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ABSTRACT

Today companies must make reputation management a fundamental part of their corporate culture and value system. Companies must spread the message of reputation management throughout the organization and make employees cognizant of how each and every one of them affects reputation on a daily basis.

The purpose of this study is to conceptualize a superbrand in Turkey named “Hillside Beach Club”. In leisure management industry, Hillside Beach Club is certified to be one of the best in reputation management. Hillside story starts with a basic sport center, which then turns itself into a huge brand (Hillside). In a short period of 15 years, Hillside becomes a huge corporate concept, which changes the lives of people through offering lifestyles. In this sense, reputation management is a tool for Hillside to differentiate its services from the others as an attempt to beat the competition. Through a solid brand identity and promotional activities, Hillside is perceived to be the leader in leisure management industry in Turkey. Through mass media activities (Hillsider magazine), various promotional attempts (The Hillside community and Hillsider card), and word of mouth marketing, Hillside is a very reputable company who strongly implements reputation management perspectives. This study identifies key reputation management issues in theory and attempts to apply such applications at Hillside Beach Club.
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INTRODUCTION

In the highly competitive arena of leisure management industry, companies that aim to stay ahead of the competition should renovate their strategies as an attempt to offer value to their customers. A major tool to reach this perspective is to have a strong corporate reputation, which in return will have a positive impact on the way such firms “differentiate” their services. Implementation of such strategies may also have a critical outcome to the marketing success as well.

The purpose of this study shall be to set corporate reputation strategies in Turkey as a means to build and manage them in the leisure management industry. The study also aims to implement such strategies at a very well perceived Beach Club- Hillside Beach Club.
THE CONCEPT OF CORPORATE REPUTATION

As a result of globalization, competition has been on the rise and product life cycles have been shortened.  Besides it is becoming harder to differentiate between goods and services. In this arena, customers make the choice and companies try to find several differentiation strategies (Ural, 2002).
A company which has formed its corporate culture can cope with its competitors more efficiently. Corporate identity and corporate image are the two major tools that play a major role in the formation of corporate reputation. In this sense, corporate identity is the symbols (such as logos, color scheme) an organization uses to identify itself to people. On the other side, corporate image is the total impression (beliefs and feelings) an entity ( an organization, country or brand) makes on the minds of people. Overall, corporate reputation is the evaluation (respect, esteem, estimation) in which an organization’s image is held by people. So, corporate identity recalls and enhances the corporate image to form the reputation of an organization (Dowling, 2001). In marketing terms, it is a matter of perception by the customers.
A key issue that many companies face is related with whether there is an awareness problem or reputation problem within the firm. A good reputation management strategy should be able to solve both awareness and reputation complications where recognization of the organization’s identity symbols, advertising,  products and services should well be utilized. 
Organizational culture is highly associated with corporate reputation. An academic definition of organizational culture is “ the pattern of basic assumptions which a group has invented, discovered or developed, in learning to cope with problems in its environment, which have worked well enough to be considered valid and therefore to be taught to new members as the correct way to perceive , think, and feel in relation to those problems (Schein, 1984). A well established organizational culture can enhance a good corporate reputation among the customers.
REPUTATION QUOTIENT  AS A MEANS TO FORM EFFECTIVE REPUATION MEASURES
In their book “Fame and Fortune”, the authors, Fombrun and Van Riel establish six competitive measures which are crucial to the overall standing of companies in global perspectives. 

The study points out six dimensions (Fombrun and Van Riel, 2004):
1- Emotional appeal: A good reputation should be able to emotionally appeal to the customers, thus it should even bring loyalty in the long run.
2- Products and services: A good reputation could only be established provided that the company offers high quality, innovative, reliable goods and services, or a good value for the money.
3- Financial Performance: If the company’s profitability is well, most customers perceive that it has strong future prospects and believe that it is not too risky to invest in. So, this strategy brings a good reputation to the company and its stakeholders as well.

4- Vision and leadership: If consumers agree upon the fact that the company has a clear vision for the future and strong leadership, such company may be doing well in the formation of its reputation management. 

5- Workplace environment: If the company is well managed, has topnotch employees, and would be great to work for, then it is identified that the company has a view of good corporate reputation. 

