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Executive Summary
This report presents a critical analysis of the operational processes of the restaurant at Mercure Swansea Hotel, located in Llansamlet, Swansea. Operating under the Mercure brand of the Accor group, the restaurant serves both hotel residents and local customers, offering a mix of classic British dishes and locally inspired Welsh cuisine in a relaxed lakeside setting (Mercure Swansea, 2025).
The purpose of the report is to examine how the restaurant’s mission, vision, core values, facilities, services and market position translate into operational performance. The analysis applies relevant hospitality and management theories, including Porter’s Generic Strategies, SWOT analysis, Porter’s Five Forces, business life cycle concepts, Adair’s Action‑Centred Leadership model, McGregor’s Theory X and Y and Lewin’s change management model.
Key findings suggest that the restaurant benefits from a strong physical environment, a clearly defined differentiation strategy and alignment with Accor’s sustainability agenda. However, it faces challenges in two critical operational areas: limited online engagement and digital marketing presence, and gaps in sustainability implementation, particularly regarding food waste management and consistent local sourcing. These weaknesses affect its ability to attract non‑resident customers, build a strong digital reputation and fully leverage the growing consumer demand for sustainable gastronomy.
The report concludes that, while the restaurant delivers a generally satisfactory in‑person guest experience, it needs to modernise its digital strategy and systematise its sustainability practices to remain competitive in a crowded mid‑scale hospitality market. A set of practical recommendations is proposed, including the development of a structured digital marketing plan, enhanced use of user‑generated content and review platforms, the introduction of formal food waste monitoring, stronger partnerships with local producers and the application of Lewin’s three‑stage model to manage the required organisational changes.
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1. Introduction 
The hospitality industry is one of the most dynamic and competitive sectors of the global economy, generating significant contributions to employment, GDP and regional development (Thommandru et al., 2021; UKHospitality, 2025). In the United Kingdom, hotels and their food and beverage (F&B) operations play an important role in attracting both domestic and international visitors, supporting local supply chains and shaping destination image. Within this context, hotel restaurants are not merely ancillary services; they are strategic assets that influence overall guest satisfaction, brand perception and financial performance (Gamal S.A. Khalifa et al., 2024).
The Mercure Swansea Hotel, situated in Llansamlet on the outskirts of Swansea, is a mid‑scale property operated under the Accor umbrella. Overlooking a lake and surrounded by landscaped grounds, the hotel markets itself as a tranquil base for both business and leisure travellers, with its restaurant and bar positioned as central components of the guest experience (Mercure Swansea, 2025). The restaurant serves breakfast, all‑day dining and evening meals, offering a menu that blends classic British favourites with contemporary dishes and options that reflect Welsh produce.
The aim of this report is to critically analyse and review the operational processes of the restaurant at Mercure Swansea Hotel. The report assumes the role of an external consultant engaged to provide strategic insights into the restaurant’s performance, focusing particularly on its mission and strategy, facilities and services, business life cycle stage, market position, online presence and key operational challenges. Two interrelated operational issues are prioritised: (1) limited online engagement and relatively weak digital marketing presence, and (2) sustainability challenges, especially regarding food waste management and consistent local sourcing.
The report is underpinned by secondary research, including academic literature, industry reports, online customer reviews and information from the hotel’s official website and Accor corporate publications. It applies a range of theoretical frameworks to link theory and practice, including Porter’s Generic Strategies (1985), SWOT analysis, Porter’s Five Forces, Adair’s Action‑Centred Leadership model (1979), McGregor’s Theory X and Theory Y (1960), Lewin’s three‑step change model (1947), the business life cycle concept and service quality models such as SERVQUAL (Parasuraman et al., 1988).
