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HOTEL IMAGE AS AN IMPORTANT PREREQUISITE 
FOR CREATING A COMPETITIVE ADVANTAGE

QUALITY AND COMPETITIVENESS IN TOURISM AND HOSPITALITY INDUSTRY

Abstract: 
Tourism and hotel industry are showing the tendency of continuous and rapid 
growth on a global scale. The improvement of the working process is quite  
remarkable, i.e. the quality of service, but also the construction of numerous 
new facilities, which together affect the competition in the international tour-
ism market, where the Republic of Macedonia also gives its national tourism 
product. This paper pays special attention to the hotel service, as its inevitable 
and irreplaceable factor determining guest satisfaction. In this paper, hotel im-
age is particularly highlighted. Building and strengthening of the hotel image 
becomes one of the basic strategies for the consumers achieving greater value 
and better positioning in the market. The key question imposes as to how 
to build a good image of a hotel and identify the components that affect the 
hotel image. This paper analyses important components that affect the hotel 
image. To that end, research has been performed which confirms that the 
hotel image is created by products of services, location, clients, atmosphere, 
after-sales services and promotional activities. 
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INTRODUCTION

Th e business environment in which modern hotels operate is very 
complex. It constantly puts pressure on the hotel management requiring 
from them better quality of products and services, better customer servi-
ce, lower price sales, environment protection, fast and timely deliveries 
(Singh et al., 2015). Also, globalization puts pressure on the hotels due to 
the intensifi ed competition. In order to be successful in the market and 
attract consumers, it is necessary to approach to building key determi-
nants that will lead to creating a good image and competitive advantage 
of the hotel (Barney, 1991). Whether it is about the process of purchasing 
products in the supermarket or the process of choosing certain type of 
banking, insurance or other type of service, the customer appears as a 
complex personality infl uenced by numerous factors. Image is one of the 
key factors that considerably aff ects customers when making decisions. 
It builds the customer’s confi dence and opens up a wide spectrum of 
possibilities for easier and more eff ective market approach.
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People oft en tend to mix the terms product image and 
brand. As it is well-known, image is a psychological con-
struction while the brand is a legal-trading construction. 
Th at means that the image is defi ned as an identity that 
presents a sum of the existing ways in which the hotel 
identifi es itself among the consumers, the audience, the 
shareholders etc. Image is building and is changeable be-
cause it contains the perception of the audience for the 
hotel. Unlike image, identity is the real picture of the 
hotel. Image is the experienced quality for certain hotel 
versus the existing real quality of the hotel. Identity is 
a measurable while the image is an immeasurable vari-
able. To build a good image, it is necessary to pay special 
attention to the quality of services, location, clients, at-
mosphere, aft er-sales services and promotional activities 
(Connelly et al., 2015). All these components will make 
the hotel recognizable for the targeted group. Usually, the 
image is not only a picture or presentation of a certain 
product, but the consumers also participate in its crea-
tion. Th eir feelings (related to certain product image) are 
the result of previous experiences, diff erent beliefs, judg-
ments and opinions. So, the image includes the design 
of certain product or service, the quality, technical side, 
functionality etc. 

Th erefore, image can be defi ned as “a set of beliefs, 
ideas and impressions of the person regarding a certain 
object or institution”. It is a segment of market commu-
nication and its factors are: originality, real economic 
propaganda, brand recognition, appropriate manifesta-
tion of the brand to the market, the role of the sales staff , 
service quality etc. (Gambetti & Graffi  gna, 2015). In order 
for the hotel to succeed in the market and to achieve a 
competitive advantage, it is required to have a targeted 
group of consumers. Th eir behavior should be analyzed 
constantly to see what type of services they prefer within 
certain period of life, when and how they use those ser-
vices and how to create a loyal customer that will bring 
long-term satisfactory profi tability. Every hotel should 
thoroughly study the reactions of consumers of the 
targeted group and conduct the appropriate marketing 
activities, promotion and set appropriate sales staff  and 
inventory and shape the infrastructure. It is required that 
more detailed studies observe the consumer behviour in 
order to initiate activities for creation of more accept-
able services that will suit our target group. Appointing 
trained managing staff  will keep the consumers in the 
long run, but the same staff  can also attract new consum-
ers to increase the hotel profi t.

