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Abstract
This project identifies ways to strengthen business development and daily hotel operations at Mercure Bedford Centre Hotel in England. The hotel of the Accor Group stands near the River Great Ouse in Bedford and brings many visitors and business guests who support Bedford's economic activities. Our research exposed three main performance problems: not enough parking space, weak online promotion, and building sustainability to match today's hotel standards. Guests will benefit from self-service digital interfaces that enable quick online check-in and checkout processes while also enabling higher efficiency. AI technology lets businesses adapt their services to match customer needs and retain loyalty plus cut their staff workload. Sustainable hotel practices receive attention to help businesses attract environmentally minded guests through energy-saving lighting technology water conservation and waste reduction efforts. The findings show the hotel does well at customer experience and service quality yet requires better digital promotion and price adjustments. Hospitality marketing with AI tools helps businesses spot customer needs and create market strategies focused on guest preferences. Through operational changes combined with technology upgrades and green initiatives the Mercure Bedford Centre Hotel will enhance its market standing while making guests happier while helping Bedford's economy develop. Our research reveals key directions for success that help mid-tier hotels better serve market requirements.
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[bookmark: _Toc188581052]Introduction:
[bookmark: _Toc188581053]Overview of the Study:
The Mercure Bedford Centre Hotel belongs to Accor's international chain and maintains its importance in Bedford's hotel industry. The hotel stands next to the Great Ouse River and meets both business professionals and vacationers because Bedford grows as a business and tourism destination (Abir and Khan, 2021). The hotel plays a bigger role for Bedford development by attracting both corporate guests and event organizers who add value to local commerce (Achmad and Yulianah, 2022). Its central position plus a variety of services like meeting rooms dining areas and event spaces turn Mercure Bedford Centre Hotel into the main hospitality asset for the local area (Davis-Leonard no date; Rintamäki and Saarijärvi 2021).
[bookmark: _Toc188581054]Research Objectives:
This study has three primary objectives:
· Examine Operational Methods and Identify Obstacles: Our first research aim analyzes how the hotel operates and finds which performance obstacles exist (Alsahafi, Alzahrani and Mehmood, 2023). Our assessment will show if the hotel uses resources properly and offers quality service while meeting guest needs. Discovering where operations fail creates a direction for making improvements (Ardiansyah and Iskandar, 2021).
· Analyse Market Position and Competitive Standing: We will explore the position of the hotel in the mid-range hotel industry sector. We need to study what our guests think about us and how well our hotel stacks up against others like it (Baloch et al., 2022). Finding Mercure Bedford Centre Hotel's customer loyalty factors and business differences from other competitors guides our new market strategy (Tariq, Poulin, and Abonamah, 2021).
· Develop Practical Solutions for Improvement: The study concludes by recommending solution-based upgrades that boost hotel operations and market position. The team suggests implementing lean management principles together with client service enhancements while integrating digital platforms with artificial intelligence (Buhalis, Lin and Leung, 2022). The recommended solutions target guest satisfaction and operational efficiency which helps the hotel respond to present market changes (Daniyan et al., 2022).
[bookmark: _Toc188581055]Significance of the Study:
The research shows ways to make Mercure Bedford Centre Hotel run better. The hotel will use OPEX principles to better use its resources and deliver higher quality services which leads to better financial outcomes (Buhalis, Papathanassis and Vafeidou, 2022). When OPEX principles work the way, they should they help hotels save money and build loyalty that leads to better profits (Chiarini and Kumar, 2020).
The results demonstrate why hotels must embrace digital transformation changes for their sector. Virtual technology helps hotels reduce tasks and creates better personal interactions for guests while making their stay more unique (Carlisle, Ivanov and Dijkmans, 2021). The use of mobile apps together with automated check-in systems plus AI-led customer support raises operation efficiency while offering guests more advanced digital services (Daniyan et al., 2022).
Travelers now prioritize sustainable choices which become important for hotels to include in their strategy. Businesses need to include energy-saving lights plus reduce waste and buy local products as these methods match global sustainability trends and attract tourists who care about the environment (Carvalho and Ivanov, 2023). By prioritizing sustainable practices, the Mercure Bedford Centre Hotel builds better brand reputation while adding eco-minded guests to its customer base (Allal-Chérif, Climent, and Berenguer, 2022).
[bookmark: _Toc188581056]Literature Review:
Hotels in the hospitality business keep advancing by focusing on business efficiency and customer benefits while implementing modern technology to deliver better services. To build successful hospitality operations during these changes’ businesses need to understand key operational frameworks (Casais and Ferreira, 2023). Companies achieve higher quality services while decreasing costs through OPEX programs. Customers reward this process by giving their loyalty to the organization. Hospitality companies achieve operational success by adopting lean methods to reduce unnecessary work while using agile principles to build flexibility according to Alshurideh et al. (2023). Companies can improve internal workflows and better serve customer expectations by implementing these operational methods to hotel operations.
