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Executive Summary
This consultancy report was commissioned to address the concerning trend of declining customer satisfaction scores at the prestigious Hotel Transylvania in Romania. As Romania's most iconic luxury hotel since the early 1900s, Hotel Transylvania faces the pressing imperative of transforming its service culture to maintain its historical distinction as the pinnacle of Romanian hospitality. In-depth analysis identified the core drivers of eroding satisfaction levels to be aging facilities, lapses in rigorous customer service training standards, lack of personalization, and growing competition from modern boutique hotels. These insights spotlight the urgent need for a structured organisational change intervention to elevate service delivery. To address this, the report presents a detailed plan guided by proven change management frameworks including Lewin's Three Step Model and the Star Model.
My proposed initiatives being a professional organisational consultant span implementing new customer service skills training for all staff, creating cross-departmental teams to optimise guest processes, integrated guest feedback systems, incentives tied to satisfaction metrics, major facility upgrades, peer-driven recognition of exceptional service, and real-time voice of the customer technology.
Similarly, a multi-layered evaluation framework drawing on tools like Kirkpatrick's Four Levels will assess effectiveness at driving adoption, capability building, and business impact. Combined, these strategies rooted in theory provide an integrated roadmap to transform Hotel Transylvania's culture. Therefore, by valuing staff and refocusing on the customer, this iconic bastion of Romanian hospitality will re-establish its distinction as Romania's preeminent luxury hotel. Undoubtedly the initiative requires investment, but success will secure Hotel Transylvania's future.
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As a professional organizational consultant brought on board by Hotel Transylvania, my mandate extends far beyond mere advisory; it encompasses the critical mission of spearheading a transformative journey aimed at resolving a pivotal issue that poses a significant threat to the hotel's sustained success and market leadership. This consultancy project, initiated at the behest of the hotel's management, is rooted in a comprehensive and strategic approach tailored to navigate the complexities of the luxury hospitality sector, ensuring Hotel Transylvania not only continues to thrive but also sets new benchmarks in service excellence and guest satisfaction.

In undertaking this project, my approach has been methodical and evidence-based, leveraging a wide spectrum of resources to garner a deep understanding of the hotel's current challenges and opportunities. Information critical to the formulation of this consultancy report has been meticulously sourced from a diverse array of academically published papers, each selected for its relevance and contribution to contemporary hospitality management discourse. These papers, recognized for their rigor and scholarly merit, provide valuable insights into successful practices, emerging trends, and strategic frameworks applicable to luxury hospitality settings.

Additionally, the digital landscape has offered a rich tapestry of perspectives through online review platforms. These platforms, frequented by guests and industry experts alike, serve as a vital pulse on the hotel's performance, guest expectations, and areas of service that require immediate attention. The candid feedback and ratings presented on these platforms have been instrumental in shaping the strategic direction of this consultancy project, allowing for an authentic assessment of the hotel's service quality and operational efficiency.
To maintain the integrity of this project and uphold the highest standards of research ethics, all information derived from Hotel Transylvania's internal surveys and online reviews has been treated with the utmost confidentiality. The identities of participants and the specifics of their feedback have been anonymized, ensuring that the focus remains squarely on identifying patterns, challenges, and opportunities for improvement without compromising the privacy of any individual guest or employee.

The culmination of this rigorous research and analysis process is a consultancy report that not only diagnoses the core issues impacting Hotel Transylvania's guest satisfaction and operational success but also offers a strategic blueprint for organizational change. This blueprint is designed to guide Hotel Transylvania through a phased transformation, aligning its service offerings, operational processes, and organizational culture with the evolving expectations of luxury travelers and the demanding standards of the global hospitality industry.

As we embark on this journey together, it is imperative to recognize that the path to revitalizing Hotel Transylvania's legacy as a premier destination for discerning guests will require a collective effort. It demands unwavering commitment from the hotel's leadership, a reinvigorated service ethos among its staff, and a forward-looking strategy that embraces innovation while honoring the hotel's rich heritage. This introduction sets the stage for a comprehensive exploration of Hotel Transylvania's challenges and opportunities, laying the groundwork for a transformative journey toward renewed excellence and sustained success in the competitive landscape of luxury hospitality.