The structure of the report is as follows. Section 2 presents the main findings of the analysis, beginning with an overview of the restaurant’s mission, vision, core values and strategy, followed by an examination of its facilities, services and organisational context. The business life cycle stage and market position are then evaluated before assessing the restaurant’s online presence and reputation management. Key operational problems are identified and discussed. Section 3 draws together the main conclusions about the effectiveness of the restaurant’s operations, while Section 4 provides realistic, evidence‑based recommendations for improvement that can be applied not only to Mercure Swansea but also to similar restaurants across the mid‑scale hotel segment.
2. Main Findings 
2.1 Overview of the Restaurant: Mission, Vision, Core Values and Strategy 
The restaurant at Mercure Swansea Hotel functions as a core element of the property’s value proposition, serving hotel guests, corporate clients attending meetings and events, and a smaller proportion of local residents. The hotel positions itself as offering “relaxed lakeside hotel accommodation” with a restaurant and bar that provide a comfortable and informal dining experience (Mercure Swansea, 2025). While the restaurant does not operate as a fine‑dining venue, it aims to deliver consistently good quality food and friendly service aligned with the Mercure brand’s promise of offering “locally inspired” experiences (Accor, 2023).
Although the hotel does not publish a standalone mission statement for the restaurant, its broader brand messaging indicates a mission centred on delivering a high‑quality, welcoming dining experience that showcases local flavours wherever possible. This can be interpreted as: to provide guests with enjoyable, convenient and locally influenced meals in a relaxed environment, supported by attentive and friendly service. This mission is consistent with hospitality definitions which place the guest at the heart of the service experience (Thommandru et al., 2021).
The restaurant’s vision can be inferred as becoming a preferred dining option for hotel guests and a credible choice for local diners in the Swansea area, particularly for casual meals, business lunches and pre‑event dining. This aligns with Accor’s wider vision for Mercure hotels as locally rooted yet internationally reliable mid‑scale properties (Accor, 2023). The vision also reflects the aspiration to enhance loyalty, increase repeat business and contribute to the hotel’s overall reputation.
The restaurant’s core values can be summarised as follows:
· Quality and consistency: Providing reliable food and beverage standards, with dishes that meet guest expectations for taste, presentation and safety.
· Local connection: Incorporating Welsh and local regional influences where practical, supporting local identity and sense of place.
· Customer care: Emphasising friendly, approachable and personalised service.
· Teamwork: Relying on coordinated efforts between kitchen, bar and front‑of‑house staff.
· Sustainability: Aligning with Accor’s Planet 21 sustainability commitments, including waste reduction and responsible sourcing (Accor, 2023).
Strategically, the restaurant can be understood through Porter’s Generic Strategies. It appears to pursue a differentiation focus strategy rather than pure cost leadership (Porter, 1985). As a mid‑scale hotel restaurant, it is unlikely to compete with low‑priced high‑volume chains on price alone; instead, it competes on the basis of convenience, ambience, brand trust, integrated accommodation and dining offering, and the lakeside setting. The differentiation focus is further supported by its connection to corporate contracts, meeting packages and Accor’s loyalty scheme.
From a planning perspective, the restaurant’s operations can be loosely mapped onto the SOSTAC framework (Chaffey and Smith, 2022). Its Situation Analysis reveals a competitive Swansea casual dining market, growing interest in sustainable gastronomy and rising digital expectations from guests. The Objectives include maintaining high guest satisfaction scores, increasing food and beverage revenue per occupied room and building a stronger reputation among local diners. The Strategy revolves around providing consistent quality and convenient service to hotel guests while gradually enhancing its appeal to non‑resident customers. Tactics involve menu design, promotional packages, collaboration with Accor’s loyalty programme and limited local marketing. Action is delivered through daily operational routines and staff coordination, while Control is exercised via guest feedback, online review monitoring and internal KPIs.
However, there is evidence that the mission and values are not yet fully expressed in the restaurant’s digital presence or sustainability practices. For instance, while the website highlights the restaurant and bar, it provides limited detail on local sourcing stories or sustainability initiatives specific to the restaurant (Mercure Swansea, 2025). This creates an opportunity to strengthen strategic alignment between brand promises and operational reality, particularly in the areas of digital communication and environmentally responsible gastronomy.