The Customer Value Proposition stands alongside operational frameworks as essential tools to build lasting business advantage (Chan et al., 2021). A successful CVP combines utilitarian functionality emotional connections and symbolic meaning which persuades hotel guests to select a specific property (Rintamäki and Saarijärvi 2021). To succeed in this competitive industry hotels must study what their guests desire and deliver unique memorable experiences that keep customers booking and returning (Chan, Gao and McGinley, 2021). Mercure Bedford Centre Hotel uses their brand identity to develop quality services with personalized experiences that make them more competitive (Chen et al., 2021).
Industry 4.0 technologies now help hotels create intelligent systems that both run operations better and build more customized experiences for guests (Chen et al., 2023). Artificial Intelligence (AI), The Internet of Things (IoT), and Robotic Process Automation (RPA) now enhance how hotels work by boosting service quality while saving costs and building connections with guests (Tripathi et al., 2022). Sustainability marks a primary way for organizations in this field to stand apart from each other. The hotel industry now puts strong emphasis on eco-friendly systems as part of its sustainability practices to fulfil what customers want while helping achieve worldwide sustainability targets (Allal-Chérif, Climent, and Berenguer, 2022).
Although industry progress continues the business still lacks effective ways to merge digital technology with long-established hospitality methods and successfully balance quality standards against affordable costs (Chi et al., 2023). We must analyse current trends and operational methods in depth to find solutions for today's industry challenges. Our research studies the basic concepts that help hotels succeed in their marketplace while explaining how digital upgrades meet green goals plus deliver what customers want (Choi and Choi, 2021). By looking at the data it finds issues and suggests ways to improve operational success and guest fulfilment in hotels.
[bookmark: _Toc188581057]Theoretical Frameworks in Hospitality Management:
In hospitality operations operational excellence lets customers feel better served by improving service quality and making their processes run faster (Elkhwesky, 2022). To create better service at lower cost, OPEX helps hospitality operations by improving service quality and making operations run more efficiently (Chua and Han, 2022). The hospitality sector depends more than ever on the combination of lean and agile methods to reach their best operational results according to Alshurideh et al. (2023). The lean and agile tactics created to improve manufacturing now run successfully throughout service industries including hospitality to organize their operations better and better serve their customers.
Lean principles help hospitality operations find and remove unneeded steps from their service workflows. Using value stream mapping techniques helps hotels find time losses during rooms setups, guest processing steps and meal services (Daniyan et al., 2022). These tools help hotels run their operations more effectively while they use resources smartly which boosts service quality and creates higher profits. Agile methodology places its focus on being ready to change and react quickly (Filimonau et al., 2021). In today's intense hotel market successfully adapting to evolving guest needs and market trends must happen rapidly (Elshaer and Marzouk, 2022). Through agile practices hotels stay flexible and make quick service adjustments based on ongoing customer feedback and business needs (Alshurideh et al., 2023). Through a blend of lean and agile practices hospitality businesses improve their service delivery quality to create loyal customers and sustain market leadership (Elshaer, Marzouk and Khalifa, 2022).
In hospitality management both operational frameworks and Customer Value Proposition (CVP) are foundational principles (Filimonau et al., 2021). Through the Customer Value Proposition framework we enhance customer value by offering them strong reasons to choose one provider over another. Rintamäki and Saarijärvi (2021) research has it that an effective CVP artfully fosters functional, emotional, and symbolic value to wooded businesses serve its diverse clients (Gaur et al., 2021). In terms of the Mercure Bedford Centre Hotel success, as indicated by the CVP framework, it implies delivering both leading standard of amenities together with individualized hospitality and brand visibility for business and leisure travelers (Gallo et al., 2021). Strong CVPs can help businesses get new guests in and also keep existing customers because value propositions touchatapractical and emotional needs of service for Rintamäki and Saarijärvi (2021).
[bookmark: _Toc188581058]Trends in Hospitality Operations:
The hospitality business keeps evolving thanks to technology updates and Industry 4.0 actively controls business operations today. Industry 4.0 stands for using modern tech like artificial intelligence (AI), Internet of Things (IoT), and robotic process automation (RPA) to run businesses better and improve customer touchpoints (Tripathi et al., 2022). Today's advanced technologies help hotels run better operations at lower costs while tailoring their services to each guest (Geng, Liu and Liao, 2021). AI systems with chatbots now help hotels respond fast to guest messages and requests according to Tariq et al. (2021). Through IoT smart devices hotel systems operate better and deliver improved comfort levels to guests.
Sustainability initiatives have gained strong interest and attention across the hospitality industry. Most guests want businesses in this industry to adopt more eco-friendly operations because they care about our planet. The researchers Allal-Chérif, Climent, and Berenguer (2022) show that adopting sustainable processes as a strategic disruption helps environmental protection plus creates better brand value and business results (Ghasemi, Nejad and Aghaei, 2020). Food and beverage companies now use energy-saving tools plus local ingredients to save water while reducing plastic waste. Sustainable programs help hotels attract environmentally aware guests while supporting national environmental targets and showing customers a unique approach to business (Sahu et al., 2022). Sustainable practices let us save money in operations and boost profitability while drawing customers who value our environmental efforts (Goffi, Masiero and Pencarelli, 2021).
