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This paper investigates sustainability and customer satisfaction at Hotel Negresco in France as two of the most acute issues for its current operations. Social concerns raise problems of ineffective waste disposal, high water consumption, and energy insecurity; all of which are contrary to the increasing environmentally sensitive guests. It has also been observed that the scores of guest satisfaction have reduced over the years mainly attributed to the guests feeling that there is a gap between the marketing messages where the resort being advertised as an environment friendly place and the actual practice being followed. This has had adverse effects on the resorts by resulting in poor evaluations and customer returns, all of which are crucial determinants of the resort’s performance.
Research on the specific behavior of the resort, which is characterized by beautiful landscapes and other facilities that perfectly entice guests, shows that the resort is resource-scarce. Surveys and online review insights reveal that guests are aware of other non-sustainability issues like use of single use plastics and the buying of foods from areas near the hotel. These insights show a misalignment of expectations of sustainable holiday experience by guests and current environmental impact of Hotel Negresco speaks of need for a conscious shift towards substantial sustainability to improve guests’ satisfaction and boost the brand reputation.Both PESTEL and SWOT analyses coupled with TOWS on the Hotel Negresco demonstrate the complexity of opportunities and threats influencing the organization. However, by using the PESTEL analysis it is evident that the external pressures include the enhancement of the regulatory concern for environmental issues, which influence the operations’ compliance and provide an entry point to financing environmental conservation projects. 
[bookmark: _Hlk182335133]Also in terms of economic benefits and risks France mostly fully depends on tourism which in case of existing changes influenced by the world economy can be a problem. In a social aspect, dealing with an increase in tourists’ sensitiveness to environment issues, the resort is forced to play a more substantial role in sustainable development. From a technologic perspective, the emergence of sustainable technologies should create a window of chance for the resort to adapt in efficient management of the resources. Environmental factors are particularly crucial, because the location of resort is in the area that is under restrictions of ecological importance, which presupposes strict compliance with the rules of conservation. First of all, new local regulations require higher levels of compliance with environmental standards, legally.

