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Nowadays, it is impossible to overestimate the significance of the online presence of hotels in terms of gaining and maintaining consumers’ trust (Mishra et al., 2021). Ibis Styles is a part of the Accor chain of hotels that has suffered from a number of problems to manage its online image. However, the prospect of this business could be affected by negative customer reviews regarding its hotel, irregularity in the number of followers on social media, and a weak management of customers’ response (Trip Advisor, 2024). These factors have faded the face of the hotel and as a result customer do not trust the hotel as they used to. 
The first problem defined is that ORG – Online Reputation Management in the hotel is ineffective. However, due to poor publicity and poor and irregular social media commentaries, coupled with negative feedbacks, negative image of the hotel has been developed. Namely, customers have complained about the quality of service, cleanness, and customer treatment, which undermine the hotel’s trustworthiness (El-Said et al., 2020). 
Aside from ORM issues customer trust is another area of concern and the use of social networking sites. Low quality of services and hygiene have especially been depicted in the online reviews thus add even more negativity to the prospective consumers’ attitude (Kim et al., 2019). Yet, the pro-actively engaged with the large customer base is also poor, as evidenced by the slow response to customer messages and dull posts. This poor social media engagement has reduced its brand appeal and in effect fewer people are checking in at the hotel (Zervas et al., 2021). 
Competition is another major issue since Romanians are smart and other organizations in Bucharest are equally hardworking and competitive. Currently, the position that the hotel needs to adopt to be in an optimal position in the marketplace is as follows; From the case, it is evident that having a differentiation strategy based on services and excellent customer experience is imperative in the current world full of competition (Kock et al. , 2020). As the results showed, the modern facilities and superior location indicate the hotel’s potential, but in order to maximize these opportunities, effective ORM and enhancement of the service should be implemented. 
An analysis of the company’s strengths, weakness, opportunities and threats shows that there are various problems that the company needs to address; these pertain to customer interaction, cleaning, and ORM. Factors like the growing guests’ need for affordable lodgings and the emergence of new technologies can be utilized to improve the experience of guests and ORM. Nevertheless, they should comb threats from competition, cyclic economies, and bad reputation very closely as these are critical areas that require urgent attention. Under this situation, the Ibis Styles Bucharest must employ advanced strategies to formulate its ORM since poor ORM could have devastating impacts on its operational capability. This includes adopting to the customer reviews on websites such as Booking. com and TripAdvisor and responding proactively to the feedback of the customers (El-Said et al., 2020). It must be understood that negative comments can always be countered with positive ones that one gets after giving follow-ups and incentives to clients who post reviews.  
 If the aim is to regain the trust of the customers, issues of service delivery should be given a touch on the special. Employees should receive adequate training which will enhance the delivery of quality customer services and cleaning processes. To reincarnate the trust of the guests, it is crucial to convey these standards to the guests. Further, it is suggested to add a more personal approach to interactions with the guests and effectively handle their complaints in order to increase the level of their satisfaction and loyalty. 
It is thus recommended that there should be a step up in social media management. The hotel needs to establish specific rules concerning the production and publication of the information that will interest the target consumers. Informative and professionally taken pictures and clips illustrating the services the hotel provides could attract the attention of the audience (Zervas et al. , 2021). The current paper aims at arguing that timely responses to customer inquiries and product interaction on social media accounts create a favourable image of the business on the web. 
That is why it is crucial to focus not only on the reaction that has been received but the issues that have caused it. That way, the management can focus on things like customer services provision to washrooms cleanliness to figure out which of them needs a boost or even improvement. Corrective actions in relation to the complaints received from the customers can improve the level of services offered, as well as minimize the chances of similar complaints in the future (Rodríguez-Antón & Alonso-Almeida, 2019). 
Due to the competition, every hotel has to be versatile and be able to seize the emerging opportunities as well as capture the consumers’ appeal. Competitors’ actions and customers’ requirements can be useful in making strategic choices about the company. They include contactless check-in, and offering tailored services, which set the hotel apart from rivals and encourage more patrons to check in (Kock et al., 2020).
The Ibis Styles Bucharest has notable difficulties in protecting its online image and preserving the customers’ confidence. Nevertheless, the hotel can start anew and gain the customer’s trust with the help of right ORM strategies, better customer service, and good social media presence. 