6- Social responsibility: A major tool of a good reputation management is to become a good citizen as a company. A social responsible company should support good causes, protect the environment, and do right by local communities. A company which is known as socially responsible can be perceived as a good example of a reputable company.  
In addition to the above information, the book “Fame and Fortune” clears out the roots of fame ( the key ingredients for building star quality reputations) in five terms (Fombrun and Van Riel, 2004). These are
· Be visible: No matter how good a company is, there is no real reputation without visibility. The company must be able to show and promote what it is doing, so that it could well be perceived in the eyes of the consumers.
· Be distinctive: In order to be distinctive from the others in the sector, the company should be able to diffferentiate its goods and services.
· Be authentic: Genuine goods and services are known as authentic. Besides, goods and services that are hard to be imitated are the ones that are authentic which are highly reputable.
· Be transparent: Strong corporate reputations develop when companies are transparent in the conduct of their affairs. In this sense, companies should be able to communicate with the public.
· Be consistent: Top rated companies are also consistent in their actions and communications to everyone. They carry a strong mission and vision, have strong goals and objectives.
In corporate reputation chain designed and implemented by Davies, employee view brings identity to the company, while customer view brings image. In addition, satisfaction brings loyalty which increases sales. Satisfaction in this model is highly associated with retention as well. The model concludes that the key issue in the chain is branding (Davies, 2003).
BUILDING CORPORATE IDENTITY and CORPORATE IMAGE 

Corporate identity is different from corporate image in many ways. These two terminology are misconceptualized and many times mixed with corporate reputation as well. Corporate image is mostly based on thoughts, however corporate identity is linked with physical concept. Corporate image identifies what public thinks of the organization, on the other hand corporate identity is linked with how they perceive the organization.  

The formation of the corporate identity includes its visual identity. The basic building blocks of an organization’s visual identity are its name, logo or symbol, color scheme, and type font. Sometimes, the company’s building architecture, its location, the internal decor of offices, and the uniform of employees play a major role in this process as well.  If the corporate name sounds good to ear, then it is likely that it will communicate well in any medium. It is also important not to use company initials. The name should be easy to be pronounced and firms should try to avoid names beginning with the country name (Dowling, 2001). The logo is often the most distinctive point of eye contact that employeees and guests have with an organization’s visual identity symbols. On the other side, the cultural context within which a color is used can be an important factor to consider. 
Mentioning all the above theoretical background, a good reputation helps a firm
· to add extra psychological value to the products and services

· to help reduce the risk customers perceive when buying products and services
· to help choose between products and services

· to act as a powerful signal to the competitors

· to support new product introductions (Dowling, 2001).
DEFINING CORPORATE CULTURE
The companies who claim that they have well established corporate reputation should have defined their corporate culture. Corporate culture generally refers to the environment or personality of an organization, with all its multifaceted dimensions. Culture comprises the ritualized patterns of beliefs, values, and behaviors shared by the organization members. These rituals and traditions may relate to political, economic, or social mores and may be built around such things as relationship with customers and coworkers, status, work ethics, openness, individuality versus collectivism, and how work gets done (Sheritton and Stern, 1997).   Afterall, the most senior leadership of the overall organizational entity creates the corporate culture.  In a newly merged or acquired organization, usually the senior leadership of the prearranged “parent” or the more economically powerful entity creates or maintains the culture. 
A DIFFERENTIATION TOOL IN COMPETITIVE ADVANTAGE- REPUTATION MANAGEMENT

In literature, it is stated that a good reputation of a firm may lead to several competitive advantages which may in return establish a differentiation strategy. Differentiation based on reputation has become more important to companies because of various environmental trends (Fombrun and Van Riel, 2004).  These issues may be listed as;
· globalization

· information availability

· product commoditization

· media mania

· ad saturation

· stakeholder activiticism

In several articles, it is also clarified that reputation affects purchase decisions. Students of marketing generally focuses on consumers’s purchase decisions. They try to show that through careful branding, a company can get consumers to buy more of its products than those of its rivals. On behalf of employees, reputation affects decisions to engage, commit, and stay. Reputation also affects investment decisions and in media choices, reputation affects coverage. In financial analysts, reputation affects language. So, it may be concluded that reputation matter, because they affect strategic positioning.  