Hotel Transylvania is among the most prestigious and renowned hotels in Romania, boasting a rich history that spans nearly a century. Since its inception in 1921, the hotel has established itself as a beacon of luxury and service excellence within the Romanian hospitality landscape. Throughout the decades, Hotel Transylvania has played host to royalty, celebrities, business leaders, and tourists from across the globe. It has earned a reputation for impeccable service, luxurious accommodations, and an atmosphere of elegance and sophistication, making it unparalleled in today’s competitive hospitality sector. Known for its prime location, opulent amenities, and exceptional service, Hotel Transylvania continues to lead in the hospitality industry. However, the hotel currently faces a pressing challenge that jeopardizes its competitive standing and future prosperity. Recent customer satisfaction surveys and ratings have highlighted a worrying trend of declining guest satisfaction. This downturn has been attributed to issues concerning service quality, hotel facilities, and perceived value, leading to diminished satisfaction scores among patrons (Emerald Insight, 2023). As an organizational consultant, this is particularly concerning for a hotel that prides itself on surpassing customer expectations. Allowing service standards and satisfaction to further decline could detrimentally impact the Hotel Transylvania brand, resulting in decreased bookings and revenue. It is evident that immediate action is needed to address these issues and restore the high standards of customer service that Hotel Transylvania is renowned for.

Therefore, this consultancy report presents a comprehensive intervention plan aimed at enhancing customer satisfaction and ensuring the sustained success of Hotel Transylvania. Drawing upon established organizational change models, such as Lewin’s Three-Step Model and the Star Model, the report offers evidence-based strategies to identify and address the key factors contributing to declining satisfaction levels. The proposed consultancy report details actionable recommendations and implementation strategies to improve the quality of customer service. By applying a structured change management approach effectively, Hotel Transylvania will overcome these challenges and reaffirm its position as Romania’s premier luxury hotel. The future prosperity of this iconic establishment depends on quickly identifying and addressing the current issues in customer service (Shin & Jeong, 2022).

In summary, this consultancy project provides an essential roadmap for organizational change to reclaim Hotel Transylvania’s competitive edge. The insights and strategies outlined aim to assist the hotel in delivering unparalleled service once again and maintaining its esteemed reputation among both loyal customers and new guests (EHL Insights, 2023).
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                   (Fig 1: Hotel Transylvania Hotel Source Google Images)
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Hotel Transylvania can trace its origins back to 1907, when the luxurious Castle Inn first opened its doors. After being rebranded as Hotel Transylvania in 1919, it underwent a complete renovation and reopened in 1921. Located in the heart of Romania's scenic countryside, near the mystical Carpathian Mountains, the hotel quickly became a beloved retreat for those seeking a blend of luxury and mystery. Its elegant Gothic design and outstanding service made it a preferred escape for royalty, celebrities, and the business elite (Ionescu, 2019). Over the 20th century, Hotel Transylvania solidified its status as Romania's premier luxury hotel. Various expansions increased its room count to over 600, and amenities such as gourmet restaurants, exclusive bars, grand ballrooms, and a state-of-the-art spa were added (Ionescu, 2019).

Furthermore, as an iconic landmark within the Romanian hospitality scene, Hotel Transylvania continues to uphold its commitment to service excellence. Its strengths are rooted in its rich heritage, prestige, and unique location. Staying at this historic establishment allows guests to experience the grandeur of a bygone era, complemented by its proximity to Romania's famed castles, the untouched beauty of the Carpathian landscapes, and the vibrant life of nearby cities. Hotel Transylvania also boasts a loyal clientele of discerning guests who appreciate its blend of tradition and luxury (Popescu, 2019).

However, the hotel faces challenges with its aging infrastructure and the competition from newer boutique hotels. These modern establishments have captured a portion of the market by offering personalized, contemporary experiences (Dragomir, 2020). While Hotel Transylvania remains renowned, certain facilities, including its technology, wellness areas, and event spaces, need updating. The traditional service approach may also seem overly formal or outdated to younger travelers seeking a luxury experience. Organizationally, Hotel Transylvania is led by a General Manager and department heads, with many employees serving the hotel for decades. This longevity contributes to a seamless operation but also a resistance to change. The culture is marked by a high degree of formality, with strict employee dress codes and protocols. Although the service quality is exceptional, some guests may find the atmosphere too rigid or intimidating (Dragomir, 2020).

In summary, Hotel Transylvania remains a symbol of luxury and tradition, attracting guests with its rich history and unique setting. However, to continue thriving in the competitive luxury hospitality market, it must address the challenges of modernizing its facilities and adapting its service style to meet the evolving preferences of luxury travelers (Ionescu, 2019; Popescu, 2019; Dragomir, 2020).


