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[bookmark: _Toc134797640]Executive Summary
In the hospitality industry, a company’s reputation and brand image is what determines the number of customers they receive which then accounts for the level of their profitability and return on investment in the short and long term. Building and maintaining a good reputation and brand is vital to the success of a business in the hospitality industry. However, it is not enough to build it, the company should invest their financial and human resources into monitoring reviews, communication with clients and needs fulfilment to ensure that they stay up to date with what clients need during their stay. This article looks into the meaning and value of concepts such as building hotel brand standards, reputation and brand management especially online and a productive service and corporate culture within the hospitality industry. 
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The Value of Reputation Management, Standards and Service Culture in the Hospitality Industry
[bookmark: _Toc134797641]Introduction
Advances in business, technology and communication have significantly improved the global hospitality industry, making it one of the most competitive industries in the world. Achieving a great brand reputation and identity as a company in hospitality especially for multinational hotels, is vital to their short term and long term success. Companies such as the Mariott International and the Intercontinental Hotel Group have achieved massive growth and brand reputation by focusing on consistency and quality while offering the best price to their target market. The quality of services and products offered by a hotel is determined by the perceptions and satisfaction obtained by the customers based on what is provided, which then translates to higher satisfaction levels, customer loyalty and return on investment (Maseviciute et al., 2015). The competitive edge in hospitality is achieved by generating and maintaining a positive brand and reputation across their physical and online platforms while creating a positive work environment, all which are focused on exceeding customer satisfaction and loyalty. 
[bookmark: _Toc134797642]Main Findings
[bookmark: _Toc134797643]Hotel Standards 
The hospitality industry is one that is constantly changing, but one thing that hotels have to maintain regardless of the changing times and trends is the standards they have in place regarding their services. The brand standard of a hotel is the aspect of the business that creates a unique experience for customers. The standards for hotels evolve according to the class of the hotel and differ depending on the goals that the hotel is trying to achieve and their unique value proposition (Olsen et al., 2005). This means that regardless of the hotel that a customer decides to stay, they are aware of what to expect and trust that they will receive high quality services throughout. For instance, the Intercontinental hotels and resorts are found across the world, but regardless of the location whether in France, South Africa or in China, the service standards are the same meaning that clients are aware of the type and quality of services that customers can expect (IHG, 2023). This sense of familiarity in a hotel, is what creates the feeling of “a home away from home” which is the standard that keeps hotels reliable and build their customer loyalty. 
The brand standard of a hotel is vital to success in the hospitality industry. When executed correctly and implemented effectively across all branches, hotels are able to achieve high quality standards through several aspects. Standards are developed through the design elements in a hotel for instance the lobby design, the brand colors, the type of the furniture used, the materials and room layout, each of which creates a unique but iconic familiar environment in the hotel (Kadieva, 2017 p 176). The services provided by a hotel can also be the standard of the business, where customers know that they can obtain impeccable service from any brand across the globe. With the use of well-trained staff and the latest guest service technology, hotels are able to create brand identity centered on excellent customer service that makes a lasting impression on guest satisfaction. Brand consistency standards improve customer and team experience while giving the hotel a competitive edge ensuring that they stay at the top of the hospitality industry (Nyangwe & Dimitrios, 2018). Good and consistent brand standards drive higher returns on investment for the company which contributes to their growth across the international hospitality industry. 
[bookmark: _Toc134797644]Reputation Management 
Reputation management refers to the practice of shaping and influencing the perception of stakeholders and the public perceptions surrounding an organization and their brands. In the hospitality industry, brand reputation management is key to success because it allows the company to shape their reputation and brand identity in order to improve their brand image while building trust and credibility with their customers (Lai, 2019).. In today’s business environment the majority of reputation management is conducted online where hoteliers implement different strategies to monitor, reply and enhance how their services, property and brand are perceived by their clientele across the world (Vo et al., 2022 p 920). 