[bookmark: _Toc167919631]Introduction
In the fast-paced and competitive world, the hotel business relies on the online image a lot to get new customers and keep the ones it already has (Mishra et al., 2021). At the Ibis Styles Bucharest, which is part of the prestigious Accor Hotels group, guests for both work and fun can enjoy the unique and stylish rooms. There are 96 rooms in this hotel, and they are all decorated in a modern style and have modern amenities (Ibis Styles Bucharest, 2024). Guests love how handy it is that the hotel is close to both important work and tourist spots. Since it opened in 2015, the Ibis Styles has been a popular choice for travellers in Bucharest who want to save money without losing comfort.
[image: ]
(Source: Ibis Styles Bucharest)
The lively and modern Ibis Styles Bucharest, which is right in the middle of the busy capital of Romania, has had a challenging time keeping its online image in check. The goal of this report is to look at the hotel's website, figure out what issues have been bothering the company, and suggest ways to fix them using common business models. The hotel has always had trouble with its online image, even though it is in a good spot and has modern amenities. Uneven participation on social media, bad reviews, and not properly responding to customer comments have done a lot of damage to the company's reputation and customers' trust in it (Trip Advisor, 2024). 
[image: ]
(Source: Trip Advisor, 2024)
The long-term health of the company is being impacted by the loss of both new and returned customers caused by these problems. In the view of El-Said et al. (2020), online reputation management is an important part of modern hotel management because many possible guests look at reviews and scores online before making a reservation. Some bad reviews of the Ibis Styles Bucharest have started to show up on social media and review sites like TripAdvisor and Booking.com because the current ORM practices are not good enough. Currently, Ibis Styles Bucharest has a rather poor reputation on the Internet, and one of the main reasons is an increasing number of negative reviews (Shamim et al., 2021). Some of the criticisms that are commonly seen are poor customer service, uncleanliness and low standard services and products. 
Furthermore, there is disorganization on social media accounts where the hotel takes time to respond to customers’ inquiries and there is little to no creativity in the posts. This lack of Online Reputation Management has led to a compromised brand image, reduced customer trust, and a significant decline in the number of bookings which affected the hotel's revenue and competitiveness in the market. Potential guests have been scared away by the rude reactions and bad reviews of the hotel, which has caused a drop in bookings and income (Zervas et al., 2021). Consequently, the report will use a lot of different tools to look at the ORM problems of Ibis Styles Bucharest. The operating revenue management of the hotel will be discussed by the macro-environmental factors that the PESTEL study found. Also, a SWOT analysis will be used to look at the internal and outward parts of the hotel. Not limited, the TOWS grid compares the hotel's internal and external factors to help it come up with possible plans. It will do this by building on the results of the SWOT analysis. 
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SWOT Analysis 
Strengths  
 Ibis Styles Bucharest has a good location because it will target the business and the leisure travelers because it will be found near the business and the tourist attraction centres in Bucharest. The niches of the hotel are well furnished and fairly equipped, providing the ambience and facilities expected in today’s world, thus adding value to the hotel in a crowded hospitality industry. However, the points you mentioned that while being an Ibis Styles Bucharest is a separate branch, it benefits from belonging to the Accor Hotels group and has better access to its plethora of clients in the market. This is a central facet of the hospitality business because location determines the level of accessibility from the guests’ point of view. This strategic positioning does not only target the transient guest, but also maintain the consistent occupancy by targeting the long-term guests at the same time. It strengthens its appeal in conjunction with Accor Hotels because customers always glance for trustworthiness and standard which is associated with Accor. 
Weaknesses 
One major weakness we have noticed is that the hotel ORM is disastrous which has caused a lot of variability in social media followers, various negative comments and unresponsive customer relations’ handling. This has greatly dented the image of the hotel and made customers lose confidence in the hotel and therefore Fewer booking have been made. There are also other problems like bad manners while dealing with customers, unclean environment and even the hotel’s accounts are not well managed on social networks. The combined impact of all these weaknesses is the result in the amount of hindrances impeding consistent growth and competitive advantage. Specifically, negative feedback and bad image on social networks are rather unfavorable when feedback quite often becomes the primary factor that defines customers’ decision. Unless these problems are addressed, the hotel will lose the customers it currently enjoys, and fails to attract others; which is imperative to its survival in the longer run. 
