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Hotel standards, reputation management and service culture

[bookmark: _Toc136891993]Executive Summary
The hospitality industry is one of the highly competitive industries in the United Kingdom and world over. The competitiveness of this industry is driven by the number of business establishments operating in the industry, the changing tastes and preferences of customers and advancements in technology. Therefore, businesses that want to achieve a competitive advantage in the market have to focus on promoting a service culture, establishing consistent brand standards and ensuring effective reputation management. A service culture is one that prioritises the provision of superior quality services to surpass customers expectations and ensure customer satisfaction. Hotel standards on the other hand denote to the various values that guide every individual within the establishment and their interactions with the external environment. Reputation management focuses on ensuring positive sentiments about the brand among its customers and potential customers. 
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[bookmark: _Toc136891994]Introduction
The competitiveness of the hospitality industry requires establishments to come up with effective strategies to stay ahead of the competition. These strategies entail keeping pace with the entire industry through the promotion of a service culture, adherence to hotel standards and effective reputation management. These processes ensure the delivery of exceptional customer experience that the target market want and expect. It is therefore imperative for hotels to keep up-to-date with trends as well as industry changes that affect them for long-term success regardless of whether the hotel is performing exceptionally well or not. This enables the establishment to get ahead of the competition by finding a unique selling point that sets it apart from the rest. This report highlights the importance of keeping up with service culture, hotel standards and reputation management requirements in the hospitality industry together with recommendations on how organizations in this industry can achieve a competitive advantage. 
[bookmark: _Toc136891995]Main Findings 
[bookmark: _Toc136891996]Service Culture 
While there are varying definitions of service culture, this concept refers to an environment in which employees are obsessed with providing exceptional service to clients. It refers to a culture where there is an appreciation for good service and where the provision of superior services to both internal and external customers is considered by everyone as a natural way of life and one of the most essential values of the organization (Nordin & Abdul Khalid, 2021). Conversely, corporate culture refers to the range of shared beliefs, traditions, values and behaviours of a given organization. Graham, et al., (2022) argue that the corporate culture guide how the management and employees interact and deal with external business transactions. Since corporate culture entails an emphasis on customer service among other examples, a service culture can be considered an example of a corporate culture for a hotel organization. Other examples of corporate culture include a focus on ethical practices, a positive work environment, collaboration, productivity and use of technology (Groysberg, et al., 2018). 
The Ritz-Carlton hotel chain is an example of a hospitality industry player that has been recognised for investing in a service culture. Szende and Dalton (2021) argue that the Ritz Carlton ensures that all employees start their daily shift with customer service as a top priority by doing a 10-minute line-up meeting before each shift. There are innumerable benefits associated with the application of a good service culture in the hospitality industry. Some of these benefits include unparalleled customer satisfaction through the creation of a unique, authentic, unforgettable experience with immaculate and sophisticated style of service (Michaelides, 2017). Furthermore, the promotion of a service culture results into better employee motivation, organization and communication; more loyal customers and improved financial performance for the company. When hotel clients experience excellent customer service, they are more likely to use the hotel again or recommend it to friends and family. 
[bookmark: _Toc136891997]Hotel Standards 
Apart from a service culture, brand consistency is another important feature within the hospitality industry that provides hotels with a competitive edge over rivals in the market. Brand consistency basically refers to the capacity of the hotel to ensure that the way it presents itself and what it stands for remains unchanged across all its marketing channels effectively unifying its image and message customers and potential customers see (Lashley, 2018). Having and following a set of brand consistency standards serves several purposes in the hospitality industry. First brand consistency standards increase customer trust and loyalty by giving the hotel a personality that makes the target customers want to interact with the brand (Leib, et al., 2018). Furthermore, brand consistency standards enable hospitality establishments to stand out from the competition (Chen, 2019). This is because they help distinguish the establishment from others in the industry while providing customers with an emotional reason to choose the brand. 
