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SERVICE CULTURE, REPUTATION MANAGEMENT AND BRAND CONSISTENCY

Executive Summary
Creating a strong and positive service culture is critical in the hospitality industry to attract and retain customers and ultimately enhance their experience. Consistency in brand identity is another major point for hotels to differentiate themselves from their competitors, build customer trust, and create loyalty. Six Senses and Ritz Carlton are two examples of hotels with exceptional service cultures, with Six Senses focusing on sustainability and wellness and Ritz Carlton on anticipatory service. Hilton Hotels' reputation management strategy focuses on delivering personalized experiences, maintaining brand consistency, and leveraging customer feedback to improve service quality continuously. Negative reviews can significantly reduce a hotel's bookings and revenue, making reputation management crucial for hotels.
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In the hospitality industry, service culture is a critical aspect of ensuring customer satisfaction and loyalty. A service culture refers to the beliefs, attitudes, and values of an organization that prioritize delivering exceptional service to customers. This report will provide an overview of service culture in hospitality, including its importance, characteristics, and how it can be developed and maintained for this purpose. Another major aspect will be the reputation management and why is crucial for a hotel brand's success, what it involves monitoring, assessing, and shaping perceptions of the brand in the eyes of customers, stakeholders, and the public. This report also compares leading hotel brands reputation management, service culture and brand consistency with other hotel brands and highlight its effectiveness and challenges to avoid being left behind and why delivering customers the experience they expect is important.
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It is essential in the hospitality to have a strong service and corporate culture because it determines the overall experience of customers, according to Yang, Luu, & Qian (2022) a positive service culture results in increased client retention, repeat business and favourable recommendation.  In contrast, a negative service culture can lead to negative reviews, customer complaints, and a decline in business. 
Torres & Kline, (2013) Analysed feedbacks by hotel guests expressing their positive experiences at numerous hotels, this research developed a codebook based on an extensive literature review to analyse the feedback’s and identify universal themes for customer delight.
In a article written by Louveau (2023) he provides the best practices for creating a service culture, including training employees, communicating with customers, including all parts of the company, seeking out the right hires, and encouraging a customer focus. Also gives examples of companies that embody a service culture such as The Ritz-Carlton. 
Company culture plays an important role in the hospitality industry. A strong and positive company culture .Organisation can use culture to better engage staf members, increase productivity and improve the customers experience.
Six Senses and Ritz Carlton are both known for their exceptional service culture, but they differ in their approach to delivering exceptional experiences to customers.
[bookmark: _Hlk133744761]In an article by Michopoulou (2020) the CEO of six senses said: “The wellness and sustainability are the most important things (Jacobs 2020)” Six Senses has a strong focus on sustainability, wellness, and local experiences. Their service culture revolves around personalized, holistic experiences that are environmentally sustainable and socially responsible. They believe in taking a personalized approach to service, where staff members take the time to understand guest’s needs and preferences to create a unique experience that reflects the destination and local culture. The staff is also encouraged to create a sense of community among guests and employees, which fosters a warm and welcoming atmosphere. Additionally, Six Senses has a strong commitment to sustainability, and their service culture reflects this by incorporating eco-friendly practices into their operations.
In contrast, The Ritz Carlton has a service culture that is built around anticipatory service, they focus on anticipating guest’s needs before they even ask and delivering exceptional service at every touchpoint. 
Michell (2008) Ritz Carlton employees are trained to follow the "Gold Standards," which are the company's service guidelines, and they are empowered to go above and beyond to create experiences how guests never forget. 
Ritz Carlton also underlines the value of attention to detail and brand consistency, that guarantees that guests receive the same exceptional service at every Ritz Carlton property worldwide.
Both Six Senses and Ritz Carlton place a strong emphasis on creating a service culture that is customer-centric and focused on creating memorable experiences. However, Six Sense’s approach is more personalized and community-oriented, while Ritz Carlton's approach is more standardised and focused on anticipatory service. Ultimately, both companies have been successful in creating a service culture that sets them apart in the hospitality industry.
The following is characterised by several key features, including a customer-focused mindset, empowerment of employees, continuous training and development, and a willingness to go above and beyond to meet customer needs. 
