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Abstract 
The study examines how menu diversification influences customer satisfaction and revenue generation for the Ibis Wembley Park Hotel. The research is considered a case study, and based on the findings, it examines the role of a diverse meal offering in improving the F&B Department’s experience and revenues for the hotel. The methodologies entail questionnaires, interviews, averages, means, and customer feedback reviews to find the relationship between the menu, satisfaction level, and sales revenue. In these studies, it emerges that the availability of sufficient menu variety increases customer patronage and loyalty, as well as sales. Policy implications need to be made to enable the firm to expand menu options to increase customer satisfaction and improve the firm’s profitability. The report recommends enhancing decision-making strategies, increasing guest satisfaction, and consequently boosting consumption while strategically positioning it for success within the hospitality industry context.
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ENHANCING CUSTOMER SATISFACTION AND REVENUE THROUGH MENU DIVERSITY: A CASE STUDY OF THE IBIS WEMBLEY PARK HOTEL
[bookmark: _Toc168094826]Introduction
The hospitality industry's ubiquitous nature involves seeking new ways of improving customer experience and sales. The Food and Beverage (F&B) Department effectively operates to foster strong guest connections, which is imperative. The department is essential as it directly interacts with guests, thus ensuring a great experience. Menu diversity in London reflects the city's rich cultural mix, offering a wide range of global cuisines. One can find everything from traditional British dishes to exotic foods from Asia, Africa, and beyond. This variety allows Londoners and visitors to enjoy a unique and diverse dining experience. Hotels need to understand how different menus can be provided to satisfy the customers’ taste buds and improve customer satisfaction. The restaurant's revenue can also increase eventually.
Located in Sat Nav Use, HA9 0HB, London, the Ibis Wembley Park Hotel is in a busy region, and the establishment hosts a diverse population of guests and has prosperous and competitive F&B services. This placement research report aims to uncover the effect of menu options on customer quality and F&B Department revenue per sale at the Ibis Wembley Park Hotel. The methods are intended to ensure that the study can present exhaustive evidence of how menu diversity impacts customers and financial performance (Arsel, Crockett, and Scott, 2022). Therefore, this research will be significant in assisting the hotel in enhancing the manager’s decision-making and customer satisfaction with menu selection in the F&B sector, aiming to improve overall consumption at the Ibis Wembley Park Hotel. The study aims to prove that Enhancing menu diversity at the Ibis Wembley Park Hotel improves customer satisfaction and boosts F&B revenue by catering to diverse guest preferences.
[bookmark: _Toc168094827]Literature Review
New trends and concepts are always embraced in the hospitality industry to suit the needs of various consumers. One of the latest trends is the increased variety of meals offered at hotel businesses; flexibility in choice leads to better guest satisfaction and more significant revenues (Dube and Renaghan, 2020). This paper aims to evaluate the depth of manoeuvre identified as menu diversity within the context of the Ibis Wembley Park Hotel within the hospitality industry.  This paper surveys recent studies to determine how a diverse menu can drive higher guest satisfaction and revenue returns. 
[bookmark: _Toc168094828]Menu Diversity and Customer Satisfaction
Satisfaction is among the most critical parameters that may dictate the success of commercial hospitality ventures. Similarly, Kim et al. (2021) support the role of the diversity and accuracy of recommender systems in recommending products, as customers are more satisfied when they are exposed to products of their choice. This principle holds capacity in hotels regarding the menu options available for guests (Ioannidis et al., 2021). This would provide varied options that can suit a wide demographic of clients in terms of preference and nutrient consumption, ensuring repeat business. Menu specialisation helps the customer and improves customer satisfaction because an accurate hotel meal selection stimulates guests to return to the hospitality industry.
Therefore, at the Ibis Wembley Park Hotel, the decision to incorporate various menu choices offers the best opportunity to satisfy the diverse customer palates of the global community (Sara and Fajardo, 2023). For example, providing a diverse selection of food choices, such as vegan, gluten-free, or vegetarian, could increase the overall satisfaction of the dining service. As identified by Handayani, Wibowo, and Laksono (2021), menu options, product quality, and promotion positively impact purchases. This hints that a diverse menu prepares you for the market by satisfying current and other clients and increasing revenue.
[bookmark: _Toc168094829]Impact on Revenue
Research work done on the aspect of menu diversification for revenue generation has also found some upliftment. In their study, Cai, Ding, and Legendre (2021) examine the acceptance of unfamiliar but sustainable menu options. They find that glossing over other overlaid sales tactics may reduce customers’ reluctance towards unfamiliar food. When clients are offered a range of different and innovative cuisines, they get curious, and their demand can increase (Shah, Yan and Qayyum, 2022). For the Ibis Wembley Park Hotel, this approach is relevant as the business can intervene with the help of various marketing methods that will enhance its menu variety and boost overall sales.
Furthermore, expanding the knowledge of AI-driven technology applications on the menu and customer interaction, as Milton (2024) described, may also add to revenue. For instance, AI can help hotels determine suitable menu options that follow their customers’ tastes and preferences and anticipate future trends. For example, a case could be in deciding which dishes are likely to be preferred by different customers, which would help the Ibis Wembley Park Hotel cut down on its list of dishes and add more appealing new dishes. This way, customer satisfaction is enhanced, and optimum sales are attained. 