METHODOLOGY

Th e paper underlines the importance of certain com-
ponents in building the hotel’s image. We should know 
that the creation of the hotel image is not something that 

is made within a short time period, but it is rather time 
and money consuming. Consumers rely on the hotel im-
age as a perceptual reality when making the fi nal choice. 
Th at’s why we need to pay attention to its creation. 

Th e subject of this research is:
 ◆ the role and importance of creating hotel image as 

an important determinant of success,
 ◆ recognition of elements that aff ect the image of 

the store
 ◆ elaboration of all pre-conditions for successful ap-

pearance of the hotel in the market and achieving 
a competitive advantage 

Th is paper provides tips for successful creation of 
positive perception for a certain hotel. Although the 
determinants for hotel image creation can change from 
one market segment to another, this paper still empha-
sizes the most important components which determine 
whether the hotel is going to be successful or not.

IMAGE

Th e hotel image is determined on the basis of the en-
tire perception that the consumers have for that hotel. 
In fact, the image contains functional and emotional at-
tributes. When determining the image of the hotels, it is 
required to take into consideration their products, service 
provided to customers, regular customers, location, if 
there is a parking space nearby, the atmosphere, the aft er-
sales services and the type of promotional activities ap-
plied (Gambetti & Graffi  gna, 2015). It is very important 
to take into consideration the image of the environment 
where the hotel is placed. Th e management is interested 
in creating the best possible image (Conejo et al., 2015). 
Th is means that the hotels need to aff ect the perceptions 
of consumers as much as possible in order to successfully 
attract them in the following period. If the hotel image is 
not good compared to the competition, it is reasonable to 
spend considerable amount of money to alter the opinion 
of the target group.

THE QUALITY OF HOTEL SERVICE 
AS A BASIS FOR IMAGE CREATION

In modern terms, the quality is a success factor, 
very important in the context of selling products and 
services. Th e availability of information at world level, 
the global competition and requirements and the re-
duced number of loyal guests, are imposing additional 
responsibilities to the hotel management, regarding the 
research of new ways for giving a quality product. Each 
hotel product is extremely complex, as it is a sum of 
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tangible and intangible elements of the off er which are 
closely linked and aff ect the guests’ pleasure. Th e quality 
of the hotel product depends not only on the quality of 
the object, but also on the expertise and kindness of the 
staff , access to the hotel, serving speed etc. Th at means 
that the quality of service is a basic factor for achieving 
profi tability and market competitiveness. 

COMPONENTS FOR IMAGE CREATION

Th e concrete suggestions for creation of hotel image 
in the Republic of Macedonia are the following:

 ◆ First, attention should be devoted to the choice of 
the hotel location. It should be good and visible 
to consumers. Th e entrance should be large and 
recognizable i.e. easy to see

 ◆ Th e space and functionality should also be satis-
fi ed

 ◆ Th e furniture and interior décor must be at the 
superb level. To be modern and design by superb 
designers

 ◆ Th e hotels should have a wide assortment in or-
der to satisfy the taste of larger number of con-
sumers

 ◆ Quality sales staff  that knows well the consumers 
and will infl uence them during the purchasing 
process should be hired in the hotels

RESEARCH

Th is research was conducted on a random selection 
of respondents in hotels in the entire country (Republic 
of Macedonia) most of them being located in Skopje. 
Th e research was about the factors that aff ect the image 
of each hotel. To that end, a questionnaire with open 
and closed questions was designed. Th e beginning of the 
questionnaire consists of basic and demographic data, 
while the rest of the questions refer to the infl uence of 
the factors on the hotel image. Th is questionnaire was 
given to 500 respondents to obtain relevant data from 
which the appropriate conclusions can be drawn.

As to the main reasons that trigger consumers to buy 
or use hotel products and services of a hotel, the follow-
ing results were obtained (Table 1).