Strengths, Weaknesses, Opportunities, Threats highlight more on the internal strategic factors that the resort needs to address. Opportunities include highly acclaimed customer relations and strategic location, but threats would be seen as old-fashioned sustainability policies. Some opportunity involves extension of France’s brand of spiritual and wellness tourism to reach a target population interested in sustainable vacationing. Nevertheless, risks like being covered in the negative light by the environmental organisations would have a negative effect in the resort if the current activities persist.
Based on the TOWS analysis, the key strategic directions are the exploitation of the resort’s strengths: Enhance the further promotion of customer service, as well as the integration of sustainable activities during the promotion of the resort; the conversion of weaknesses into power: The reformulation of resource management concepts. It also recommends management to avoid, control, and oppose threats such as increased competition through engaging with environmental groups and reporting its efforts towards sustainability as accurate as possible, in order to bring operations into compliance with local legislation and environmental trends worldwide.
[bookmark: _Hlk182335155]The two challenges that need to be solved at Hotel Negresco are sustainability and customer satisfaction; To solve the sustainability and customer satisfaction problems, the company should establish a comprehensive sustainability plan that involves the establishment of water recycling Also, the use of local food and material means that the carbon footprint of the facility will decrease significantly and guests will be able to enjoy local foods and products. Improving waste disposal and management is also important; including segregation, recycling, and minimisation of the use of plastics at the resort. To enhance the levels of openness and guests’ participation, the resort should implement routine sustainability reports and get engaged guests’ programs based on sustainable endeavors. These strategic actions are anticipated to bring about organizational practices on par with the international standards and patrons’ expectations to enhance the brand image as well as patrons’ loyalty. In addition, training many of the staff will help the implementation and maintenance of sustainability to take place with great efficiency and put into practice in Hotel Negresco thereby improving its operational sustainability.
The strategic recommendations suggested for Hotel Negresco will be able to add further promotion of sustainability to the company’s key goals, as well as sustainably improve guest satisfaction. With implementation of these environmentally friendly measures, the resort meets the international environmental standards as well as can claims to be a responsible tourist establishment in France. Applying water recycling and solar energy will lead to a decrease of operational cost, and reliance on non-renewable sources, thereby enhance sustainable economic development. Purchasing locally not only helps the local economy but also increases the attraction level of the guest through the freshness of genuine Francene flavours and products which helped the resort to be unique and competitive. It is a fact that the increasing usage of appropriate waste management and decreasing number of usage of single use plastics will have a positive contribution to France’s environment and make France eligible for today’s environmentally conscious tourists and to avoid negative externalities.
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[bookmark: _Toc182234209]Background of Hotel Negresco
The Hotel Negresco is a fine example of a luxurious hotel situated in Nice, France and would definitely qualify as a classic monument of the frivolously lavish French Riviera. This hotel was put up in 1912 by Henri Negresco, a Romanian hotelier who employed the architect Édouard-Jean Niermans in building it for the upper-class tourists who visited the Côte d’Azur. As is known this hotel is also famous for its pink dome and beautiful Belle Époque frontage, which is one of the memorable building in the line along with the Promenade des Anglais. Over the years, the Negresco has welcomed Royalty, celebrities as well as politicians, further establishing them as an historic venue. It is a real treasure and its interior is dedicated to French art and French culture; It houses paintings, sculpture, drawings, and graphic art of French masters of the 16th to 21st centuries; The museum owns such pieces as Moretti, Dalí and Goya. Loated in the hotel is the glass Baccarat chandelier in the Royal Lounge which was ordered by Tsar Nicholas II but never used because of the revolution.
[image: THE HOTEL | Negresco]
[bookmark: _Hlk182335389]Figure 1 View of Hotel Negresco 
(Source: Youssef and Zeqiri, 2022).
[bookmark: _Toc182234210][bookmark: _Hlk182335454]Overview of Elite Hospitality Consultants 
Global Hospitality Solutions is a leading consultancy company with core competencies in the hospitality sector and sustainable business development strategies. Since its establishment, the team contains senior staff who have 10 more years of experience in managing the hotels and environmentalism and customer services. Many famous hospitality organizations are our clients, and we have been working together to improve their performance, satisfaction of customers, and responsibility for the environment (Zientara et al., 2024). Some of our campaigns include turning a mid-sized hotel chain in the Caribbean into fully sustainable, with a boost in guest satisfaction to 40% and the operational cost being cuttened by 30% in the next two years. Furthermore, we helped a Thai boutique hotel to double their performance by repositioning to an eco-luxury resort. The presented strategy allows us to address the customer’s individual needs in developing capable and efficient solutions that bring value and contribute to creating a desired brand reputation (Youssef and Zeqiri, 2022).
[bookmark: _Toc182234211][bookmark: _Hlk182335478]Scope of the Report 
This report will focus on improving organizational sustainability and guest satisfaction of Hotel Negresco. It is going to be chiefly effective in the deployment and adoption of environmentally sound solutions, resource utilisation and customer relations procedures. These areas are selected to cover the resort operations and activities that will promote environmental conservation and at the same time complement the guests’ experience to be unique, meaningful, and sustainable to meet world benchmarks.
[bookmark: _Toc182234212][bookmark: _Hlk182335496]Analytical Frameworks to be Used (PESTEL, SWOT, TOWS)
In order to perform a comprehensive analysis of Hotel Negresco, three methods of business evaluation will be used, including PESTEL, SWOT, and TOWS (Thams et al., 2020). PESTEL analysis is going to assist in identifying the macro environment affecting the resort; political, economical, sociological, technological, environmental and legal factors. This will enable us to also conceptualise opportunities and threats from the external environment. Enabled from the SWOT analysis, we shall be in a position to determine the internal strength and weakness of the resort with regard to its competition. Lastly, the TOWS analysis will be used in position matching the resort’s strength and opportunities and covering for the weaknesses and threats. This involves developing broad strategies to gain an overall outlook of the operation environment of the resort to ensure that development of strategic recommendations is done comprehensively (Stoica and Verstiuc, 2021).
[image: SWOT Analysis Framework - apppm]
[bookmark: _Hlk182335528]Figure 2 Analytical Frameworks 
(Source: Thams et al., 2020)
[bookmark: _Toc182233492][bookmark: _Toc182234213][bookmark: _Hlk182335545]Analysis
[bookmark: _Toc182233493][bookmark: _Toc182234214][bookmark: _Hlk182335571]Issue Identification
The Hotel Le Negresco in Nice, France, is confronted with a number of challenges which have an impact on the level of customer satisfaction and operating efficiency. As per Vo-Thanh et al. (2024) the architecture and its historical value are the reasons this hotel is appealing to visitors who like a luxurious experience that is based on French tradition. However, it has become difficult to strike a balance between its traditional attraction and the desires of its customers in the modern age (Hagimont, 2023). 
[bookmark: _Toc182233494][bookmark: _Toc182234215][bookmark: _Hlk182335593]Customer Satisfaction
The number of visitors who are looking for contemporary conveniences like computerised cheque-in technology in their rooms is rising. The hotel is a historic property, so it’s hard to add some of these upgrades without changing the structural integrity of the building (Ge et al., 2021). It is reported that the number of hotel visitors wanting smart room amenities in the premium sectors is increasing to 40%. This is a gap between the customer’s expectations and the hotel's service. Also, Turinetto (2022) has asserted in this research that rates of inflation were up at 5.9% in France in 2023, and hotel prices increased. This could lead to a fall in perceived value to price-sensitive visitors. Long-term reservations may be affected by rising expenses because clients are looking for luxury experiences that are more value-focused.
[bookmark: _Toc182233495][bookmark: _Toc182234216]Operational Efficiency
As posted by Truong et al. (2020), France's value-added tax (VAT) of ten per cent on hotel services and its strict labour rules, which drove some of the highest personnel costs in the European Union, played a major role in the operations of Hotel Le Negresco. France has the highest minimum salary in Europe €1,747.20 per month. This is a considerable contribution to labour costs. However, due to these fixed expenditures, operational flexibility is limited, particularly in the off-peak seasons, with lower occupancy rates, thus increasing the financial burden (Eichler, 2023). Since the hotel was built historically, routine maintenance must be done to keep the building in integrity. There is another set of problems. 
In addition to this, the recent renovations included a spa and an indoor pool to increase customer happiness, but those renovations come with significant renovation costs. Renovations have historically been 15-20 per cent more expensive than regular hotel upgrades. In addition to this, Tiefenbrun (2021) has emphasised in his study that 74 per cent of French visitors now choose eco-friendly hotels, and with that, there is extra pressure on Le Negresco to adopt sustainable practices. However, these methods may be expensive due to the fact that they require specialised repair in accordance with environmental requirements (de Oliveira Gosson et al., 2022).
	[bookmark: _Hlk182335856]Factor
	Details