[bookmark: _Toc168094830]Sustainability and Menu Diversity 
Jawabreh et al. (2018) explore how sustainability is slowly but surely making its way to the top of most restaurant industry priorities, and rightfully so, as it has been noted that consumer demand for healthier, locally sourced, and eco-friendly food options is on the rise. Milton II (2024) explains how AI can save energy, minimise food loss, and support sustainable ingredient procurement within hotels and restaurants. This, in turn, makes it possible to appeal to customers sensitive to environmental pollution by making proper menu changes to include sustainable meals. By so doing, the Ibis Wembley Park Hotel can capitalise on this by touting its responsibility for sustainable actions while offering various green options on the menu (Verma and Bharti, 2023). This also attracts guests who emphasise the conservation of the environment, besides improving the hotel's image as a company.
Environmentally Sustainable Practices help attract conservation-conscious customers and go a long way toward building the hotel's image as a responsible business venture. Using sustainable but unfamiliar menu options, as highlighted by sustainable food service management literature, including Cai, Ding, and Legendre's 2021 study, can deepen the hotel's sustainability agenda. Strategically and elaboratively, the hotel can persuade customers to embrace these dishes, thereby reducing the waste produced. It would be the concept being promulgated as a two-fold emphasis on diversity and sustainability, which must be the unique selling point for the Ibis Wembley Park Hotel, providing a clear and notable point of differentiation among competing hotels and targeting the increasing numbers of environmentally aware travellers successfully. 
[bookmark: _Toc168094831]Technological Integration and Customer Experience 
The incorporation of high-end technology like artificial intelligence in menu formulation and customer relations has a very crucial role in boosting sales while at the same time improving customer satisfaction. Milton (2024) presents an overview of how service innovation with artificial intelligence plays a significant role in the hotel F&B industry moving towards individualised dining and automation. For instance, at the Ibis Wembley Park Hotel, innovative applications such as artificial neural networks may allow the selection of suitable 'Set Menu' options based on the guest profile, thereby improving guest satisfaction with meals consumed during their stay. In addition, AI can help monitor inventory and prepare time-optimised meals to prevent lamb, goat, rabbit, beef, fish, seafood, or other types of food from perishing while other foods are still fresh (Siregar and Daud, 2024). Similarly, not only does this kind of technological incorporation increase customer satisfaction by providing a delicious dining culture, but it also boosts the logistical proficiency of the hotel, making it cheaper to maintain. Therefore, choosing AI to enhance inventory and food preparation effectiveness improves live production, saves costs, and provides consumers with new, fresh, and diverse meals, leading to their satisfaction. 
[bookmark: _Toc168094832]Challenges and Recommendations 
However, the strategies formulated for implementing menu diversity point to several challenges. As Cai, Ding, and Legendre (2021) specified, customers might resist trying different or new menu offerings. To this end, the Ibis Wembley Park Hotel may use promotional and informed consumer approaches to market new offerings as appropriate. To overcome the probability of rejection, customers may be provided with samples and descriptions of the product's health and sustainability-conscious benefits. Furthermore, writing a diverse menu means that the supply chain must be on its toes, and the staff must receive constant training on improving their service (Carino et al., 2020). The hotel should also ensure a good relationship with these suppliers regarding providing various ingredients. The staff in this hotel also needs to be qualified to make multiple meals that could satisfy the customers. This can be achieved by investing in advanced technologies such as AI to improve the food supply chain and implementing training programmes for culinary staff in the restaurant segment throughout the year.  
Hence, menus are a significant factor in meeting customer expectations and increasing overall sales in the hospitality industry. Through selling menu services, such as staple repeated commodities that accommodate diverse consumer tastes and preferences and special diet requirements, market entities like the Ibis Wembley Park Hotel can enhance clients’ perceptions of hotel services, increase consumer traffic, and ensure customer retention (Chen, 2023). The benefits proposed complement the overall service delivery because of the integration of artificial intelligence technologies that aim to deliver customised service to guests, efficient services, and, more importantly, responsible tourism. Yet, these programmes can only be implemented by overcoming obstacles concerning customers' acceptance and ways of implementing logistics (Cichosz et al., 2020). Regarding menu diversification, the Ibis Wembley Park Hotel should implement strategic marketing to target more customers and develop effective supply chain management while conducting constant staff training to guarantee that the overall quality of service is satisfactory to customers and cost-effective for the hotel. 
[bookmark: _Toc168094833]Theoretical Framework
This paper has drawn on several fundamental theories underpinning the approaches to examine menu diversity influencing customer satisfaction and revenue in the hospitality industry. According to expectancy-disconfirmation theory, there is a gulf between customers’ expectations that ought to exist and be experienced between the two (Jia, Liu and Zhang, 2024... Customers are always enticed by variety, and by expanding this hotel’s buffet, the Ibis Wembley Park Hotel could potentially secure more loyal customers than ever. The service-profit chain model correlates internal service qualities with employee satisfaction, which again corresponds with customer satisfaction and loyalty, resulting in increased revenues (Zeglat, Shrafat and Al-Gasawneh, 2024). The multideck operation makes the menu selections richer and more exciting, making the F&B operational units more popular. The theory of planned behaviour theory posits that behaviour originates from intentions, and the intention, in this case, is determined by attitudes, subjective norms, and perceived behavioural control. Therefore, this review concludes and recommends that the availability of a diverse menu can help support improved customer attitudes and perceptions to exercise patronage and crave the disks, ultimately helping drive higher revenues. The resource-based view focuses on context-specific assets and their use for attaining competitive advantage. An optimal combination of perishable and non-perishable food products creates a competitive advantage, strengthening the market position and improving the financial results of the Ibis Wembley Park Hotel due to the heterogeneous nature of the dining choices.
