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1. [bookmark: _Toc182332633][bookmark: _Toc182332729]Executive Summary
This consultancy report addresses several critical issues faced by ibis Aalst Centrum, a well-established hotel located in Aalst, Belgium. The report identifies key problems impacting the hotel's performance and provides strategic recommendations to enhance service quality, modernise infrastructure, improve online presence, and implement sustainability initiatives. The analysis is supported by data and industry best practices, ensuring that the proposed solutions are both practical and effective. ​
Guest feedback and reviews indicate fluctuating levels of service quality, with common complaints about staff responsiveness and professionalism. The inconsistency in service quality is primarily due to a lack of comprehensive training programs for staff, leading to varied guest experiences. Additionally, the hotel's facilities, including guest rooms and common areas, are outdated, with many amenities not meeting current guest expectations. The ageing infrastructure negatively impacts guest comfort and satisfaction, resulting in lower occupancy rates and repeat bookings.
Analysis of the hotel's digital footprint reveals a weak online presence, with limited engagement on social media and low visibility on travel websites. The lack of a robust digital marketing strategy hinders the hotel's ability to attract and retain guests, especially in a competitive market. Moreover, the hotel currently lacks eco-friendly practices, which are increasingly important to modern travellers. Implementing sustainability initiatives can reduce operational costs and enhance the hotel's brand image, appealing to environmentally conscious guests.
Recommendations include firstly to enhance service quality by implementing comprehensive staff training programs focused on customer service excellence, hospitality skills, and problem-solving. Secondly, to modernise infrastructure, renovate guest rooms and common areas, updating amenities such as high-speed internet, smart room controls, and eco-friendly products. Thirdly, to strengthen online presence, develop a robust digital marketing strategy, including targeted campaigns, engaging content, and partnerships with influencers and travel bloggers. Moreover, the hotel should implement sustainability initiatives by introducing eco-friendly practices such as energy-efficient lighting, water-saving fixtures, and waste reduction programs.
The consultancy report for ibis Aalst Centrum highlights several critical areas for improvement, including service quality, infrastructure, online presence, and sustainability practices. By addressing these issues through the recommended strategies, the hotel can significantly enhance its overall performance and guest satisfaction. ​

We would like to extend our sincere gratitude to ibis Aalst Centrum for the opportunity to collaborate on this consultancy project. ​ It has been a privilege to work with your esteemed hotel and contribute to its ongoing success. ​ We appreciate the trust you have placed in our consultancy firm and are confident that the recommended strategies will lead to significant improvements in service quality, guest experience, online presence, and sustainability practices.
We understand the challenges faced by the hospitality industry, especially in the current climate, and we are committed to supporting ibis Aalst Centrum in navigating these challenges effectively. Our team is available to assist with the implementation of the recommended strategies and to provide ongoing support as needed.
Thank you once again for the opportunity to work with ibis Aalst Centrum. We look forward to seeing the positive impact of these initiatives and to the continued success of your hotel. ​
Sincerely,
Roxana-Maria Burlacu
Expert Tourism Consultancy UK 
Contact Information:
Email: info@globalhospitalitysolutions.com
Phone: +1 (123) 456-7890
Website: www.globalhospitalitysolutions.com




