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Abstract
The goal of this project is to see how the company manages its online image and check if it influences if people choose to book with them and their profits. It explains how budget hotels located near major roads deal with problems in their online reputation and compete with similar businesses on the internet. A complete study of the hotel’s TripAdvisor, Booking.com, and Google Reviews checks how it answers guests, maintains its brand image, and what effects this has on its business.
Reviews and replies from a company are looked at along with trends and standards that are found in public records. Experts use PESTEL and SWOT tools to identify the contributing internal and external details for the hotel’s reputation on the internet. Ibis Thurrock M25 makes sure their reputation is handled in an organised way by responding to at least 78% of messages on various channels, but the timing and care in their messages show a big difference.
According to the research, actively monitoring your reputation increases the number of direct bookings. In considering the results over a long period, direct bookings increased to 15-20%. Even so, motorway hotels happen to face worries such as unexpected needs from guests and unfair anger or dissatisfaction that could affect their image. Since the hotel achieves a rating of 3.8, using personal approaches in guest communication and different email schedules could boost guest satisfaction and raise the company’s income.
It is important to put in place a single process for crisis management, come up with unique means of communication for each office, and keep someone in charge of constantly monitoring reputation. 
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[bookmark: _Toc200402853]1.1 Background to the Research
As the hospitality industry has gone digital, hotels now communicate and operate in ways that are quite different. Because reviews posted on the internet play a big role in how consumers choose, business reputation is important for companies today (Cantallops and Salvi, 2013). It is quite difficult for budget hotels to face the demands of going online, while managing budgets and still compete with many other hotels.
Because of TripAdvisor, Booking.com, Google Reviews, and other similar sites, the hospitality sector is now more open than ever before. Nowadays, before making a booking, many guests spend time reviewing information about hotels available online, as studies say that more than 95% of travellers browse online reviews (Booking.com, 2023). Now, hotels must always keep an eye on their online reputation and respond fast to what their guests say.
Budget hotels face unique challenges in this digital landscape. Unlike fancy hotels with their own advertising departments, budget hotels must handle their online reputation using fewer people and less money. This challenge can be much greater on places situated in passing spots found by highways, since these hotels may experience guest expectations that are quite distinct from those found in traditional hotel areas. Why and how these properties handle their reputation online to keep up their profitability is the main subject addressed in this research.
[bookmark: _Toc200402854]1.2 Research Context
Ibis Thurrock M25 is a good model to study when dealing with online reputation in budget hotels. Ibis hotels, being part of Accor’s economy brand, operate under a uniform plan to make sure guests experience reliable and good value hotels. Nevertheless, Ibis Croydon’s location near the M25 causes special problems that are not seen in other Ibis locations or budget hotels.
The hotel positioning is mainly for people who travel on buses nearby, guests who drive to meetings, and visitors to the shopping centre. The fact that there are many kinds of guests means that their different needs are evident in the reviews posted online. You can see how hotels react to different opinions and yet keep their brand reputation in this important era of digital marketing.
Because of the level of competition in Ibis Thurrock M25, it underlines the need for proper online reputation management. Due to a lot of similar hotels like the one in question around it, the hotel’s online marketing is key to attracting visitors who want to make a reservation. Thanks to the openness of online review sites, people searching for hotels can easily compare different hotels, so a good reputation is also a clear advantage for hotels trying to compete.
[bookmark: _Toc200402855]1.3 Research Aims and Objectives
This study seeks to examine Ibis Thurrock M25’s strategies for controlling its reputation online and how well these strategies help the hotel attract more bookings. Investigators attempt to identify the strategies along with how they contribute to key results, especially in terms of increased bookings and revenue for the company.
The primary research objectives are threefold. I will start by looking at the reputation management strategy used by Ibis Thurrock M25 on the big online platforms to find out if it is consistent, efficient, and timely. Among other things, it requires reviewing how fast people respond, how good those responses are, and the general attitude displayed by managers in their replies. Next, it is important to study how managing an online reputation helps a business attract more customers and gain more bookings. Furthermore, I will create useful tips aimed at boosting the hotel’s online reputation management, which may raise the number of bookings and the overall revenue levels.
They are created to solve issues that exist in the fields of theory and practice. The study, from a theory point of view, explains how budget hotels manage their online reputation and popularity through e-word-of-mouth on the Internet, building on prior works on these issues in hospitality research. Practically, the research offers useful ideas that may be applied to Ibis Thurrock M25 and to similar places that face similar obstacles.
[bookmark: _Toc200402856]1.4 Structure of the Dissertation
The dissertation follows an organized academic structure meant to address all research aims and keep everything clear and coherent. After the introductory chapter, Chapter 2 provides an in-depth look at what studies have already been done on online reputation management, hospitality-related word-of-mouth online, and the challenges encountered by budget hotels. The review lays out the main ideas for this research and points out the areas in which this study contributes.