Opportunities 
Priced the right way, achieving acceptable standard of the accommodation, everybody would like to have it, and this is the prospects of Ibis Styles Bucharest. It is correct to say that the contemporary technology creates opportunities to improve the guest experience or ORM. Thus, it is proposed that through efficient use of the identified information technologies in the sphere of customer relations and feedback analysis, the hotel may improve the situation and thus attract more visitors. In addition, combining services and products differentiation strategies with the targeting of specialized segments can also be used to build the hotel’s competitive advantage. It is also possible for the hotel to find relevant travel companies and local companies with the view of coming up with special offers for guests that will add value to their travel experience. The major issue that might be a focus for the development of new strategies is the focus on sustainability and environmentally friendly approaches that may appeal to an increasingly environmentally sensitive population of tourists. These strategies also do not only contribute to the enhancing the position of the hotel in the market but also aim at meeting the tendencies of developing the concept of individual and sustainable tourism. 
Threats 
The main risks are high competition from other hotels and other place to stay in Bucharest and for that reason there is constant need for adaptation and development. Also, poor reputation that is indicated by negative feedbacks on social media pages cost the RE more income from the bookings. The macro environment also presents certain threats to the hotel’s financial viability and sustainable growth such as through the changing business cycles and the periods of economic decline. Large fluctuations in tourism which is a key subsector in the hospitality can be attributed to a whole host of factors including; policy shift/ changes in policies governing the tourism industry, events such as global pandemics among others. These changes that occur in the various functional areas of the hotel must thus be closely monitored to have a measure to avoid the worst impacts they bring. In addition, incorporation of such markets such as Airbnb has shifted competition’s dynamics through value proposition that traditional hotels have to confront.
PESTLE Analysis  
Political factors
Since the political stability is one of the critical success factors, any change in political climate in Romania has a potent impact on the sector. It is observable that the current government polices have certain implications on the hotel industry and that the government could positively influence the tourism industry of a Nation. But in the political environment any type of instability or unfavorable regulation can hamper the operation (Ferreira et al. 2018). 
Economic factors
Economic factors include the inflation rates in the country, employment level and economic growth because they affect the consumers’ expenditure on travelling and lodging. External macro-environment factors that can affect the Hotel’s revenue and occupancy levels are the global business cycles which comes in form of recession or booming periods in business (Gheribi and Bonadonna 2018). 
Social Factors
Customers’ demands and shifting consumer behavior with a focus on sanitation issues and customer care are the social factors that have an impact on the hotel industry. ORM remains a crucial approach in the current world where the potential guests’ decisions on hosting services are significantly affected by social media and online reviews (El-Said et al. 2020). 
Technological Factors
Technologically related opportunities exist in the enhancement of guest satisfactions through efficient services and utilities. The prerequisite steps that can be taken to fight the threats and involve advanced ORM tools, the use of data analytics for targeting separate clients, the implementation of contactless technologies can provide the hotel with a competitive advantage (Shamim et al. 2021). 
Legal Factors 
It is necessary to follow and obey the local and international laws concerning health and safety, employment and consumer protection laws in the hotel more strictly. If hotels fail to adhere to these standards, then it attracts legal consequences and financial repercussions that affect the hotel’s reputation and functionality (Pamfilie and Croitoru 2018). 
 
Environmental Factors 
Some of the major concerns seen around the world relate to sustaining practices in the hospitality industry. The use of environmental practices and eradicating excessive emissions in a hotel can improve the image of the hotel and thus attract consumer who are more conscious about the environment (Rodríguez-Antón and Alonso-Almeida 2019). 

TOWS Analysis
Strengths-Opportunities (SO) Strategies
Ibis Styles Bucharest located in a strategic location and equipped with state of the art facilities, the establishment should improve ORM by creating awareness, participating in social media and introducing advanced technology to transform the guests’ experience. Furthermore, the hotel has an opportunity to promote its services with the help of marketing strategies connected with Accor Hotels that is known for targeting tourists who are ready to save money on traveling while still expecting to get high-quality services. Offering individual approach and drawing up the special offers the hotel is able to stand out from the other hotels and gain a constant clientele. Other interactions with the local places and companies can also add to the delight of the guests staying at the hotel for either a short or a long period.  
