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 Thе article examines the nature and importance of the term   “reputation” and its rela-
tion to the concepts of “image” and “brand”. It outlines the characteristics of reputation 
management in the hospitality business, emphasizing specific manifestations of online 
reputation management. An overview is made of the most commonly used international 
online portals that share opinions and reviews of customers about their stay in hotels, 
which largely form the hotel reputation. The article identifies opportunities and the lat-
est approaches to the use of reputation management in the hospitality business.  
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Introduction  

Over the last decade reputation management has gained importance in the hospi-
tality business considering the existing keen competition on the market and the con-
stant effort to attract more customers. The concept of reputation management was de-
veloped in the field of public relations, but gradually shifted its focus to surveying 
and assessing reputation mainly in social networks and platforms, which is formed as 
a result of shared views of users as well as taking adequate measures and decisions 
regarding maintaining high corporate reputation. 

Probably  no other industry branch than the hospitality business has such a strong 
need to apply reputation management, especially in the face of the growing influence of 
social media. To any hotel maintaining good reputation is a key factor for successful 
sales and attracting loyal customers. According to a survey of one of the most popular 
sites for guest opinions and reviews on hotels, restaurants and tourist sites, TripAdvisor, 
93% of the respondents state that reviews shared in such sites influence their choice to a 
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great extent when booking and staying in a hotel. 53% of the respondents firmly state 
they wouldn’t book a room without having read guest reviews and opinions. 
(http://www.customer-alliance.com/de/artikel/hotel-reputationsmanagement) 

Nature of the concepts of: reputation, image, 

brand and the relation between them  

Very often the term "reputation" is used parallel to the concepts of "image", 
"brand" or as their equivalent, but, in essence, these three concepts have their own 
specifics and characteristics. This requires specific approaches to their management. 
Due to the volume and type of this publication, going into depth and clarifying the na-
ture of these concepts will not be the objective, however, some definitions and opin-
ions of authors who reveal specific characteristics of the researched concepts have 
been selected.  Reputation is "the opinion in a particular social group or society as a 
whole as a result of social evaluation of the personal merits or flaws of someone, who 
is a particular person or group of people and organizations, based on a set of criteria. 
Reputation is important in many fields such as business, politics, online communities, 
social status, etc” (https://bg.wikipedia.org/wiki/Репутация/) 

According to Graham Dowling (2005, p.13), the value of reputation is expressed 
in the following directions:  

� It adds to the psychological value of the products - (such as trust) and services 
(for example, when the quality of a service is difficult to determine, it will be appreci-
ated slightly higher if the company has a good reputation); 

� It helps reduce the risk that customers take when purchasing products or services; 
� It helps customers when making a choice between similar products and services; 
�  It increases employee satisfaction with their work; 
�  It provides the opportunity to attract employees with higher qualification; 
�  It enhances the strength of promotion and helps raise sales.  
“Reputation is a communication result of the interaction between the subject and 

its audiences, i.e. it is a product that reflects the assessments of external audiences, 
while the image contains both internal and external perception and the communicated 
identity.” (Pavlova, 2016, p.26) 

Image precedes the creation of reputation, giving us an initial idea of the given 
subject on the basis of which the specifics, rationality of reputation unfolds and the 
result is the nature of assessment heavily dependent on the particular society. (Pavlo-
va, 2016, p.28). Another thing to be pointed out is the origin of the word "image" in 
English, with the meaning of ‘picture’, ‘idea’ and "reputation" - "general opinion”,  
“assessment," which in its essence is already quite different. 
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As the author Kremena Georgieva explains (www.new trend.bg, 2013) corporate 
image or brand image is a collection of opinions and attitudes towards an organi-
zation. Corporate reputation, in turn, is a concept that is based on values caused by 
the corporate image created in the opinions of one person. In practice, the road to 
good reputation goes through projection of the desired image (such as a range of 
opinions and perceptions) and its connection with one or more values that are im-
portant to the target groups. 