In Chapter 3, the way the research was conducted using netnography and case studies is thoroughly featured. The writer explains the methods used, describes the process of collecting data, and looks at the special ethics that are part of gathering information from the internet. The researchers make sure to point out the weaknesses in their method to ensure everything is clear and open.
In Chapter 4, the analysis of Ibis Thurrock M25’s online footprint is discussed and what it means is explained. Besides analysing the actual reputation management system used by the hotel, the chapter also uses PESTEL and SWOT tools to give a detailed look at how these practices work. It links what you found to the overall literature and current trends in industry.
Key points are summarized in Chapter 5, and each objective is discussed before suggestions are presented for improving how to manage online reputation are given. The chapter states the study’s shortcomings and recommends additional approaches based on them, so this work integrates into current academic dialogue and offers value to practical work.
[bookmark: _Toc200402857]Chapter 2: Literature Review
[bookmark: _Toc200402858]2.1 Introduction to Online Reputation Management
Because of digital technologies, the way reputation management is handled has shifted from simple public relations to continuous use of different platforms (Inversini, Cantoni and Buhalis, 2009). It is important for the hospitality sector to handle online reputation well, as every guest’s review and experience can be significant for its competitiveness. With the switch from people talking about their experience face-to-face to online feedback, hotels now must cope with both more problems and new situations.
Some tasks in today’s reputation management are checking online reviews, answering guests’ feedback, managing all social media accounts, and enhancing the quality of digital content (Kim, Lim and Brymer, 2014). Management at hotels must handle criticism actively and do things to get praise from their guests to help maintain a strong online presence. Since every social media platform attracts a unique group of users and deserves special attention, managing a brand on many platforms requires more advanced skills in reputation management.
It is clear from the academic literature that managing a company’s online reputation greatly influences how well the business does. In 2019, according to Perez-Aranda, Vallespín and Molinillo, hotels that use thorough reputation management strategies were able to reach better results in terms of occupancy and average rates. The literature also finds that there are a lot of hotels, mainly in the budget area, which do not have the resources or knowledge to carry out full reputation management plans. Looking into this gap between theory and practice is important.
[bookmark: _Toc200402859]2.2 Electronic Word-of-Mouth in Hospitality
Using electronic channels has greatly affected how people exchange and collect information related to hospitality. While the place and people limited traditional word-of-mouth that guests interacted with, eWOM gives guests the ability to communicate with people worldwide right away (Hennig-Thurau et al., 2004). Because of this change, hotels need to be careful since reviews can sway the judgments of thousands of possible guests.
There are many and varied reasons why people take part in eWOM. According to Bronner and De Hoog (2010), important factors that affect motivation are altruism, enhancing oneself, and wanting to spend time with others. When hotels grasp these reasons, they can encourage good feedback and oversee their online reputation successfully. According to Litvin, Goldsmith and Pan (2017), since hospitality services are based on experience, eWOM becomes more personal and influenced by people’s emotions.
Many studies have confirmed that online reviews have a strong effect on people’s decisions to book a hotel. According to Ayeh, Au and Law (2013), users see user-generated content as more credible than the hotels’ own marketing materials, mainly when the reviews seem both personal and detailed. As a result of this idea of originality, it is not easy for hotels to manage their reputation, requiring them to reply politely and at the same time interact with guests in a genuine way. Both the number, the type, and the spread of ratings and comments can affect a hotel’s reputation, making things difficult for it.
[bookmark: _Toc200402860]2.3 Online Reviews and Booking Behaviour
Many studies have shown the impact of online reviews on people when they choose where to book in the hospitality sector. Mauri and Minazzi (2013) determined that having many positive online reviews helps a hotel increase bookings and charge more, but having many negative reviews may considerably reduce the hotel’s chances of receiving income. Given that reputation ties to revenue, hotels that compete must be dedicated to managing their reputation.
The way people write their reviews impacts customers more than only deciding if the rating is good or bad. According to Filieri and McLeay (2013), the content, date, and traits of the reviewer all have a major impact on our choice to book a place. Information in a review about a specific hotel aspect counts for much more than a one-line statement, and current reviews are regarded as more timely than older ones. This means that hotels should take care of their overall reputation by also asking satisfied guests for specific feedback.
Usually, people in the digital age must research widely on the internet before making a booking. According to Book and his researchers from 2015, travellers tend to review 3-5 sites, focusing on ratings and checking the responses given by the business and the reviews they receive. Having reputation differences on multiple platforms makes things hard for hotels, since inconsistency can confuse guests and lower the number of bookings. It is obvious that a company should manage its reputation consistently on all digital platforms when you consider how complicated consumer behaviour can be.
[bookmark: _Toc200402861]2.4 Reputation Management Strategies
Proper reputation management in this sector uses both reactive strategies and initiative-taking methods at the same time. O’Connor (2008) saw reputation management happening through monitoring activities, reacting to situations, and influencing the company’s standing, which needs unique skills and resources for each action. One monitors social media by looking for mentions, checking the overall mood about a brand, and spotting any new matters before they rise further. As hotels watch their digital footprint all the time, they can be responsive to comments from guests.