Solomon and Humler (2016, p.39) stated that "The only metric a guest cares about is this: one to one” In a service culture, employees are encouraged to take ownership of customer interactions and to prioritize customer needs over company policies.
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One of the largest leading hotel brands with a long-standing reputation for quality service, luxury amenities, and exceptional customer experience is the Hilton, they reputation management strategy focuses on delivering personalized experiences, maintaining brand consistency, and leveraging customer feedback to improve service quality continually.
Negative reviews and comments about a hotel can significantly reduce the number of bookings it receives according to a study by TripAdvisor, 79% of traveller’s are less likely to book a hotel with no reviews, and 53% of travellers will not book a hotel with a rating of less than four stars (TripAdvisor, 2022).
Poor reviews and comments can damage a hotel's brand image, making it harder to attract and retain customers in the future. Increase by only a one-star rating in a hotel’s Trip Advisor  can increase by  12% in revenue according by a study of Harvard Business review (Anderson et al., 2013).
A reduction in bookings can lead to a significant loss of revenue for a hotel. By a Cornell University study improving a hotel’s Trip Advisor rating by one star can result in a higher in occupancy rates of 9%. (Djamasbi et al., 2014).
That why Hilton Hotels employs a multifaceted approach to reputation management, they keep a close eye on social media platforms, to identify and address negative comments and reviews promptly it uses reputation management software to monitor and analyse online reviews and feedback from guests. The software they use enables the company to track trends, analyse guest sentiment, and identify for improvement. Hilton Hotels places a high value on customer service, and the company strives to exceed guest’s expectations. Customer service team is trained to handle complaints promptly, effectively, and efficiently to ensure that guests leave with a positive impression of the brand.
Other hotel brands strategy is comparable, like Marriott International Hotels and InterContinental Hotels Group (IHG). Such as Hilton Hotels, Marriott International and IHG employ a multifaceted approach to reputation management, including social media monitoring, reputation management software, and a focus on customer service. There are differences in the approaches taken by these brands. For instance, Marriott needs to prioritize sustainability, just as a Six Senses does and has placed forward the most count of strategies to reduce its impact on the environments. In contrast, Hilton Hotels just as The Ritz Carlton focuses on delivering exceptional customer experiences.

[bookmark: _Toc133661917][bookmark: _Toc133674571]Brand Consistency
Consistency helps customers know what to expect from a brand, which can lead to increased loyalty and repeat business (Ariffin et al., 2013) Brand consistency is crucial for hotels for several reasons. Firstly, it helps to establish a strong brand identity and differentiate the hotel from its competitors. Consistent branding also helps to build trust with customers and creates a sense of reliability and familiarity that can lead to customer loyalty. In today's competitive hospitality industry, brand consistency can be the difference between a successful hotel business and one that struggles to stand out from the competition a positive brand image can attract new customers and help to retain existing ones (Chathoth et al., 2016). 
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Finally the hospitality industry depends significantly on service culture to boots customer satisfaction and loyalty. A strong service culture involves prioritizing customer needs, empowering employees, providing continuous training and development, and going above and beyond to exceed customer expectations. This requires a commitment from all levels of an organization, from senior management to front-line employees. Maintaining a positive company culture not only improves employee retention and satisfaction, but also enhances the guest experience and ultimately leads to business success.
Effective reputation management is also crucial for hotel brands, as negative comments and reviews can lead to decreased bookings, revenue loss, and damage to brand image. Hilton Hotels, IHG and Marriott international reputation management approach, which includes social media monitoring, reputation management software, and a focus on customer service. While they all face challenges in managing the global brand image and maintaining consistency across its properties, its commitment to exceptional customer experiences is a key driver of its success. Overall, Hilton's, IHG and Marriott reputation management strategy is commendable and serves as a model for other hospitality brands.
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· Invest in Technology.
· Tailored services.
· Sustainability.
· Invest in service culture, Staff programmes and Training programs. 
· Family programmes and Kids clubs with onsite supervision.
By implementing these recommendations hotels can keep up with new marketing trends.
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