering both its public image and customer reviews. This report explores the hospitality industry with a focus on key areas: customer loyalty, hotel standards, reputation management and service culture.

Main Body

Purpose of brand consistency standards and does all hotels have the same standards.
Brand consistency is the delivery of consistent values to customers, and it aids in a company's development of a distinctive identity (Elgarhy, 2022). If hotels wish to maintain the continuity of their brand, they must consistently provide their customers with high-quality services. Brand consistency leads to brand recognition, which increases the company's attractiveness in a variety of markets. The outcome boosts revenue and sales, which benefits the hospitality industry. Consistency in a brand is crucial for a company's growth and development since it offers several benefits, such as developing a positive view of the brand among customers.
For instance, Hyatt Hotels is a global hotel network with locations all over the world. The hotel, which is well known for its high-end services, tries to accept and adapt to various circumstances and cultures. It's important to keep in mind that not all hotels adhere to the same criteria as they differ in the services they provide to guests (Khan and et al., 2022). Each hotel strives to offer the best services to its clients. The size and quantity of locations a hotel manages also affect its standards. Hotels also provide a variety of services based on the specific needs and preferences of their customers, which aids in the development of industry standards.
Define how hotels manage their reputation and importance of effective guest reviews management. Along with that, what is the impact of negative reviews.

Every hotel understands the importance of maintaining a positive reputation for future financial success. Hotels employ various types of strategies to manage their reputation, such as responding to all client comments. Customers leave comments and reviews, which may be positive or negative. Hotels should respond to both types of reviews (Koo, Yu and Han, 2020). Among the wide range of customers that hotels cater to, there will always be customers that are dissatisfied with the services provided. By responding to adverse reviews and assuring customers that their services will be enhanced, hotels can win over more customers. In addition, analysing customer feedback helps hotels comprehend the wants and expectations of their current customers. By offering services that suit the needs of its customers, hotels may ensure higher levels of customer satisfaction. For instance, reputation management gets excellent reviews at the well-known hotel chain Premier Inn. The company's major objective is to provide excellent services that meet the expectations of its clients (Myo, Khalifa, and Aye, 2019). Visitors' opinions and experiences are reflected in their reviews. Managing these reviews is crucial as they are shared on multiple websites and social media platforms.  Because they are available to a large audience, these reviews have the potential to impact how people perceive hotels. Hotels should consequently try to get positive tourist feedback. Negative reviews might slow a hotel's growth and development, distort public perception, and perhaps have an adverse influence on income and sales.
Explain the way hotels build the customers loyalty and purpose of this.

Customer loyalty refers to the emotional connection that emerges between a company and its customers, enticing them to continue utilising its products and services. It is crucial for businesses since it increases sales, earnings, and customer satisfaction (Perez-Aranda, Vallespn, and Molinillo, 2019). Offering top-notch goods and services will help to foster strong customer loyalty. Hotels strive to increase customer loyalty by offering excellent services when guests are present. It is possible to create a favourable first impression of the hotel by using strategies like providing a welcome drink and reducing check-in wait times. In addition, hotels may boost customer loyalty by providing extra services like laundry, transportation, and catering. By satisfying these basic demands, hotels retain customer satisfaction, which generates positive reviews and recommendations to friends and family. Recommendations from happy guests increase the hotel's appeal and increase revenue. Additionally, hotels can use consumer feedback to improve their services by identifying both weak points and strong points. To better promote their business, hotels can also provide incentives like discounts to loyal customers (Rather and Camilleri, 2019). Hilton Hotels, for instance, provides discount coupons for upcoming reservations to reward loyal customers. The main objective of customer loyalty is to increase customer happiness, which is crucial for maintaining the brand's reputation. It increases sales and revenue while also reducing the requirement for extensive customer acquisition initiatives.

What is service culture?

The attitudes, beliefs, and behaviours that an organisation adopts to prioritise and continuously provide great customer service are referred to as service culture in the hospitality industry. It includes the attitudes, actions, and mindset of staff members towards giving visitors or customers exceptional experiences. Businesses in the hospitality industry aim to stand out from competitors, increase client loyalty, and promote good word-of-mouth referrals by developing a strong service culture. Focusing on providing outstanding service increases customer satisfaction, encourages return visits, and eventually leads to long-term success in the industry (Ru and Jantan, 2023).
How does this differ from corporate culture? 

Within an organisation, service culture and corporate culture are connected but different concepts. While corporate culture includes all the overarching values, beliefs, behaviours, and norms that influence the organisation, service culture focuses primarily on providing great customer service. Even though service culture and corporate culture differ significantly, they are connected and mutually supportive of one another. Strong service cultures are more likely to develop in organisations with positive corporate cultures that encourage customer-centricity and excellence. By focusing on the value of client satisfaction and service quality, a strong service culture helps to shape and reinforce a healthy corporate culture (Lee and Choi, 2022).
Why is this important in the hotel industry?

Since it has a direct impact on customer happiness, loyalty, distinctiveness, reputation, and revenue, the hotel sector needs a strong service culture. It creates a supportive workplace, empowers staff, and opens the way for providing remarkable experiences that guests will remember and value. A hotel with a strong service culture will have set procedures and empowered staff members to address customer complaints quickly and effectively, minimising negative effects and maintaining guest happiness (Mohd Shahril and Abdul Aziz, 2022) A good service culture contributes to the development of a favourable brand perception, which can draw in a particular target market, forge a competitive advantage, and foster brand loyalty over time. These factors can result in greater occupancy rates, improved income from repeat business, and potential upselling opportunities.



Conclusion

According to the information provided, keeping a positive reputation and image is crucial for hotels because it has a direct impact on their ability to draw visitors. The standing and brand image of hotels is used as yardsticks to measure the calibre of the services they offer. Customer reviews, which may contain both positive and unfavourable commentary, are crucial in affecting how hotels are seen. To keep their image, hotels should make sure that their services meet the specific needs of every customer. In the hotel business, providing effective services is essential because it has a direct impact on how satisfied visitors are. To showcase the level of their services and increase their marketability, hotels must follow consistent standards.

Give recommendations regarding market trends in hotels and what obstacles faced by the businesses.

In the modern corporate environment, market trends are always evolving to match clients' fluctuating preferences and demands. To achieve the best possible growth and development, it is advised for businesses to stay up to date with current market trends. Hotels should be aware of specific developments in the hospitality industry. One such development is the emphasis on developing a digital presence (Sainaghi, Phillips and Zavarrone, 2014). Given how frequently consumers use the internet, hotels should provide appealing discounts and online booking choices. They may reach a larger audience and make it simpler for clients to book hotels from any place by working with travel websites. In particular, when guests submit identification at check-in, hotels should prioritise data protection. The protection of visitor data is crucial for the guests' safety and security (Mercan and et al., 2021). Hotels should also employ effective marketing strategies, including social media usage, as it is a potent tactic in line with current market trends. Hotels must be adaptable and change their offers as tourist preferences change over time since the varying tastes of visitors constitute a substantial challenge (Hall and Williams, 2019). It could be challenging for hotels to provide the appropriate services to meet these shifting expectations. Customers typically ask for originality and freshness in the services they receive. As a result, it becomes challenging for hotels to consistently provide unique and cutting-edge experiences (Tabaku and Kruja, 2019). Another challenge facing hotels is keeping skilled workers within the organisation. Because employees often interact with consumers, it is essential to have competent, kind staff that understand and cater to client demands. Success in the cutthroat hotel industry depends on staying current on market trends and addressing challenges well (Liu and et al., 2020).
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