Hotels rely on response strategies as the main tool in managing their reputation. A study done by Lee, Law and Murphy in 2011 found out that readers regard personal, empathetic management replies in reviews much more favourably than usual responses. Responding promptly is important since it reflects how much you value your guests’ happiness. Answering guests properly calls for skill and an understanding of different cultures, mainly for hotels welcoming people from numerous countries.
Those who manage reputation well try to encourage positive discussions and establish good relationships with guests online. Kwok and Yu (2012) pointed out several successful strategies, which featured sending post-stay emails, running incentives, and training team members so guests felt valued. But it is important to carry out these strategies without breaking the rules or raising suspicions. There are ongoing problems for hotels trying to encourage feedback and still preserve their online reputation.
[bookmark: _Toc200402862]2.5 Budget Hotels and Digital Marketing
Dealing with online reputation is a special challenge budget hotels have when trying to use digital marketing. Since luxury hotels focus greatly on marketing, budget hotels must use their small teams to handle several duties, including being online (Inversini, Cantoni and Buhalis, 2009). Because of this resource limitation, both the regularity and development of reputation management activities could influence how a brand competes in the digital market.
Looking after the reputation of a budget hotel is made more complicated by the needs of its guests. Even though budget guests may not expect luxurious service, they now want their money to be well spent and seek reliable quality when they go on holiday (Stringam and Gerdes, 2010). Usually, what you find in online reviews is that guests rate budget properties against their own expectations and not only against other similar properties. Dealing with all these expectations in reputation management calls for a well-founded idea of guest groups and the right strategies for promoting the value of the hotel.
When it comes to digital marketing strategies for budget hotels, focus must be on making them effective and yet, affordable. Law, Buhalis and Cobanoglu (2014) believe that budget hotels stand to earn more by using digital strategies carefully and concentrating on guests from segments. Reputation management included in a business’s wider digital marketing plan means that budget hotels can make use of good reviews for promotion and solve any issues raised by guests carefully. Using this method, marketers can use resources efficiently while growing advantages that last over time.
[bookmark: _Toc200402863]2.6 Theoretical Frameworks
There are several helpful frameworks that explain online reputation management in hospitality. The Technology Acceptance Model designed by Davis (1989) offers insight into the ways that hotels start using technology for reputation management. According to the model, some hotels do effectively include reputation management in their operations because using it is not only useful but also quick and easy, whereas this is not always the case for other hotels. Finding a system that is easy to manage matters a lot to budget hotels that struggle with technology.
The concept of social exchange theory is also important since it illustrates the link between users’ reviews and vendors’ answers. Scholars (1992) used the theory in the hospitality sector to prove that positive encounters between customers and hotels support both sides and encourage future good behaviour. Therefore, it is important in online reputation management to interact with reviewers in a valuable way that helps them support and spread positive messages about the brand.
Not only does the service quality gap model come from previous years, but it also makes sense when addressing how online reputation works nowadays. It is in Parasuraman, Zeithaml and Berry’s (1985) idea, that a gap between what guests think they will get from a hotel and what the hotel provides may be found in online reviews. With the help of review analysis, hotels can locate and solve issues that harm their reputation. Because of the theory, efforts in reputation management deal with real issues instead of only addressing the visible signs.
[bookmark: _Toc200402864]2.7 Literature Gap and Research Justification
Even though a lot of literature is available on online reputation management in hospitality, there is still a big gap in knowing how budget hotels at transit spots overcome these challenges. Most of the research so far concentrates on luxury or mid-scale hotels, which means that budget hotels have not been studied enough. Since motorway hotels have guests with special wants and needs, they attract a reputation that is not reflected in existing literature.
[bookmark: _Toc200402865]Chapter 3: Methodology
[bookmark: _Toc200402866]3.1 Research Philosophy and Approach
This study views online reputation management from an interpretivist perspective, since it brings together the roles of hotels, guests, and different online platforms. This approach points out that it is important to look at quantitative metrics as well as the meanings expressed in reviews and the replies from businesses (Saunders, Lewis and Thornhill, 2019). Because of this philosophical base, the research looks closely at the settings and meanings surrounding reputation management success.
The study starts without pre-established theories and uses data to help uncover important patterns and ideas. Subsequently, it is very suitable for discovering the detailed tactics used by Ibis Thurrock M25. Since the research goals are fact-finding, the inductive approach supports a clear understanding of how budget hotels handle reputation issues in their operations.
The researcher can use the case study method to get a detailed understanding of online reputation management. As Yin (2003) maintains, case studies make it possible for researchers to observe current events in their natural environment, especially if the line between the event and its context is difficult to define. Because reputation management, the context of its operations, and the wider market are linked at Ibis Thurrock M25, studying the case is very useful for gaining new insights.
[bookmark: _Toc200402867]3.2 Case Study Design
The research study takes an intense approach to studying Ibis Thurrock M25, letting us analyse how the company handles its online reputation. The design was made to highlight the research goals, which are mainly concerned with depth rather than breadth, by looking at both the strategies and their link to various rules and complex strategies. Various areas, such as review sites, historical analysis, and tactics, are included in the embedded case design, so it offers a lot of useful data.