And where there is good correlation between people's values and the corporate 
image, the reputation of the organization can become a super brand - super goal of 
every owner of the brand, and every Public Relations specialist. That is because, in 
that case, the company is respected, it enjoys high appreciation and the products or 
services offered are purchased (desirable). The dispute over which of these two, 
whether image or reputation, has a stronger impact becomes groundless at one point. 

With the rising influence of new media brands with an exceptionally good image 
could literally be "destroyed" online in seconds, only maintaining high reputation can 
help management to overcome the crisis and achieve fruitful communication between 
the company and its audiences, thereby preventing much of its problems. 

“We could say that  image is what we build and we want to present and reputa-
tion is what really exists - the way we are perceived. Or if ‘image’ is the perfect im-
age that we want to create in the minds of our public, ‘reputation’ is the reflection of 
what we have actually reached in the pursuit of this goal. In building and establishing 
an image stereotypes, archetypes and already existing images activate in individu-
als’minds. In the formation of reputation, which can be seen as reciprocal to the im-
age, opinions and assessments are activated of the actual functioning of the company 
and its image in social, economic, political and cultural life in comparison to similar 
or competing individuals, companies or organizations." (Popova, 2016, p.6) 

"If certain perceptions and attitudes towards a company, i.e. its image, coincide 
with the perception of a particular person of appropriate corporate behaviour, they 
will have a positive opinion about this company. In fact, good corporate reputation 
represents exactly matching the image of the company and independent personal per-
ceptions and values. "(Dowling, 2005, p.23) 

In order to build good reputation commitment of the organization to the prob-
lems of society is important, i.e. accepting the idea of corporate social responsibility 
(CSR). Those who want to achieve a better reputation, apart from striving to gain 
higher profits, assume social obligations and responsibilities. They aim to contribute 
to the positive development of society and communities. 
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"There is evidence that competing with companies of equal standing commit-
ment of a company to social problems can attract more customers. In the presence of 
growing competition CSR can become a competitive advantage." (Fileva, 2013, 
p.203, 204) 

"In the 1990s it was believed that positive reputation could be built based on: 
profitability, low risk, market value, media image, return on investment, company 
size and demonstrating social concern. In the first decade of the twenty-first century 
other factors are added: customer satisfaction, building close relations with the stake-
holders, campaigns supported by the company (including establishing their own 
foundations or sponsorships, and donating money for charity) and corporate programs 
"corporate citizenship" (Mitkova, Serafimova 2012, p.35) 

In direct interaction with the concepts of ‘reputation’ and ‘image’ is the concept 
of ‘brand’. "The difference between image and brand can be interpreted like this:  im-
age is the ‘face’, ‘mask’ of the individual, organization or company and like a mask it 
can be modified and managed relatively easily, while the brand is something more: 
the established name, established recognizable characteristics - fonts, logos, colors, 
etc., the associations we have of a company or organization, as well as a public figure, 
acting as a brand." (Pavlova, p.33) 

It should be pointed out that the terms trademark and brand are not equal, as 
stated by the author T. Dabeva:  "Officially, any company can register a trademark, 
but this act does not automatically form the brand. There must be a relatively long pe-
riod of establishing and strengthening the brand associated with maintaining quality 
consistency of the products or services associated with the brand attributes. Globally, 
there are many trademarks, but few brands, which suggests that a brand comprises a 
broad scope of marketing communications and a wealth of features. The transfor-
mation of the trademark into a brand is a process of continuous, targeted and sustain-
able communication of the brand holder with their target audiences. Therefore, be-
sides the trademark, what is essential to the formation of a brand is the company 
name and logo,  company colours, font, or a combination of fonts, other company at-
tributes, features of the design, original pictograms and signatures, internal corporate 
standards, virtual and real promotional tools, forms of public relations and others." 
(Dabeva, 2012, p. 36) 

As concisely but accurately summarized by the author Galyatin, "Image – this is 
the present, brand – that is the past and reputation - your future!" (Galyatin, 2011). 
The distinguishing characteristics of the concepts of ‘brand’, ‘image’ and ‘reputation’ 
are presented in Fig. 1: 
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Source: The diagram is the author’s personal contribution. 