2.2 Facilities and Services: Products, Workforce, Organisational Structure and Culture 
The restaurant forms part of the hotel’s integrated F&B operation, which also includes the bar and breakfast service. The dining area overlooks the lake and gardens, contributing to a calm and pleasant atmosphere that supports the hotel’s positioning as a relaxing retreat (Mercure Swansea, 2025). The space is flexible, accommodating both individual diners and groups, and can be linked with conference and banqueting facilities for events. This versatility is a competitive advantage, enabling the restaurant to serve multiple customer segments, including leisure guests, business travellers, corporate groups and local event attendees.
The menu typically comprises a mix of classic British dishes—such as burgers, steaks, salads and pasta—alongside lighter snacks and desserts. Breakfast is a key revenue driver, often served buffet style, reflecting the importance of operational efficiency and standardisation in hotel restaurants (Jones and Lockwood, 1989) There may also be vegetarian, vegan and gluten‑free options in response to evolving dietary preferences. However, the visible emphasis on unique local specialities appears modest, which may limit the restaurant’s potential to leverage gastronomy as a differentiating cultural offering.
In terms of workforce and organisational structure, the restaurant sits within the hotel’s broader hierarchy led by the General Manager, supported by heads of department such as the Food and Beverage Manager, Head Chef and Restaurant Supervisor. This structure is consistent with typical hotel organisational models (Brotherton, 2012). Leadership and coordination within this environment can be interpreted using Adair’s Action‑Centred Leadership model, which emphasises balancing three areas: task, team and individual (Adair, 1979).
· Task functions in the restaurant include planning menus and rotas, managing food safety and hygiene, ensuring timely service and controlling costs.
· Team functions involve building morale, communicating clearly between kitchen and front of house, and maintaining discipline and service standards.
· Individual functions relate to recognising staff efforts, addressing personal issues and supporting training and development.
Effective leadership requires simultaneous attention to all three areas, which can be challenging in a busy operational context, especially under staffing pressures.
The culture of the restaurant appears to reflect a mix of service orientation and operational pragmatism. Staff are expected to be friendly and approachable, consistent with customer‑focused values, but they also work under time and cost constraints typical of mid‑scale hotel operations. McGregor’s Theory X and Theory Y (1960) provides a useful lens here. A Theory Y approach—assuming staff are motivated, capable of responsibility and seeking satisfaction at work—would encourage empowerment, participation and recognition. This could manifest as involving staff in menu suggestions, sustainability initiatives or digital promotion ideas. In practice, however, elements of Theory X may persist, such as tight controls and top‑down decision making, particularly during busy periods or where labour turnover is high.
From a service quality perspective, the SERVQUAL dimensions of reliability, responsiveness, assurance, empathy and tangibles (Parasuraman et al., 1988) can be applied. The physical environment (tangibles) and staff friendliness (empathy and assurance) are generally strengths, supported by the hotel’s brand standards. However, responsiveness during peak times and consistency (reliability) may be pressured when staffing is lean or when there are events alongside regular restaurant trade.
Overall, the restaurant benefits from functional facilities, a pleasant setting and integration with the hotel’s operations. Nevertheless, there is scope to enhance the expression of local gastronomy, deepen a participative service culture and formalise the role of staff in sustainability and digital engagement efforts.
2.3 Business Life Cycle 
The concept of the business life cycle suggests that organisations typically progress through stages of emergence, growth, maturity and decline, each with distinct strategic and operational characteristics (Kotler, 2020). Applying this framework to the restaurant at Mercure Swansea indicates that it is currently positioned in the maturity stage of its life cycle.