[bookmark: _Toc168094834]Methods
[bookmark: _Toc168094835]Case Study Methodology
Case study research stands for a qualitative approach to research that provides loads of information within a natural environment or situation. This research method is appropriate for this study since it assesses the effects of culture on the teams and guests’ experiences at the Ibis Wembley Hotel housekeeping department (Yin, 2018). distributing the questionnaires, conducting interviews, and analysing the collected data; evaluating the current menu suggestion; rooting for the customers' comments and observing certain ones.
The limitation is that the researcher may get too engrossed with the research study and the findings; hence, a bias may occur as the researcher makes up some results independently (Santoso, 2023). The research involved several critical stakeholders within the food and beverage department at the Ibis Wembley Park Hotel. Customers were surveyed about their satisfaction with menu diversity and their recommendations for enhancements. Frontline employees were interviewed to gather insights into customer feedback and operational challenges (Gal, Yagil, and Luria, 2021). The kitchen crew provided their perspectives on menu planning and execution difficulties.
[bookmark: _Toc168094836]Questionnaires and Surveys
Self-administered questionnaires were developed and employed to solicit data about the perceptions of operational aspects of menu diversity from both the employees of the eating establishments and the customers. The technique is beneficial as it enables one to observe body language (Meirte et al., 2020). Shop and restaurant visitors were questioned about their satisfaction with the menu choices and their suggestions for improvements.
[bookmark: _Toc168094837]Conducting Interviews
This study involved interviews with frontline employees, the kitchen staff, management, and patrons in the restaurant where the researcher worked. The receptionists recounted how customers reacted to specific ideas, while the data gatherers elaborated on challenges at the working front (Kirmikil, Terzioğlu, and Durgut, 2021). The kitchen staff expanded on how planning and implementing the menu are challenges. This management also provided critical insights into menu planning and how it relates to the different financial factors in the organisation (Adeoye-Olatunde and Olenik, 2021).
[bookmark: _Toc168094838]Secondary Data Analysis
This study uses one of the essential research tools that are most common among investigations of this type. The definition of secondary data: Secondary data is another research data collection method that the researcher acquires, but with a different aim at their disposal to use it for some reasons (Warsen, 2022). This procedure is particularly advantageous in case studies because it relieves the researchers from the tedious process of collecting data from the beginning while enabling them to utilise a plethora of information from other sources. Sales data were collected and analysed to assess the impact of menu diversity on revenue development (Nivornusit, Kraiwanit, and Limna, 2024). The analysis focused on identifying revenue patterns before and after implementing a varied menu. Statistical tools were used to measure the correlation between menu changes and sales performance, providing a quantitative basis for evaluating the effectiveness of menu diversity.
The research relied on several forms of secondary data, including, but not limited to, publication industry, journal papers, annual reports, Ibis Wembley Hotel records, and documentation. One advantage of secondary data analysis is that it is easy to collect precise and accurate data that would otherwise be difficult to obtain. However, when the data were not collected for our study purposes, this strategy limited our chances of determining whether they were accurate, systematic, or relevant (Logan, 2020). For this reason, it was essential to pay particular attention to the current study while attempting to uncover suitable and credible data sources.
[bookmark: _Toc167804164][bookmark: _Toc168094839]Case Study Discussion
[bookmark: _Toc168094840]Overview of the Ibis Wembley Park Hotel
The Ibis Wembley Park Hotel is one of the most critical hospitality organisations. It is at Wembley Park in London, next to Wembley Stadium. This is similar to a low-cost hotel and is a member of the AccorHotels company, which has most hotels in many parts of the world under various categories. This is the idea that the Ibis hotel brand is all about comfort, accessibility, and affordability (Arapou and Kapiki, 2023). Their hotels are always perfect for everyone searching for a hotel that will give them great value for the money they spend. What's more, one more advantage of the hotel is its proximity to Wembley Stadium and Arena, where various events and weddings are held, so guests coming to watch the event can spend the night at the hotel.
[bookmark: _Toc168094841]Descriptive Information
[bookmark: _Toc168094842]Turnover and staffing
Ibis Wembley Park Hotel's gross sales revenue is characteristic of the overall turnover of the no-frills hotel competing in the local markets. It employs over fifty workers to perform diverse duties like reception, cleaning, maintenance, food and beverage, and office workers (Asif and Fazel, 2024). The workforce is quite diverse, while, to some extent, it is possible to state that the working culture can also be rather diverse. Therefore, Ibis Wembley Park Hotel's turnover mirrors its own, and it is supported by a diverse workforce spanning various essential roles.
[bookmark: _Toc168094843]Branches and Locations
The hotel operates under the AccorHotels umbrella at several points across the globe. As one of the many Ibis hotels in London, Ibis Wembley Park is indeed one of the hotels offering unique features to different travellers. Ibis also has an excellent geographical distribution framework, which means that it has positioned itself in most of the strategic areas in these countries and other possible travel jackets, hence adding to the attributes of the Ibis brand (Chevalier and Mazzalovo, 2021).). Therefore, with its strategic global positioning and unique offerings, Ibis Wembley Park is a beacon of hospitality under AccorHotels.
[bookmark: _Toc168094844]SWOT Analysis
[bookmark: _Toc167804170][bookmark: _Toc168094845]Strengths
Ibis has more robust brand recognition, especially when positioned within the low-cost hotel offering chain, because of the marketing and consumer reward platforms offered by the AccorHotels group. The establishment has many passersby, especially fans attending Wembley Stadium and Arena, and other tourists. Price strategies are also volatile, positioning Ibis as a hotel ideal for price-sensitive travellers (Residata et al., 2023). Further, the services offered help ensure customers get the same service when patronising this hotel. Chen (2023) noted that supermarkets need to deliver standardised service to all their customers, indicating that supermarkets will always be ready to serve their customers how they prefer to retain them.