Fig. 1. Distinguishing characteristics of the concepts of ‘brand’, 

‘image’, and ‘reputation’ 

Reputation Management in the Hospitality Business 

The role of reputation management in the hospitality business has increased a 
great deal over the last decade. The predominant share of services in the hotel prod-
uct, which are intangible by their nature, creates the need for potential users to ex-
plore to a greater detail the opinions and reviews of other real users about the quality 
of services at the hotel where they want to book, to understand what its reputation is 
regarding the quality of services. 

Therefore, an important place in reputation management is taken by customer 
surveys and feedback on their opinions. Customer feedback is an important indicator 
of the degree of their satisfaction and a good tool in the policy of increasing the share 
of repeat guests in hotels, as well as enhancing the reputation of hotel companies. The 
survey of customer satisfaction in hospitality can be done in many different ways - 
through direct contact of managers and staff and talking with guests, through surveys, 
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through reviews of other stakeholders such as tour operators, through the "mystery 
guest" assessment system, including certification systems of quality and others. 

One of the most recent and more widely used methods, however, is listing hotels in 
web-based systems of assessing quality in the hospitality industry. On the other hand we can 
say that the behavior of the modern consumer in tourism and hospitality changes in the di-
rection of surveying online potential sites for travel, recreation and accommodation facilities 
followed by making their bookings on-line. At the same time millions of tourists share their 
opinion/reviews on their stay in hotels in the Internet. According to a survey carried out in 
Germany in 2010, 31 million Germans use the Internet when planning their vacation and 
about 7 million build their opinions about hotels based on the information in specialized 
sites for hotel reviews, of which the most popular are "Holidaycheck" and "TripAdvisor". 
(http://www.test.de/Hotelbewertung-Die-besten-Portale-im-Netz-1841156-0/) 

At first interest was focused on travel and reservation web sites. Later, with the 
advance of web-2, with the plenty of possibilities for interactive sharing rather than 
simple content delivery, publishing information on social networks became popular; 
today with the existing opportunity to access the Internet through various mobile de-
vices the trend is to make use of all social, local and mobile access, the so called 
SoLoMo. (http://www.euromonitor.com “SOLOMO (SOCIAL LOCAL MOBILE): A 
Game Changer for the Travel Industry?/) 

Before outlining some major aspects of online reputation management in the hos-
pitality business, we should point out that it is not all about the reputation of a particular 
hotel online, and we shouldn’t make reputation management the sole participant in ho-
tel management. Above all, a hotel should have built an efficient quality control system, 
adequate customer relation management system (CRM),while at the same time apply-
ing good customer care policies. All these should be able to add to the quality of the ho-
tel product. Introducing online reputation management is pointless without achieving 
high quality and positively good share of customer satisfaction and repeat business.   

The complex approach when applying reputation management in the hospitality 
business should include:  

� Survey expectations and perceptions of potential and real customers through 
better communication and feedback from customers and partners - tour operators, 
etc., Regular surveys of reviews and assessments on the Internet, analysis and esti-
mates based on the surveys carried out, so that they lead to particular, prompt and ad-
equate solutions. 

� Introduce systems of standards and procedures, establish corporate culture, 
test standards and procedures, apply ongoing monitoring, make sure corporate culture 
is customer-orientated, apply social responsibility policies.  
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� Apply training and staff remuneration schemes (remuneration corresponding 
to the level of customer satisfaction and loyalty), teamwork training, role-play train-
ing, receive feedback from staff, delegate management responsibilities, apply new 
technologies, improve technological skills of staff. Make sure staff  gets hotel guests 
involved in the ethics of social responsibility.    

� Frontline staff should be trained to react with sensitivity to the changing cus-
tomer needs, their expectations and the levels of their satisfaction.   