Firstly, the hotel itself is an established property in the Swansea market, having operated for several years under the Mercure brand and previously under other names. The restaurant is therefore not an emerging concept but a stable, embedded part of the local mid‑scale hospitality landscape. It benefits from a steady flow of hotel guests, corporate clients and event business, which provides predictable baseline demand (Mercure Swansea, 2025).
Secondly, there is limited evidence of rapid expansion or significant innovation in the restaurant’s concept. While menus are updated periodically, the core offering has remained relatively consistent, focusing on accessible, familiar dishes rather than highly experimental cuisine. This is typical of a maturity stage, where the aim is to defend market share, maintain quality and optimise efficiency rather than radically reinvent the product (Kotler, 2020).
Thirdly, competition in Swansea’s casual dining sector is intense, with a range of chain restaurants, independent eateries and other hotel outlets. In a mature market, differentiation becomes increasingly important to avoid commoditisation and price‑based competition (Porter, 1985). The restaurant’s lakeside setting, hotel integration and brand affiliation offer some differentiation, but its digital visibility and sustainability storytelling lag behind best practice, which may weaken its competitive position over time.
If these weaknesses are not addressed, there is a risk of drifting towards the decline stage, especially in relation to local (non‑resident) demand and reputation. To avoid this, mature businesses often need to refresh their value proposition, embrace innovation and realign operations with evolving customer expectations, particularly around digital convenience and environmental responsibility (Dordai, Becze and Roman, 2026). This underscores the importance of the operational improvements discussed later in this report.
2.4 Market Position and Financial Performance 
Market position refers to how a business is perceived in relation to its competitors in terms of price, quality, service and overall value (Kotler, 2020). The restaurant at Mercure Swansea operates in the mid‑scale casual dining segment, primarily targeting:
· In‑house hotel guests (business travellers, leisure tourists and event attendees);
· Corporate clients using the hotel’s meeting and conference facilities;
· Local residents seeking a convenient, relaxed dining option, especially for family occasions or business meals.
Competitors include other hotel restaurants in the Swansea area, such as those at Premier Inn, Village Hotel Swansea and local independent hotels, as well as high‑street chains and independent restaurants in nearby retail parks and the city centre. Using Porter’s Five Forces (1985), the competitive environment can be summarised as follows:
· Threat of new entrants: Moderately low at the hotel‑restaurant level, due to capital requirements and brand considerations, but relatively higher in the wider casual dining sector where new independents can open.
· Bargaining power of suppliers: Moderate; food and beverage suppliers have alternatives but large groups like Accor benefit from purchasing power and contracts. Local sourcing intentions can increase dependency on specific suppliers if not diversified.
· Bargaining power of customers: High; diners can choose from many alternatives, especially locals not “captive” within the hotel. Online reviews also give customers more influence over reputation.
· Threat of substitutes: High; takeaway services, delivery platforms and home cooking compete with dining out, while room service and bar snacks substitute for the restaurant itself.
· Rivalry among existing competitors: Intense, particularly on price, promotions and convenience.
Within this environment, the Mercure Swansea restaurant is positioned as a convenient, comfortable and reliable option rather than a destination restaurant. It competes more strongly for hotel guest spend than for local walk‑in trade. This is a rational strategy for a hotel outlet but may limit revenue growth potential.
In the absence of detailed published financial data at outlet level, the restaurant’s financial performance can be considered in terms of likely indicators:
· Food and beverage revenue per occupied room – an important metric in hotel operations (Jones and Lockwood, 1989).
· Average spend per head – influenced by menu pricing, upselling and product mix;
· Contribution margin – affected by food cost percentage, labour costs and waste levels.
Given its mid‑scale positioning, menu prices are likely moderate, balancing affordability for families and corporate budgets with profitability. However, food waste and limited menu differentiation can erode margins (Dordai, Becze and Roman, 2026). In addition, the current level of online engagement appears insufficient to maximise local demand and ancillary spend from non‑resident customers, suggesting that potential revenue is being left untapped.