According to Lashley (2018), brand consistency standards help build brand authority and brand recognition. Establishments such as Premier Inn and Hilton do not just enjoy significant brand recognition but also high brand authority for the services they offer. When customers recognise a hotel brand, they are more likely to purchase its services and commit to the brand for the long term (Szende & Dalton, 2021). Brand consistency standards also help reinforce the important qualities that customers can cite when recommending the brand to their friends and family. For instance, the Marriott brand is often associated with quality, consistency, reliability and trust while Premier Inn is known for being genuine about caring for its customers, striving to provide the best services and a commitment to hard work (Wong & Wickham, 2015). These characteristics demonstrate the fact that hotels do not have the same brand consistency standards. Each hotel often develops its own brand consistency standards with the aim of serving the changing needs of their target customers and achieving a competitive edge in the market. 
[bookmark: _Toc136891998]Reputation Management 
Reputation management is an important part of success in the hospitality industry and hotels have different options through which they can effectively manage their reputation. In the era of social media and the internet, hotel reputation management often focuses on the use of different digital tools to shape and influence the public perception of the hotel brand (Perez-Aranda, et al., 2019). An effective reputation management strategy entails staying active on social media; engaging the hotel audience in real-time; optimizing the website for search through Search Engine Optimization (SEO); garnering good reviews and focusing on digital marketing (George, 2021).  A combination of these strategies ensures that the establishment keeps track of review sites, posts and engages on social media, and optimise the site for search. 
Guest reviews form an important part of the hotel reputation considering their impact on future consumers’ booking decisions. A TripAdvisor survey found that 93% of people use online reviews when deciding on the hotel to book while 53% of them are less likely to book a hotel that does not have online reviews (Boley, 2020). Therefore, effective guest reviews increases the chances of getting more customers. Furthermore, user-generate content such as guest reviews impact consumer decisions (Perez-Aranda, et al., 2019). Building the hotel’s presence on review sites such as Google Reviews, TripAdvisor and Yelp helps enhance the brand reputation online. 
However, since the hotel does not have control over what customers write on review sites, there is a high likelihood that there will be negative reviews on the site. One of the mistakes that hotels often make is avoiding engaging with negative reviewers (Fernandes & Fernandes, 2018). Negative reviews with no response damage the brand reputation because the reviewers may interpret the lack of response as a lack of effort to fix the problem (Sparks & Bradley, 2017). Therefore, it is advisable to be highly proactive when responding to negative reviews in order to lessen the impact on brand image. 
[bookmark: _Toc136891999]Conclusions
The competition in the hospitality sector is bound to continue intensifying with the advent of technology as many players venture into the industry. Therefore, hotels and other hospitality establishments looking to attain and maintain a sustainable competitive advantage need to look at ways of promoting a service culture, establishing a set of consistent hotel standards and managing their reputation. A service culture will ensure a customer-centric approach to dealing with customers while hotel standards will promote the formation of a brand personality that customers will constantly engage with across different platforms. Reputation management on the other had will promote the brand image to its customers and potential customers. The recommendations below highlight ways in which hotels can use to achieve a sustainable competitive advantage. 
[bookmark: _Toc136892000]Recommendations
There are several recommendations that hotels and other hospitality establishments can implement with respect to service culture, hotel standards and reputation management to attain sustainable competitive advantage in the market: 
First, to promote a service culture, it is important for the hotel to hire for culture and promote team empowerment. Hiring for culture means getting employees who embody the company’s values (Michaelides, 2017). Therefore, apart from asking question about experience and skills, the candidates should also be asked about their values, problem solving skills and teamwork experiences. Once hired, the team should be empowered with resources to ensure that they do what is needed to achieve a service culture. 
Secondly, achieving and maintaining hotel brand standards starts with agreeing on the set of standards that everyone within the company must follow. Therefore, it is recommended for hotel managers to establish what the company’s brand is all about, how they want others to perceive the brand, the brand style and story and what makes the hotel distinct from its competitors (Lashley, 2018). These will ensure the establishment of a consistent hotel standard. 
The final recommendation relates to reputation management. In this regard, it is recommended that hotels monitor their current brand reputation, analyse their business competitors and come up with an actionable plan that would help promote its reputation (George, 2021). This actionable plan should focus on the use of social media sites, review sites and the company’s website to enhance the reputation of the hotel. 
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