[bookmark: _Toc168094846]Weaknesses
It has a significantly smaller number of amenities provided for guests, like restaurants, bars, entertainment areas, and shopping malls, as it has set itself up as a low-budget hotel called Ibis Wembley Park. Some of the negative attributes of lodging establishments highlighted in this study are adverse factors that guests, including those who are family-oriented or those who may be using the hotel as their base for carrying out their activities, may consider in choosing their accommodation (Dang-Van et al., 2023). Moreover, the operation cost depends on the occupancy level, which correlates to occasions at Wembley; hence, the price will likely be high during a particular season.
[bookmark: _Toc168094847]Opportunities
They felt they could gain more clients in business travel by enhancing hotel services, particularly meeting and conference services (Ali et al., 2021). Sustainability may be suitable for eco-conscious people when travelling, and enhancing gadget examination and bright accommodations can improve the services (Jawabreh et al., 2018). Therefore, prioritising enhanced hotel services, particularly meeting and conference amenities, can attract more business travellers, especially eco-conscious ones, fostering sustainability.
[bookmark: _Toc168094848]Threats
Competing hospitality services industries are firmly established in London so that tourists can choose more or less expensive services (Kryukova and Khetagurova, 2020). This is because, during some periods of the year, economic conditions limit people's ability to travel and thus utilise accommodation facilities, lowering occupancy levels (Luo et al., 2022). In addition, a threat arises from evolving consumer demand and the surging phenomenon of platform accommodations like Airbnb impacting conventional hotel usage.
[bookmark: _Toc168094849]PEST Analysis
[bookmark: _Toc168094850]Political Factors
Politics can significantly impact the operating environment of the hospitality industry. Their policies concern food and beverage regulation, healthcare, hygiene standards, and employment legislation that apply to the Ibis Wembley Park Hotel. Mihai et al. (2023) note that shifts in rules and policies can impact menu and supply options and the expense structure. Moreover, due to Brexit, there have been modifications in the import-export policies, which may affect the food variety and cost of products, affecting menu diversification.
[bookmark: _Toc168094851]Economic Factors
Inflation rates, exchange rates, and economic growth affect customers’ ability to purchase products and hotel cost structures (Mukherjee and Sanyal, 2024). This might mean that consumers will likely spend more on food prepared at home during a recession, hence calling for the hotel to set reasonable meal prices. On the other hand, during economic growth, there could be chances to introduce more expensive menu prices that could increase revenues.
[bookmark: _Toc168094852]Social Factors
Social factors include customer trends and expectations that continue changing over time. The global trends are shifting towards healthy diets, choosing environmentally friendly foods, and increasing the variety of meals (Tilton et al., 2024). The Ibis Wembley Park Hotel must consider these trends while altering its menu to accommodate health-conscious customers and vegan and vegetarian consumers and include cuisines relevant to the multicultural Wembley landscape. Awareness of these social changes and how best to address them can go a long way toward improving the situation.
[bookmark: _Toc168094853]Technological Factors
Technology plays a vital role in improving the kitchen work and the overall dining experience for the customer. For instance, modern kitchen equipment can increase the food production rate and the food quality. At the same time, digital menus and online ordering systems can enhance customer convenience. Also, by analysing data and information, the hotel can identify what customers want and provide it in the menu (Wang et al., 2023). Technology also helps maintain a diversified menu in food safety and inventory management, which is inevitable for any restaurant. The change process in the hotel industry focuses on web-based booking services and digital marketing. Moreover, with developments like IoT and proper communication with the support of artificial intelligence, EIS is essential for innovating guest functions and management in general for hotels.
[bookmark: _Toc167804175][bookmark: _Toc168094854]Competitor Analysis
It was impossible not to note that this hotel exists in a competitive environment where other hotels are located close to provide similar services.
[bookmark: _Toc167804176][bookmark: _Toc168094855]Direct Competitors
Other related services, such as Hilton London Wembley and Holiday Inn London Wembley, share similar positioning-taking services and products almost identical to those of Wembley Plaza. These hotels also use the opportunity to market their proximity to the Wembley Stadium and Arena by marketing their ability to host guests attending events at this landmark facility (Vrondou, 2023). Key competitor factors for Ibis Wembley include the pricing strategies, the loyalty programmes adopted by competitors, and other key constituents of the competitive environment known as USPs, or Unique Selling Propositions.
[bookmark: _Toc167804177][bookmark: _Toc168094856]Indirect Competitors
This follows the accessibility of new trends in accommodation since June 30, 2015, such as Airbnb, which threatens traditional hotels. Affordable and offering varied accommodation forms, these platforms create unique lodging solutions (Mody et al., 2023). To address this, Ibis Wembley aims to deliver exceptional service quality, safety, and extra facilities that set it apart from these options.
[bookmark: _Toc167804178][bookmark: _Toc168094857]Strategic Responses
Moreover, brand awareness and image remain the significant focus for Ibis Wembley, while the consistency of product quality remains the critical competitive advantage. One of its strategies is using the loyalty programme Accor Live Limitless (ALL) to encourage repeated patronage (Bardukova, 2023). By unceasingly improving its sustainable initiatives, the hotel caters to the increasing niche of environmentally friendly tourists (Sangmanee, 2020). Moreover, using marketing strategies that include advertisements to people concerned and collaboration with one of the event promoters of Wembley Stadium facilitates occupancy during specific events.