A SWOT analysis summarises the restaurant’s market position:
· Strengths: 
· Established hotel brand and loyal Accor customer base
· Attractive lakeside setting and flexible dining space
· Integrated with accommodation, meetings and events
· Weaknesses: 
· Limited digital marketing and social media activity
· Modest emphasis on unique local gastronomy in visible communications
· Operational challenges around sustainability implementation
· Opportunities: 
· Growing customer interest in authentic local food and sustainable dining
· Use of social media, online reviews and loyalty programmes to attract and retain guests
· Partnerships with local producers to enhance menu appeal
· Threats: 
· Strong competition from chains and independents in Swansea
· Changing customer expectations for digital convenience and transparency
· Rising food, energy and labour costs putting pressure on margins
Improving the restaurant’s market position will therefore depend less on radical re‑positioning and more on enhancing its digital visibility, sustainability credentials and guest experience differentiation, which are explored further in the next sections.
2.5 Online Presence and Reputation Management 
In the current hospitality environment, a restaurant’s online presence and reputation directly shape customer expectations and purchasing decisions (Sigala, 2020). Guests increasingly research dining options via search engines, social media and third‑party review platforms before booking. Therefore, strong digital communication and online reputation management (ORM) are essential components of operational strategy (Xie, So and Wang, 2017).
The Mercure Swansea website clearly describes the restaurant and bar within the hotel’s facilities, including menus, images and promotional offers (Mercure Swansea, 2025). However, the information remains relatively generic, focusing on convenience and ambience rather than distinct storytelling about local dishes or sustainability. There is little evidence of regular updates, seasonal campaigns or blog‑style content that encourages engagement. Similarly, on social media channels, the hotel maintains general brand alignment but shows limited dedicated content promoting the restaurant’s identity, kitchen team or unique experiences. Posts are infrequent and tend to repeat corporate messaging rather than create local community connections. This under‑utilisation of digital platforms restricts the restaurant’s ability to reach new audiences beyond existing hotel guests.
TripAdvisor and Google Reviews reveal generally positive feedback, with most guests praising staff friendliness, speed of service and comfortable atmosphere. However, recurring comments mention limited menu variety and modest food presentation compared to independent restaurants nearby. These mixed reviews influence the restaurant’s online reputation and consequently its perceived quality. Research demonstrates that even a small improvement in average rating can produce measurable increases in revenue (Anderson, 2012). Accordingly, actively responding to feedback thanking positive reviewers and addressing criticisms is a simple but vital reputation management practice (Stansel, 2025).
Using the SERVQUAL model (Parasuraman et al., 1988), the restaurant shows reasonable performance in the “empathy” and “assurance” dimensions but weaker in “tangibles” (visual presentation, digital aesthetics) and “responsiveness” (speed of online replies). Online service quality gaps are evident where customers’ digital experiences—such as website navigation, menu visibility or review responses—fail to match expectations. These gaps can damage trust before guests even arrive.
Digital marketing theory emphasises the customer journey from awareness through post‑purchase advocacy (Chaffey and Smith, 2022). Currently, awareness and engagement stages appear under‑developed. The restaurant could strengthen these through storytelling posts on social media about local ingredients, staff behind‑the‑scenes content, short‑form videos of dishes, user‑generated content campaigns, and collaborations with Swansea food bloggers. Enhancing local SEO (search optimisation) and utilising targeted paid ads during high visitor periods could also widen visibility among non‑resident diners.
From a management perspective, assigning ownership of digital content creation within the F&B team, supported by Accor’s central marketing resources, would ensure consistent activity and tone. Empowering employees to contribute ideas aligns with Adair’s Action‑Centred Leadership (1979), motivating individuals by involving them in team objectives.