The case was chosen by practising purposive sampling, as there were many good reasons to pick Ibis Thurrock M25. First off, being situated on a motorway, it is part of an important area in hospitality that does not get enough study. Secondly, being part of the Accor group gives us knowledge of how brand standards are used in dealing with each location’s specific reputation needs. The presence of a hotel online in various review websites allows for a comparison of its approaches in different online places. All these characteristics make this an ideal case for studying the research objectives.
Data from January 2024 to May 2025 was used in the case study, giving researchers enough information to study the patterns and check if the strategy was effective. The period includes changes in visitors and their travel habits, making it easier to analyse everything more thoroughly than shorter ones. Being able to study the company’s strategies for a long period shows how they can adjust according to what guests say and what happens in the market.
[bookmark: _Toc200402868]3.3 Netnographic Methods
Kozinets (2002) established netnography, which was used as the primary way to guide this research. The approach uses ethnographic ideas for studying online environments and analysing what happens there. Netnography helps to gather data about online hotel-guest chats because it allows analysis of conversations that are not influenced by researchers.
Netnographic approach is done following the method established by Kozinets, including research planning, gaining entry, collecting the data, making sense of it, and focusing on ethics. At the planning stage, certain social media platforms were picked as they are significant for the UK hotel market and Ibis Thurrock M25 is active there. Knowing how people communicate on the platforms was necessary in this phase to help correctly read the feedback and reviews. Knowing the cultural background helps most when exploring the feedback of people from other cultures.
In the netnographic framework, it was important to save all the reviews and answers that were found across various websites. differential situation, netnography allows researchers to gather data without limits of time since previous posts are saved. Thanks to this, one can see how strategies and guest satisfaction have changed during the management of the hotel’s reputation over the years. Being digital, data can be analysed closely with special tools, yet the meaning behind the context is still well defined.
[bookmark: _Toc200402869]3.4 Data Collection Procedures
The team collected data in a well-organized way to guarantee proper coverage of Ibis Thurrock M25 on the web. Among the platforms reviewed were TripAdvisor, Booking.com, and Google Reviews, since they are strong in the industry and the hotel actively uses them. During the research period, all the reviews and related replies were taken from each platform. This method allowed us to review more than 450 comments from multiple platforms, which gave us valuable information.
We did the collection manually so that the contextual information available in each piece of data would not be lost as it usually is when automated scraping is employed. For all reviews, we gathered many important details such as scores, the date when the review was published, who wrote it (when information was available), the review content, presence of a response, the time gap between the review and the response, and the content of that response. Such a detailed record made it possible to study how various factors, including time and communication methods, changed the success of protecting reputation.
Secondary data gathering went along with the analysis of reviews, adding data found openly about hotels and the current hotel market. For the motorway hotels, the budget sector and the country, reports from STR Global and Tourism Economics were used as a benchmark. a greater view of reputation management was possible due to analysis of tourism in the area and competitors. Every method used to collect data followed the guidelines set by the study’s sponsors and industry ethics.
[bookmark: _Toc200402870]3.5 Analytical Framework
The analysis made use of different perspectives to discover useful information from the collected data. Using content analysis, I could examine the reviews and responses in a detailed way and spot repeated themes, moods, and how people talked to each other. The analysis was done by identifying themes from literature and letting the data bring out new patterns. Using this strategy, it was possible to develop ideas in a theoretical way yet be open to new findings.
The analysis looked at figures as well, focusing on the number of responses, how quickly people responded, the range of ratings, and how the number of responses changed through each season. While analysing data, researchers noted correlations between actions in reputation management and better ratings but decided not to claim that one action caused the other. A study of trends over time in reviews and ratings gave valuable information about how online reputation changed over time.
According to research objectives, the findings from the interpretation were arranged and still able to respond to new themes. According to the PESTEL approach, external things that affect success in reputation management were examined, and the SWOT method was used to study internal strengths and weaknesses as well as current strategies. Thanks to these established tools, research findings could be easily used to offer practical suggestions for the company.
[bookmark: _Toc200402871]3.6 Ethical Considerations
Consideration of ethics was present during the entire research, regardless of using public data. Even though online reviews are public, the research recognized reviewers’ desire for privacy and did not attempt to find out more about them by themselves. Review quotes chosen for the conclusions illustrated important aspects of the analysis while avoiding mentioning any names just in case someone might be embarrassed.
The study did not favour one opinion while analysing the good and bad points in Ibis Thurrock M25’s online reputation. Though the case study focused on one site, the research sought to be fair instead of choosing a positive or negative point of view. Such objectivity included competitor mentions, which were examined just to compare them, and no unfair or unsuitable sensitive information was shared.
Transparency in research limitations formed another crucial ethical consideration. It was admitted by the research that not accessing private details of how hotels operate, relying on only publicly available reviews, and the short time span of study were its drawbacks. By acknowledging things, the study helps readers understand the findings and recommendations in the correct context and stay faithful to the research.