Strengths-Threats (ST) Strategies
The hotel should ensure that it adopts a good position from the strengths and weakness of the market players by having association with a strong brand name and better facilities than those of the rivals. By drawing customer’s attention to the essential aspects like, for instance, its favorable location and quality services, Ibis Styles Bucharest will be able to win a great number of consumers. Applying sound ORM strategies will go a long way in managing the repercussions of negative reviews and the hotel’s brand image. To address threats from the external environment, the hotel must consider keeping abreast with the market forces and dynamism thus ensuring the firm is ready to deal with any issues which may be posed by these threats. The management of crises and the general flexibility in operation are also useful for the hotel in terms of unexpected events and ensuring its proper market position. 
Weakness-Opportunities (WO) Strategies 
Weaknesses like unsatisfactory levels of customer service as well as poor sanitation could be well dealt with by consistently training and upgrading the standards of the personnel in their dealing with the customers. The way forward is to harness technology where the hotel can improve ORM and also actively employ the social media platform by converting complaints into opportunities and thereby, customer loyalty. There are other additional customer-related services and extras that might enhance the hotel’s position on the market for the guests of the modern type. In this case, the hotel can develop a culture of continuous improvement and responsiveness so that it is able to translate perceived weaknesses into strengths and become champions of hospitality and guests’ satisfaction. 
Weaknesses-Threats (WT) Strategies
The key risks of the rapid development of negative comments are the threats to Ibis Styles Bucharest’s operations since travellers are increasingly engaged in discussions of the hotel’s services, which affects customer choice on the internet. A comprehensive strategy of complaint management along with the emphasis on cleanliness and other essential factors will contribute to the general improvement of customer relations and their trust in the services provided. Marketing techniques such as offering cheaper service also mean that they will be able to get new clients and therefore an improved occupancy rate. Further, the hotel should conduct research on the market to know the new trends in customer’s demand and satisfaction to meet their demands. The company also has the opportunity to expand cooperation with travel agencies and Internet resources that will help increase its market recognition. 

[bookmark: _heading=h.p70e7frm40r3]However, with the hotel’s well-chosen location, the state-of-the-art infrastructure and brand association, the hotel has the possibility of dealing with these challenges. This paper established that improving the ORM practices, customer service delivery, and adopting unique marketing approaches will be vital in regaining the hotel’s reputation, customer confidence, and sustainable profitability. The recommendations for improvement of the competitive position of Ibis Styles Bucharest in the hospitality market of Bucharest can be made by considering the table above, which shows the weaknesses and opportunities of the hotel.
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Following are the suggestions to improve the shortcomings of the hotel:

Strategic Online Reputation Management
ORM is very relevant for Ibis Styles Bucharest to enhance its reputation and to start earning back the confidence of customers. The hotel needs to have advanced ORM techniques that focus on constant and persistent search for customer comments relating to a hotel on social sites such as booking. se, this includes com, TripAdvisor and other social media platforms. As a result, they should establish a specialized group to manage the online presence, guaranteeing proper and constructive replies to the customers ‘comments. Further, it requires that organizations should respond to the positive reviews through follow up emails or offering further offer discounts and loyalty points to enhance counterbalance the effects of the negative remarks (El-Said et al., 2020). 
Similarly, the development of a strong ORM system requires the use of analytics to monitor sentiments and patterns in customers’ comments to prevent future irritations at the hotel. Moreover, negative feedbacks received during the interaction must be explained and consequently, it may help increase trust from customers to the hotel’s information as Mishra et al. (2021) identified. It is also possible to attract potential customers through the hotel’s webpage and popular social networks, updating the page content with posted pictures, videos as well as testimonials from the existing guests (Zervas et al. , 2021). 
Rebuilding Customer Trust through Exceptional Service 
 Hence, the primary strategy for recovery is the rebuilding of the customer trust which is the key initial foundation of the hotel. This could be done through commitment to providing excellent services and enhancing on the quality. Here, staff training comes into play with regard to excellent customer service delivery, proper communication, and even conflict solving. These training should also be consistent to continuously meet the expectations of the customers and changed circumstances in the market (Kim et al., 2019). 
Ensuring that cleanliness and hygiene get implemented at a health facility is a vital consideration, mainly when developing the quality management system. This has always necessitated the need for constant auditing and check to conform to these standards. Regarding these practices, guests should be informed to ensure they get concerned that the hotel organization is concerned with their welfare. Likewise, consumer services which may include welcome notes, arrangements of rooms according to consumer’s preference, and preferred recommendation can also improve the consumers’ experience and thus increase their loyalty (Rodríguez-Antón & Alonso-Almeida, 2019). 