Overall, while the restaurant benefits from Accor’s corporate web presence and online booking infrastructure, its current digital footprint is weakly differentiated. Stronger engagement and storytelling are required to reflect its core values of local authenticity and sustainability, which increasingly define consumer choice in modern gastronomy (Dordai, Becze and Roman, 2026).

2.6 Key Operational Problems and Service Gaps 
Two interconnected operational issues have been identified: limited online engagement and sustainability challenges, particularly food waste and inconsistent local sourcing. Both issues impact the restaurant’s competitiveness and alignment with evolving market expectations.
A. Limited Online Engagement and Digital Marketing Gaps
As discussed earlier, the restaurant lacks a distinctive digital identity separate from the hotel’s umbrella brand. This results in missed opportunities to attract local diners, promote events and build loyalty. According to the Gap Model of Service Quality (Parasuraman et al., 1988), this reflects Gap 4—the difference between service delivery and external communication. The restaurant delivers a solid in‑person experience but fails to communicate its strengths effectively online, leading to mismatched expectations.
Possible causes include limited digital marketing expertise within the on‑site team, reliance on centralised Accor systems and absence of a defined content strategy. These constraints can lead to under‑representation on platforms like Instagram, Facebook or Google Business, where independent competitors actively showcase creativity and community engagement. Integration of guest feedback mechanisms (for example, QR codes on tables linking to review sites) would encourage higher online interaction rates and provide real‑time insights for service improvement (Sigala, 2020).
B. Sustainability: Food Waste and Local Sourcing
Accor’s Planet 21 programme outlines clear sustainability goals, including waste reduction, responsible procurement and local community engagement (Accor, 2023). However, at outlet level, the implementation appears partial. Based on observation of industry norms, the restaurant likely faces challenges such as over‑production at breakfast buffets, portion‑size variability, limited measurement of food waste volumes and inconsistent tracking of locally sourced ingredients. Globally, food waste in hospitality contributes significantly to environmental impact and lost revenue (Filimonau, 2020).
Local sourcing represents both a logistical and storytelling opportunity. While menus reference seasonal produce, specific supplier partnerships or farm‑to‑table stories are rarely featured in public communications. Establishing formal relationships with nearby Welsh producers could enhance product freshness, reduce transport emissions and create authentic narratives for marketing. This would align the operation with sustainability‑driven consumer expectations: research indicates that over 70% of UK diners consider sustainability when choosing where to eat (WRAP, 2023).
Both these issues—digital visibility and sustainability practice—share a leadership dimension. Applying Lewin’s Change Management Model (Malik, 2025), the process of operational improvement can follow three stages:
1. Unfreeze: Raise awareness among staff and management that current practices limit competitiveness. Sharing customer feedback and sustainability data can motivate change.
2. Change: Implement new actions, such as weekly social media content schedules, digital review responses, waste audits and supplier partnership meetings.
3. Refreeze: Institutionalise new norms through training, recognition and standard operating procedures.
Such structured change requires participative leadership rather than command‑and‑control—aligning with Theory Y assumptions (McGregor, 1960)—and would benefit from delegating digital and sustainability champion roles to motivated employees.
In summary, the restaurant’s key service gaps arise not from poor frontline performance, but from underdeveloped systems that connect operations with modern consumer expectations. Addressing these gaps through improved digital engagement, storytelling and measurable sustainability initiatives would reinforce differentiation, strengthen market relevance and enhance financial performance.

3. Conclusion 
This report has evaluated the operational processes of the restaurant at Mercure Swansea Hotel through the lens of contemporary hospitality theory and best practice. The analysis demonstrates that the restaurant benefits from a strong physical environment, experienced staff and an association with a respected global brand. Its mission, vision and values align well with guest‑centred hospitality principles and Accor’s sustainability agenda, emphasising quality, local connection and customer care.
