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AN EXAMINATION OF SERVICE CULTURE, REPUTATION MANAGEMENT AND BRAND CONSISTENCY.

[bookmark: _Toc135063893]EXECUTIVE SUMMARY
When hotels are service oriented and focused on increasing customer’s satisfaction, it increases the good report about them. The hospitality industry circumvents around having the right reputation. Hence, it is necessary for customer satisfaction to be the main goal of hotel industries. Brand consistency is necessary for a well managed reputation. It takes years to build a great reputation but just one customer bad review can undo years of hard work. This study focuses on the relationship between service culture, reputation management and brand consistency; examining each of these elements and how they overlie. 

[bookmark: _Toc135063894]INTRODUCTION
With the advent of technology and the evolution of the hospitality industry, competitions have saturated the industry. For brands to set them themselves aside and ensure customer loyalty, a unique service culture must be adopted. Service culture cannot be spoken about without reference to reputation management and brand consistency. This is because there is a relationship between them. This paper seeks to explore that relationship and how the relative terms affect the hospitality industry as a whole.

[bookmark: _Toc135063895]SERVICE CULTURE
What is service culture? When workers are encouraged to approach their daily tasks and job activities with a focus on the client, this is known as a service culture (Michaelides¸2017). In the hospitality industry, service culture means hotels prioritizing customer satisfaction. For hotels like Mariotte, close attention is paid to service culture and customers are afforded the avenue to show their displeasure on any service that doesn’t meet their expectations (Spector, 2017). This should however not be mistaken for corporate culture. The values and actions of a firm are identified and highlighted by corporate culture (Groysberg et al., 2018). It serves as a general framework for how staff members should behave, feel, and think.  Corporate culture, which covers everything from basic beliefs to organization's vision for its personnel, is what gives a business its identity (Groysberg et al., 2018). 
Services rendered by hotels vary. The service culture of Mariott hotel which is considered a first class hotel will be different from the Sheriff hotel which is considered a budget hotel in the Uk. Although both aim at customer satisfaction, their budget and way to achieve that are different.
Why service culture is so important and what impact does it have in the hospitality industry. Service culture and guest satisfaction go hand in hand as the main goal of every service culture oriented industry is guest satisfaction (Cheng et al., 2018). Service culture is crucial since it is what makes for excellent customer service. Excellent customer service increases the likelihood that consumers will stick with a company and recommend it to others (Mahrous and Hassan, 2017). In other words, offering top-notch customer service helps the company attract new clients through word-of-mouth recommendations as well as return customers.
The hotel brand will become associated with a satisfying experience. They will like their time at the hotel so much that they will want to return, and by gushing about it, they will provide the establishment free advertising. Simply put, a great service culture is great for the reputation of the business. A great service culture helps hotels get more customers and retain old customers.
[bookmark: _Toc135063896]REPUTATION MANAGEMENT