2. [bookmark: _Toc182332634][bookmark: _Toc182332730]Introduction 
The report aims to deliver a consultancy analysis for ibis Aalst Centrum (Booking.com, 2024a), situated in Aalst, Belgium, concerning a particular challenge it is facing. The report seeks to identify the issue, analyse it, and offer recommendations along with an action plan to address the problem, thereby assisting the hotel in attaining and maintaining a competitive edge through proficient management of change and innovation.
[bookmark: _Toc182332635][bookmark: _Toc182332731]Background of ibis Aalst Centrum
[image: Afbeelding uit fotogalerij van de accommodatie]
Figure 1. ibis Aalst Centrum
Source: Booking.com, 2024b
According to Booking.com (2024a), the hotel ibis Aalst Centrum is situated within a 5-minute drive from the city of Aalst and the E40 motorway, providing access to Ghent and Brussels. This three-star hotel provides complimentary WiFi, an in-house restaurant, and a round-the-clock reception (Booking.com, 2024a). Moreover, the air-conditioned rooms include a comfy bed, a desk, and a television with 57 channels in more than 10 languages. The accommodation has a private bathroom equipped with a roll-in shower, a hairdryer, and a toilet. A daily buffet breakfast is offered, featuring both hot and cold meals, fresh coffee, yoghurt, assorted spreads, cornflakes, pancakes, orange juice, bread, and rolls. The Foodbar H2O offers a variety of local beers, Belgian and Italian cuisine, hamburgers, and tapas. A takeaway restaurant offering beverages and snacks is also available. The ibis Aalst Centrum has a 24-hour reception, vehicle rental services, an internet café, and meeting rooms. The Aalst Train Station is located 3.7 km from the property, equating to an 8-minute drive. The journey to old Ghent or Brussels takes 20 minutes by car. The hotel has private parking equipped with Tesla superchargers for electric automobiles. Please see the location of the hotel, illustrated below.

[image: A screenshot of a computer screen]
Figure 2. ibis Aalst Centrum on the map
Source: Booking.com, 2024c
[bookmark: _Toc182332636][bookmark: _Toc182332732]The Issue
According to Booking.com (2024a), the hotel ibis Aalst Centrum has an average score of 7.4 on the website, based on 2,263 reviews, and is ranked overall as 'Good'. Please see the following picture, which illustrates the statistics.
[image: A screenshot of a survey]
Figure 3. Guest reviews for ibis Aalst
Source: Booking.com, 2024d
According to Tripadvisor (2024), from a total of 363 reviews, 57 tourists have rated the hotel as excellent: 135 as very good, 100 as average, 38 as moderate, and 33 as terrible. Please see the following picture, which illustrates the statistics.

[image: ]
Figure 4. ibis Hotel Aalst Centrum reviews
Source: Tripadvisor, 2024
Based on 382 reviews, Hotels.com (2024) rates ibis Aalst Centrum as having an overall guest review of 7.8, indicating that it is a good property. Please see the following illustration of the statistics.
[image: A screenshot of a computer]
Figure 5. ibis Aalst Centrum
Source: Hotels.com, 2024

These statistics indicate that ibis Aalst Centrum enjoys a strong average reputational score, largely due to customer reviews. According to Radojevic, Stanisic, and Stanic (2015), customer reviews are crucial in the modern hospitality sector, as they provide essential feedback for hotel management, enabling a better understanding of customer needs and serving as endorsements for prospective guests, thereby impacting the hotel's overall reputation. Consequently, online reviews, in conjunction with personal recommendations from acquaintances, are key variables influencing hotel bookings. Consumer reviews are essential for attaining and sustaining consumer happiness (Radojevic, Stanisic, and Stanic, 2015).
According to Phillips et al. (2017), online reviews significantly impact hotel reputation by providing potential customers with insights into the experiences of previous guests. Thus, positive reviews can enhance customer demand and hotel performance, while negative reviews can discourage potential customers from making a booking. The study (Phillips et al., 2017) supports this by finding that positive comments about hotel attributes like rooms, internet, and building have the highest impact on hotel performance metrics like RevPAR and occupancy rates.
Given that reviews are publicly available, they function as a type of social proof, impacting the decision-making process of potential customers. According to Gavilan, Avello, and Martinez-Navarro (2018), when the rating is favourable, its credibility is contingent upon the quantity of reviews; nevertheless, if the rating is unfavourable, the number of reviews does not influence the trustworthiness of the rating. We can conclude that high ratings and positive feedback enhance a hotel's visibility on booking platforms, thereby enhancing its reputation and drawing in more bookings.