Industry 4.0 technologies and sustainable practices will define how hospitality operations develop going forward (Goh, Roni and Bannigidadmath, 2021). Hotels gain operational strength and market dominance when they use these current trends effectively. Hotels can maintain market success by following these modern industry developments. To succeed hotels, need a dedicated approach to both plan their changes and keep investing to maintain their position versus competitors.
[bookmark: _Toc188581059]Knowledge Gaps and Challenges:
Despite recent improvements in hospitality operations thanks to modern technology and environmental programs mid-tier hotels struggle to bridge specific operational and sustainability gaps (Golja and Paulišić, 2021). Smaller hotels experience problems when they attempt to use digital technology within their guest service processes according to Sobczak's 2022 research. Mid-tier hotels need huge investments and experienced staff to make a complete switch to digital business, but large hotels do not face these restrictions. The Mercure Bedford Centre needs to solve the issue of implementing advanced tech while maintaining its daily hotel operations and guest services. Hotels need a strategic plan to determine how their digital spending fits correctly into operational tools recommended by experts in Tariq, Poulin, and Abonamah (2021).
Controlling both supply costs and service performance remains a permanent challenge for hospitality managers. Although lean and Six Sigma tactics make operations more efficient, they can hurt service quality if cost reduction becomes their focus (González-Torres, Rodríguez-Sánchez and Pelechano-Barahona, 2020). McDermott Antony and Douglas (2021) show that too much cost reduction can harm guest experiences according to their research. High-quality service retention builds lasting guest loyalty that produces financial success. Hospitality leaders need to combine efficiency improvements with their unchanging focus on giving exceptional guest experiences.
[bookmark: _Toc188581060]Methodology:
Our research uses the qualitative case study method to examine the tactical choices of the Mercure Bedford Centre Hotel in its core operations and target markets (Jain, Shanker and Barve, 2021). Through this type of research, we can learn all details about a hotel's daily activities and what makes it stand out from competitors (Ho, Lam and Law, 2022). The research examines existing data from customer reviews and industry publications along with scholarly publications to find what this hotel does best and where to make progress. Guest reviews help us discover specific service trends that affect guest satisfaction through Netnography research. Our process delivers data-based and useable recommendations that help the hotel achieve better business results (Hsu et al., 2022).
[bookmark: _Toc188581061]Research Design:
The research uses a qualitative case study to examine both the hotel's operational and market approach at the Mercure Bedford Centre Hotel. A qualitative case study research design can effectively study hospitality business processes because it captures precise data that goes beyond standard market position measurements (Khatter et al., 2021). According to Tariq, Poulin, and Abonamah (2021) case studies help researchers investigate how operational systems work together with their environment and customer preferences. The study examines Mercure Bedford Centre operations to understand both its present performance and its marketplace standing. The case study method helps us understand practical hotel situations to find solution ideas that help hotel managers improve performance (Lamm, 2021).
[bookmark: _Toc188581062]Data Collection Methods:
The research will use existing customer review materials plus reports and scholarly studies. Secondary data methods let researchers use existing data resources to save time and money in their investigations (Leung, 2022). Online platform review sites show how satisfied guests were with their stay plus help us find out what needs improvement. Sahu et al. (2022) demonstrate how customer feedback reveals exactly what guests like and dislike about hospitality services.
Our research will combine industry publications from hospitality groups with customer review sites to identify market trends and industry standards. These reports explain how other hotels in the locality affect the Bedford Mercure Center Hotel operation (Li et al., 2021). Our study explores scholarly articles concerning both operational excellence and hospitality management while examining lean methodology and digital transformation usage in these fields.
Our research uses Netnography to objectively study what customers say about their hotel experiences online. Netnography as a digital version of ethnography studies online material to reveal consumer mindsets and society shifts (Daniyan et al., 2022). Our research will read customer feedback to find common experiences that show how content guests match their service standards (Liu et al., 2021). The assessment method reveals hidden information about how customers understand the hotel's systems and value propositions.
[bookmark: _Toc188581063]Justification of Approach:
The case study approach helps reveal both operational problems and business strategy challenges at Mercure Bedford Centre Hotel. When Chiarini and Kumar (2020) study operational complexities in real market scenarios they find case studies offer essential research tools (Lv, Shi and Gursoy, 2021). The research approach lets us study real hotel operations at their natural location so we can evaluate all present advantages and improvement opportunities. Tools like customer reviews and industry reports help us find and apply data-based suggestions that fit today's hotel operation and market strategy (Mahon et al., 2021).
[bookmark: _Toc188581064]Case Study Hotel Overview and Findings:
The Mercure Bedford Centre Hotel stands out as a major player in regional hotel business for England's Bedford. With 121 rooms available as standard, superior and suite accommodations this four-star hotel meets every guest's comfort needs (Marneros, Papageorgiou and Efstathiades, 2021). Each guest room delivers key facilities including high-speed Wi-Fi internet unlimited TV access and meal delivery to support every hotel guest type (Davis-2023). The property includes a fitness space along with a stylish bar plus a restaurant that combines British and international food choices to satisfy both local and international guests.