Based on the results obtained from the respondents, 
it can be noticed that the most common reasons why 
the consumers decide to buy products or use services of 
some hotel are the quality and the location of the hotel. 
Th e quality and the location aff ect the decision to pur-
chase with 30%. According to the respondents, other 
reasons that aff ect consumers are the hotel appearance 
with 12%, price with 6%, promotional activities with 
10%, employees with 4% and customers that purchase 
there with 10%. 

Th e following data were obtained concerning the 
importance of service for the hotel staff  (Table 2). 

Table 1. Th e reasons why consumers decide to buy or use hotel products and services

location quality price promotional 
activities employees hotel appear-

ance customers

30% 30% 6% 10% 4% 12% 8%

Figure 1. Th e reasons why the consumers decide to buy or use hotel products and services
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In this chart, we can see that the role of the staff  
is not important to 16% of the respondents, 32% of 
them consider it important, while 52% consider it very 
important. Based on that, it can be concluded that the 
service provided by the personnel in the hotel is very 
important for customer satisfaction. Due to this fact, 
it is required to pay signifi cant attention to this issue.

As regards the question of whether the promotion 
of hotels aff ects the consumers’ perception and image 
creation, the following data were obtained (Figure 3).  

Th e chart shows that 62% of the respondents con-
sider that the promotion has a major impact on stimu-
lating them to visit and the perception for creation of 
hotel image, 33% of them believe that the promotional 
activities don’t infl uence their visits to hotels and 5% of 
the respondents do not know what to say. 

As regards the issue of the medium that is best for 
promotion, the following results were obtained (Figure 4).

According to the chart, it can be noticed that 15% of 
the respondents consider that the television is best for 

Table 2. Th e role of the hotel staff  

is not important is important is very important

16% 32% 52%

Figure 2. Th e role of the staff  in the hotels

Figure 3. Infl uence of the promotion on the consumers’ perception and image creation

Figure 4. Which medium is the best for promotion
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promotion, 13% believe that the radio is best for promo-
tion, 8% consider that the newspapers and magazines 
are best for promotion, 20% consider that the promo-
tion will be most successful through the Internet, while 
25% of them choose the combined promotion (televi-
sion and internet), and 19% choose the combined pro-
motion (radio and Internet).

RESEARCH RESULTS

According to the results of the questionnaire, the fol-
lowing conclusions could be drawn: 

 ◆ Th ere is interest in buying products and services 
of hotels that have established a positive image

 ◆ When buying a product or services, the custom-
ers make the decision because of the quality of 
products and services, but the location and ap-
pearance of the hotel are also very important. 
Promotional activities as well as the customers 
of the hotel also have a considerable bearing on 
the consumers’ preference for certain hotel. Re-
garding the price, it is not one of the most impor-
tant factors because the products and services are 
branded and low prices cannot be expected 

 ◆ Th e service provided by the staff  is also very im-
portant in the purchasing process 

 ◆ Based on the questionnaire, we can conclude that 
it would be nice to take promotional activities, 
and the combination between the traditional and 
modern media is considered the most eff ective 
medium.

CONCLUSION

Macedonian customers want to visit hotels that are 
well-known brands. Th e business environment in which 
modern hotels operate is very complex. In order for a 
hotel to succeed in the market and attract potential con-
sumers, it is necessary to approach towards building po-
sitive hotel image. We must emphasize that great part 
of hotels are aware of the fact that it is necessary to pay 
attention to signifi cant components for building of the 
image such as the location, space and functionality of 
the hotel, atmosphere, service quality provided by the 
hotel staff , the quality and assortment of products, as 
well as promotional activities. If one hotel meets all 
these criteria, then it will surely have countless loyal 
consumers with the short-time period and achieve its 

goal. Aft er some time, it will become a brand, which is 
what all hotels aspire to achieve. It still imposes as the 
main conclusion that tourists prefer an integrated qual-
ity level of the destination, which absolutely correlates 
with the experiences concerning modern trends of tour-
ism development. Th e quality of all individual services 
that make the destination image means systemic action 
of all factors of tourism development. Nonetheless, the 
quality of service and employees as its immanent crea-
tors still remains the key factor towards fully gaining 
the trust of the guest and his/her reinstatement in the 
hotel/ destination.
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