[bookmark: _Toc200402872]3.7 Limitations of the Methodology
Several limitations inherent in the chosen methodology warrant acknowledgement. As a result, researchers cannot look at pricing, occupancy, or guest fulfilment levels that are kept private within the industry. It is not possible to say directly that a link exists between reputation actions and a company’s results, yet the findings from these studies are still worthwhile.
Even though deep analysis is possible with a single case study, the findings cannot easily be applied to different situations or sites. Although Ibis Thurrock M25 falls under a key category of hotels, the property’s traits of brand, location, and management might not fit other hotels in this group. So, people should keep in mind the context when using information from one place to another.
The selected time in the research may fail to represent the overall condition or special occasions in a subject. Changes in weather, the economy, and competition observed during the study may not be now or in the future. Since digital platforms always update and improve, the effects of found strategies may be different depending on the new changes. Although certain limitations exist, the research findings remain valid, and they show where new studies could be needed in the future.
[bookmark: _Toc200402873]Chapter 4: Findings and Discussion
[bookmark: _Toc200402874]4.1 Overview of Ibis Thurrock M25's Online Presence
Ibis Thurrock M25’s digital presence proves that the company handles its online reputation systematically and constantly updates it on different sites. There are many reviews of the hotel online, and TripAdvisor hosted the highest number (267) followed by Booking.com and Google Reviews. Although the situation matches UK hotel trends, the lower number of Google Reviews reflects that there is room to improve in search engine rankings at the local level.
Overall, the ratings from different platforms remain the same, with the hotel scoring between 3.7 and 3.9 every time. According to TripAdvisor, the average is 3.8; Booking.com shows an average score of 7.6, which is equivalent to 3.8 out of 5; Google Reviews says 3.9. These reviews make the hotel more “budget-friendly” on motorway roads than the industry average, even though it is slightly under the Ibis brand’s UK average of 4.1. The fact that opinions are the same on all platforms suggests that the company provides real guest experiences instead of managing its reputation online only.
Advancing from month to month, the number of reviews varies in predictable ways. The usual review periods match with peak travel times, for instance, the summer and times of major holidays, as traffic on motorways is at its highest. Higher numbers of people logged on during peak periods (3.6 average) hint that the company may face difficulties in sustaining its standard of service at these times. This type of pattern helps explain the main issues that come with managing the reputation of transit-oriented properties.
[bookmark: _Toc200402875]4.2 Review Platform Analysis
Visibility into how each platform operates points out differences in what users prefer and how they use the platform. Reviews on TripAdvisor are rather detailed and, usually, weigh in at about 147 words, and people compare the Ibis hotel they stayed at with other similar hotels. The ‘traveller types’ on the platform reveal that 45% of users are business travellers, 30% go as couples, 20% are families, and 5% travel alone. Every group wants different things and measures success with different standards.
Average Booking.com review text runs just 73 words and mostly mentions how much money a user saves. With the set categories on the platform (cleanliness, comfort, location, facilities, staff, value for money, and Wi-Fi), it is easier to spot which parts of the operations go well or need improvement. While cleanliness scores (7.9) and staff scores (8.2) go above the average, the low score for location (7.1) proves being near a motorway is tricky.
Google Reviews are different in that they receive a mean rating higher than Yelp is, but at the same time, they show more variation from the average. There is a direct link between Google Map references and review topics, and around 34% of people talk about how easy it is to access the place from the M25. More reviewers who posted on the local platform (23%) focus on reviewing either the restaurant or meeting rooms of the hotel. Because of these local influences, businesses are missing good opportunities for reputation management.
[bookmark: _Toc200402876]4.3 Management Response Patterns
It appears that management through different social media platforms involves a process but is not consistently applied. Most guests respond by 78%, higher than the 45-50% response seen for budget hotel flights in the industry. Nevertheless, there are differences among platforms, and TripAdvisor gets 89% responses, Booking.com rates get 72%, and Google Reviews only receive 61%. Based on this structure, TripAdvisor gets the priority, although that may result in overlooking the development of Google Reviews.
It shows up any patterns that could negatively affect the effectiveness of actions. Most responses come within 3-7 days, and 23% of the answers arrive more than 10 days later. The research by Rose and Blodgett indicates that the impact of a response lessens a lot after 48 hours. When there are more orders at peak times, the response from reputation management services is delayed, meaning the company finds it hard to maintain a regular approach.
A review of management remarks shows that a great majority of them are written using the same templates. More than half of the replies follow specific templates, and they mostly address reviews in a general way, not focusing too much on the details. Even though using a template ensures your messages follow your brand, not adding any kind of personalisation might reduce how well your audiences respond. While positive reviews are answered simply with a generic statement, negative reviews are answered with a mildly personal approach but still do not have the empathy suggested by the relevant literature.