Organizations and social groups actively choose the Mercure Bedford Centre Hotel to hold their meetings and events (Martins, Vaz and Alves, 2021). The hotel provides four adaptable meeting spaces that serve companies through both business and event events while reaching crowds of up to 200 guests. Its flexible space lets it welcome both business and leisure guests which builds its reputation as a meeting and stay facility (Ofori and Appiah-Nimo, 2021).
The hotel creates better customer access through 150 parking spaces available to its guests (Omune et al., 2021). The facility responds to residents together with visitors from outside as they attend various kinds of events and business meetings. The Mercure Bedford Centre Hotel leads Bedford's hospitality industry thanks to its complete range of facilities and services.
[bookmark: _Toc188581065]Role as a Significant Player in Bedford’s Hospitality Industry:
As an essential part of Bedford's tourism business, the Mercure Bedford Centre Hotel brings in travelers from around the UK and worldwide. As a historically significant town on the Great Ouse River Bedford has developed into a thriving center where businesses meet tourists and cultural operators (Ozdemir et al., 2021). The hotel enables tourists to reach Bedford Castle and navigate to the John Bunyan Museum and Woburn Safari Park because of its ideal place. The hotel provides convenient access to business zones and shopping areas which create better value for hotel guests (Davis-Leonard material not dated).
The hotel creates jobs and increases local demand for complementary services when it operates including rides to and from the hotel and related dining and entertainment services. As part of Accor Group's worldwide hotel network, the Mercure Bedford Centre Hotel accesses Accor Group's strong hospitality authority and business expertise (Özgit and Adalıer, 2022). Through its connection with Accor Group, it attracts more corporate clients and leisure travelers which boosts its standing in both Bedford's tourism sector and business field (Rintamäki and Saarijärvi, 2021).
[bookmark: _Toc188581066]Overview of Accor Group’s Branding and Operational Philosophies:
The Mercure Bedford Centre Hotel works as a member of the Accor Group which operates as one of the world's top hospitality groups. Accor builds its brand by providing guests consistent quality and unique local experiences (Pereira, Silva and Dias, 2021). The Mercure brand connects with mid-tier guests by making spots enjoyable and easy to use at locations that have their own distinct personality. The strategy draws customers across traveller types who want to explore genuine local life (Rintamäki and Saarijärvi, 2021).
Organization excellence serves as Accor's key success factor because it combines sustainable practices with digital innovation and superior customer service in its day-to-day operations (Planinc, Kukanja and Sikošek, 2021a; 2021b). The Mercure Bedford Centre Hotel saves energy through smart lighting while managing waste properly plus offering green services to guests. The hotel follows environmental responsibility trends because studies from both Rintamäki and Saarijärvi (2021) and others show rising guest preference toward eco-friendly trips.
The company puts digital tools to work to improve service quality for its visitors. Our digital innovations in hotel services simplify work functions and fulfil the preferences that today's guests expect (Prakash et al., 2022). The Mercure Bedford Centre Hotel uses technology to satisfy digital guest needs and keep daily operations efficient.
[bookmark: _Toc188581067]Location and Strategic Importance:
A. Situated Along the Great Ouse River, Catering to Both Business and Leisure Travelers:
The Mercure Bedford Centre Hotel stands beside the Great Ouse River creating a tranquil environment for guests to enjoy natural beauty (Putra and Law, 2023). The hotel's strategic location brings visual beauty while putting both employers and leisure guests within easy reach. Both business travelers and leisure guests can reach corporate offices and conference centres near the hotel plus explore Bedford's famous historical arts and culture.
The hotel serves two purposes which makes it more appealing to customers (Putra and Law, 2023). Established near business centres and Bedford historical sites the hotel smoothly connects businesspeople with conferences and lets recreational visitors explore Bedford Castle and John Bunyan Museum. The hotel makes a wonderful place to stay and visit Woburn Safari Park and Chiltern Hills because of its location.
B. Contribution to Local Economic and Tourism Growth:
By attracting hotel guests to Bedford, the Mercure Bedford Centre Hotel helps both local tourisms grow and creates more business activities. The hotel serves many types of guests which grows both hotel businesses and helps nearby businesses that offer retail, transportation, and dining services (Rachmiatie et al., 2021). The hotel connects more deeply to regional commerce by working with local businesses which helps both hotel operations and the environment around it.
As members of the Accor Group the hotel benefits from Accor's loyal customers and worldwide sales channels. Through Accor's global network this hotel increases both its worldwide presence and Bedford's reputation as a destination for travelers and business (Rintamäki and Saarijärvi 2021).
The Mercure Bedford Centre Hotel stands out through its complete facilities and ideal location alongside Accor's standard operational practices to lead Bedford's hotel industry (Rossidis, Belias and Vasiliadis, 2021). Through its community support and quality service the hotel proves why mid-tier properties benefit regional tourism and boost economic development.