THE EVOLUTION PROCESS OF SOCIAL RESPONSIBILITY IN TURKEY

Turkey, in the globalization era, has also advanced itself very much as far as social responsibility is concerned. The rise in the competition in all sectors has brought along an emerging concept that each and every firms must establish a norm of social responsibility as an attempt to differentiate its goods and services from each other. In a global study conducted in 2001 by Environics International, it is found that Turkish consumers value business ethics, labor practices, environmental impacts and demonstrated social responsibility much less than brand quality when forming an impression of a firm.  The same study also found that in low to mid income level countries, firms are considered socially responsible based on reasons which are not CSR related. The study notes that although the level of education has an influence on the public expectations of corporations; society predominantly expects economic performance (jobs) from the business in those countries and, consistent with the findings, in Turkey ( Habisch and Junker and Weger and Schmidpeter, 2005).
In his renowned attempt to cluster the countries, Hofstede identified four dimensions that distinguish societal cultures such as power distance, uncertainty avoidance, individualism/collectivism, and masculinity. In this perspective, Turkey represents large power distance, low individualism, strong uncertainty avoidance, and low masculinity.  However, according to Schwartz, Turkey ranked above average in values of conservatism, hierarachy, egalitarian commitment and harmony.    

A SEVEN COMPETITIVE ELEMENT APPROACH TO CORPORATE REPUTATION

In literature, a study by Kristjan and Brady reveal that there exist seven competitive elements while creating a corporate reputation. The seven elements identified in his research are as follows ( Kristjan and Brady, 2005) : 
1- Knowledge and skills: A company can only be as good as its employees who are the major determinant of current and future success.  As drivers of innovation, the optimum use of their talent is paramount to growth.
2- Emotional connections: Consumers attach emotions to services and products. Without this emotional connection, many companies would be alike. This strategy includes the perceived values and culture of an organization, and how these link with those of its stakeholders.
3- Leadership vision and desire: Stakeholders attach a high value to companies that are perceived to be led by a group of people who have vision and desire. It is not enough to simply have a vision. The company must be perceived as being able to realize its vision. 
4- Quality: This strategy is concerned with product or service quality, that is whether a company is seen to be meeting customer’s requirements, not just once, but consistently.
5- Financial credibility: This strategy is associated with the traditional means by which a company‘s performace is judged.  To build credibility, the company should have a strong historical and contemporary record for generating better than average returns for shareholders.
6- Social credibility: This element concerns the company position within the society.  It examines whether the company is perceived as being a valuable actor in society, acting as a good citizen, adding to social equity, therefore earning a license to operate.
7- Environmental credibility: In a society framed by growing environmental problems, businesses need to ensure that they are not perceived to be adding to the negative legacy that they leave for future generations.
A good reputation requires full alignment between an organization’s
- vision and values ( what it says it is)

- conduct and actions ( what it actually does and how its stakeholders experience it)

- stakeholder expectations (Rayner, 2003).
The reputation value cycle as presented by Fombrun and Van Riel focuses on four distinctive elements of study. The authors imply that corporate reputation could bring along long term strategies in four areas (Fombrun and Van Riel, 2004). These are;

· Shareholder value 

· Corporate initiatives, citizenship and communications

· Supportive stakeholders and endorsements

· Revenues, profits and assessments of future prospects

THE RELATIONSHIP BETWEEN BRAND FORMATION AND CORPORATE REPUTATION

As companies attempt to differentiate their goods services from each other, a major tool has been to move towards brand formation. Companies who have a strong corporate reputation invest in forming its brands as a means to beat the competition. Companies with a solid corporate culture can be able to easily create their own brand.  Basic principles of branding and brand equity are as follows:
· Differences in outcomes arise from the added value endowed to a product as a result of past marketing activity for the brand

· This value can be created for a brand in many different ways

· Brand equity provides a common denominator for interpreting marketing strategies and assessing the value of a brand

· There are many different ways in which the value of a brand can be manifested or exploited to benefit the firm

BUILDING A STRONG BRAND: FOUR STEPS OF BRAND BUILDING

A strongly structured brand can have a positive influence on the corporate reputation as well. It enhances the reputation and thus, there can be a win-win situation in where brands can benefit from the corporate culture. In literature, it is stated that there are four steps to building a strong brand  (Keller, 2003).
1- Ensure identification of the brand with customers and an association of the brand in customer’s minds with a specific product class or customer need.