	Political
	- A stable political environment supports the tourism and hospitality industry. 
- Strict labour regulations in France reduce staffing flexibility and increase labour costs. 
- A VAT rate of 10% on hotel services contributes to higher operational expenses. 
- Potential EU reforms on labour protections and corporate taxes may further impact financials (de la Taille, 2022). 
- Local tax changes or regulatory shifts could directly affect profitability and require strategic adjustments.

	Economic
	- Tourism is crucial to France’s economy, contributing approximately 7.5% to GDP. 
- Inflation reached 5.9% in 2023, which has been analysed in the research of Tabak & Tamer (2022), leading to higher operational costs and potentially deterring price-sensitive travellers. 
- Eurozone fluctuations and currency exchange rates affect international guests' purchasing power. 
- Rising energy costs add to expenses, potentially impacting room rates and service offerings (De Kerviler, 2022). 
- Value-driven services are essential to justify premium pricing and attract high-income clientele.

	Social
	- It has been evaluated by Preziosi et al. (2022) that a shift in demographics as younger travellers favour tech-enhanced, immersive experiences, while older clientele value historical ambience. 
- Aging population in France; experiential tourism is on the rise, impacting expectations (Cabral & Marques, 2023). 
- 74% of French tourists prefer eco-friendly accommodations, highlighting sustainability as a competitive factor. 
- Balancing modernisation with preservation is key to meeting evolving social expectations without losing heritage appeal.

	Technological
	- France has strong internet connectivity (94% household coverage), aligning with digital expectations (Buhalis & Moldavska, 2022). 
- Heritage status restricts extensive technology updates, limiting options like smart room automation. 
- Studies, such as by Pommet et al. (2024), show that 40% of luxury guests now expect tech-enabled features like digital check-in and guest apps. 
- Cybersecurity is crucial due to high-profile clientele requiring robust data protection. 
- It has been highlighted in the research of Papademetriou et al. (2023) that balancing necessary technological advancements with preservation is challenging yet essential for guest satisfaction.