[bookmark: _Toc182332637][bookmark: _Toc182332733]Background of the Consultancy Firm ​
Expert Tourism Consultancy UK is a prominent consultancy firm that specialises in the hospitality sector. Established in 2010, the firm has rapidly positioned itself as a leader in delivering innovative and strategic solutions to hotels and resorts globally. Our objective is to assist hospitality enterprises in attaining operational excellence, improving guest experiences, and fostering sustainable growth (UKHospitality Industries, 2024). Expert Tourism Consultancy UK provides an extensive array of services customised for the hotel industry, including organisational consultancy, strategic planning, performance evaluation, change management, and stakeholder engagement (Brandon-Jones et al., 2016). The team of experts possesses extensive experience and knowledge in the hotel sector (Think Hospitality, 2024). Our consultants possess expertise in hotel management, business strategy, and organisational development, which enables them to effectively tackle the intricate difficulties encountered by contemporary hotels (Catala Consulting, 2024). We believe in our capacity to provide actionable insights and pragmatic solutions that yield tangible outcomes (Considerate Group, 2024). The consulting process encompasses diagnosis: pinpointing the underlying causes of problems via extensive data collection and analysis; strategy development: crafting customised strategies grounded in industry best practices and innovative research; implementation: aiding clients in executing the proposed strategies and overseeing the change process; and evaluation: assessing the results and making the requisite modifications to guarantee enduring success (Ma, 2023). The company's objective is to become the premier consulting firm for hospitality enterprises aiming to innovate, expand, and prosper in a dynamic industry (SiteMinder, 2024a). We are committed to helping our clients realise their full potential and provide outstanding experiences for their guests (Hueffner, 2024).

[bookmark: _Toc182332638][bookmark: _Toc182332734]Frameworks Used in Analysis
PESTEL is a strategic framework that is employed to evaluate the external macro-environmental factors that may affect an organisation, such as political, economic, social, technological, environmental, and legal factors (Paramadita, Sasongko, and Candra, 2019). This analysis is beneficial in comprehending the broader context in which a hotel operates and in identifying potential opportunities and risks (Seyitoğlu and Ivanov, 2020). 
An organisation's internal strengths and weaknesses, as well as the external opportunities and threats it encounters, are identified and analysed using the SWOT analysis, a strategic planning instrument (Helms and Nixon, 2010). This framework assists in the development of strategies for enhancement and the comprehension of the hotel's current status (Astawa et al., 2022).
Saleh and Zohry (2022) define TOWS as an extension of the SWOT analysis that emphasises the development of strategic alternatives by aligning the internal strengths and vulnerabilities with the external opportunities and threats. It facilitates the development of actionable strategies to resolve the identified issues (Chaffey and Ellis-Chadwick, 2019).


3. [bookmark: _Toc182332639][bookmark: _Toc182332735]Analysis
This section of the report provides an analysis of the issues at ibis Aalst Centrum.
The primary issue at ibis Aalst Centrum is the inconsistency in guest satisfaction and reviews across different platforms. Although guests generally rate the hotel as "good," there are significant variations in their experiences, with some rating it as excellent and others as terrible. This has an impact on the hotel's reputation, as mixed reviews can damage the hotel's reputation, making it challenging to attract new guests and retain existing ones (Fernandes and Fernandes, 2018). Moreover, negative reviews can lead to a decrease in bookings, directly impacting the hotel's revenue (Manes and Tchetchik, 2018). Lastly, inconsistent guest experiences can result in lower customer loyalty and repeat business (Siebert et al., 2020).
Potential causes can include service quality, facilities and amenities, cleanliness, and value for money. Variations in service quality could be a significant factor. Inconsistent staff performance and service standards can lead to differing guest experiences (Mohsin, Rodrigues, and Brochado, 2019). Moreover, the condition and availability of hotel facilities and amenities might not meet the expectations of all guests, leading to dissatisfaction (Bi et al., 2020). Additionally, issues with cleanliness and maintenance can significantly impact guest satisfaction (Ali et al., 2021). Lastly, guests may feel that the hotel does not provide good value for money, especially if they encounter issues during their stay (El-Adly, 2019).
With an average score of 7.4 based on 2,263 reviews, Booking.com generally perceives the hotel as good. However, the large number of reviews suggests a wide range of guest experiences, which could indicate inconsistencies in service and facilities.
On Tripadvisor, the distribution of reviews shows that while 57 guests rated the hotel as excellent, a significant number (33) rated it as terrible. The majority of reviews fall into the very good (135) and average (100) categories, indicating that while many guests had a satisfactory experience, there are notable issues that need addressing.
On Hotels.com, an overall score of 7.8 based on 382 reviews also indicates a generally favourable perception. However, similar to Booking.com, the variation in scores suggests inconsistencies in guest experiences.
In summary, the data from these platforms highlights the need for ibis Aalst Centrum to address the inconsistencies in guest satisfaction. The hotel should focus on improving service quality, maintaining facilities, ensuring cleanliness, and providing better value for money to enhance overall guest experiences and improve its reputation across review platforms (SiteMinder, 2024b).