� Surveys of image, brand popularity, reputation. Introducing a system of re-
ceiving customer feedback. Study blogs and sites to check on reviews, opinions. Offer 
prizes to loyal customers, expressing their opinions in social media.   

� Good reputation management is also based on the management of potential 
problems. Management of potential problems in turn is associated with identifying 
problems, analyzing problems, options for action strategies in the event of change, ac-
tion plans and assessment of reputation. (Dalton,G. 2005) 

Over the last decade the role of On Line Reputation Management (ORM) in the 
hotel business has increased substantially.  According to a survey made by TripAdvi-
sor, one of the largest travel reviews sites for sharing reviews and opinions, one of the 
six most important trends in the travel and hospitality business in 2016 is manage-
ment of on-line reputation.   

� 93% of hotels find on-line travel reviews vital for the future of their business. 
On Line Reputation Management is one of the important fields of investment in hos-
pitality.  

� In 2016 these investments have increased by 59% compared to 2015. 
(https://www.tripadvisor.co.uk/TripAdvisorInsights/n2670/6-key-travel-trends-2016# 
sthash.dKeuawed.dpuf) 

Online Reputation hotel management involves continuous monitoring of feed-
back, ratings and reputation of the hotel in social networks and specialized sites. 
There is constant need for receiving customer feedback, effective techniques are ex-
pressing appreciation for shared positive feedback, adequate response to negative 
feedback, i.e. sending replies to dissatisfied customers, taking measures to remedy 
problems that tourists complain about. 

We will present in brief portals/sites, most widely used in the hospitality indus-
try internationally, which share opinions and reviews of customers about their stay in 
hotels, and to a great extent help shape hotel reputation. 

TripAdvisor is one of the most visited portals for sharing opinions and reviews 
of travel and stay in hotels. With its over 200 million reviews and opinions given by 
travellers, this site offers efficient customer feedback. You can learn about the quality 
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of service that a hotel offers, as soon as you click on its page in TripAdvisor. The first 
panel has an  illustrated scale with the number of visitors and the rating they have 
given, such as "excellent", "very good", "medium", "bad" or "terrible" as well as a 
more detailed breakdown of the assessment (from 1 to 5) for the "location", "quality 
of sleep", "rooms", "service" and "cleanliness”. In addition to the general reviews and 
opinions the hotel pages in TripAdvisor  feature pictures of the hotel, a map with its 
location, contact information, a link to the official website of the hotel, ranking com-
pared to all other hotels in this city (e.g. "position 26  out of 1,270 hotels in Rome"), a 
list of the amenities it offers, hotel description provided by the hotel itself. "Questions 
and Answers ", as well as tips for better room selection. In a small search window 
travellers can check availability of rooms and prices for the selected period. 

Holiday Check is another very popular site created as a space for sharing posts 
of travellers and their stay in hotels and travel destinations, and later expanded its 
functions offering options for online booking. About 25 million visits at Holiday 
Check are registered every month. Customers can post online only their opinions and 
reviews of hotels they have stayed at. Classification of hotels according to the views 
of consumers is influenced by three main factors: number of reviews, level of assess-
ments (ranking) and recommendations given by customers. It should be pointed out 
that comments can be published only by customers who have stayed at the respective 
hotel at least one night. One of the specifics of Holiday Check is its databank. It keeps 
customer reviews for more than 25 months. This extensive databank provides oppor-
tunities to measure the reputation of the respective hotel for a longer period of time. 

Zoover is a site considered most important and used mainly in the Benelux 
countries. It operates with 25 more sites from other countries, and it has separate sites 
for Germany, Austria and Switzerland. Guests have the right to publish reviews of a 
hotel only once a year. Zoover warns its customers - hotel guests and owners, that 
those who post ratings and reviews of hotels that are false and manipulative will be 
removed as users. For hotel ranking Zoover uses an algorithm that is based on the av-
erage score of the opinions of guests, amount of the information provided on the site 
such as  pictures, reviews, more detailed hotel information, etc., as well as the users’ 
behavior while surfing the Zoover. 