[bookmark: _Toc188581068]Key Analyses:
[bookmark: _Toc188581069]SWOT Analysis:
Strengths:
The Mercure Bedford Centre Hotel leads local markets because of important advantages the property offers. It is ideal spot directly next to the Great Ouse River in Bedford lets both business and pleasure guests find it easily (Davis-Leonard no date). From this central spot guests find quick access to Bedford's cultural entertainment and business districts which enhances the hotel's popularity (Sarfraz et al., 2023). The hotel's connection to Accor Group boosts its brand reputation and gives it an advantage in the local competition according to Rintamäki and Saarijärvi (2021). The hotel earns its prominent business position by offering numerous event rooms plus health facilities and dining services that welcome customers across different customer segments.
Weaknesses:
While boasting many successful features the Mercure Bedford Centre Hotel has several performance drawbacks. Guests experience parking problems during busy times because the hotel stands near a prime location (Spanaki, Papatheodorou and Pappas, 2021). The number of parking spots near a hotel determines guest happiness because parking remains vital for motor vehicle travellers. Our evaluation shows that the hotel can boost its digital connections with guests. Even though the hotel uses digital systems to manage bookings it needs technical updates that will create better ways for customers to engage and receive custom service (Joshi et al., 2022). The hotel will better serve customers and draw technology-focused visitors when it expands its digital presence while Sector held remains competitive.
Opportunities:
The Mercure Bedford Centre Hotel sees chances to grow its tourism performance along with Bedford's rising tourist numbers. The business and travel growth in Bedford creates a good chance for the hotel to host more guests in the future. Bedford's exciting attractions alongside its excellent transport links from London draw tourists both locally and internationally according to Ugli's 2023 report. The hotel should start environmental practices because eco-friendly tourism choices become popular. The hotel could grow its customer base and strengthen its brand by taking steps to save energy, reduce waste and buy local products (Allal-Chérif, Climent, and Berenguer, 2022).
Threats:
The Mercure Bedford Centre Hotel must deal with different outside issues that threaten its business. Premier Inn budget hotels strongly challenge the hotel pricing model which proves difficult during economic downturns according to research by Rintamäki and Saarijärvi (2021). When low-priced budget hotels deliver basic facilities near Mercure Bedford Centre Hotel they could reduce the hotel's market share. According to Olaniyi, Onabanjo, and Abalaka (2023) economic turbulence stemming from market strains and international tensions affects the entire hospitality sector. Cost variations between fuel and labour create more operating expenses that hurt profits and affect how well services work.
[bookmark: _Toc188581070]PEST Analysis:
Political:
The hospitality sector in the UK needs to manage unknown situations that result from Brexit's economic impact on the workforce and tourism rules. The Mercure Bedford Centre Hotel struggles to hire qualified European Union workers because of recruitment difficulties just like other UK companies. Recent immigration restrictions and workforce access changes make it tough for the hotel to hire and keep staff members in vital service positions according to research by Olaniyi et al. (2023). Visa changes and travel rules linked to Brexit will influence how many foreign travellers reach this tourist space.
Economic:
The Mercure Bedford Center Hotel confronts higher running expenses because of rising economic pressures such as inflation. The Mercure Bedford Centre Hotel faces higher operational costs based on Olaniyi, Onabanjo, and Abalaka study from 2023 when prices grow for things hotels need to run their business (food, utilities, and workers). Political interruptions, supply chain conundrums and price hikes all drive economic turmoil, causing guests to reallocate discretionary funds when those occur. The hotel can more effectively compete when the industry is enshrouded by economic uncertainty by carefully fixing prices and controlling costs.
Social:
In Allal-Chérif et al. (2022) more people in hospitality now choose to go sustainable when travelling due to their environmental concern. The Mercure Bedford Centre Hotel has growing social attention to attention to sustainability, which means the building can take this further into energy reduction and green product usage. The hotel thus differentiates through the market when they present sustainable tourism options to guests, and this also results in a more member friendly hotel that generates eco friendly customer interest.
Technological:
Modern technology develops modern ways to provide better customer services for the Mercure Bedford Centre Hotel. Sobczak (2022) mentions artificial intelligence technology as offering promise in helping hotels tailor guest experiences to guests’ respective tastes and actions. With the use of artificial intelligence tools, the hotel can improve customer support and run more efficient business practices and better help guests to find their preferences for services and build trust. The hotel is also taking an opportunity to offer advanced technology solutions such as the mobile entry options and contactless payments which will also allow the hotel to be more efficient while at the same time providing a better guest experience thus making it compete better with technology competitors.
[bookmark: _Toc188581071]Competitor Analysis (Price vs Quality):
The budget hotels stress getting good basics for less money by keeping operating costs low. The Mercure Bedford Centre Hotel serves guests looking for both excellent quality and reasonable rates when booking their travels. Its quality service combined with its updated spaces and good brand reputation put it ahead of basic budget hotels.
