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[bookmark: _Toc138073043]Executive Summary
The report focuses on the aspects of management of reputation, service culture, and hotel standards with a reference to the IHG Hotels & Resorts. The study explains the importance of brand consistency standards for a hotel and further outlines the effective ways of managing reputation. Additionally, the report defines service culture and expounds on its cruciality for the hotel industry. 
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According to González-Rodríguez et al., (2019, p. 417), standards, reputation, and quality of services hold significance for a hospitality organisation. The level of guest expertise, standards, and service quality determine the reputation of a hotel brand like IHG Hotels & Resorts. This report investigates the importance of hotel standards, service culture, and management of reputation in a hotel.
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Figure 1: Advantages of brand consistency
Source: (DevriX, 2023)
Brand consistency standards refer to the practice of delivering messages that are aligned with a brand’s core values in a similar tone, showcasing the brand logo in the same way, and repeating similar colours across the visual elements of the brand (Piha et al., 2021, p. 217). Brand consistency is crucial for hotels as it creates brand recognition. As a consumer recognises and positively associates with a brand, they tend to make repetitive purchases and commit to the brand for the long term. The purpose of brand consistency is to build a different recognition for the brand so that customers can quickly identify the brand. It increases the trust and loyalty of customers in the brand and also establishes brand authority (Sarker et al., 2019, p. 47). While creating brand consistency, a company also reinforces qualities that customers can highlight during brand recommendations.
[bookmark: _Toc138073048]Do all hotels have the same standards?
No, brand consistency is different from one hotel brand to another. As hotels aim to create separate types of recognition, their standards of brand consistency also differ from each other (Šerić and Mikulić, 2020, p. 457). For instance, the colour of the IHG Hotels and Resorts logo is orange. The brand features particularly aim to appeal to a younger group of customers. The brand standards of IHG hotels are clean and clutter-free rooms that are well maintained (IHG, 2023). 
[bookmark: _Toc138073049]Reputation Management
[bookmark: _Toc138073050]How can hotels manage their reputation effectively?
As postulated by Perez-Aranda et al., (2019, p. 617), hotel reputation management involves monitoring as well as influencing the perception of the hotel brand among customers. In the modern era, reputation management of hotels primarily focuses on the online perception of hotels. The following are the effective strategies for maintaining a hotel's reputation in an effective manner. 
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Figure 2: Hotel reputation management
Source: (RoomKeyPMS, 2023)
A responsive social media strategy
IHG Hotels & Resorts need to concentrate on increasing its presence on social media platforms. Social media allows the visual presentation of the brand to connect with the right audience directly (Anagnostopoulou et al., 2019, p. 27). Hence, the hotel brand needs to be active on social media and communicate with people in a consistent manner to build a positive reputation and public relationship. 
Real-time audience engagement
Hotels like IHG Group should build authentic relationships with customers through online engagement. Hotels need to communicate with potential customers online to boost brand loyalty. Proactive interaction and responding to queries and comments of customers improve brand engagement and customer experience (Pollák et al., 2019, p. 57). 
A faster review process
IHG Hotels & Resorts needs to create a comprehensive and faster process of review for customers. Moreover, hotels should respond to negative reviews quickly to avoid any loss of potential customers (Lai, 2019, p. 117). Negative reviews can significantly impact the decision-making process of customers online. 
[bookmark: _Toc138073051]What is the importance of effective guest reviews management?
Review management is an important area of reputation management in modern online marketing. Hotels need to manage reviews in a careful manner as the decision of hotel booking among customers heavily depends on online reviews. Managing online reviews helps hotels enhance their social proof. As opined by Gonzalez et al., (2019), guest reviews management is essential because it boosts customers' trust and credibility of the hotel brand. Customers are likely to choose a hotel with sufficient reviews and especially positive reviews online. While positive reviews can enhance the sales of a business, negative reviews can dissuade online customers. In order to manage their reputation effectively via online reviews, IHG hotels should list themselves on relevant sites, encourage customers to leave online reviews, and embeds positive reviews. Online review management also enables hotels to generate authentic leads that improve the revenues and sales of a brand. Customers visiting a hotel website make purchase decisions after reading positive reviews. As explained by Lo and Yao, (2019), managing customer reviews effectively allows a hotel to minimise the costs of traditional methods. Positive reviews of authentic people improve the search engine ranking of a website which gives the hotel brand more credibility and trustworthiness for customers. As a result, customer reviews act as an element of marketing which promotes the hotel to others. 