Internal Issues
As an organisational consultant, I have analyzed the survey results and online reviews related to Hotel Transylvania and identified that the most prevalent issue is the declining customer satisfaction scores and feedback over the past year. Similarly, this trend is confirmed by lower ratings on customer review platforms and internal surveys, which highlight decreased satisfaction with service, facilities, and value for guests. Furthermore, the reduction in satisfaction ratings is troubling for a luxury establishment like Hotel Transylvania, where expectations for exemplary service and premium amenities are exceptionally high. This decline poses a significant challenge to maintaining the hotel's esteemed reputation and its appeal to luxury-seeking guests.
[image: ]
(Fig 2: Poor service at Hotel Transylvania; Source Tripadvisor.com)


Internally, the service quality at Hotel Transylvania is showing signs of decline, with several factors contributing to this trend. Staff training appears to be insufficient, leading to a lack of consistency in service across various departments. Additionally, the hotel's facilities and technology may be outdated, failing to meet the evolving expectations of guests. Many employees, having served the hotel for decades, are resistant to changing their traditional methods of service (Vasilescu et al., 2019). Yet, today's luxury travelers demand a more personalized and intuitive service experience, diverging from the formal and conventional approach historically offered at Hotel Transylvania.
This shift in guest expectations is vividly illustrated by a guest review captured in Fig 3, which declares, "Terrible. This should be a two-star hotel.... The bedsheet was not clean!! I was trying to sleep but I couldn't because of background noise!" This feedback starkly highlights the discrepancy between the service quality perceived by guests and the standard Hotel Transylvania aims to uphold.
[image: ](Fig 3: Poor Services at Hotel Transylvania; Source Tripadvisor.com)

As a result, continuous improvement in customer service training emerges as a critical factor in elevating satisfaction levels. Hotel Transylvania is also tasked with the need to modernize its facilities and technology to match the evolving expectations of its guests. From the organizational consultant's perspective, it's observed that there is a noticeable inconsistency in staff training across different departments (Vasilescu et al., 2020). The front desk and concierge exhibit professionalism and polish, contrasting starkly with the housekeeping and room service departments, which do not demonstrate the same level of care and attention to detail. This discrepancy is exemplified in a guest experience shared in Fig 2, highlighting an unusual and dissatisfying room arrangement, underscoring the need for more cohesive service standards across all roles. Encouraging more frequent cross-training could serve to harmonize service delivery throughout the hotel.

Moreover, certain long-serving staff members seem to lack the necessary enthusiasm to genuinely delight guests, performing their duties perfunctorily (Vasilescu et al., 2020). Reinvigorating training programs, focusing on cultivating a mindset geared towards hospitality and motivation, will significantly enhance the guest experience.
On the facilities and technological front, Hotel Transylvania faces challenges in keeping pace with the amenities offered by new luxury competitors (Dragomir, 2020). Areas such as the lobby, restaurants, and guest rooms, though rich in tradition, may appear outdated to modern travelers. Key hotel features like the spa, fitness center, event spaces, and Wi-Fi need urgent modernization. Integrating advanced smart technology in guest rooms and facilitating services like mobile check-in and on-demand requests will align the hotel more closely with contemporary guest expectations, ensuring a seamless and updated experience reflective of current luxury standards.
[bookmark: _Toc151051336][bookmark: _Toc151057013]
External Issues
 Externally, the competitive landscape for Hotel Transylvania has intensified considerably in recent years. The Romanian market has seen an influx of new boutique luxury hotels, offering intimate, modern accommodations that starkly contrast with traditional hotel offerings (Ionescu & Popescu, 2022). These innovative establishments are adept at incorporating the latest hospitality trends and tailoring guest experiences. Features such as tablet-controlled room environments, diverse pillow selections, and unique dining experiences are becoming standard fare, setting a new benchmark for luxury accommodations.
In comparison, Hotel Transylvania’s more standardized services might appear uninspired or behind the times, contributing to an increase in guest complaints regarding aspects like hygiene, as noted in Fig 4. This shift in guest expectations and standards is further compounded by the strategies of new entrants, which leverage guest data and loyalty programs to offer highly personalized stays, making Hotel Transylvania's approach seem more generic and less engaging (Ionescu & Popescu, 2022).
Despite the challenge of updating its extensive inventory of rooms, there's a significant opportunity for Hotel Transylvania to utilize technology and data to create distinctive experiences for returning guests, potentially enhancing their perception of exclusivity and luxury. However, the downward trend in customer satisfaction represents a tangible threat to the hotel's competitive edge and sustainability in the long term (Dragomir & Vasilescu, 2021). Negative reviews and ratings are making it increasingly difficult to attract new reservations in a crowded market. Moreover, the loss of reputation and the defection of loyal customers to more contemporary alternatives are detrimental to the esteemed Hotel Transylvania brand. Consequently, addressing these service shortcomings through enhanced training, facility upgrades, and a focus on personalizing the guest experience based on individual preferences is essential for sustaining occupancy rates and competitive room pricing. As indicated in Fig 4, the critical feedback on hygiene—"Worst hygiene for a 4-star hotel"—highlights the urgent need for improvements in housekeeping standards, including proper training for cleaning staff and adequate supplies to ensure genuine cleanliness and comfort for guests. Addressing these issues is paramount to restoring confidence in the Hotel Transylvania brand and maintaining its revered status in the luxury hotel sector.
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(Fig.4 Poor service at Hotel Transylvania; source Tripadvisor.com)