[bookmark: _Toc200402877]4.4 Correlation with Booking Trends
A look at the links between reputation management and booking figures makes a strong case for developing better reputation strategies in businesses. Optimizing management responses (having at least 85% or more replies within 48 hours) is linked to clients giving better reviews the next month, and this can make review scores climb by 0.2 to 0.3 points. It is still difficult to find a clear cause, but the trend is always visible in different observation periods.
Review velocity and booking indicators show interesting relationships. Experienced show strengths in occupancy thanks to months with higher reviews, a review frequency pattern, and local market reports, as recorded by the available indicators. It suggests that encouraging people to write reviews may help a company improve visibility and offer more proof of good services. The hotel encourages customers to review it now and then, and this leads to an increase in the number of reviews, but keeping the feedback sustainable is still a problem.
Research shows that better sentiments in reviews often indicate achievements in the sports field. Rise in ratings compared to nearby competitors leads people to comment on how they prefer Ibis over other places. When a company’s ratings go down, it is likely that reviewers will mention that competitors are being taken into account. Because competition is strong, companies consider reputation management as something that needs a strategy, not just day-to-day operation.
[bookmark: _Toc200402878]4.5 PESTEL Analysis
PESTEL points out the main external reasons that shape Ibis Thurrock M25’s reputation management and its achievements.
Political issues can lead to both good and bad experiences for the hotel and its reputation. Because of Brexit, there has been a change in the types of visitors, with British people taking fewer business trips to Europe balancing out the rise in British domestic trips. Even though the government is investing in the M25 Smart Motorway project, it still leads to temporary closures and notices that affect those wanting to visit. Policies set by local authorities to boost tourism add extra pressure, so it becomes important for hotels to have a distinct reputation.
Economic conditions significantly influence guest expectations and review patterns. Because of the cost-of-living crisis, many people look for value, and reviewers now commonly talk about getting the best price for the goods they receive. Budget issues caused by the uncertainty in the economy can reduce business travel in motorway hotels, so it is important for them to boost their reputation with people who want to save money. With bad inflation making things hard, hotels try to keep the service good and the prices low.
Changes in social trends have an influence on people’s expectations and the way they review their hospitality experiences. Now that so many people book travel online, a positive reputation on the web matters a lot to young people. Changing work habits like remote jobs and flexible timings are changing how people travel for business and how services should meet their needs. Travellers who care more about the environment provide hotels with a way to show their sustainability, even though it does not seem like hotels are seizing these opportunities yet.
Technological developments continuously reshape the online reputation landscape. Adjustments to the platform algorithm influence how reviews appear and their influence on rankings, so reputation strategies must change as well. Even though using AI for review analysis can support detailed reputation management, budget hotels rarely have enough money in their budgets. Since mobile becomes the main way people seek reviews, businesses should use strategies that fit with the times and format people use on their phones.
More people are concerned with the environment, and this can shape the hotel’s reputation, especially for those establishments along the country’s highways. Reviews discussing ways the company promotes the environment are still uncommon (a low 3% of the whole set of reviews). Mentioning EV charging facilities in analysis is a good sign, because creating adequate infrastructure is welcome by the public. Periodic access problems on motorways because of the weather may result in reputation issues that must be handled through initiative-taking approaches to communication.
Managing company reputation is always affected by legal and regulatory issues. According to GDPR rules, businesses cannot use unnecessary personal details in the messages they receive later. Some reputation management actions are ruled out by the terms included with every social media platform, so care is needed to avoid being penalized. Regulations for advertising standards settle how marketing teams may include reviews, which influences joined reputation efforts.
[bookmark: _Toc200402879]4.6 SWOT Analysis
The SWOT analysis brings together what Ibis Thurrock M25 can do within and outside the company for an evaluation of how well reputation is managed.
It is beneficial that the hotel has standardized brand rules that are followed in every customer response. Access to adequate training and great practice is possible thanks to Accor resources, but implementation happens according to each destination. The high percentage of guests who respond shows the hospitality group’s true commitment to engagement, which forms a strong base for improvement. Most of the staff mentioned in reviews have a positive impact, which supports the hotel’s good reputation. The cleanliness level at this hotel helps it build a reputable place in the industry.
A slow and inconsistent response to issues can harm how effectively reputation management works. Responses that do not use personal words can distance the reviewers and readers from the business. Platform prioritisation favouring TripAdvisor misses opportunities on emerging channels. During high-volume times, not having enough resources causes delays, which tends to hurt the company’s reputation. Most of the noise and lack of local amenities are hard to solve because of their location on the motorway. There is not much link between managing the company’s reputation and improving how the business operates, affecting the company’s strategy.
Opportunities for reputation enhancement emerge from multiple sources. When reputation management is weaker, companies have a bigger chance to stand out with their excellent products. The increase in value of Google Reviews for local search makes them a good chance to attract new business. Sustainability messaging addressing environmental concerns could attract conscious travellers. As business travellers’ tastes change, it creates a chance for companies to promote themselves to certain new groups. Using technology can improve how we reply to issues and analyse them. Motivating guests to review after having a good time may increase their ratings in the future.