Strategic Social Media Engagement 
Social media management is critical when it comes to the timely interaction with current and prospective customers. There is also a matter of the social media strategy, which entails a content calendar of what is and is not to be posted when and how to respond to users and so on. Sharing good quality photos and videos of the hotel and its features, the nearby surroundings, and guests’ activities should be published more often as it maintains the audience’s interest (Gheribi & Bonadonna, 2019). 
Usually, the engagement in the form of polls, contests, and broadcasts, including the live Q&A sessions, can also bring more fans in. As much as customers are posting remarks and asking questions, positive feedback and appropriate responses in the social media sites contribute to the development of the hotel’s identity. Also, by employing social media personalities and bloggers as brand ambassadors for the hotel, there are high chances of reaching many people and improving the level of unfamiliarity with the hotel (Shamim et al., 2021). 
Dealing with Source of Negative Feedback 
Therefore, to fully deal with the source of the negative feedback, the hotel needs to engage client satisfaction surveys to help establish what the customers feel about the hotel. Such surveys should entail diverse elements concerning the hotel’s services such as the quality and cleanliness of the rooms, the demeanor of the employees, and their level of satisfaction. It is possible to classify the survey outcomes to see the trends as well as the specific needs of the subjects that should be addressed (Ferreira et al., 2018). 
According to the feedbacks received, certain correctional measures have to be taken by the managers of the hotel, therefore recommended correctives are cleaning the rooms again, improving the services available in the rooms, and staff training. Promoting good working culture in which people are encouraged to make suggestions, and be involved in decision making also helps in delivering better services. Thus, minimising the aspects that create unpleasant impressions, the hotel can enhance customer satisfaction and minimise the risk of similar negative feedback (Pamfilie & Croitoru, 2018).
Staying competitive in a world of change 
This goes a long way in asserting that in the hospitality industry, it is of critical importance to be sensitive to market trends and the changing market demands for products and services. Lastly, Ibis Styles Bucharest should establish a regular market research to determine more on clients’ needs that are not being met as well as fresh trends in the industry. Accordant to the above findings, this information enables formulation of strategic plans to enable the hotel to provide unique services that meet the customers’ needs (Kock et al. , 2020). 
The first area of concern should be the management of technology to support the guest needs. The formal features that can be helpful for the tech-savvy guests include contactless check-in and check-out, mobile keys, and even in-room technology. Also, introducing new products related to the hotel, for instance local tourism, cultural attractions, healing programs, health improvement, etc., the hotel can attract the specific target market and be distinguished from others (Rodrigúes-Antón & Alonso-Almeida, 2019). 
Enhancing Staff Training and Development 
Training of employees should be given priority because it creates the foundation for quality service delivery. The hotel management should ensure that intensive human resource development programs are in place, which include areas of hospitality management, customer relations as well as technical operations. These programs of training should therefore be structured to fit different positions in the hotel and also consist of theoretical and skills based parts (Kim et al. , 2019).  
Such aspects of working can be conducted in form of routine appraisals of the productivity, output coupled with; critiques to determine what other aspects of growth are required by the respective employees. Promising carreer progess and related opportunities for training and leadership development can also stimulate staff and decrease turn-over rates. As with the provision of good quality services and meeting guests’ needs, another significant factor is a well-trained and motivated human resource management (Ferreira et al., 2018).
Implementing Sustainability Practices 
With the general awareness of the concept of sustainability and its advantages growing, it has become more relevant for the hospitality companies. The application of green strategies can improve the image of the hotel and attract the clients who care about the protection of the environment. Examples include installation of new lighting, water consuming fixtures or setting up of a recycling programme. Similarly, sourcing food items within a local county and/or organically produced food stuffs for the restaurant in the hotel could also assist the local communities and help in the reduction of the carbon foot print of the hotel (Rodriúz-Antón & Alonso-Almeida, 2019). 
A detailed picture of these initiatives to the guests through marketing collateral and information presented to them when they check into the hotel will increase the hotel’s reputation as a company that engages in sustainable practices. It should also be noted that the participation in the green certification programs and the acquisition of green labels can also add more credibility to the hotel’s sustainable commitments and may attract customers who are conscious of environmental conservation (Pamfilie & Croitoru, 2018). 