	Environmental
	- 74% of French tourists prioritise eco-friendly hotels, emphasising sustainable practices (Branca, 2024). 
- Heritage constraints make it difficult to implement green technologies (e.g., energy-efficient windows, updated HVAC systems). 
- It has been recommended in the study of Nyaruwata (2022) that environmental regulations encourage sustainable practices, adding costs for historically sensitive upgrades. 
- Visible sustainable initiatives could boost reputation and attract environmentally conscious guests.

	Legal
	- Moreno-Perdigon et al. (2021) have identified in their research that France has strict labour laws and a high minimum wage (€1,747.20/month), increasing labour costs in hospitality. 
- Health and safety regulations require frequent updates and staff training, impacting costs. 
- GDPR compliance is critical for data security, especially with high-profile guests. 
- Preservation laws restrict modifications, raising renovation costs and timelines. 
- New environmental standards may necessitate sustainable infrastructure investment within preservation guidelines (Berghaus, 2024).



[bookmark: _Toc182233496][bookmark: _Toc182234217]SWOT Analysis of Hotel Le Negresco, France
	Factor
	Details

	Strengths
	- Established in 1913, Hotel Le Negresco is an iconic landmark on the French Riviera, renowned for its Belle Époque architecture and art collection, appealing to luxury travellers and art enthusiasts. 
- According to Martín et al. (2020), the hotel offers a distinctive luxury experience, with each room uniquely designed and decorated, catering to guests seeking a blend of history and exclusivity. 
- Located on the Promenade des Anglais in Nice, it enjoys prime access to tourist hotspots, beaches, and local culture, attracting both local and international high-end travellers (Ben Lahouel & Montargot, 2020). 
- The Michelin-starred restaurant, Le Chantecler, adds culinary prestige and elevates the hotel’s appeal among gastronomes (Behringer et al., 2023).

	Weaknesses
	- The hotel’s heritage status restricts the implementation of modern in-room technology, which 40% of luxury guests now expect, potentially reducing its appeal to tech-savvy travellers (Baquero, 2023). 
- Lorenzi et al. (2023) has discussed in his study that srict labour laws and a high minimum wage of €1,747.20/month contribute to substantial operational expenses, compounded by a 10% VAT on hotel services, making competitive pricing challenging. 
- Seasonal demand leads to occupancy fluctuations, with peaks in summer, complicating revenue consistency and cost management in off-peak months. 
- Preservation requirements add to maintenance costs and limit renovation options, hindering the hotel’s adaptation to current luxury standards (Arici et al., 2023).

	Opportunities
	- The global luxury travel market is projected to grow annually by 6.4%, presenting revenue growth potential by attracting high-net-worth individuals seeking exclusive experiences (Hagimont, 2023). 
- With 74% of French travellers preferring eco-friendly accommodations, sustainable practices such as energy-efficient lighting and waste-reduction programs can attract eco-conscious guests. 
- Another researcher Lancaster (2020) has examined in his research that an increased online presence and digital marketing can broaden reach, especially to high-income travellers from emerging markets; social media and virtual tours could also draw younger demographics. 
- Introducing discreet digital services like online check-in and guest apps could enhance the guest experience without compromising the hotel’s traditional ambience (Ge et al., 2021).

	Threats
	- Rising inflation in France (5.9% in 2023) affects consumer spending and limits disposable income for luxury stays; fluctuations in the Euro also impact international guests’ purchasing power, especially from weaker currency regions (Eichler, 2023). 
- Competition from other luxury hotels and boutique accommodations in Nice and along the French Riviera is strong, with many rivals offering modern amenities and eco-certifications appealing to younger travellers. 
- Furthermore, this statement has been supported by Kim & Chung (2022), who state that stricter environmental laws could require significant investment in sustainable infrastructure, which is challenging for a heritage building with preservation requirements. 
- Changing travel preferences toward experiential and tech-friendly stays may reduce demand from younger tourists, posing a risk to Le Negresco’s traditional luxury appeal (de Oliveira Gosson et al., 2022).