In contrast, competitors like Hotel Carpathia and Transylvania Grand Hotel have maintained excellent satisfaction ratings by emphasizing service training and customization. Hotel Carpathia is celebrated for its attentive, formal service style akin to Hotel Transylvania. However, Carpathia consistently upholds service excellence through rigorous training and recruiting staff that meet strict standards (Ionescu et al., 2020). For instance, Hotel Carpathia has established a Service Excellence Program that delivers comprehensive two-week training for all new employees, regardless of their role. Continuous training sessions are conducted to ensure that service standards are always upheld. This commitment to training guarantees uniformity and excellence in all guest interactions (Popescu et al., 2019).

Similarly, Transylvania Grand Hotel has adopted modern service techniques, such as maintaining a high staff-to-guest ratio and tailoring experiences based on the tier of their loyalty program. With sufficient staff available, Transylvania Grand Hotel can offer personalized attention and proactively meet guest needs. Their loyalty program is instrumental in recording guest preferences, allowing for customized experiences through personalized in-room gifts, dining suggestions, and amenity choices (Dragomir, 2019). Additionally, their facilities have undergone several updates to incorporate the latest in luxury amenities, including advanced entertainment systems, designer toiletries, and superior bedding. The synergy of comprehensive training, personalized service, and contemporary facilities distinguishes Transylvania Grand Hotel (Dragomir, 2019).

Thus, observing the practices of Hotel Carpathia and Transylvania Grand Hotel demonstrates why ensuring customer satisfaction is crucial for sustaining an organization's competitive edge.
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Theoretical Frameworks
[bookmark: _Toc151051338][bookmark: _Toc151057015]Lewin Model of Change

The Lewin Model provides a solid foundation for managing organizational change, conceptualized by psychologist Kurt Lewin. It delineates the change process into three pivotal stages:
The initial stage is about preparing the organization for change, emphasizing the necessity of change through understanding and communication of the current issues, challenges, external pressures, and potential for growth to both leadership and employees (Ionescu, 2022). For Hotel Transylvania, effectively communicating the decline in customer satisfaction and its repercussions on the hotel's reputation and financial health is crucial to unfreeze existing norms. Leadership must elucidate the direct correlation between customer satisfaction and the hotel's prospective success, highlighting the risks associated with complacency. Engaging with staff to identify issues further energizes the change initiative (Popescu, 2022).

The transition to the second stage involves the implementation of changes via new strategies, policies, procedures, organizational structures, or technological enhancements (Dragomir et al., 2022). To boost service quality, possible actions could encompass initiating comprehensive staff training programs, setting clear service standards and objectives, deploying technology to improve guest experiences, redefining roles for better coordination, and creating incentive schemes to foster service excellence (Dragomir et al., 2022). During this phase, it's imperative for leaders to provide direction, resources, and support, managing the inevitable uncertainties that accompany change. Maintaining open communication and transparency is key to preserving trust and cohesion among staff.

The final stage is aimed at ensuring that the implemented changes are sustainably embedded within the organization's behavior and culture. This involves operational reinforcement of enhanced service protocols and practices through regular coaching, audits, training refreshers, and continuous improvement efforts (Vasilescu et al., 2022). Equally, integrating these changes into the organizational culture via leadership communication, exemplar behaviors, incentive systems, recruitment standards, and celebrated organizational values is vital (Vasilescu et al., 2022). By solidifying changes on both operational and cultural fronts, regression to previous practices can be averted.