[bookmark: _Toc182332640][bookmark: _Toc182332736]PESTEL Analysis for ibis Aalst Centrum
	Political factors
	Economic factors
	Social factors
	Technological factors 
	Environmental factors
	Legal factors

	Regulations and Policies
	Economic Conditions
	Demographic Changes
	Digital Transformation
	Sustainability Practices
	Employment Laws

	Political Stability
	Exchange Rates
	Cultural Trends
	Online Reviews and Social Media
	Climate Change
	Health and Safety Regulations

	Tourism Policies
	Inflation Rates
	Health and Safety Concerns
	Innovation in Hospitality
	Environmental Regulations
	Consumer Protection Laws


Table 1. PESTEL Analysis
1. Political factors
The hotel must comply with local, national, and EU regulations regarding health and safety (OSHA Europa, 2024), employment, and environmental standards (Eur-Lex Europa, 2014). Changes in these regulations can impact operational costs and procedures. Belgium's political stability is crucial for the tourism industry (Freedom House, 2022). A decrease in hotel reservations may result from any political unrest or instability that impacts travel and tourism (Harrington, 2021). The hotel can benefit from government initiatives that aim to increase tourism in Aalst and Belgium by attracting a greater number of visitors.

2. Economic factors
The overall economic health of Belgium and Europe affects the disposable income and travel budgets of potential guests (European Travel Commission, 2024). Economic downturns can lead to reduced travel and lower occupancy rates (Airlinen, 2024). Fluctuations in exchange rates can impact international travellers’ decisions, affecting the hotel's international bookings (Bailey et al., 2009). Operational expenses, such as wages, utilities, and supplies, may necessitate an increase in room rates as a result of inflation (LHC Blog, 2024).

3. Social factors
The types of services and amenities that a hotel must provide can be influenced by changes in demographics, such as an ageing population or changes in family structures (López‐Gay, Cocola‐Gant, and Russo, 2021). According to Kuo, Fang, and LePage (2022), increasing demand for sustainable and eco-friendly accommodations can drive the hotel to adopt greener practices. Post-pandemic, there is a heightened focus on health and safety standards (Ciarlante, Mejia, and Broker, 2024). Ensuring high standards can attract health-conscious travellers.

4. Technological factors
Forman and Udvaros (2023) emphasise that the adoption of advanced booking systems, mobile check-ins, and digital concierge services can enhance guest experiences and operational efficiency. The influence of online reviews and social media on hotel reputation is significant (El-Said, 2020); thus, effective management of online presence and guest feedback is crucial (Lee et al., 2020). ​Implementing new technologies such as smart room controls, high-speed internet, and virtual tours can attract tech-savvy guests (Das, 2023).

5. Environmental factors
The hotel is compelled to implement eco-friendly measures, including water conservation, pollution reduction, and energy-efficient lighting, in response to the growing demand for sustainable practices (Dani, Tiwari, and Negi, 2021). Extreme weather conditions and climate change can affect travel patterns and the hotel's operational costs (Gössling and Higham, 2021). Compliance with environmental regulations is necessary to avoid penalties and enhance the hotel's reputation as a responsible business (Musavengane, 2019).
6. Legal factors
Adherence to labour laws, including fair wages, working hours, and employee rights, is mandatory. Non-compliance can lead to legal issues and damage the hotel's reputation. Particularly in the context of the COVID-19 pandemic, it is imperative to guarantee adherence to health and safety regulations. Moreover, the hotel must comply with consumer protection laws, ensuring transparency in pricing, services, and handling of guest complaints (Yallop et al., 2023).