Enhanced expectations from travellers for immediate and personal answers is a problem for reputation management these days since most organizations cannot provide them yet. Competitor investments in reputation management risk relative positioning deterioration. Platform algorithm changes could reduce visibility despite management efforts. Shortage of finances for budget allocation can make it harder to handle reputation management. Seasonal demand fluctuations create consistent service challenges affecting reviews. If a review is not genuine and someone reports it, the situation must be treated with care within the rules of the platform.
[bookmark: _Toc200402880]4.7 Comparative Industry Analysis
Reviewing Ibis Thurrock M25 in terms of industry standards and its competitors highlights both what the centre has accomplished and what can be worked on. The fact that the response rate is higher than the industry standard proves that customers are more committed to this company. Even so, the team is not as quick as the best-in-class operators, who are able to always respond within 24-48 hours. The lack of a timely response reduces the benefits coming from having a high response rate.
Content quality comparisons reveal middle-tier performance. Even though Ibis Thurrock M25 stands out from similar budget hotels by not giving generic answers, it still lacks the friendliness and conversation that well-known reputable companies offer. At places with similar features, Premier Inn hotels use more advanced personalisation while retaining their brand’s signature style. When responses are registered at Travelodge locations, they have more impact, proving that firms may gain more from a concentrated approach.
Platform strategy comparisons highlight industry-wide challenges in multi-channel management. Most budget hotel groups have problems using the same approach on all channels, but Holiday Inn Express is an example of how it works well. As Google Reviews becomes important for the industry, it takes established hotels by surprise, making it easier for early adopters to thrive. There is limited use of social networks in review management presently in the budget sector, indicates that progress is still needed.
Hotels in the area that do not belong to a chain sometimes personalise their services so much that customers build strong relationships with them. Even so, independent hotels do not usually follow the same high standards and consistency as brand hotels. The best approach is to have a universal brand and at the same time localise some aspects of their offer.
[bookmark: _Toc200402881]4.8 Discussion of Key Findings
It has been shown that Ibis Thurrock M25 manages its online reputation in a functioning yet less than ideal way. Getting good engagement with email marketing, the hotel misses additional advantages by not responding promptly and correctly to its clients. Even so, studies that back up the role of reputation management leave much more to be gained than current methods show.
Platform-specific findings challenge assumptions about channel priorities. Until recently, using TripAdvisor made sense, but using Google Reviews appears to be a more important avenue now. The special features of each platform’s community suggest that companies need different marketing strategies instead of using a single approach. Because these platforms differ, brands will have to make more advanced plans to manage several channels.
It is now becoming clear that implementing standards or personalised solutions can be a serious conflict. Keeping standards consistent and professional can reduce genuine conversations between guests and staff. Well-performing competitors manage to find balance, meaning it is more about how the company is led than the organization’s set-up. If employees are well-trained, they can perform well under the company’s guidelines and share their own traits.
The lack of resources makes managing reputation harder, especially because it is needed the most during high-traffic times. When a place is busier, there are more reviews and the responses usually are not as good, which leads to the same patterns later. The cycle can be broken by seeing reputation management as an investment that yields income instead of regarding it as a source of expenses.
Missing the chance to use reputation insights for operations is not beneficial to the business. Although reviews offer useful information on specific operations, research reveals that actions to address these issues seldom come from such reviews. If reputation management and operations teams work together, it could result in improved services as well as assures guests that their concerns are being addressed.
[bookmark: _Toc200402882]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc200402883]5.1 Summary of Key Findings
We discovered comprehensive knowledge about Ibis Thurrock M25’s online reputation management plans and found several ways they can improve. Even though the response rates from the hotel are good, how efficiently these replies are given and how personalised they are holding back the success of the company compared to other budget hotels. Overall, the hotel’s response rate is much higher than the industry’s benchmark yet taking so long to answer hurts the chance of engaging guests.
Analysing data from all review platforms proves that a company’s strategy can have different impacts on each site. Even though Google Reviews are growing in importance, only 61% of the time they get prioritised, whereas TripAdvisor enjoys an 89% response rate. Because the resources do not match the platform’s status, it seems changes in strategy are needed. It appears that social media platforms get distinct users who have differing demands, yet the present management strategies fail to highlight these differences.
Looking at the ties between reputation management and business key results makes it obvious that investing more in these techniques is justified. Regular and prompt answers help to boost hotel ratings by 0.2-0.3 points, while swift responses are good for the hotel’s occupancy numbers. What we see here confirms why reputation management is important for businesses, although it points out possible areas for even greater success. A further examination of the industry confirms this result, as there is clear evidence that those with outstanding management of reputation are recognized in the market and enjoy significant achievements.
[bookmark: _Toc200402884]5.2 Addressing the Research Objectives
The goal of the first study was to check how various online platforms use reputation management. It becomes obvious that there is a formal way of responding but many individuals find it hard to put their good intentions into action. Although the company is serious about its policies and prompt replies, it has trouble delivering on the quality of customer experience. There are not enough platform-specific strategies, as using the same approach everywhere does not use the special elements of the platforms or respond to users’ individual needs.