[bookmark: _Toc167804179][bookmark: _Toc168094858][bookmark: _Toc167804182]Netnography 
Netnography is where consumer research is over the internet, and this consumer concentrates more on the consumer's communication (Nascimento, Suarez and Campos, 2022). For Ibis Wembley Park Hotel, this consists of compiling and evaluating the comments on open internet properties such as TripAdvisor, Google Reviews, and any post on social media platforms relevant to the hotel company. Fortunately, many of the comments provided are positive and can be classified under the areas of the hotel location, manners of the staff, tidiness of rooms, and other regions. Unfortunately, critics focus on two primary concerns, including tightly pinched rooms and a vast array of services that cannot be offered to guests (Cronin and Nagel, 2024). This information helps understand the appropriate marketing strategies for reaching out to guests and ensuring services are delivered per the guest's requirements and demands. 
[bookmark: _Toc167804185][bookmark: _Toc168094859]Location and Cultural Context
Ibis Wembley is located in the Wembley district of London and is known for its historical and cultural facilities. The hotel's reputation as being easily accessible to Wembley Stadium, a historic site famous for hosting several sports events and concerts, makes it a strategic choice for clients attending such events (Milton, 2024). Furthermore, near the Power Station, the SSE Arena facility organises different entertaining activities that are attractive to hotel guests.
[bookmark: _Toc167804186][bookmark: _Toc168094860]Geographical Context
London Underground and National Rail services are the essential amenities available at Wembley, with options for transport to other parts of London, including the central business district (Kumar and Ekka, 2024). Such a concept is applied because the area around the hotel comprises retail stores, restaurants, and any other entertainment that a guest may require, making the guest's overall experience as comfortable as possible.
[bookmark: _Toc167804187][bookmark: _Toc168094861]Cultural Context
The diversity of the cultures is visible through the available restaurants and shops and the different community activities and events being held (Ramanathan et al., 2023). These ideas make it easier for the hotel to meet the needs of its customers since it will be dealing with a multicultural audience. It also offers tremendous support for community-powered events and activities, thereby developing a good relationship with the community around it. 
[bookmark: _Toc168094862]General Discussion
Therefore, The Ibis Wembley Park Hotel is part of the AccorHotels family. It has established itself as an influential player in the hospitality industry, delivering affordable and comfortable accommodation in Wembley, London, near the famous Wembley Stadium. Stressing the comfort of the price, the establishment attracts budget-conscious guests, including those who come to watch the events at the stadium and the arena (Polat and Aktaş-Polat, 2020). It lacks recreational facilities, but the advantage of this hotel is that its location in high-traffic areas of Paris helps to draw large crowds and is backed up by a good reputation and customer rewards programmes from Accor like Accor Live Limitless (ALL). 
Economically, the hotel creates a lot of revenue since it is empowered with a diverse staff requirement to support its services (Kyei-Frimpong et al., 2024). Technological breakthroughs, coupled with its broad geographical coverage as part of AccorHotels, position it in strategic geographical locations. However, there are some threats to Ibis Wembley Park Hotel; these are the direct competitors, which include Hilton and Holiday Inn, and indirect competitors from other industries, which include Air BnB. SWOT and PEST analyses reveal critical insights that the strengths include a well-established brand and an effective and efficient pricing strategy; its weaknesses are the few amenities it offers and the high operating fixed costs borne from occupancy expenses (Dang‐Van et al., 2023). Mishaps/Strengths: Business travel services that can be upgraded and corporate sustainability. Management Opportunities: Competitive pressures and changes in the economic cycles. Business Travel Services and Sustainable Management Threats:
On the strategic implementation side, the hotel's significant strengths are the loyalty programme and sustainable actions that have been helpful in the attraction and retention of guests. Marketing initiatives include partnerships with event organisers and advertising campaigns to ensure the facility remains occupied whenever an event occurs (Milton, 2024). In terms of overall perceptions, more guests voiced their positive experience regarding the location and staff; however, four guests complained about the size of the room and the limited services offered (Buhalis and Moldavska, 2022). Therefore, despite continuous challenges from ever-shifting markets and customers' appetites, the Ibis Wembley Park Hotel leverages its location, successful branding, and sustainability within the hospitality structures.
[bookmark: _Toc168094863]Theme Exploration
Food and beverage menus significantly affect customer satisfaction and revenues in the hospitality industry. The idea includes the composition of the restaurant’s offer, the use of the diversification of cuisines, the possibilities of addressing food restrictions, and the critical innovation/conservatism ratio (Vrondou, 2023). This assignment will critically evaluate the effect of menu diversity on customers’ satisfaction and the impact on the revenue of the placement hotel, using scholarly works to inform the discussion and then the example of the placement hotel. Therefore, areas of growth and enhancement will also be required.
[bookmark: _Toc168094864]Understanding IPT and Creating Truly Diverse Menus
The general subject of menu specialisation is complex, profoundly impacting consumer understanding and company viability (Yong et al., 2024). It is worth noting that menu diversity is also valuable for substantially increasing customer satisfaction because customers are presented with several variants to suit their demands, as characterised by Viglia and Abrate (2020). This could be advantageous, especially where the business has a lot of outlets, as more customers can be pulled in because of this, and they would be more likely to return for more services or products. Similarly, Polat and Aktaş-Polat (2020) have noted that offering a diverse range of food benefits customers because it helps them feel that they get value for their money, which is a critical component of satisfaction. Gastronomy comes from combining food with art, pleasure, taste, and science. In addition to food itself, the experience of the culture that food belongs to also directs people to rural areas, regions, and countries, making food an essential tourist attraction. 