[bookmark: _Toc182233497][bookmark: _Toc182234218]TOWS Analysis of Hotel Le Negresco, France
	TOWS Factor
	Strategic Implications

	Strengths + Opportunities
	- Leverage Le Negresco’s iconic heritage and prime location to attract high-net-worth tourists seeking exclusive and cultural experiences, aligning with the 6.4% annual growth in the luxury travel market (de la Taille, 2022). Promoting the hotel's unique architecture and art collection through digital marketing and virtual tours can draw interest from luxury travellers globally. 
- Contrary to this, Vo-Thanh et al. (2024) have argued in their study that the Michelin-starred dining experience is a focal point in attracting gastronomes and promoting the hotel’s culinary prestige, enhancing its position in the premium market. 
- Implement eco-friendly initiatives that preserve the building’s historic character, such as LED lighting and waste reduction. Emphasising these initiatives in marketing efforts can attract eco-conscious travellers, meeting the preference of 74% of French tourists for sustainable accommodations (De Kerviler, 2022).

	Strengths + Threats
	- Emphasize the hotel’s unique historical appeal to differentiate it from competitors offering modern amenities, targeting travellers who prioritise cultural and luxury experiences over tech features. However, Turinetto (2022) has argued that this strategy capitalises on Le Negresco’s strong reputation while reducing the focus on high-tech amenities that are difficult to implement due to preservation restrictions. 
- Highlight Le Negresco’s heritage and exclusivity in marketing to mitigate potential impacts of economic downturns by appealing to affluent, less price-sensitive guests (Cabral & Marques, 2023). Because luxury travellers have less incentive to cut spending during inflationary periods, economic threats are less likely to threaten their spending. 
Between high-end travel agencies and concierge services partner to secure steady off of guests which could buffer the effects of fluctuating demand from seasonal and competitive pressures (Buhalis & Moldavska, 2022).

	Weaknesses + Opportunities
	- While the hotel’s historic structure is preserved through the investment in digital services that don’t work against that preservation such as an enhanced website, virtual tours and online booking, the hotel’s appeal is broadened. This is a tech approach that fits younger luxury travellers’s expectations and does not involve intrusive renovations (Branca, 2024). 
- According to the study of Truong et al. (2020), it was anticipated for the implementation of seasonal promotions and event based packages in the off peak period to stabilise the occupancy fluctuation by attracting both domestic and international travellers by targeting the digital marketing. This practise is capable of stabilising occupancy and revenue through the year. 
- Promote a sustainability campaign to openly present green practises like recycling and waste reduction programmes. As luxury travellers become increasingly aware of the environment, these actions will help build trust and loyalty from eco conscious guests as well as improve the hotel brand image (Berghaus, 2024).

	Weaknesses + Threats
	- As the focus is placed on retaining experienced staff and cross training to minimise turnover and limit the financial impact of France’s higher labour costs and employment laws (Ben Lahouel & Montargot, 2020). Consistent service quality is therefore achieved by the hotel through a well trained workforce and helps the hotel to maintain high standards despite financial pressure. 
- Research of Tiefenbrun (2021) shows it is important to emphasise the exclusivity and quality of the guest experience and not compete directly on technology. This can offset the disadvantage of having so little tech integration – we can develop personalised service and curated guest experiences. 
- To gradually forward integrate cost effective, compliant environmental sustainability into hotel operation in relation to upcoming regulatory changes (Behringer et al., 2023). By being pro active with environmental compliance, Le Negresco can ensure they are not forced into reworking at the last minute, keeping pace with the growing eco tourist market.