The hotel stands out because it lets guests enjoy unique service along with fitness facilities upscale dining and advanced event rooms. The hotel offers benefits that suit both business professionals attending events and visitors searching for relaxation plus comfortable access. Being part of Accor Group helps this hotel boost its market position by leveraging the known trust and guidelines followed by all Mercure properties worldwide. As part of Accor, they have built a reputation for dependable service which brings in guests who already know and trust the brand (Rintamäki and Saarijärvi, 2021).
The hotel needs a smart price strategy to stay popular with guests. Our analysis of market competitors shows that we need to match top-tier services with reasonable prices to win both luxury-seeking and budget-conscious guests. Companies can attract guests by creating exclusive deals and rewards for customers who stay at premium prices without breaking their budget. Research shows hotels need to combine practical features with emotional feels and symbolic meaning in their services to keep customers who gladly pay more for exceptional hotel stays (Chiarini and Kumar, 2020).
For Mercure Bedford Centre Hotel to win against competitive hotels it needs to follow their growing commitment to sustainability and digital technology adoption. Budget hotels and boutique business properties use smart technology and water-saving systems to attract hotel customers looking for eco-friendly trips who enjoy interactive technology. The Mercure Bedford Centre Hotel stays competitive by using market trends to introduce IoT-energized room controls and add AI-powered guest assistants plus reduce environmental impact per Tariq et al. 2021 research.
Smaller independent and boutique hotels in Bedford give intense competition because they deliver locally customized hospitality services. The specialty hotel sector attracts tourists who want genuine cultural encounters in their accommodations. The Mercure brand should show guests how it delivers world-class experiences amidst authentic local settings from its prime location and strong brand reputation. The hotel adds value when it joins forces with local businesses and attractions to create special visitor experiences that connect guests with Bedford's traditional roots.
Customer reviews provide us with important market insights. Our guest reviews on platforms such as TripAdvisor and Google show what guests care about most including clean rooms and quality staff with a favourable pricing plan. The hotel reviews help us understand its best strengths and find ways to improve. Our customers tell us when services or facilities need attention which helps us plan smart spending to get better ratings and more satisfied guests (Danian et al, 2022).
[bookmark: _Toc188581072]Netnography:
Through Netnography our team studies what customers think about our hotel products through social media platforms and web reviews. Mercure Bedford Centre Hotel identifies TripAdvisor and Google Reviews as good tools for collecting natural customer experience data. These guest reviews show what the hotel does well and needs to improve plus how it compares with other hotels in the market (Daniyan et al., 2022).
People across multiple reviews consistently talk about how this hotel sits near the Great Ouse River. Guests appreciate how the hotel puts them close to Bedford's major attractions and work zones plus cultural spots which suit both trip and business guests alike. Guest feedback shows that hotel rooms meet extremely high cleanliness standards and guests enjoy the well-managed facilities (Rintamäki and Saarijärvi, 2021). Their multi-functional meeting spaces and event facilities stand out for business travellers and event hosts according to Sharma (2024).
The netnographic study shows what needs to be fixed about the organization. Many hotel guests say the parking lot fills up quickly and causes problems. The hotel provides parking spaces for guests yet insufficient parking spaces create inconvenience when its supply cannot meet demand (Aggarwal, Mittal, Garg 2024). Many guests face difficulties finding available spaces at busy periods including extraordinary events. To create better guest experiences the hotel should partner with other parking facilities plus try on-site valet or booking enhancements (Walker no date).
Customer reviews show hotels need better digital engagement with guests. Customers tell us they have problems with how quickly they can book rooms online and how easy it is to use our hotel's web platform. Guests find online booking systems and mobile apps hard to use according to Vidani's 2024 research. Research shows hotels should adopt digital improvements such as creating user-friendly online tools to deliver better guest experiences (Shafi, Shafi, and Saleem 2024).
Guests continually report problems with consistent service on their reviews. The hotel team receives positive praise, but guests note inconsistent service levels especially with busy room inventories according to Bogdanova and Rantanen (2024). Bringing our staff members up to date with personal service and prevention techniques will protect Mercure's name in the minds of customers (Chiarini and Kumar, 2020).
[bookmark: _Toc188581073]Discussion:
Mercure Bedford Centre Hotel stands out strongly in Bedford's hospitality sector because of its advantages. To thrive future hotel management needs to repair current parking space and online communication problems and use sustainable and digital techniques to reach new successes. The hotel can stay successful with its customers and keep its market position through digital technologies combined with operational excellence programs. Dealing with problems detected through our SWOT and PEST evaluations helps us stay strong even when the economy changes and the hotel sector faces problems. The strategic recommendations show how the hotel may strengthen its market position and develop long-term growth prospects.