Another valuable issue is cultural appropriateness's role in determining a list of products to be served as meals. Research points out that including a diverse menu could create interest as it provides new and genuine types of meals that are not commonly eaten (Park and Widyanta, 2022). Park and Widyanta (2022) shed light on our limited understanding of destination foodscapes with commercial food tourism activities, providing implications for gastronomic destination management, especially for emerging Asian gastronomic destinations. This has been supported by the theory of gastronomic tourism, which is partly centred on the food offered and the experience sold to tourists (Batat 2021). Hence, menu diversity meets the needs of local customers and foreign guests searching for new and regional tastes.
There is an explicit dependency between the revenues and the level of satisfaction of customers (Nurdiani et al., 2024). This argument validates the notion that customers are likely to return to or refer others to establishments that have favourably impacted them or their experiences in one way or another because menu diversification can directly impact revenue. Filimonau (2023) stated that, through the adjustment and availability of a set or combined menu, customers could have an extensive check by ordering more dishes. Further, when to-go menus include particular dietary restrictions, such as vegan, gluten-free, or halal, they appeal to a specific audience. Thus, their patronage is likely to be loyal to, for instance, Lee and Lee (2023).
Menu Diversity at the Placement Hotel: Analysis and Context When analysing environmental communication, some factors should be considered. While it is evident that environmentalism is good, many people today still think of it as bad (Ojala et al., 2021). This is because so many people still frame environmental communication negatively. Control of environmental communication There are so many institutions that influence environmental communication, and currently, very few are independent of global environmental management institutions.
The hotel under research interest is a chain of luxury hotels with a vast portfolio of F&B outlets. The hotel's range of food and beverages can be illustrated by the number of restaurants and bars, a formal fine dining restaurant, a cafe, and a lounge that offers international and local foods and beverages (Nanayakkara and Krishna,  2024). Notably, food scientists, technologists, and engineers must look at eaters through the prism of consumers, who are human beings in all their rich social and anthropological diversity (Amorim, Laurindo, and Sobral, 2022). This diversity has been established to ensure that there is a variety of meals to suit the different needs of the customers and to reduce complaints about the meals served. 
The restaurant has a variety of meals available, which change with the season; the restaurant also offers dishes of Italian, Japanese, and Indian origin, with some delicious delicacies originating from the region (Amorim, Laurindo, and Sobral, 2022). This flow lets people taste the chef’s cooking skills and offers the opportunity for guests with different eating experiences. From the data gained through customer satisfaction surveys and people’s comments about dining experiences on the Internet, customers feel that the types of foods are suitable and add value to the experience (Mathayomchan and Taecharungroj, 2020). This positive feedback is seen through high scores in customer satisfaction and high revisit rates, pointing towards the reality that menu diversities are vital to the restaurant’s ability to deliver to the customers' expectations.
The casual café emphasises the choice of healthy and special diets, such as vegan or gluten-free, low-calorie diets. They were spending more on healthy or exciting products and products for organisational reasons catering to their unique needs and concerns. Thus, meeting these needs helps the hotel serve more clients while differentiating itself from competitors who may lack such a versatile offer (Amorim, Laurindo, and Sobral, 2022). This service line is appreciated by the hotel guests, especially during their breakfast and lunch meals, thus significantly contributing to the hotel's revenue. Therefore, the café's commitment to diverse dietary preferences enhances customer satisfaction, broadening its appeal and revenue streams. By prioritising health-conscious and speciality options, it not only meets the needs of its guests but also distinguishes itself in a competitive market. Such initiatives bolster the hotel's reputation and financial success.
In the case of a hotel, one can examine an example of how menu diversity influences such a place, namely the bar. It offers a multitude of cocktails, plenty of wine and beer options, appetisers, and multiple finger foods. It indicates that incorporating local products and traditional dishes to prepare the bar's meals creates value by allowing guests to get a taste of the cultural setting at the bar (Polat and Aktaş-Polat, 2020). The bar is customer-centric, with a unique offer of food and beverages; thus, many customers from outside the hotel promote the sales within the hotel, hence the profitability of the hotel business. Although the current hotel menu's diversity is good enough, other aspects can be improved to improve hotel customer satisfaction and revenue.
[bookmark: _Toc168094865]Enhanced Personalisation and Customisation
There is also the need to involve Kleen Kream in considering the idea of product differentiation, specifically the personalisation of menu services, seasonal options, and even the times of the day. The hotel can use technology like digital menus and menu ordering through applications; thus, the hotel can recommend items that the guest has used from the hotel or products that the guest is allergic to (Kumar and Ekka, 2024). This level of customisation benefits the restaurant by promoting improved satisfaction and revenue from guests, who can be guided in their selection to try something new and exciting. Wang and Chou support this thesis by stating that such programmes create value for clients and increase their intent to purchase food offerings.
[bookmark: _Toc168094866]Sustainability and Local Sourcing
Another area that was seen to have a great opportunity was the concept of sustainability and locally sourced products, which were not considered adequately. This is because consumers who prefer locally produced, organically sourced, and sustainably produced foods would be attracted to hotels with these attributes, enhancing the hotel's status. This approach is in line with the current trend in the hospitality industry, where sustainability is one of the most important factors consumers consider while purchasing (Jones, Hillier and Comfort, 2016). Branding local foods also gives the guests a taste of the local culture, thus augmenting satisfaction levels.
[bookmark: _Toc168094867]Culinary Events and Experiences
To add value to this aspect, the hotel could introduce theme nights and offer customers the chance to taste unique dishes, invite them to take cooking classes, taste wine, or dine at a table. Such occurrences can bring about aimed service encounters that clients, whether hotel guests or the local public, can avail themselves of. Experiential dining may increase customer visits and profitability because of the impact of etiologic communication. 