Developing a Crisis Management Plan 
Maintaining a good crisis management preparedness is very important in managing events that may have an adverse effect on the operation of the hotel. This includes situations such as natural disasters health pandemics or other calamities. The plan should include how crisis communication will be handled, assignments and responsibilities of the staff during a crisis, and measures to be put in place to ensure guests’ safety during a crisis (Gheribi & Bonadonna, 2019). 
It is necessary to have periodical training and drills in order to consolidate all the staff in implementation of the crisis management plan. Also, for emergencies the hotel should create a communication plan to inform the guests on any relevant issues, such as safety measures or the amendments in the service. Thus, it may be stated that emergencies can be avoided to minimize their impact on the hotel’s operations and preserve its image (Shamim et al. , 2021).
Strategies for Increasing the Operational Efficiency of Technology 
Leveraging Technology for Operational Efficiency
Applying technology on operation function for the provision of services will increase service delivery and reduce cost. Adopting computerized or manual PMS that cover issues such as reservation, invoicing, and housekeeping will increase efficiency and decrease inefficiencies. Also, assessing actual performances concerning established KPIs and analyzing the opportunities for enhancement could assist the hotel in making rational decisions (Shamim et al. , 2021). 
Other initiatives that may help to decrease expenses are also the use of smart technologies, namely, installations of advanced thermostats, automated lighting, and energy controlling systems. It can be understood that technology can be applied to various operational areas of the hotel in order to improve the quality of guests’ stays as well as organizational effectiveness (Mishra et al. , 2021). 
Enhancing Marketing and Promotion Strategies
For the BB to attract new clients and ensure the current ones patronize it more frequently, there is the need to have a conducive marketing and promotion plan. Digital marketing, advertisements, and public relations should be used mutually to a wider population by the hotel. To increase the hotel’s website ranking on the search engine results page and target more consumers, it is advisable for the hotel to engage in SEO and PPC advertising (Zervas et al. , 2021). 
Marketing through social media sites should therefore be aimed at developing content which is interesting and appealing to the target market and evangelizing about the Hotel’s distinguishing features and services. Another way to expand the hotel’s audience and gain trust from the visitors is to cooperate with other bloggers and influencers. As well, providing special deals for the hospitality business for example; quantity discounts, seasonal rates, or free services contribute to the varying segments of customers who will be interested in occupying the rooms (Gheribi & Bonadonna, 2019). 
 
These issues point to certain vital directions for change and development in the management and adaptation process of Ibis Styles Bucharest in the context of the hospitality industry. Therefore, the hotel will be able to improve its market position and thus attain long-term success by addressing problems that are associated with social networking that affects its online reputation, consumers’ relations as well as competitor analysis. Substantiating the above recommendations from the literature, it will be possible for the hotel to regain consumers’ trust, enhance its operational efficiency as well as adequately compete for its market share in the midst of dynamic markets. The improvement of the comprehensiveness of the staff and information technologies, as well as keeping the sustainable practices, Ibis Styles Bucharest is can ensure the long-term perspectives of development and recognized in the market of hospitality services in Bucharest.

Action Plan 
 
Employ Highly Effective ORM Infrastructure
The first procedure is to create an ORM department to address all the incidents connected with negative online reviews, including those on the Booking platform. com and TripAdvisor. This team will use sentiments analysis and analytics to work on the negative feedback to ensure they are met as soon as possible. It will be significant to train the staff in appropriate communication in online platforms with a view of giving professional and constructive responses to those questions (El-Said et al. , 2020). The ORM system should also include constant evaluations of the review data to look for patterns, which should be fixed as they might relate to cleanliness or customer service problems (Mishra et al. , 2021). 
 
Improve the Quality of Customer Service through Training for All Personnel
Ibis Styles Bucharest should devise a well-coordinated and comprehensive training regimen for all its employees centering on customer service and relational skills. These should be continuous programs and be reviewed now and then so as to embrace the current customer trends and compliance with industry benchmarks. More sensitisation procedures such as hospitality etiquette training, conflict solving, and cultural competence training will assist staff in the delivery of unique services and management of various clients with proficiency (Kim et al. , 2019). Also, the establishment of the training program that involves having some of the experienced workers to train the new employees can also help in enhancing the service quality in all the departments in the organization (Ferreira et al. , 2018). 