By taking these PESTEL factors into account, ibis Aalst Centrum can gain a more comprehensive understanding of the external environment and devise strategies to capitalise on opportunities and mitigate risks. 


[bookmark: _Toc182332641][bookmark: _Toc182332737]SWOT Analysis for ibis Aalst Centrum

	Strengths:
1. Location: Situated in Aalst, a city with historical significance and cultural attractions, which can attract tourists.
2. Brand Recognition: As part of the ibis brand, the hotel benefits from a strong global reputation and loyalty programs (Demirçiftçi and Kızılırmak, 2016).
3. Affordability: Known for offering good value for money, which appeals to budget-conscious travellers.
4. Guest Reviews: Generally positive reviews on platforms like Booking.com (7.4) and Hotels.com (7.8), indicating a good overall guest experience.
5. Facilities: Offers essential amenities and services that meet the needs of both business and leisure travellers.

	Opportunities:
1. Tourism Growth: Increasing tourism in Belgium and Aalst can lead to higher occupancy rates.
2. Digital Marketing: Leveraging social media and online marketing to enhance visibility and attract more guests (Garrido-Moreno et al., 2018)
3. Sustainability Initiatives: Implementing eco-friendly practices can attract environmentally conscious travellers and improve the hotel's market position.
4. Partnerships: Enhancing visitor experiences and increasing bookings can be achieved by partnering with local businesses and attractions to provide packages and promotions (Garrod and Fyall, 2017).
5. Technological Upgrades: Investing in technology such as mobile check-ins, high-speed internet, and smart room controls can improve guest satisfaction and operational efficiency.


	Weaknesses:
1. Inconsistent Service Quality: Mixed reviews on platforms like Tripadvisor indicate variability in guest experiences, which can harm the hotel's reputation.
2. Aging Infrastructure: Potential issues with the maintenance and modernization of facilities, which can affect guest satisfaction. ​
3. Limited Amenities: Compared to higher-end hotels, ibis Aalst Centrum may lack certain luxury amenities that some guests expect.
4. Customer Feedback: Negative reviews about specific aspects such as cleanliness, service, or value for money can deter potential guests (Berezina et al., 2016).

	Threats:
1. Economic Downturns: Economic instability can reduce travel budgets and decrease hotel bookings (Khan et al., 2020).
2. Competition: Intense competition from other hotels and alternative accommodations like Airbnb can impact market share (Li and Srinivasan, 2019).
3. Health Crises: Pandemics or other health crises can severely affect travel and tourism, leading to reduced occupancy rates. ​
4. Regulatory Changes: Changes in regulations related to health, safety, and the environment can increase operational costs.
5. Negative Reviews: Continued negative feedback on review platforms can have a detrimental impact on the hotel's reputation and discourage prospective guests (Ye et al., 2023). 


Table 2. SWOT Analysis
By addressing its weaknesses and leveraging its strengths, ibis Aalst Centrum can capitalise on opportunities and mitigate threats to improve its overall performance and guest satisfaction.
[bookmark: _Toc182332642][bookmark: _Toc182332738]TOWS Analysis 
1. Strengths-Opportunities (SO) Strategies
Utilising the robust ibis brand and its prime location in Aalst, the hotel should leverage its brand recognition and location to attract additional visitors through targeted marketing campaigns and partnerships with local attractions.
The hotel should also improve its digital presence to capitalise on its positive reviews and affordability (Adanse, Khayiya, and Maranga, 2024). This can be achieved by enhancing digital marketing efforts, such as social media campaigns and online travel agency promotions, to reach a wider audience.
Additionally, they should implement sustainability initiatives, which involve leveraging the hotel's reputation and facilities to introduce eco-friendly practices like energy-efficient lighting and waste reduction strategies, in an effort to attract environmentally conscious travellers.