[bookmark: _Toc182234219]Recommendations and Change Management 
[bookmark: _Toc182234220]Strategic Recommendations 
To improve sustainability and guest satisfaction, on the one hand, at Hotel Negresco, we need to develop the following comprehensive plan. This management work includes the following recommendations, which are aimed at creating sustainable actions based on the preservation of the environment and increasing guest satisfaction through the development of enhanced resort infrastructure and services (Shapoval et al., 2021).
1. Renewable Energy Solutions 
Hotel Negresco is in the right position to embark on the use of renewable energy to minimize on its impact on the environment, and costs. Solar panel placement on every available roof and car parking space shall make the best use of France sun and power a large portion of the resort. Also, the possibility utilizing wind turbines since France has coastal winds can also open up an opportunity to hundred the resort’s energy requirements (Sanabria-Díaz, Aguiar-Quintana and Araujo-Cabrera, 2021). It also provides environmental sustainability which is important for the change since it is a good marketing tool for travelers who are sensitive to the environment.
2. Management and Conservation of Water 
 Use of a two-haul water conservation system will be necessary. First, the resort should replace regular showerheads and faucets with low-flow ones, change the toilets in the hotel and on sites into dual-flush ones. Second, regularly collecting rain water for use in irrigation and most other purposes will significantly lower the proportion of wasted water. Such actions will afford the resort continued functionality during the dry season, and overall minimization of the impacts on the environment (Rodríguez-Antón and Alonso-Almeida, 2020).
3. Introducing the Concept of Comprehensive Waste Management
 Developing a robust waste management strategy involves three key components: Reduce, reuse and recycle is the order of the day that have remained with us up to this generation. One recommendation that the resort should make is to organize an elimination of single-use plastics campaign and replace them with biodegradable and reusable ones (Rasheed et al., 2020). Recycling Paper, glass, and metals sorting and an organic waste treatment facility to compost food waste will enhance operational sustainability and the food waste can be used to provide compost for the resorts’ gardens.
4. Local Foods Purchase and Organic Food Programs
When ordering products from local farmers and producers, the resort can improve luncheon and dinner experiences and benefit the community. Besides, it helps to achieve an exceptional level of food freshness and quality while minimizing the impact of emissions from imported products (Omar et al., 2024). Building up a standard check-list of a concept known as ‘farm to table’ experience can turn into a marketing point or a selling proposition, because travelers searching for organic and sustainable food options may show interest.
[image: PDF) Perceptions of Benefits and Challenges of Purchasing Local Foods Among  Hotel Industry Decision Makers]
Figure 3  Local Foods Purchase and Organic Food Programs and hospitality industry
 (Source: Omar et al., 2024).
5. Sustainable Guest Engagement
Engaging of guest into the resort effort to adopt sustainable practices will enhance guest satisfaction and create awareness of the environment. Running awareness programmes in schools about the ecosystem of France, conducting free guided tours around eco-friendly structures in the complex and involvingguests into local conservation activities including clean-up of beaches and restoring coral reefs will help to improve the total guest satisfaction and create a new level of stewardship (Olowoyo et al., 2020). Thus, for these critical sustainability initiatives to work effectively, staff training is very important. There should be promotion of sustainability measures among the staff as well as training on specific areas of sustainability including environmental management, communication and energy conservation measures as well as waste management (Maryna Samilyk and Paska, 2023). In addition to achieving the objective of enhancing compliance with new sustainability procedures, training the employees will also support their transformation into sustainability stakeholders to the guests.
The energy consuming factor as well as water and waste disposal, and recycling should be monitored in order to determine the rate at which the implemented strategies have been effective in the resort. There should be sustaining reports with the frequency coming in frequently so that the company can see how it is doing against the benchmarks and goals that have been set (Lee, Lee and Wu, 2021). This transparency is not only useful for accountability but also for the steady enhancement of sustainability strategies and activities through application of findings from analysis of data.
Also known as Hotel Negresco, these detailed strategic recommendations are meant to turn this specific hospitality industry player into a model of sustainable solutions in this competitive setting as guests will be offered memorable experiences and the negative influence in the environment minimized (Lantai, Hauge and Mei, 2024). If the above approach is followed closely and the whole process is reviewed constantly, then a sustainable competitive advantage can be attained by the resort and a new benchmark in eco-tourism set.
[bookmark: _Toc182234221]Change Management Strategies 
Change management in an organization as large as a resort cannot be done in a haphazard manner and therefore needs to be done systematically (Laly, 2023). Here are the strategies to manage the recommended changes at Hotel Negresco:

1. Clear communication 
Change invokes the communication process and therefore crucial to ensure that necessary communication is effectively carried out. The management of Hotel Negresco has to define very well what changes are currently on the table and why are they needed (Khan et al., 2021). This must be done in form of notice using a variety of methods including; word of mouth during meetings, written in emails, and posted on message boards or posters around the resort. Other way is the presentation of positive outcomes of the changes and how they will benefit everyone starting from the reduction of the operating costs to and the guests’ satisfaction (Kaya et al., 2022).
2. Extensive Staff Development Schemes 
The next important step involves training people in order to ensure that they are ready to apply the new practices as they are expected to do. What is more, more detailed and specialized training should be offered by specialists for different departments that should be concentrated on definite changes concerning their work. For instance, the housekeeping department would have lessons in waste disposal and energy saving while members of the culinary section would undergo lessons on the right approach to sourcing for and preparing local and organic foods (Hu and Olivieri, 2020). Live training in the form of presentations and meetings will guarantee employees are aware of the change and can apply it.
[image: Strategy for Change Management]
Figure 4 Implementing Change Management Strategies 
(Source: Hu And Olivieri, 2020).
3. The Role of Stakeholders and their Participation 
It is therefore important for the changes to involve all the stakeholders at the organizational level. As the result, people include the staff in the hotel, suppliers, partners, and the guests. Thorough mail and online feedback should be collected in meetings involving each of the stakeholders to address their issues and concerns (González-Torres, Rodríguez-Sánchez and Pelechano-Barahona, 2021). Because people support what they help to create, engaging stakeholders in the identification of barriers and creativeness during the planning stage, they will feel useful in the process of changes.
4. Change Champions
In order to make change initiatives happen across a workplace, discuss and engage change champions from each respective departments (Ghani et al., 2022). These employees are likely to use the newly adopted practices first by approaching their peers for clarification in case of any doubt. Change champions supporting the change initiatives will also continually check & remind fellow employees on compliance with change with change over time retaining the positive change momentum. Through the help of change agents, the resort will be assured that new practices being implemented will be incorporated to core activities (Fizza Zubair and Mohd Farid Shamsudin, 2021).  Effective change management in Hotel Negresco has to involve the human dimension of the process model. By following the above steps, the resort can be sure that adoption of new sustainability practices and improvement of existing guest experiences are well received across the board (Endi and Prasetyo, 2020).
[bookmark: _Toc182234222]Measuring Success 
By defining specific and measurable KPIs and metrics for use in evaluating the effectiveness of the forward and improved sustainability/guest experience strategies at Hotel Negresco, the following are some of the metrics to be obtained: These indicators will assist the management in matters concerning outcome and they will fulfill the changes to enhance the results (Elbanna et al., 2022).
Environmental Impact KPIs 
The primary KPIs for evaluating environmental sustainability initiatives include:
· Energy Consumption: This is expressed in kilowatt hours and CHF per year; The aim is a 20% reduction in energy consumption through the installation of renewables and energy saving measures (El-Gohary, 2020).
· Water Usage: Documents in cubic meters on targets, putting into effect of water-saving fixtures and recycling systems to cut the usage down by 25%.
· Waste Reduction: Quantified by the proportion reduction of the total non-recyclable waste with the goal of diverting 50% of waste through recycling/composting (Cró and Martins, 2020).
· Carbon Footprint: Expressed in tones of CO2 equivalent and with an aimed at reducing by 30% due to local purchasing and renewable power.
2. Guest Satisfaction KPIs 
To measure improvements in guest experiences, the following metrics should be closely monitored:
· Guest Satisfaction Scores: Collected through post-stay questionnaires with a desired shift in improvement score of over 15% (Chon and Hao, 2020).
· Repeat Guest Rate: The number of guests visiting more than once is keenly targeted to improve from a 10% mark and should bear testament to the satisfaction levels enjoyed at the resort.
· Online Reviews and Ratings: Called on such sites as, for instance, TripAdvisor and Google, with objectives aimed at keeping the average score over 4.5 and raise awareness of sustainable measures more frequently (Cheng, 2023).
· Engagement in Sustainability Programs: Total headcount of visitors who engage in sustainability activities, with objectives of increasing it by 100%.
3. Operational Efficiency 
KPIs Operational changes should also translate into measurable efficiencies:
· Employee Training Completion Rates: Setting an organizational goal of a 100 % compliance on all the trained sustainability programs (Breier et al., 2021).
· Resource Utilization Efficiency: Indicators related to resources utilization in operations targeting 25% increase in resource sourcing and utilization.
· Cost Savings: Defined in relative terms as the percentage decrease in operations expenses associated with efficiency gains and eco-friendly outcomes, and with outlines for at least a 15% cut.
These KPIs and metrics give a practical approach for evaluating the impact of the sustainability and guest experience projects in Hotel Negresco (Başarangil, 2018). The following are the metrics, Checking of these metrics will enable the resort to make proper long-term decisions about the existing strategies and adaptations needed in the sustainability plan and the specific guests’ satisfaction (Aharon et al., 2021).
[bookmark: _Toc182233498][bookmark: _Toc182234223]Action Plan for Hotel Le Negresco, France
	Problem
	Solution
	Desired Outcome
	Timeline
	Budget