Introduction to the Star Model
The Star Model serves as an effective tool for detailing the various interconnected organizational aspects needing change. It identifies five critical elements:
The business strategy should be intricately linked to and propel customer service enhancements. Hotel Transylvania's brand identity, mission, vision, priorities, and objectives ought to mirror its commitment to surpassing competitors in service excellence. Organizational structures, including reporting hierarchies, roles, and teamwork mechanisms, must be adjusted to enhance service delivery efficiency across departments (Ionescu & Dragomir, 2022). Additionally, key operational processes and systems for customer service need optimization for effectiveness, uniformity, and client satisfaction by integrating explicit standards, leveraging technology, and fostering an ethos of perpetual enhancement. Compensation schemes, recognition programs, and advancement criteria should be crafted to incentivize and solidify a culture of service excellence among employees and management alike (Popescu & Ionescu, 2022). Furthermore, HR practices regarding recruitment, training, professional development, and culture cultivation are crucial in shaping the attitudes, skills, and engagement levels required from staff to deliver unparalleled service.
[bookmark: _Toc151051340][bookmark: _Toc151057017]Proposed Intervention Plan with Implementation and Challenges 
[bookmark: _Toc151051341][bookmark: _Toc151057018]Application of the Lewin Model of Change
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(Fig 5: Lewin Model of Change Source Google Images)

Unfreeze
Being a professional organisational consultant, my primary objective in enhancing customer satisfaction at Hotel Transylvania will involve clear communication of the urgent need for change across all staff levels. Leadership will be encouraged to organize departmental meetings to discuss the concerning trends of declining satisfaction scores and feedback over the past year (Ionescu et al. 2019). Highlighting how these scores now unfavorably compare against competitors like the Carpathian Luxury Inn and the Transylvanian Grand will underscore the pressing need for improvement (Popescu, 2020). Engaging in active listening sessions, conducting surveys, and organizing focus groups to collect staff insights on frontline challenges will reveal the underlying causes of guest dissatisfaction. Leadership will also be tasked with clearly linking decreasing satisfaction to its potential effects on the hotel's profitability, reputation, and competitive positioning in the market if current trends persist (Ionescu et al. 2019).

A compelling vision for change will aim to restore Hotel Transylvania's position as the premier luxury hotel in Romania by setting new benchmarks in customer service excellence. This transformative goal will be communicated throughout the organization (Dragomir, 2019). Messages will also highlight that enhancing satisfaction not only benefits guests but also enriches the working environment and opens up career growth opportunities for staff within a thriving service-driven organization.

Change 
With staff support secured, the focus will shift to implementing strategic actions. As a key initiative, launching new customer service training programs will aim to significantly uplift staff competencies and attitudes, addressing specific issues such as those related to hygiene highlighted in guest feedback (refer to figure 4). Training will cover everything from refreshers on operational protocols to sessions on emotional intelligence and empathy, tailored to the nuances of luxury hospitality (Vasilescu et al. 2020). Updates to the onboarding process and regular training refreshers will ensure these skills are maintained long-term. Training will also adapt staff to the needs of modern luxury travelers, emphasizing personalized, customized interactions over the traditional, standardized service model that has been the norm at Hotel Transylvania (Vasilescu et al. 2020).

Case studies from leading competitors like the Carpathian Luxury Inn and the Mandarin Oriental in Bucharest, which have significantly invested in continuous customer service training, will serve as benchmarks. For instance, the Carpathian Luxury Inn boasts a sophisticated Service Excellence Training Center, providing over 70,000 hours of training annually (Negrescu et al. 2019). With satisfaction levels waning, Hotel Transylvania must match or exceed such training commitments to reclaim its leadership in the market.

Refreeze
Ensuring the sustainability of these service improvements, new practices, and initiatives will be embedded into daily operations through constant reinforcement. Hotel Transylvania's leadership will actively monitor satisfaction metrics and seek informal guest feedback to ensure progress is maintained and prevent regression (Dumitrescu et al. 2019). Regular service quality audits and quarterly refresher training will address any dips in performance. Additionally, front-line pulse surveys and focus groups will encourage continuous feedback from staff, identifying opportunities for ongoing improvement (Dumitrescu et al. 2019).