[bookmark: _Toc168094868]Improved Dietary Accommodations
It is impressive that the hotel has many dishes that are considered part of the guests’ dietary restrictions. Still, there is room for improvement regarding their visibility and how they inform guests about them. Highlights of different compartments when ordering certain foods and descriptions of food dishes can assist customers in choosing what to eat and increase the likelihood of their satisfaction (Kumar and Ekka, 2024). This transparency can help the company improve guests' satisfaction level with special dietary requirements, making it easier for them to find suitable meals.
[bookmark: _Toc168094869]Feedback and Continuous Improvement
Customer feedback is critical for regular improvement and should be collected and analysed frequently. Feedback from the guests should also be gathered comprehensively so that the hotel can understand what customers want and need concerning meals (Dang‐Van et al., 2023). It can also detect specific patterns that customers have by looking at what they order, hence helping in formulating a constantly shifting and adapting menu to suit customer preferences. Morgan and Rao note that feedback can improve service quality and customer satisfaction; competition thus incentivises consumers to participate in feedback initiatives.
Therefore, increasing menu diversity becomes a best practice related to the probability of customer satisfaction and the food and beverage department's overall revenue generation for the placement hotel (Talukder et al., 2023). As noted in the body of knowledge, this is an area of focus to ensure a diverse menu that suits customers regarding their preferences, health requirements, or social background. The present trend of the placement shows that the hotel has a very robust menu that has further opened different menus and outlets, followed by good customer sentiment. Thus, several areas of improvement could benefit from further growth (Shaturaev, 2021). These are emphasising customers’ individuality, making programmes long-term and stable, raising awareness of culinary events, better catering to specific diets and dietary restrictions, and offering practical feedback tools. To expand on this, one may identify the following areas in which the hotel can increase menu diversification and, thus, customer satisfaction and revenue: 
[bookmark: _Toc167804210][bookmark: _Toc168094870]Conclusions and Recommendations
[bookmark: _Toc167804213]A sample survey conducted to determine the impact of menu variety on client satisfaction and revenue has produced the following findings and recommendations in conjunction with the Ibis Wembley Park Hotel: Specifically, this study sought to analyse the range of different menu options, compare and contrast consumer satisfaction and preference levels; manage diversity about revenue level; and explore ways of improving and further developing the range of menu choices. The findings also support the hypothesis that menu differentiation is crucial to customer satisfaction and sales generated in the F&B sector. According to Park and Widyanta (2022), some benefits may significantly lead to customer satisfaction, and these include offering a diverse menu, which is highly recommended. It can help establish a wider audience and bring more consumers through word-of-mouth. Likewise, Polat and Aktaş-Polat (2020) observed that an increase in food offerings can positively impact customers’ perceptions of the restaurant's value for money, affecting satisfaction.  
There is also the issue of cultural sensitivity, which is another aspect to consider when designing menus and ensuring menu diversity. An example is that including different meals on the menu can interest customers since they will feel they are getting new and authentic experiences from the meals served (Milton, 2024). This notion is strengthened by the theory of gastronomic tourism, which makes food the focal point of tourist attractions and adventures. (P. Bardukova, 2023). Therefore, catering to the culinary desires of both the local citizens and the tourists can help add variety to the menu and consequently improve the satisfaction and loyalty of the clients. 
There is general evidence of the link between dimensions of customer satisfaction and their relative impact on revenues—the recommendations aimed to change the menu, which appeared to affect increasing the average customer expenditure. For example, it provides various options for various diets, such as vegan or gluten-free, which can result in future customer retention (Lee and Lee, 2023). In the Ibis Wembley Park Hotel, the menu specialisation unavailability of different food and beverage outlets, including a fine dining restaurant, café, and lounge, has significantly curtailed customer complaints while increasing satisfaction. The innovation of regularly changing ingredients that are associated with the seasonal menus, as well as blends of international cuisine such as Italian, Japanese, and Indian, was positively received by the clients, with most of them re-visiting the restaurant (Masterson, 2021). Another point of interest in the café has been the areas dedicated to healthy and special diets, as this has become a very productive area that has dramatically boosted the hotel’s revenues.  
However, there are some areas of opportunity for improvement to create higher customer satisfaction and sales. The first suggestion is to diversify and personalise meal options and selections. It aids in preparing the meals by using technology in menu boards and ordering online platforms where customers can be recommended meals depending on their order history or their diets. They can enhance satisfaction and make guests willing to try new Foods. These are supported by the conclusion that Wang et al. (2023) reached on the numerous prospects of personalisation of the dining experience. Another opportunity is to integrate sourcing diversity and sourcing with local reference points. The work of such a restaurant, by paying attention to locally sourced organic foods and having sustainable sources for ingredients, might create an image that would appeal to concerned consumers (Kim et al., 2024). This also enhances the guests' satisfaction as they use the local food they have not tasted or used when dining.
The extension of culinary events and novelties that can be offered within the framework of a hotel, from regular theme nights to classes, excursions, and wine tastings, can also increase sales. A study also concluded that experiential dining may increase customer visits and expenditures due to providing a quality experience (Tilton et al., 2024). Another primary focus is promoting awareness of dietary accommodations and how to address this concern effectively. Of course, such overlays with different options for tray availability for specific diets and more precise descriptions of dishes can assist the clients, increasing their satisfaction. 