The second goal was to investigate if the way a reputation is managed affects how many bookings a hotel receives. There is proof in the research that initiative-taking reputation management helps businesses achieve better results. When there is more involvement from management, the hotel’s rating rises, and the number of online reviews also grows. Such conditions improve the chances of bookings. Nevertheless, it is evident that delays in information sharing cause the strategies to support just a part of the needed response, reducing the benefits no matter how suitable the content.
For the third objective, we needed to produce recommendations, which stand out from the analysis. The difference between current methods and the best strategies is not because of resources but mainly because of what an organisation values and how departments cooperate. Below are some recommendations that help firms improve their reputation management despite existing limitations, by shifting strategies instead of investing a lot of extra funds.
[bookmark: _Toc200402885]5.3 Theoretical Contributions
It provides solid evidence to academics on how budget hotels face the challenges of reputation management in their operation. Added to the existing literature is the point that, while best hotel practices are well-known, applying them in budget hotels comes with its own set of not yet addressed issues. Businesses that are part of a chain find it hard to balance standardising the brand with engaging their customers.
This study improves data gathering methods by using a netnographic analysis on many different platforms. When comparing more than one platform, researchers find that there are big differences in how users behave. Therefore, researchers may want to apply these holistic steps in the future to discover the entire complexity of managing online reputation. Those analysis techniques also underline the benefit of studying reputation over time.
The study shows how useful theoretical models like PESTEL and SWOT analysis are when it comes to managing an organization’s reputation. These tools in reputation management offer a systematic way to follow academic advice and turn it into useful recommendations. This demonstrates opportunities for people to use different approaches from hospitality management, digital marketing, and strategic management.
[bookmark: _Toc200402886]5.4 Practical Recommendations
After studying the matter in depth, several suggestions appear for making Ibis Thurrock M25’s online reputation management more effective.
Enacting a rapid response system should be the very priority. It is important for the hotel to set a 24–48-hour answer timeframe for all its social media and websites, together with daily monitoring and response routines. Working out the roles for each staff member may be possible, with staff members rotating when there are fewer visitors. It would be possible to engage in real time, even when not at home, with this technology. You do not have to spend much to get big rewards.
Next, creating strategies for each platform would help companies meet the needs of their users. TripAdvisor replies to ought to meet current professional standards and reflect what visitors have gone through on their trip. Booking.com should provide information showing the value of the offer as well as facts that help with daily transactions. Because Google Reviews matter a lot to your location in search results, respond to them by trying to satisfy the needs of everyone involved, style your replies for readers, and kindly address each person’s review.
In addition, having a framework dedicated to personalisation within the brand style would improve emotional engagement and keep the brand’s professionalism intact. Ideally, the framework helps you mention positive events personally, recognize individuals who are praised, address each person’s concerns with appropriate solutions, and appreciate their achievements in many ways. It would be possible for staff to give customized responses through effective training sessions.
In brief, setting up routes that use feedback would help make service improvements based on your company’s reputation. Checking review themes each month should bring up important issues that need attention in operations. Whenever enhancements are put in place from user input, the next communication should mention these changes and indicate that input was used. With this integration, companies would enhance their reputation by taking action early and improving services for guests, which brings even more benefits and proof of their concern.
In the end, using reputation analytics tools would make it easier to perform in-depth analysis and develop suitable responses. Because money is limited in some cases, there are still several affordable tools that can do sentiment analysis, benchmark competitors, and measure the results of your answers. Such findings would assist in improving the strategy and proving that reputation management work is effective, so funds can be sustained.
[bookmark: _Toc200402887]5.5 Limitations and Future Research
Even though the study has given us useful knowledge, it has some limitations. Though a single case study offers detailed investigation, it does not help much when generalizing to other situations. Even though Ibis Thurrock M25 is important within budget motorway hotels, the points mentioned here may not fit hotels that are owned differently, are placed elsewhere, or have different brands. Further studies ought to examine various aspects to confirm the patterns and notice any differences in context.
The findings of this research can be used in situations besides the one examined. All over the globe, budget hotels deal with the same issue of managing tight budgets while ensuring they use digital tools. What is presented here can be used as guidelines for understanding other cases as well. Most notably, the research shows that top performance in reputation management can be done cost-effectively by using strategy instead of unlimited amounts of money. Based on this result, budget hotels ought to see reputation management not only as a chore, but also to increase revenue.
To sum up, this research shows the tough and valuable challenges that budget hotels encounter in managing their online reputation. Even though Ibis Thurrock M25 is devoted to guest engagement, it has the chance to boost its effectiveness by restructuring its operations and coordinating every department. Hospitality is going through major digital transformation, so it is now crucial for a business to focus on reputation management to be competitive. Any property that excels in genuine, current, and strategy-driven online engagement gets a bigger share in a market that is becoming more open. With this research, readers gain advice on gathering experience and finding ways to achieve great skills within reasonable limits.
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