However, two interrelated weaknesses have been identified. First, the restaurant’s limited online engagement has curtailed its ability to attract new diners and strengthen loyalty beyond the resident guest base. In the digital era, online presence determines visibility, perception and ultimately profitability. Second, while sustainability is included as a corporate value, its local implementation—particularly waste reduction and consistent local sourcing—remains underdeveloped. This inconsistency risks reputational dilution at a time when consumers increasingly reward authentic, responsible brands.
Strategically, the restaurant occupies the maturity stage of its life cycle, operating in a saturated market characterised by high rivalry and price sensitivity. To remain competitive, it must leverage differentiation through digital storytelling, sustainability leadership and strengthened local connections. Theoretical frameworks such as SERVQUAL and the Gap Model reveal service quality strengths in empathy and assurance, but gaps in responsiveness and tangibles—especially in the digital domain. Leadership models including Adair’s and Lewin’s highlight the need for participative, empowering management to drive behavioural change.
Overall, the restaurant exhibits solid day‑to‑day management but needs to bridge the gap between operational reliability and modern market expectations. Success will depend on consistent application of innovative marketing, sustainability analytics and employee engagement. With realistic changes, the restaurant can enhance guest experience, profitability and environmental stewardship, positioning itself strongly within Swansea’s mid‑scale dining sector.

4. Recommendations 
Based on the findings, the following realistic and feasible recommendations are proposed to enhance the restaurant’s operations, reputation and sustainability performance. These strategies also demonstrate how change can be embedded using Lewin’s three‑step model (Malik, 2025):
1. Strengthen Digital Presence and Online Engagement
· Create a dedicated digital marketing plan for the restaurant, incorporating a content calendar featuring weekly posts about local ingredients, menu specials and staff stories.
· Optimise search visibility (SEO) by updating the restaurant’s separate Google Business listing, adding regular photos and ensuring accurate opening times and menus.
· Encourage user‑generated content by promoting hashtags and photo contests for guests dining by the lake. Share positive reviews on social channels to reinforce community trust.
· Assign a Digital Champion within the restaurant team, trained to collaborate with Accor’s central marketing department. This builds ownership and supports a participative leadership approach (Adair, 1979).
2. Formalise Sustainability and Food Waste Management
· Implement a ‘Measure‑Monitor‑Reduce’ framework following WRAP (2023) guidance. Record daily food waste by category, set reduction targets and display results to employees.
· Develop partnerships with local Welsh producers, such as nearby farms and dairies, to supply seasonal ingredients. Highlight these relationships on menus and social media for authenticity and transparency.
· Introduce portion‑control and surplus redistribution initiatives, for instance, donating excess food to local charities through recognised schemes.
· Conduct staff training workshops on sustainability, aligned with Accor’s Planet 21 objectives, ensuring team ownership of environmental goals.
3. Enhancing Service Culture and Staff Engagement
· Empower employees through internal recognition programmes where sustainability or digital innovations are acknowledged publicly.
· Apply McGregor’s Theory Y principles, trusting staff with autonomy to suggest improvements.
· Use regular team briefings to discuss upcoming campaigns and operational feedback, embedding continuous improvement.
4. Manage and Sustain Change
Applying Lewin’s Model (Malik, 2025):
· Unfreeze: Raise awareness by presenting current performance data on reviews and waste.
· Change: Roll out new initiatives with clear responsibilities, resources and deadlines.
· Refreeze: Integrate change into standard operating procedures and job descriptions, ensuring accountability and continuity.
5. Monitor Performance and Continuous Improvement
· Use KPIs such as social media engagement rates, number of online reviews, food waste per cover, local ingredient percentage and guest satisfaction scores.
· Conduct quarterly reviews to evaluate progress, supported by management reporting to Accor’s regional F&B leadership.
By combining digital innovation with enhanced sustainability practices, the restaurant can realign with evolving consumer values, strengthen its local brand identity and contribute more effectively to Accor’s global sustainability vision. These initiatives are both practical and scalable, allowing the restaurant to sustain a competitive, authentic and environmentally responsible dining experience.
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