Lastly, tuning proves critical to establishing an effective feedback system to learn and improve for the organisation's benefit. An effort to conduct surveys on these customers would enable the hotel to develop their preferred meals and reply to the problems that would make the menu better. Indeed, this means a more positive and inclusive approach to feedback to improve overall quality and customer satisfaction. (Morgan and Rao) 
In conclusion, increasing menu diversity is vital for enhancing customer satisfaction and revenue generation in the food and beverage department of the Ibis Wembley Park Hotel. While the current menu offerings are diverse and well-received, there are several opportunities for further improvement (Tilton et al., 2024). Emphasising personalisation, sustainability, culinary events, dietary accommodations, and feedback can help the hotel meet and exceed customer expectations (Kaushal and Yadav, 2021). The hotel can strengthen its competitive edge and ensure sustained growth and profitability by focusing on these areas.
[bookmark: _Toc168094871]Reflective Account
I benefit from the professional observations and experiences I gained during my practical placement at the Ibis Wembley Park Hotel's food and beverage department. The following is a personal reflection on the process of selecting this particular area of research, which also covers my interest in guest-centric encounters and the lessons I learned from the practical training I received.
[bookmark: _Toc168094872]Rationale and Background
These choices of striving to increase a company’s revenue and customer satisfaction by diversifying the menu were guided by my passion for providing the best guest experience (Nair and Pasala, 2023; Simmons and Bibi, 2024.). This passion was ignited during an earlier placement, where I encountered a significant issue: According to the respondents, the luxury brand did not effectively cater for the needs of consumers who required special diets because of medical conditions, as evidenced by the current menu (Vrondou, 2023). This lack of options is evident in the dissatisfaction and frustration of such guests during their stay; it is clear that the Food and Beverage Department lacks a significant service offering.
As a second-year student, I began to unpack and analyse personalised and diverse dining experiences. The wisdom I acquired also stressed the necessity of flexibility in menu gimmicks to ensure customers are served and satisfied beyond expectations (Sun et al., 2022; Memon et al., 2020). It was evident that this type of blanket thinking would not be sufficient to tackle the range and complexity that characterise the hospitality setting at present, given the growing importance placed on diversity and individuality.
[bookmark: _Toc168094873]Observations and Insights
In my placement, I saw that the diversification of the menu affected the rate of customer satisfaction and compliance with revenue recognition standards. As a food production organisation, it proved convenient and rich enough, given the variety of food and beverage options available at the Ibis Wembley Park Hotel (Vrondou, 2023). The specific signature restaurant in the hotel provided exquisite dining options, a café, and a lounge meant to offer a diverse food experience to satisfy the diverse palates of guests with medically restricted diets. Additionally, people said various foods were provided to them, which were very interesting regarding taste and the experiments (Broad, Marschall, and Ezzeddine, 2022). This variety was beneficial in the above area of repeat business because it encouraged customers to return and perhaps try new flavours. This finding supports the conclusion of Siregar and Daud (2024), who pointed out that menu diversity influences consumers' loyalty.
Another feature of the café that catered to modern society’s demands and needs was that they offered healthy and unique diet foods and beverages; vegan, gluten-free, and low-calorie foods were also on the menu (Chen, 2023). I noticed that its target customer base was very loyal, especially those with special nutritional requirements, and they would prefer this café to others who did not exhaust their options the same way this café did. This again emphasised the need for diversification in menus and the need to include everyone in the decision-making processes, not only as a noble act but as a business move that is sure to yield profit in the long run due to customers sticking to the business.
[bookmark: _Toc168094874]Challenges and Learning Opportunities
Despite the successes observed, challenges provided valuable learning opportunities. One significant challenge was balancing offering a diverse menu and managing operational complexities (Schiffling et al., 2022). For instance, introducing new dishes often required additional training for kitchen staff and adjustments in inventory management (Milton, 2024). This highlighted the need for meticulous planning and coordination to ensure that menu diversity does not compromise service efficiency or quality.
Another challenge was the initial resistance from some staff members accustomed to the existing menu. It introduced changes that required training and a cultural shift within the team (Cai, Ding, and Legendre, 2021). It was essential to communicate the benefits of menu diversity clearly and involve staff in the process, fostering a sense of ownership and enthusiasm for the new offerings.
[bookmark: _Toc168094875]Professional Growth and Future Implications
This placement has given me a lot of experience that has helped me shape my future career path. It has helped me gain insight into managing sensitivity within menu selection and see the direct relation between menu variability and customer patronage (Polat and Aktaş-Polat, 2020). Furthermore, it has ensured the relevance of customer satisfaction and the ability to constantly listen to the customers and be ready to adopt some new fad or a preferred type of food.
Ultimately, three key ideas demonstrate the value of a concept that the pandemic has made abundantly clear: personalising the guest experience. Using technological methods like digital menus and naming ordering applications, the hotel can suggest unique foods, making the dining experience unique and prompting guests to try the foods offered by the hotel (Polat and Aktaş-Polat, 2020). This level of personalisation benefits the customer and increases their spending capabilities because the guests are inclined to buy more.
Another notable trend was the focus on sustainable and locally produced food, another trend that has been witnessed. The hotel can add locally produced food, organic food, and foods sourced sustainably to satisfy the eco-conscious clients seeking eating options at the hotel (Wibowo and Laksono, 2021). This approach will be appropriate for the current market's demand trends and, therefore, become competitive.
My placement experience in the Food and Beverage Department at the Ibis Wembley Park Hotel has provided invaluable insights into the importance of menu diversity in enhancing customer satisfaction and revenue generation. The observations and reflections have deepened my understanding of the hospitality industry and reinforced my passion for delivering personalised and inclusive guest experiences. By implementing the recommendations outlined, the Food and Beverage Department can continue to innovate and adapt, meeting the evolving needs of its diverse clientele and ensuring sustained success in a competitive market.
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