Booking.com, the market leader for hotel booking platforms belongs to the 
American Priceline Group and has over 100 million registered ratings and guest re-
views. The portal can be used in 40 languages and it offers the opportunity to book in 
1,007,490 accommodation establishments. On average 800,000 beds are booked 
through Booking.com daily. After their stay in a hotel, guests are notified automati-
cally to assess their stay at the hotel. The system calculates an overall score of 1 to 10 
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based on the following criteria: cleanliness, comfort, location, amenities, staff , "qual-
ity/price" ratio and free WiFi access. Based on the assessments accommodation estab-
lishments in the area are rated and listed starting from poor to excellent. 

HRS (Hotel Reservation Service). Tiscover and hotel.de. sites belong to HRS, 
which is the market leader for business trips. The company was founded back in 1972 
before that Internet boom. HRS now offers over 250,000 hotels in 32 languages, ho-
tel.de alone offers a choice of 210000 hotels. A hotel is assessed in several categories 
and average values are calculated. In HRS and Tiscover the hotelier can address cus-
tomers responding to their comments, whereas this is impossible on the hotel.de.   

Trivago  is a company based in Germany and since the end of 2012 it has been a 
subsidiary of Expedia. Trivago specializes in meta - search of hotels, providing its us-
ers comparison of hotels in different channels under the criteria: prices, reviews rat-
ing. Trivago provides comparative information about over 725,000 hotels in 256 dif-
ferent booking pages. The portal integrates user ratings of other portals (eg. Holiday 
Check, Booking.com, Venere, Zoover) and it recalculates them with an index to 100. 
In addition to this, users can make their own assessments on the Trivago site on a 
scale of 1 to 10. 

In these evaluations, hoteliers can reply to customers. Moreover, hoteliers can enter 
free additional information when their product has changed and use promotion material. 

Table 1 presents some of the leading online sites for reviews and ratings of ho-
tels reputation in 2015. They should be monitored by hoteliers wishing to make use of 
effective reputation management. 

Table 1 

Leading online sites for reviews and ratings of hotels reputation in 2015 

Site User market Business model Rating system 
Availability of 
hotelier’s 
comments 

TripAdvisor International  Meta-search (di-
rect booking) 1 - 5 points yes 

HolidayCheck 
International, in 
German-speaking 
countries mainly  

On-line travel 
agency (ОТА) 1-6 suns yes 

Zoover 
/subsidiary of 
HolidayCheck/ 

Benelux Click-Out:* 1-10 points yes 

Booking 
International, with 
a major share in 
Europe 

ОТА 1-10 points yes 



S. Kadieva.  
Some Aspects of Reputation Management in the Hospitality Business 

183 

Еxpedia International ОТА 1-5 points yes 

Trivago 
/subsidiary of Ex-
pedia/ 
 

International Meta-search 

Summarises and 
compares prices 
and reviews from 
different sites. 
With its own rating 
system - 1-10 
points 

yes 

Venere 
/subsidiary of Ex-
pedia/ 
 

Italy, International ОТА 1-10 points yes 

Hotels.com 
/subsidiary of Ex-
pedia/ 

International ОТА 1-5 points yes 

HRS 
International, 
German-speaking 
countries mainly 

ОТА 1-10 points yes 

Tiscover 
/subsidiary of 
HRS/ 

German-speaking 
countries /focusing 
on UK destina-
tions/ 

ОТА 1-5 points yes 

Hotel.de 
/subsidiary of 
HRS/ 

German-speaking 
countries ОТА 1-10 points no 

Holiday-
test.de/assessmen
t site „ab-in-den-
urlaub, Unister/   

German-speaking 
countries ОТА    1-5 points  no 

yelp International Advertising 
agency 

1-5 stars yes 

* redirects users to external booking partners (e.g. on-line travel agencies)  

Source: ÖsterreichischeHoteliervereinigung,file:///D:/Reputation%20 Manage-
ment%202016/REPUTATIONSMANAGEMENT.pdf  