 
Developing and Executing a Strategic Social Media Engagement
Plan Building a formal social media engagement plan is important. This plan should include the following; this involved categorizing the kind of posts for the page, frequency, and best time for posting. Behind the scenes, special guests, and even local events should be included as the high quality visuals and content should be a main focus (Gheribi & Bonadonna, 2019). Although not overly promotional, polls, contests, and other Q&A sessions could be weighed as benefit in gaining a wider audience for interactive campaigns. Advertising with the help of social media influencers and travel bloggers may help increase the recognition of the hotel online (Shamim et al. , 2021).
[bookmark: _Toc167919634]Conclusion 			
The threats identified in the Ibis Styles Bucharest case suggest essential managerial and strategic imperatives in hospitality businesses. ORM and effective competition through tracking new trends in the hotel industry as well as guaranteeing customers’ trust and providing them with the best experiences possible for the organization to prosper in the future. There are also certain problems that should be solved in order to promote the hotel and introduce it to the target audience, including the problem of having ineffective management systems, irregular activity in social networks, and bad customer feedback. In essence, the establishment of efficient ORM structure is crucial for dealing with such issues as negative comments on platforms like Booking. com and TripAdvisor. Hence, the consolidation of a specialized ORM department that continuously monitors negative feedbacks and responds appropriately with dignity and professionalism would undoubtedly contribute immensely to the stabilization of Ibis Styles Bucharest’s online perception management (El-Said et al. , 2020). This implies that constant review of the data gathered from the reviews will also assist in the identification of the patterns and more so the aspects that relate to cleanliness and hospitality services that require correction before they become a major issue (Mishra et al. , 2021). Expanding training activities as a way of enhancing the overall service delivery to customers is the other crucial plan. To achieve quality service provision, adequate and continuous staff training in customer service, hospitalities’ etiquette, handling of conflicts, and cultural sensitivity will guarantee service quality (Kim et al. , 2019).
Also, bringing his or her expertise to bear on the training of the new employees is a factor that can improve service quality in all departments (Ferreira et al. , 2018). It is, therefore, imperative to develop a sound social media engagement strategy that will act as a foundation for continuous growth of the organization’s online presence. This plan should contain the plan of creating and posting the content that could include high-quality pictures and videos that would comprise behind-the-scenes, special guests, and local events (Gheribi & Bonadonna, 2019). It may also be useful to try to reach out to other social media personalities, and travel bloggers in order to grow the hotels popularity and improve its presence on the internet (Shamim et al. , 2021). Moreover, managing the sources of the negative feedback through the client satisfaction feedback, that could contain information needed for changes such as cleanliness of the room, or the polite and friendly attitude of the employees (Ferreira et al. , 2018). Taking corrective measures from survey findings into consideration may improve customers’ satisfaction and minimise the recurrence of such grievances in the future. Companies need to be very perceptive about the new trends and the changing needs of the consumers in the market. Aspects such as contactless check-in and check-out, mobile keys, and in-room technology may appeal to the guests who are smart technology users and make a competitive difference (Rodríguez-Antón & Alonso-Almeida, 2019). Organizing participant surveys and general market insights on what customers are not being met by the current market and what trends are developing can underpin both tactics and strategies within the hotel’s operation (Kock et al. , 2020). Last but not least, updating the staff training and development activities with formalized human resource development programs is crucial to achieving and maintaining high service quality. The availability of promising career and leadership advancement can encourage staff members as well as decrease the turnover rate and enhance the qualities of services (Kim et al. , 2019). To sum up, performing the described action plans to mitigate the identified challenges will help Ibis Styles Bucharest to restore customers’ trust, enhance the company’s organizational productivity, and further its market position. With regard to these areas, the hotel could succeed in the cutthroat competition of the business if it could implement these pointed strategies, which include; good ORM, customer service, social media, and staff training and development.
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| wanted to love this hotel, but didn’t :(
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Itcould have easily been a 4, given the parking onsite, the restaurant, the cleanliness.. but there was
o AC anditwas super hot The windows only open alittle. Big note, if you want to open your window,

book a double bed room. The twin bed rooms allface a super busy road

My room was well equipped, but the bath smelled lie mildew. | didn't see any, itjust smelled. (See AC

is off and single window only opens 6 inches).