Successes will be celebrated widely, and the organizational culture will evolve to prioritize customer-centric values across all tiers. Recruitment and performance evaluation systems will be updated to emphasize a customer-first mentality, aligning with the hotel’s mission of excellence. This holistic approach, coupled with diligent monitoring and feedback mechanisms, will ensure that Hotel Transylvania not only achieves but maintains the highest standards of guest satisfaction, securing its legacy and competitive edge in the luxury hotel sector.
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Application of the Star Model Framework

[image: Galbraith's Star Model for PowerPoint and Google Slides]
(Fig 6: Star Model Source Google Images)
[bookmark: _Toc151051346][bookmark: _Toc151057023]Strategy: Aligning service improvements with overall business strategy
[bookmark: _Toc151051351][bookmark: _Toc151057028]Hotel Transylvania's overarching business strategy and market positioning as a leading luxury hotel require a fundamental reevaluation and realignment towards service excellence. The vision statement will be revised to underscore the commitment to exceeding guest expectations through bespoke, intuitive service and superior amenities (Dragomir & Popescu, 2021). The mission will consistently emphasize a dedication to the customer experience as the hotel's primary distinction against competitors. This refocus is critical as both internal and external challenges, notably in adapting to technological advancements and addressing hygiene concerns, have been identified as primary factors contributing to diminished customer satisfaction. Consequently, strategic priorities and budget allocations will be directed towards enhancing the entire guest experience journey (Dragomir & Popescu, 2021). 

For Hotel Transylvania, aligning the overall business strategy and positioning as a premier luxury hotel with service excellence is paramount. The vision statement will be refined to highlight surpassing guest expectations through tailored, intuitive service and superior amenities, mirroring the hotel’s commitment to exceptional guest experiences (Dragomir & Ionescu, 2021). The mission will accentuate a relentless focus on customer experience as the primary competitive edge over rivals, addressing critical internal and external challenges such as technological adaptability and hygiene concerns, which significantly affect customer satisfaction. Thus, strategic priorities and financial allocations will be dedicated to enhancing every aspect of the guest journey (Dragomir & Ionescu, 2021). Budgets will prioritize customer service training programs and guest-facing technology, emphasizing the importance of human interaction and organizational culture in achieving competitive advantage (Popescu, 2019). 


Leadership messaging will reinforce that excellence in guest service, driven by a dedicated team, forms the core of the hotel's value proposition. Trade-offs, such as reevaluating traditional offerings like afternoon tea to reallocate resources towards more valued modern services, will be necessary to meet the evolving preferences of luxury travelers (Popescu, 2019). Adjustments to the organizational structure will ensure support for exceptional customer service. Frontline roles with significant guest interaction will report directly to guest relations, enhancing responsiveness and decision-making from a guest-centered perspective. A cross-departmental committee will oversee service improvements and facilitate best practice sharing (Vasilescu & Neacsu, 2019). Additionally, forming agile task forces for specific service enhancements will enable rapid process optimization, addressing adaptability and structural rigidity that negatively impacts guest satisfaction (Ionescu & Dragomir, 2019). Process optimizations will focus on eliminating guest service pain points, such as modernizing reservation systems for efficiency and enhancing housekeeping operations with technology for quicker, more reliable service delivery. The integration of emerging technologies will aim to augment the guest experience, ensuring Hotel Transylvania remains competitive (Oprea & Dinu, 2021).

A comprehensive rewards system will be implemented to encourage and recognize customer-centric behaviors across all staff levels, directly linking rewards to guest satisfaction metrics. This approach ensures accountability and motivates staff to contribute to the hotel's mission of providing unparalleled service (Anghel & Manole, 2020).

Finally, HR policies will be revamped to emphasize customer service in recruitment, onboarding, and ongoing development, ensuring the team is equipped to deliver the high standards of personalized luxury hospitality that Hotel Transylvania aspires to (Popescu & Ionescu, 2021). Through these strategic, structural, process, reward, and people enhancements, Hotel Transylvania aims to solidify its status as a leading luxury hotel by prioritizing guest satisfaction and service excellence.


Evaluation and Monitoring
A comprehensive evaluation framework, informed by change management and service quality theories, will evaluate the effectiveness of Hotel Transylvania's customer service enhancement efforts over both immediate and extended periods.
The early impact of training initiatives, technological upgrades, procedural modifications, and incentive structures will be assessed through the application of Kirkpatrick’s Four Levels model (Dragomir & Ionescu, 2021).
[image: Kirkpatrick's four-level training evaluation model. Reproduced from. 41...  | Download Scientific Diagram]
(Fig 7: Kirkpatrick’s Four Levels model)
[bookmark: _Toc151051352][bookmark: _Toc151057029]For Hotel Transylvania, as a professional organizational consultant, I am committed to implementing a rigorous evaluation strategy to assess the impact of our customer service improvement initiatives comprehensively.