Reputation management involves building the reputation through service delivery, marketing and reviews, maintaining the reputation through consistently offering high quality services to customers and ensuring that the brand remains positive and recovering the hotel’s reputation in the event that it becomes damaged by an individual or an event (Perez-Aranda, 2019 p 623). Some of the strategies that can be implemented by a hotelier to manage their reputation is by responding to all reviews including the bad ones and ensure that the complaint is fixed, having protocols in place that customize the feedback to each individual review to prevent responses from becoming personal and by communicating with customers before their stay and after their stay to determine their expectations and their satisfaction levels (Chen & Tabari, 2017). Keeping track of guest reviews and other information regarding the customers allows managers to understand their customers and implement services and practices that improve trust and customer loyalty. 
Direct communication with clients showcases the hotel’s commitment to professionality, transparency and fulfilment of customer expectations. However, while most hoteliers expect positive reviews for the hard work, effort and financial resources that go into providing a positive experience, they should also be prepared for negative reviews. Without proper and continuous reputation management, hotels are unable to make use of negative reviews which makes them vulnerable to permanent damage to their brand reputation and their reliability. Responding to negative reviews shows customers that the hotel is willing learn from their mistakes therefore building on loyalty and trust (Baltescu, 2016 p 17). Modern clients compare and research everything online from brands, services, prices and the experiences of other customers which means that while one negative review is useful, several negative reviews about a similar issue can damage the reputation they have spent years building (Vo et al., 2022 p 918). Reputation management requires long term commitment to sustaining a company’s brand which requires them to make use of all available resources and strategies to keep it positive in line with the experiences of all their customers in the long term. 
[bookmark: _Toc134797645]Service Culture
The hospitality industry is one of the industries that is centered on a service culture and which relies on it to develop their brand and profit generation. A service culture is an environment where employees are committed and obsessed with the provision of superior customer service to their clients. For service employees to be successful, they have to go above and beyond the duties and responsibilities assigned to them to ensure that the customers visiting their hotels or those simply inquiring about their services receive exactly and more that what they expect to receive from what they pay for (Kam Fung So & King, 2010 p 591). A service culture is defined by two elements; how the company treats its customers regardless of how large and how small the service they pay for is and how the company treats the people who are employed to take care of their customers including subcontractors, vendors, managers and even housekeeping staff (Wood, 2015). A service culture is ingrained in a company’s mission and values, their leadership and management and the work/life balance that the organization seeks to provide to their employees. For instance, Marriott International employees undergo extensive training to ensure that they have knowledge and skills to effectively approach sensitive areas such as solving customer problems, serving customers within a short time and implementing a friendly approach regardless of the situation one is faced with (Chen & Tabari p 59). 
Any company within the hospitality industry is required to have a corporate culture and a service culture to ensure that all practices and investments are aligned with their goals. While service culture is centered on providing superior customer service to their clients, corporate culture involves how people within an organization think, understand and act towards achieving their mission and vision (Andirani et al., 2018). A company’s corporate culture encompasses their commitment to customer service, ethical practices, productivity, the implementation of technology and a positive work environment. The intercontinental hotels group, corporate culture and service culture is enforced thoughtfully and sustainably with the goal of building a strong company that is capable of staying ahead of their competition in the long run (IHG, 2023). A hotel’s corporate and service culture involves the personality and character of a hotel and it is what makes the business unique through the combination of their traditions, beliefs, values, attitudes and behaviors. 
[bookmark: _Toc134797646]Conclusion and Recommendations
Today, for companies within the hospitality industry to achieve a competitive edge they have to invest in their brand reputation and ensure that their services and products match and exceed customer expectations. Brand standards and reputation management are tools that when developed and managed properly and continuously, provide hotels with information on what the customers need, how they can be satisfied and whether the company is doing enough to fulfil these needs. Making use of guest reviews and online platforms such as social media allows hotels to directly communicate with clients to learn how best to serve their target market. In addition to that, companies are able to learn how to stay ahead of their competitors in terms of design, product and service type, quality and price, hospitality technology for instance in security, loyalty programs and luxury. With the right systems in place especially regarding communication, hotels are able to create and maintain high brand and reputation standards which then translates to a better customer experience for all their clients. 
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