Online reputation management in the hospitality business 

As already stated, online reputation management has been gaining importance in 
the hospitality business. Experts recommend different approaches to managing on-
line reputation to be used by hotels (www.travelmind.eu): 1) monitor relevant portals 
for the reviews and ratings of hotel guests; 2) subscribe to the  GoogleAlerts service, 
through which we receive the Google search results according to specific criteria; 3) 
place a tablet at reception - this is perhaps the easiest, yet most effective way to en-
courage guests to review their stay in the hotel, the tablet has special software in-
stalled to post reviews and assessment in real time mode; 4) place the QR code 
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(Quick response code) in the hotel room  - you can receive the opinion of guests at 
any time of their stay by placing QR-codes in a hotel room, elevator, restaurant or 
other key locations. QR codes allow users to go directly, with a click of the smart 
phone, to a page online and share feedback and reviews of their stay in the hotel; 5) 
reminder at reception  - one way to encourage satisfied guests to leave a review about 
the hotel online is through a personal reminder for checking out guests. Receptionists 
could do that by encouraging guests, on their checking out, to share their opinions of 
the hotel in popular relevant sites; 6) e-mail reminder  - another way to increase your 
online reputation is by sending an email to every guest within 24 hours after their de-
parture. The content of the email can enclose direct links to TripAdvisor, Holiday 
Check or similar sites where they can make comments online, or post reviews, opin-
ions or recommendations to the hotel;   7) create a database of negative reviews and 
recurring problems expressed in the guest feedback with the aim to analyze the rea-
sons causing those faults and find ways to make amendments. At the same time guest 
should receive a reply thanking them for their critical opinion shared and apologizing 
for the inconvenience suffered. 

Besides the above-mentioned possibilities for hotels to manage their own on-line 
reputation, there are consulting firms which offer such paid service using specialized 
software products. Market-leading companies in this field are: TrustYou, ReviewPro, 
Revinate, CustomerAlliance, Travel Mind etc.  

“Specialized marketing agencies can help the hotel define its strategy and man-
age its online reputation. However, it should be pointed out that Replies to critical 
remarks must be sent on behalf of the hotel, and by the hotel itself” 
(http://thexperts.bg/article/ gostite-vi-rabotyat-za-vas-onlain, your guests work for 
you on-line) A steady trend in the development of the Bulgarian hotel business is 
currently exhibited, with more and more accommodation establishments starting to 
register in online booking systems. Hoteliers monitor guest reviews and the hotel 
rating, but they are not in constant contact with their customers, they do not reply 
regularly to their critical remarks and they do not use the complex approach described 
in the article when applying hotel reputation management. This calls for more focused 
management strategies in this matter in order to raise the reputation of Bulgarian 
hotels on the international hospitality market. 

There is a direct correlation between reputation management and revenue 
management. The good reputation of a hotel contributes to its increasing revenue and 
vice versa. The Cornell University estimated the ratio between successful hotel repu-
tation management and the number of sales:  If the assessment of a hotel in on-line 
sites goes up by one point (on the scale of 1 – 5), the hotel can raise its prices by 11% 
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without experiencing lower demand for its services or losing its market share. 
(http://www.customer-alliance.com/de/artikel/hotel-reputationsmanagement/) 

The higher rating and higher reputation, respectively, of a hotel justifies the in-
crease in prices, as it is accepted by the customer as normal, leading to a following 
increase in bookings.   

Conclusion 

Considering the conditions in which the modern hospitality business is develop-
ing hotel managers and hotel owners need to implement effective reputation man-
agement to enhance the hotel’s reputation, which would certifying the quality of the 
hotel product. Building a positive image of the hotel and establishing its brand is in-
extricably linked to maintaining its high reputation. Reputation management, includ-
ing online Reputation management is a tool that allows the hotelier to maintain effi-
cient feedback from its customers, in order to better understand their needs and de-
sires and thus be able to improve service and attract a growing number of loyal cus-
tomers.  
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