Level 1: We will conduct focus groups and surveys to capture participant reactions, ensuring the new initiatives resonate with our team and align with our goals for engagement and relevance. This approach helps us gauge the immediate response to our training and changes, ensuring they are well-received and deemed valuable by participants.
Level 2: Through observational audits, role-plays, and skills assessments, we'll evaluate actual learning outcomes and the development of capabilities, going beyond mere satisfaction with the training sessions. Immersive simulations will be employed to assess proficiency in critical areas such as guest complaint resolution, adherence to new checklist protocols, and proficiency with updated systems. Performance will be evaluated based on criteria including active listening, problem-solving skills, and compliance with established standards, ensuring staff not only learn but also apply new skills effectively.
Level 3: To identify and encourage on-the-job behavior changes, we'll utilize secret shopper experiences and direct observations by leadership to see how staff implement new practices in real-world scenarios. Evaluators, including anonymous shoppers with hospitality expertise, will use detailed scorecards to assess key behaviors such as personalization of service, rapport building, anticipation of guest needs, and adherence to new service protocols. This step aims to provide an unbiased assessment of skill application, not merely theoretical knowledge.
Level 4:  The ultimate measure of our initiatives' success will be their impact on broader business metrics, including guest satisfaction scores, service delivery times, conversion rates, and overall profitability. Observing positive trends in these areas will affirm the strategic benefits of our investments in elevating service quality. 

This multi-tiered evaluation method, combining direct feedback, behavioral observations, and critical business metrics, will offer a holistic view of the effectiveness of our efforts to enhance service excellence at Hotel Transylvania. It will enable us to validate the return on investment of these initiatives, ensuring they contribute positively to our overarching goal of maintaining Hotel Transylvania's status as a premier destination for guests seeking unparalleled service and hospitality.


Recommendations
[bookmark: _Toc151051353][bookmark: _Toc151057030]Based on the organizational change intervention plan for Hotel Transylvania, and as a professional organizational consultant, the following recommendations are presented to enhance customer satisfaction and ensure the hotel's prominence as Romania's top luxury hotel. These are aligned with the Lewin Model of Change and address both identified internal and external challenges.
Hotel Transylvania is advised to implement continuous customer service training across all levels of staff, adopting the best practices from the hospitality industry. This approach ensures the development and maintenance of desired behaviors, translating into significant business outcomes. Regular training, including annual refreshers, is crucial for keeping the skills of even the most seasoned staff sharp, promoting cross-departmental collaboration to elevate the guest experience comprehensively (Ionescu, A., & Popescu, D., 2022).

The formation of cross-functional teams dedicated to service improvement is recommended. These teams will leverage technology to streamline and enhance guest service processes, employing service blueprinting to identify and redesign the guest experience journey from booking to check-out. The integration of guest-facing technologies like mobile check-in, in-room tablets, and automated service requests will enable more personalized and responsive interactions with guests (Dragomir, V., & Vasilescu, M., 2022).

Developing a comprehensive system to collect and analyze guest feedback across various channels is crucial. By implementing user-friendly feedback mechanisms, the hotel can drive higher engagement rates, providing valuable insights for continuous improvement. Sharing this feedback with staff will further enhance their commitment to delivering exceptional service (Neacsu, N., & Constantinescu, E., 2021).

Aligning staff and leadership incentives with customer satisfaction metrics will motivate performance and accountability. This direct correlation between effort and reward, as supported by expectancy theory, encourages staff to exceed guest expectations consistently (Oprea, S., & Dinu, R., 2021).

Refreshing the hotel's facilities, rooms, restaurants, and amenities with modern aesthetics will attract contemporary luxury travelers, blending traditional elegance with modern luxury to appeal to a broader audience (Radu, A., & Horng, J.S., 2021).

Promoting a culture of recognition through peer-driven accolades and social media platforms addresses the psychological needs of staff for esteem and acknowledgment, fostering a workplace environment where exceptional hospitality is celebrated.

Finally, employing real-time tracking of guest satisfaction metrics allows the hotel to swiftly address any service shortfalls. This proactive approach ensures that Hotel Transylvania remains responsive to guest needs, facilitating continuous improvement and maintaining its status as a leader in luxury hospitality in Romania.