[bookmark: _Toc138073052]What is the impact of negative reviews?
Negative reviews make considerable impacts on the reputation as well as sales of a hotel. Negative reviews indicate poor service quality standards in the hotel that further dissuade other potential online audiences to refrain from purchasing the service of the particular hotel (Lo and Yao, 2019). Moreover, negative reviews can also hamper customer relations with IHG hotels & resorts. However, it must be noted that customers trust a hotel more when there are few negative reviews as it imparts a sense of authenticity and also allows the hotel to improve its weaknesses. However, a large number of negative reviews can be threatening to the revenues of a hotel because it changes purchasing decisions of customers. Negative reviews can be managed by providing solutions and responding to them immediately and productively. Besides that, negative reviews on hotel websites can also poorly affect the ranking of the website on search engine pages. As a result, web traffic to the hotel website decreases causing leads and sales to fall. 
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Figure 3: Service culture framework
Source: (Wilowe Management Consulting, 2023)
A service culture defines the business environment where employees work in a responsible manner in order to provide quality service to customers (Pizam, 2020, p. 434). In this context, employees showcase a high level of accountability in their roles to ensure clients receive proper value and services against the prices they pay. Service culture creates a high-value business and improves customer satisfaction. As opined by Pizam, (2020, p. 437), organisational culture and customer service should be aligned appropriately for a service-oriented business to succeed. Ensuring the satisfaction of customers strengthens the business by improving customers’ loyalty which leads to repeated sales and secures long-term financial viability. Hence, service culture has a significant role in improving the reputation of the hotel brand by making the business more customer-focused and employees more motivated in their respective roles. Service culture mainly defines an organisational mentality that contributes to the identity of the brand and creates a basis for everyday decision-making for company operations (Lim et al., 2020, p. 57). It outlines the desired behaviours and the standard tone of company staff to choose the right words and actions. Therefore, service culture denotes the way a business treats its customers. The characteristics of a service culture include variability, intangibility, perishability, and inseparability. In a strong service culture, the team of customer service is well-respected.
[bookmark: _Toc138073055]How does this differ from corporate culture?
Service culture is a type of organisational culture that aims to create values for both its employees and consumers. It denotes that every part of an organisation is devoted to providing superlative customer service (Purwanto, 2020). In contrast, corporate culture defines the set of collective ethics and values characterising the company and its practices. While service culture is more customer-focused, corporate culture concentrates on shaping the practices of human resources and the physical work environment. Corporate culture represents the attributes, beliefs, and norms of any organisation (Purwanto, 2020). However, service culture is primarily applicable to service-oriented organisations such as hotels that are also customer-centric. Service culture influences the perceived quality of services among customers. In contrast, corporate culture is a broader term defining the working practices within a firm.
[bookmark: _Toc138073056]Why is this important in the hotel industry?
In the hotel industry, service culture is important because it creates a favourable reputation for the hotel among existing customers in the market. A strong service culture in the hotel industry boosts the motivation of employees while simultaneously enhancing the experience of customers. It also increases organisational sales and improves the loyalty of existing customers (Franco and Meneses, 2020, p. 57). For instance, the coordination between service and organisational culture in IHG Hotels & Resorts has elevated the reputation of the organisation. In case a hotel has rude and unhelpful staff, its reputation is likely to jeopardize. Service culture is crucial for the hotel industry due to its service-oriented economy. It ensures that hotel employees are well-behaved and responsible towards their job. As a result, staff members in the hotel provide superior service to customers that satisfied them. In a hotel like IHG Group, the service culture promotes open dialogue and encourages teamwork. In addition, it also supports development in the improvement of service delivery (Franco and Meneses, 2020, p. 67). IHG Group is widely known for its remarkable and exclusive experience to customers by prioritising their needs. This type of service culture boosts word-of-mouth promotion and increases customer returns. Moreover, the excellent quality of service in IHG hotels differentiates the brand influencing the decisions of hotel booking for customers.
[bookmark: _Toc138073057]Conclusion
To conclude, service culture is significant for the hotel industry in terms of reputation management and improving service standards. The above report has provided an understanding of effective reputation management techniques and the importance of brand consistency standards for hotel organisations. The significance of service culture in the context of the hotel industry has been explained in the study.
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