2- Firmly establish the totality of brand meaning in the minds of customers, by strategically linking a host of tangible and intangible brand associations with certain properties.

3- Elicit the proper customer responses to this brand identification and brand meaning.
4- Convert brand response to create an intense, active loyalty relationship between customers and the brand.

Having detected the above mentioned information from the literature, it can be implied that such information has an intensive link with corporate reputation in many ways. First of all, brand identity ( who are you?), brand meaning ( what are you?), brand responses ( what do I think about you?), and brand relationships ( what about you and me?) are the critical elements of corporate reputation as a part of brand formation.
REPUTATION MARKETING- A LINK BETWEEN REPUTATION AND MARKETING 
Companies that have a good reputation are able to market their goods and services in a more convenient and cost effective way. A major outcome of marketing is to offer value to its customers and provide loyalty among them. As it becomes harder to differantiate between goods and services, corporate reputation has been a key factor in dealing with customers. 

Reputation marketing has emerged as an era of specialization among public relations professionals and marketing consultants. A closer look at the subject reveals marked similarities to the practice of corporate image management, and in some instances, brand management as well. Reputation marketing is a guide to creating a focused brand or corporate public relations philososphy , as well as a plan of action. A reputation, good or bad, casts a shadow far and wide that can help or hurt a company or brand.  Reputation can affect the bottom line- in every sense of the term. This is about recognizing the fact and making a difference (Marconi, 2001). 
Based on the book by Marconi, basic rules for building a reputation is as follows (Marconi, 2001):
· How you look and what you do creates an image. Images, over time, create a reputation.

· Through your advertising, public relations, package design, delivery system, unique selling points, presentation, performance, and quality of service, you must position yourself in the market place.

· Tell people who you are, tell them what you do, tell them why they should care.

· A marketing effort is the time, place, and program that should be used to promote quality, cost, value, and your best and most unique characteristics- the features that set you apart from every one else.

· Make the public want to get closer look at you, to know more about you.
AN OVERVIEW OF HILLSIDE BEACH CLUB AND CORPORATE REPUTATION STRATEGIES 
Hillside Beach Club is perceived to be one of the best beach clubs througout the tourism resorts in Turkey. Having set forth the theoretical background of reputation management, it is highly observed that the company enforces many corporate reputation issues in order to offer maximum value to its customers.
A growing trend shaping the tourism industry throughout the world since the 1990’s is healthy living and supporting the emotional and physical strength. This new concept is called “Leisure Management Industry”. This industry is highly associated with forming new trends, lifestyles, concepts in order to offer value to customer’s leisure times.  This concept is initiated in Turkey by Alarko- Hillside group. The group started his journey by establishing a sports center, then transforming it to Hillside brand. In a short period of 15 years, the company has been the only  corporate one in leisure management industry.  The company has examined the overall ternds in the tourism market and well adapted them to the changing needs of the Turkish customers. The company now offers services in hotel industry, sports, cinema, and spa activities.  The company has been a leader in boutique sports centers, which has been a growing trend in the local market.  With this strategy, Hillside has been the leader that dominated the competition.  

Another new service offered by the group has been a new look to cinema administration.  In the early 90’s, cinema administration had lost its popularity, however the company brought a new look to the administration and introduced the concept of luxury cinema saloons, equipped with recent technology in the comfort of customer’s own house. This strategy has enabled many customers the habit to go to cinemas once again.  The group of companies brought synergy by offering sports, cinema, food&beverage under the same roof.  