A good reputation takes years to build but without proper reputation management, such reputation will be lost in few days. In the hospitality sector, reputation management is crucial since it's a crucial approach to increase income by gaining the confidence of future customers and maintaining connections with existing ones (Mmutle and Shonhe, 2017). For the purpose of influencing sales and hence maximizing income, a favorable view of your hotel's brand is essential. The success of a hotel is closely affected by its reputation (Kadeva, 2017). The perception on customer’s service quality will in turn affect the reputation of a company. 
Monitoring and influencing a hotel's internet reputation are the main goals of managing its reputation (Aureli and supino, 2017). In addition to many other things, it entails monitoring review websites, posting and interacting on social media, and website search engine optimization (Aureli and supino, 2017). To put it another way, maintaining a hotel's internet image is crucial to its entire company and may significantly impact how it fare versus other hotels.
Since reputation management is so important, how can hotel managers effectively manage a hotel’s reputation? The world has evolved and to effectively manage a hotel’s reputation, the hotel manager needs to ensure an active presence on the internet (Nicoli and Papadoupolou, 2017). Social media is the best platform for visually showcasing a company and giving it a voice when communicating with customers (Chopra et al., 2020). 
Bad reviews when posted will definitely be posted on the social media platform or on the internet. As a result, proper utilization of social media platform is needed (Veh et al., 2019).  Most people before booking a hotel go online to check for reviews on a hotel before lodging at a hotel hence if the reputation of a hotel is not properly managed, not only would they lose customers they would also not be gaining new customers.  Reputation management is essential to the hotel's overall performance (Constatinescu et al., 2019). The only way a hotel manager can effectively manage hotel reputation and bring attention to good feedback is if he or she has some understanding of what people think of the hotel when they hear its name. Therefore, having positive feedback from satisfied guests who discuss their experiences at your hotel is highly beneficial.
When a hotel has a bad reputation, it becomes extremely hard for a hotel to get new customers or retain old customers. Bad reputation is bad for business. The Sheraton worked with BCV to handle guest reputation management in 2023 so that it could continue to provide excellent customer service and forge stronger bonds with its visitors (BCV,2023).  However, the Brittania hotel that consistently gets bad reviews; there is definitely a decline in the reputation management system (Demir, 2021). Unfortunately, it doesn’t seem to be getting better as it has been voted worst hotel in the Uk consecutively.
[bookmark: _Toc135063897]BRAND CONSISTENCY
Brand consistency means maintaining the same standard a hotel set out with from the on start (El said, 2020). Brand consistency shows a hotel is continuing with the standard it puts out there. By maintaining brand consistency across all marketing platforms, it is easy to ensure that consumers and potential customers see the same representation of the business and what it stands for (Khadka and Maharjan, 2017)
In essence, the hotel's criteria for brand consistency are what set it apart (Sun et al., 2017). The hotel is achieving and exceeding the original goals it established for itself, according to the brand consistency standard (Sun et al., 2017). A hotel's market is undermined and the quality of its guest services declines when it is inconsistent with the brand standard it has established.
Brand consistency is so important because it leads to a brand identity (Fouroudi, 2019). When a hotel is consistent, it makes it easy for customers to identify it with something. Brand recognition is a result of brand consistency; hence it is crucial (Makbot and Shaari, 2017). Customers are more likely to patronize and stay consistent with a hotel brand when they know what to expect. Additionally, by maintaining brand consistency, a highlight of customer’s benefit is made.
 Choosing a set of criteria that every employee must abide by is the first step toward consistency. The hotel's management team must decide what the company's brand stands for. What impression do you want guests to have of the hotel? For example every Sheraton hotel regardless of it positioning in the world is known for it state of arts cuisine and gym (Andreasson and Johanson, 2017). So regardless of your geographical positioning, you already know what to expect from Sheraton as it as built a standard for itself.


[bookmark: _Toc135063898]CONCLUSION
The hospitality industry is saturated and for hotels to thrive and make an impact on customers, close attention needs to be paid to customer service. Everything in the hotel industry boils down to service culture. This is because when guests are satisfied, it inadvertently brings reviews and as a result reputation is effectively managed. Hotels have to be consistent with the standard of services provided so as not to ruin their reputation or brand image. 

[bookmark: _Toc135063899]RECOMMENDATIONS
The only thing constant about life is change. Businesses in the hotel industry frequently deal with issues such growing costs for basic necessities, shifting consumer expectations, finding qualified employees, and most significantly constantly shifting market trends. Hotel management should constantly monitor inventory, manage supplies, and minimize wastage in order to address the problem of the growing cost of everyday consumables. Every day new trends emerges that might either stay or just be fleeting. Before hotels hop on trends, adequate researches should be done to ensure if the new trend aligns with the hotel standards or hotel image. Hotels manager should be ready to evolve with time and changes. For hotel managers, changes in the advertising and marketing trend can lead to issues. 
Additionally, conventional marketing strategies are no longer very effective. Consequently, one of the largest obstacles in the hospitality sector for people who have always adhered to the traditional methods is choosing the appropriate approach.
[bookmark: _Toc135063900]Maintaining inline reputation is one of the major problems, hotel face. A bad reputation will bode badly for the brand Image. The adoption of an effective guest review system will help remedy this problem. However hotels need to work on bad reviews and ensure customers feel heard. It will be simpler for managers to meet client expectations if they are aware of current trends in the hotel industry; chat bots may also be employed for this purpose and can act as a self-service guest portal. Here, visitors may provide suggestions and have their expectations satisfied in the most exciting way possible.
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