	Limited digital integration due to heritage constraints
	Implement non-intrusive digital solutions such as online check-in, guest apps, and virtual tours to enhance guest experience without altering the structure. (Baquero, 2023)
	Enhanced guest satisfaction, appealing to tech-savvy travellers while preserving the hotel's historic ambience.
	6 months
	€50,000

	Seasonal occupancy fluctuations
	Develop seasonal promotions and themed packages during off-peak months, targeting local and European tourists with flexible pricing.
	It has been determined in the research of Tabak & Tamer (2022) that increased occupancy rates in off-peak months stabilise annual revenue and improve cash flow consistency.
	3 months to launch; ongoing
	€30,000

	High operational costs from labour and compliance regulations
	Invest in cross-training staff to improve service flexibility and operational efficiency. Retain experienced employees to reduce turnover and labour costs.
	Improved service quality, reduced labour expenses, and optimised staffing during peak and off-peak seasons (Arici et al., 2023).
	6 months
	€20,000 (training costs)

	Rising demand for eco-friendly accommodations
	Moreover, it has been suggested in the study of Preziosi et al. (2022) to introduce sustainability practices such as LED lighting, waste reduction, and recycling initiatives that align with preservation requirements.
	The attraction of environmentally conscious travellers aligns with 74% of French tourists who prefer sustainable options. Enhanced brand image.
	1 year
	€70,000

	High competition with tech-advanced luxury hotels
	In marketing, emphasise Le Negresco’s exclusivity, uniqueness of heritage and attract high end, culturally minded guest who appreciate authenticity. Build and maintain a high income clientele through partnership with luxury travel agencies.
	Differentiated market position, attracting high-net-worth individuals who prioritise cultural experiences over tech amenities (Buhalis & Moldavska, 2022).
	3 months to initiate
	€40,000

	Compliance with stricter environmental regulations
	As per Nyaruwata (2022), we will gradually integrate cost-effective, compliant, eco-friendly practices, including energy-efficient HVAC and water conservation systems.
	Smooth adaptation to regulations, cost savings over time, and alignment with the growing eco-tourism market.
	2 years
	€100,000











































Conclusion
It is concluded that Hotel Le Negresco is an institution of the French Riviera and an institution with many substantial advantages and many special problems. Its historic designation in combination with its prominent location and historic reputation makes it attractive to luxury travellers, and anyone interested in cultural activities. However, the history of this makes technology integration more complicated, and visitors are today contemporary and tech savvy, so this expectation is growing. Because of stringent labour rules and conservation standards, there are high operating expenses that present opportunities for financial difficulties and the constancy of income can be affected by seasonal swings. Additionally, as demand for eco friendly lodgings increases among visitors, especially in France, it becomes evident that practises should be in keeping with preserving history. In order to compete in the luxury market with hotels that offer more contemporary facilities, it’s necessary to achieve a strategic equilibrium between maintaining the unique personality of Le Negresco and reacting to the always evolving demands of potential guests. 
In an effort to maintain its legacy the hotel needs to prioritise non-intrusive digital solutions, such as online cheque ins and guest apps, in an attempt to up the guest experience. It would enable the hotel to leverage on its strengths and resolution on its problems. They may also be very helpful in maintaining a consistent level of occupancy throughout the year as well as attracting high net worth customers by offering seasonal discounts and working with high end travel agents. This will also appeal to customers with an environmentally sensitive mindset and helps cross train employees to improve service quality and help to control labour costs. Furthermore, the hotel will be targeted marketed to play up Le Negresco’s legacy and exclusivity to stand out from a growingly competitive market. This marketing appeals to customers that prioritise cultural authenticity over technology comforts. 
I would also like to thank Hotel Le Negresco for inviting me to do this consultation. It has been an honour to be able to collaborate with such a monument as illustrious and illustrious as Le Negresco. With the hotel’s historical value and the particular conditions that come with striking a balance between preservation and modernisation, we understand the unique problems inherent to the hotel. Thanks to this initiative we have been able to make suggestions that do not only boost the efficiency of our operations and happiness the level of happiness that we offer to our customers but that are in line with the principles that permeate Le Negresco for over a century. 
We have big hopes that our observations will help the hotel maintain and eventually improve its performance, thereby increasing its attractiveness to future tourists who want both luxury and cultural depth. We also intend to help Hotel Le Negresco achieve its strategic goals and look forward to any further partnership. 
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