The market in the tourism industry is two-fold. On one hand, mass tourism is being wide-spread, on the other hand, firms that target high end users by service differentiation is on the rise.  To target such markets, Hillside Beach Club and Hillside Su have a high brand recognition among the European tourists.  They all offer exclusive service to its customers. 
Hillside Sanda Spa has been the first in the Turkish tourism industry to offer personal care in the spa and its mission has been to be the first and biggest chain in the spa business.  Skal International, which consists of the world’s most reputable tourism managers, nominated Hillside Beach Club as the most exclusive and elegant Beach Club in Turkey.  Hillside brand has also been a major brand in the “Most Famous Brands” list. The creator of the brand Edip Akbahar has also been selected to be the most successful young manager in many surveys.  Europe’s most well-known tourism operators have been  awarding Hillside Baech Club in the last five years.  The hotel’s annual capacity is around 70.000 per year.  Although the prices are relatively high, there is a high demand for the services they provide.  Hillside City Club Sports Center has members of over 8000 people.  The group also hosts a famous night club, called Pasha, which offers fine dining and fine music all at the same location.  
The products of Hillside Beach Club is sports centers, squash, tennis courts, basketball courts, spas, hair dresser, solarium, multimedia shops, cinama saloons, restaurants, and cafes.  They are the sole representatives of Reebok University in Turkey as an attempt to teach healthy living to its customers. Hillside by offering live DJ music in its sports center introduced next generation’s sports habits and behaviors.  Targeting to be the number one in the Mediterrenean region, Hillside Beach Club offers all exclusive services with its warm staff and employees. The pricing is not based on the demand, rather it is based on whether the customers get what they pay for or not.  Hillside Su with its special decoration and dynamic life style, offers a new hotel concept to its customers.  Hillsider magazine promotes the activities of the Hillside group of companies.  

The firm’s promotional activity is to create brand loyal guests under the corporate identity of Hillside Community (Hillsider).  They also offer Hillside card to reach this goal.  Word of mouth marketing is another tool that the firm utilizes in its growth strategies.  Hillside brand is perceived to be creative, leader, modern, unique, trustworthy, high quality among its customers (Superbrands, 2005). 
RECOMMENDATIONS AND CONCLUSION

While looking back and investigating what revealed theory in this paper about reputation management states, Hillside Beach Club seems to be meeting most of the requirements and guidelines set by the academicians of reputation management. As far as corporate culture is concerned, the company has a very strong and reputable culture in where the top management highly sets the mission and vision in a very effective way and folllows the guidelines. “Word of mouth” marketing is one of the distinctive advantages of the company, which brings the notion that customers leave the resorts happily and advice the place further to the people that they know.  In return, the level of service within the resorts is highly advanced and customers are very loyal and keep coming back to the destination again in addition to also referring the destination to their friends.

Hillside is well-known in its differentiation strategy through offering lifestyles. The company enjoys having its unique corporate identity.  However, its organizational culture is set in such a way that there is a good solid corporate reputation. This is how the company strongly stands against competition in leisure management industry. 

Based on the reputation quotient, the six terms of the model are highly and effectively implemented at Hillside Beach Club.  Emotional appeal is the company’s priority, while products and services are of high quality. Financial performance is well and vision and leadership are of main concern in the way they conduct business.  Workplace environment is very friendly and employees are motivated to work in this hard working environment.  Another key issue in the success of the brand is definitely related with the social responsibilities and “ giving back to the community”.

The company is very visible through various promotional activities, attempts be distinctive through various differentiation tools, offers unique and authentic services, is very transparent in the eyes of the customers, and is always consistent with what they aim to accomplish. Thus, in this sense, the company meets the terms set by Fombrun and Van Riel.
From the corporate reputation chain perspectives, customers really are a good sign of the company’s image, while employees of the company show the company’s identity. So, it could well be said that there is  a good match. Besides, as a result of high level of satisfaction, there is a high level of loyalty to the company among the customers.  All these facts increases the sales. Thus, it could be stated that it is a very favorable brand.  Based on the theory from Keller, Hillside is a good brand. Besides, based on what Marconi stated in his theory of reputation marketing, Hillside Beach Club meets the criteria of being a good example in reputation marketing.

In conclusion, Hillside Beach Club is a successful example of how important reputation management could be in increasing long lasting sales and profits. It also is a very good example of how crucial brand formation is. Through its solid brand, Hillside can easily differentiate itself from the other competitors in the industry. So, the formation of corporate reputation and identity is necessary in this industry and besides marketing and promoting this distinction is also  a key element of this ever-changing business environment. Communicating the corporate culture to the target market is the key in the success of the brand. Hillside Beach Club should spent all his efforts in  preserving its corporate culture, identity, and image. While keeping the origins, the company should strive to bring more creative services to the industry as an attempt to still be “different” from the competitors. Thus, in this way, the company can always be a reputable company in the eyes of the customers and enjoy the benefits through “word of mouth” marketing.
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