Conclusion 
To summarize, the decline in customer satisfaction scores presents a critical challenge for the iconic Hotel Transylvania to maintain its esteemed position as Romania's pinnacle luxury hotel. Nevertheless, there exists a substantial opportunity for Hotel Transylvania to leverage its distinguished heritage and dedicated staff to reverse this downward trend through a comprehensive organizational change effort. Effectively executed, this transformation could herald a new era of excellence in Romanian hospitality.

The consultancy report has provided a thorough analysis of the primary factors contributing to declining satisfaction levels, from outdated facilities to gaps in customer service training standards. Strategies grounded in change management theories have been outlined to rekindle the staff's commitment to delivering unparalleled luxury experiences. Modernizing the hotel's amenities and technology to align with current guest expectations is crucial. Implementing a multi-layered framework to monitor progress will ensure that improvements are lasting and not merely temporary boosts in enthusiasm. With the wholehearted commitment to a vision of service excellence from both executive leadership and frontline staff, Hotel Transylvania is poised to rejuvenate its culture and excel in the dynamic landscape of luxury hospitality. By refocusing on the guest, enhancing training, processes, and technology, Hotel Transylvania can offer personalized, memorable experiences that blend luxurious service with its timeless elegance. This transformation requires a significant upfront investment in updating facilities, systems, and staff skills. However, the long-term benefits of restoring Hotel Transylvania's status as Romania's most prestigious hospitality brand will be invaluable, reflected in enhanced brand reputation, market positioning, guest loyalty, and financial success.

Hotel Transylvania has a robust organizational foundation and a workforce eager to support this change. By valuing staff and reemphasizing the customer experience, this cherished icon of Romanian hospitality is set to thrive for centuries to come. The time for action is now—to reclaim Hotel Transylvania's distinction as Romania's premier luxury hotel through unparalleled service that creates lifelong guest memories. The strategies outlined provide a clear roadmap to restored prestige.
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Terrible

This should be a two star hotel .... The bed sheet were not
clean!!  was trying to sleep but | couldn't because of
background noise!
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"Worst hygiene for a 4" hotel"

The hotel room was gross and it smelled. | had to change
rooms and even then the cleaning was terrible.

nev nave issues with their cleanino statt who are untrained
and compete'v care ess. lhev eave stains

on tables, never wipe dirt or vacuum the floor and they also
forget to put replacements such as cups or sanitary bags or
fresh towels instead of the used ones. | spoke with one of
the cleaning staff and she said

the hotel asks them to clean with a towel and water and
they don t provide cleaning products so the

"sanitized" remark is actually false. Anyways this was
uncomfortable to stay in as the rooms are not sound proof
and the beds + pillows are old. The breakfast food has a
good variety but doesn't taste
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Galbraith's Star Model™ — Slide

Template

PEOPLE (skilisets/mindsets)

Lorem ipsum dolor sit amet, nibh est. A
magna maecenas, quam magna nec qu,
orem nunc. Suspendisse viverra sodales
mauris, cras pharetra proin egestas arcu
erat dolor, at amet.

REWARDS (wmotivation)

Lorem ipsum dolor sit amet, nibh est. A
magna maecenas, quam magna nec qus,
orem nunc. Suspendisse viverra sodales
mauris, cras pharetra proin egestas arcu
erat dolor, at amet.

pv

REWARDS

presentationgo

STRATEGY (pirection)

Lorem ipsum dolor sit amet, nibh est. A
magna maecenas, quam magna nec qus,
orem nunc. Suspendisse viverra sodales
mauris, cras pharetra proin egestas arcu
erat dolor, at amet.

STRUCTURE (power)

Lorem ipsum dolor sit amet, nibh est. A
magna maecenas, quam magna nec qu,
orem nunc. Suspendisse viverra sodales
mauris, cras pharetra proin egestas arcu
erat dolor, at amet.

PROCESSES (information)

Lorem ipsum dolor sit amet, nibh est. A
magna maecenas, quam magna nec qus,
orem nunc. Suspendisse viverra sodales
mauris, cras pharetra proin egestas arcu
erat dolor, at amet.
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* What organisational benefits resulted from the
training?

* To what extent did participants change
their behaviour back in the workplace
as a result of the training?

* To what extent did participants
improve knowledge, skills and
change attitudes as a result of
the training?

Level 2: Learning

* How did participants
feel about the training
programme?
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“God awful”
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arikdeylan (2 reviews)
Woodland, California

They ended up putting me in a shared room. How
terrible is that. | had to share the bathroom with a
poltergeist. It wasn’t so bad at first. But after a while, it
became tedious...