[bookmark: _Toc188581074]Critical Analysis of Findings:
The SWOT and PEST results provide Mercure Bedford Centre Hotel's management essential business insights to develop better operations in the hospitality market. The SWOT model identifies the hotel's biggest advantages including its perfect city location and trusted name together with its wide range of amenities. To succeed the hotel needs to resolve its space constraints for parking and digital marketing methods. Guests face major trouble finding spots in the small parking spaces particularly when many other cars block the way. Limited parking capacity reduces guest convenience which makes business clients think twice about staying at this property (Joshi et al., 2022). The hotel needs to consider two solutions to fix parking issues such as teaming up with local parking operators or building multiple parking levels.
The hotel needs digital transformation strategies now to unlock new engagement possibilities. Advanced technology like artificial intelligence (AI) and machine learning can now create highly personalized services to deliver better customer satisfaction according to Tripathi et al. (2022). Our team creates custom destination advice and extraordinary events that align with each guest's needs from their past hotel stays. The hotel should enhance both digital systems customers use to book their stay by making them easier and faster to navigate.
Our research identifies business prospects that help hotels go green as customers now base their hotel choices on environmental practices. Additions of eco-friendly technologies and supply chain changes will help reduce spending while bringing in customers focused on sustainability. The Mercure Bedford Centre Hotel should start using sustainable practices because more travelers now want responsible vacations according to Allal-Chérif et al. (2022).
The PEST analysis shows varied factors outside the hotel that shape its daily activities. Brexit's political effects create labor shortages that make it harder for the hotel to maintain high staffing levels according to Olaniyi et al in 2023. To manage labor shortages the hotel must expand its hiring range beyond local areas and develop workplace training for talent development. Inflation and rising operational costs from our economic environment obligate our hotel to reconsider its operating techniques to secure profitability. The hotel needs to control costs while keeping service levels high to stay strong in this unpredictable market according to Olaniyi et al. (2023). The hotel can use AI systems to analyse customer trends better and set automatic prices that increase productivity and revenue according to Sobczak (2022).
[bookmark: _Toc188581075]Comparison with Literature:
Our case study results support current research about operational excellence and digital transformation in hospitality businesses. Chiarini and Kumar (2020) demonstrate how combining Lean Six Sigma techniques with Industry 4.0 technologies creates operational excellence. Through this study we see how organizations succeed by combining technology adoption and ongoing process enhancement to run their operations better. Through lean and agile implementation, the Mercure Bedford Centre Hotel can enhance their services while enhancing profitability and lowering resource use.
The research study located important implementation gaps in digital tools and sustainability exercises at mid-tier hotels including Mercure Bedford Centre. According to Sobczak's 2022 research many hotels continue to use outdated technology despite its proven benefits for customer satisfaction. The hotel needs digital transformation now because its operations have unused potential to enhance its AI-based personalization and automate guest communication. According to Allal-Chérif, Climent, and Berenguer (2022) companies should use sustainability to stand out from competitors and this matches our research that guests now prioritize sustainability features. The Mercure Bedford Centre can take steps to enhance its sustainability approach because travelers increasingly choose environmentally friendly hotel choices.
Looking at multiple studies confirms that successful hotels must respond effectively to market competition. Researchers Rintamäki and Saarijärvi (2021) point out that hotels experience intense competition and strive to gain market share every day. The Mercure Bedford Centre Hotel earns its market advantage through its prime location and Accor Group affiliation. To succeed the hotel must improve its digital availability and parking space management. The service issues harm the hotel's ability to win over customers by matching price levels with budget hotel competitors who deliver basic services.
[bookmark: _Toc188581076]Implications for Future Growth:
The Mercure Bedford Centre Hotel needs strategic changes to stay competitive and grow successfully. Our most important objective should be to improve our digital capabilities. By using AI and machine learning technology to offer personal guest experiences the hotel can win over customers and make them stay loyal over an extended period. AI-powered technology manages custom guest services while analysing customer patterns plus controls hotel features to make each stay more convenient (Tripathi et al., 2022). The hotel needs to use digital solutions that help run operations better while creating valuable guest experiences for market advantage.
The hotel needs to focus more on sustainability to grow its business. The hotel's market standing depends heavily on consumer demand for green practices, so it needs to incorporate eco-friendly programs. The hotel can cut operating costs by adopting green methods and reducing waste plus source sustainably to attract eco-friendly guests (Allal-Chérif, Climent, and Berenguer, 2022). The business should advertise its dedication to looking after the environment centrally in its marketing initiatives.
The Mercure Bedford Centre Hotel should either enlarge its parking area or work with local parking businesses to solve its parking problems. To better serve guests the hotel needs to make digital improvements on its website booking system and social media to provide users an easier online experience. By making its online services better the hotel will attract digital-native travelers and make customers more satisfied especially for younger guests who rely on digital tools for their stay booking (Joshi et al., 2022).
The hotel needs to keep checking market competition and change their pricing plan to serve guests effectively and keep prices affordable. Through loyalty incentives and combined room packages the hotel maintains its competitive standing while managing service levels better than budget hotels (Tariq, Poulin, and Abunimah, 2021). The hotel will make more money by serving a bigger variety of guests with this pricing method.
[bookmark: _Toc188581077]Conclusion: 
Its riverfront location next to great Ouse and its connection to Accor Group operations the Mercure Bedford Centre Hotel can serve both business and leisure guests. By taking this position the hotel appeals to both business and tourist guests. You can find strong success at this business thanks to its complete services that combine different event spaces dining areas and many room choices. Our research shows many operation problems that need to be fixed so the hotel can perform better.
One key area for improvement is parking. Parking spaces are scarce for guests at this hotel making arrival and departure difficult during heavy use periods. The hotel should create parking solutions such as working with local supporting facilities or adding valet services to give guests better service experience. Digital engagement activities require top priority at the hotel. Recent business travelers want easy online access to all hotel services, but our digital platforms do not match these expectations. When advancing their digital tools with artificial intelligence and mobile-ready booking tools both customer satisfaction and operational costs decrease as demand for personalized service grows (Tripathi et al., 2022).
The Mercure Bedford Centre Hotel can build a strong market advantage by using eco-friendly business methods. As eco-aware travelers prefer hotels with energy-efficient features entire waste and sustainable material sourcing the hotel should adopt these measures to engage with its target market. The hotel could lead sustainability efforts in hospitality as noted by Allal-Chérif et al. (2022).
The Mercure Bedford Centre Hotel will gain a stronger competitive position by resolving its difficulties while adopting sustainability methods and creative business techniques. By adopting environment-friendly procedures and better work practices our hotel will serve customer needs today and drive lasting success in the evolving industry.
[bookmark: _Toc188581078]Recommendations: 
A. Operational Improvements:
The Mercure Bedford Centre Hotel can improve performance and guest happiness through multiple strategic changes. These changes will make our hotel work better while offering improved guest services and technology to help us stay ahead in the travel industry. The hotel receives guests and sends them off through this essential touchpoint which demands better attention to create pleased initial and final experiences. Many guests encounter case delays at these stations that cause them to become dislocated particularly at peak periods. Adding digital tools like a mobile application or self-service devices will make guest check-ins and check-outs both faster and better at accomplishing their tasks. Users could start their hotel stay digitally from their phones eliminating the need for front desk interaction when they arrive. Digital tools would cut down on process time while lowering human errors so team members could offer better individualized support. Digital check-out and integrated payment systems serve to help guests avoid front desk queues and consequently improve their entire visit process. As hospitality industry rolls out digital transformation, there comes a shift towards integrating digital solutions to operational tasks which will remove slowdowns and make guests happier.
Guests complain frequently about limited hotel parking spots which create big issues during busy times. Few available park spots fill up quickly creating guest challenges when they must park elsewhere or fight for limited spaces. The hotel should study ways to increase its parking areas either through addition or space reorganization. The hotel would establish reserved spots plus introduce valet parking or let customers schedule parking online. The hotel should partner with parking areas close by and transportation providers to give guests more places to park. The Mercure Bedford Centre Hotel needs to solve parking issues to make guests happier during their stay. The hotel will become more appealing by addressing parking since guests now want easy practical solutions to daily challenges.
B. Marketing Strategies:
The Mercure Bedford Centre Hotel needs strong marketing efforts to show up in front of its target customers and stand out better than competitors in our busy market space. Modern technology helps hotels reach more guests and offer tailored services to their customers. Using modern artificial intelligence technologies to personalize services will help both guests and loyal customers enhance their experiences. Placing AI system resources helps the hotel note guest patterns and makes product suggestions that match their behavior over time. By including AI into their CRM tools, the hotel can develop unique guest experiences which surpass their default protocols. The system identifies guest benefits and promotions that fit their preferences to create memorable and pleasant hotel experiences. When hotels know guest preferences, they create better loyalty since people prefer to return to hotels that understand their requirements. With artificial intelligence the chatbot service provides instant answers to make sure guests get the best level of assistance at any time. The hotel's customer service will work better when it uses AI and create better guest experiences plus better customer satisfaction.
The Mercure Bedford Centre Hotel needs to use AI technology along with sustainability programs to draw customers who worry about the environment. Hotel guests care more about eco-friendly practices so promoting their sustainability efforts creates an advantage that sets this hotel apart. The hotel's green programs including energy-saving lights water conservation methods and waste management help both protect the environment and attract sustainability-minded visitors. Using nearby food suppliers helps the hotel make its green programs successful and helps local farmers earn money. By showing guests our dedication to sustainability the hotel should talk about these efforts on marketing tools and online platforms. Besides regular advertising the hotel may introduce special eco-friendly packages to reward guests who take environmentally responsible actions. The hotel provides savings to guests who select eco-friendly practices including skipping housekeeping and taking public transit instead of driving. These programs benefit our environmental objectives and create better appeal to consumers who prioritize sustainable travel.
When the Mercure Bedford Centre Hotel combines its management system with its promotion techniques it develops a competitive edge that appeals to today's hotel guests. Digital tools let hotels work better so guests enjoy their stay more and business runs more smoothly plus marketing eco-friendly efforts draw travelers who value earth-friendly experiences. 
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