2. Strengths-Threats (ST) Strategies
High service standards should be maintained. In order to mitigate the risk of receiving unfavourable feedback, it is essential to guarantee a continuous level of service quality by providing regular facility maintenance and training for employees (Prasad, Wirtz, and Yu, 2014). They should also create differentiation from rivals, utilising the hotel's low prices and well-known brand to their own advantage by providing distinctive value propositions, such as special packages or loyalty programs. They should also learn to adapt to changing regulations. In order to swiftly react to new health, safety, and environmental laws, the hotel should use its established operational methods. This will help to minimise the likelihood of any interruptions occurring.

4. Weaknesses-Opportunities (WO) Strategies
These strategies include improving service quality, upgrading facilities, and enhancing online reputation. Hence, they should address inconsistent service quality by investing in staff training and development programs to enhance guest experiences and capitalise on the growing tourism market. Additionally, they should modernise ageing infrastructure and expand amenities to meet the expectations of a broader range of guests, thereby improving overall satisfaction and attracting more bookings. In addition, in order to enhance the hotel's reputation and attract additional visitors through positive word-of-mouth and digital marketing initiatives, ibis should actively monitor and respond to online reviews. 

5. Weaknesses-Threats (WT) Strategies
These strategies include mitigating economic impact, addressing negative feedback, and staying competitive. Ibis should develop flexible pricing strategies and promotional offers to attract budget-conscious travellers during economic downturns while ensuring steady occupancy rates. Moreover, Ibis should implement a robust feedback management system to promptly address and resolve guest complaints, reducing the impact of negative reviews on the hotel's reputation. Lastly, Ibis should continuously monitor competitors and market trends to adapt offerings and maintain a competitive edge, ensuring the hotel remains attractive to potential guests.

ibis Aalst Centrum can optimise its overall performance and guest satisfaction by leveraging its strengths, addressing its vulnerabilities, capitalising on opportunities, and mitigating potential threats through the implementation of these TOWS strategies.


[bookmark: _Toc182332643][bookmark: _Toc182332739]4. Recommendations and Change Management 


[bookmark: _Toc182332644][bookmark: _Toc182332740]This section of the report provides detailed recommendations and implementation strategies for ibis Aalst Centrum. Firstly, it is important to mention that change management theories must be considered when implementing an organisational change. Organisational change management is the process of planning and executing organisational change with the goals of minimising resistance from employees, minimising associated costs, and maximising the proposed change's effectiveness (Burnes, 2004).

[bookmark: _Toc182332645][bookmark: _Toc182332741]Change Management Theories
There are three types of organisational change: developmental, transitional, and transformational (Burnes, 2004). Developmental change seeks to enhance an existing situation, whereas transitional change takes a different approach, and transformational change replaces an ineffective process or norm with a new one. For Ibis Aalst, a developmental change is necessary, aiming to improve the current situation. 
Change management theories provide structured approaches and frameworks to help organisations navigate through transformations successfully. Two prominent theories discussed in the document are Lewin's Change Model and Kotter's 8-Step Process. ​
Lewin's Change Model ​
Lewin's Change Model comprises three phases: unfreezing, changing, and refreezing. The first stage consists of creating a sense of urgency and preparing the organization for change by unlearning old behaviours and processes. ​The second stage consists of implementing new processes, structures, and behaviours with effective leadership and clear communication. ​Lastly, the third step, refreeze, implies solidifying the new changes within the organization's culture, reinforcing new behaviours, and aligning systems to sustain the transformation. ​
Kotter's 8-Step Process ​
Kotter's 8-Step Process includes:
1. Create a sense of urgency: highlight the need for immediate action and communicate the risks of inaction. ​
2. Form a powerful coalition: build a strong team of change agents with the necessary skills and authority. ​
3. Create a vision for change: develop and communicate a compelling vision for the future state of the organization. ​
4. Communicate the vision: ensure clarity and understanding of the vision through various communication channels. ​
5. Empower employees: remove obstacles, provide resources and training, and encourage autonomy. ​
6. Generate short-term wins: celebrate early successes to build momentum and reinforce commitment. ​
7. Consolidate gains: embed new practices and behaviours into the organisational culture. ​
8. Anchor the change: establish mechanisms to sustain the new initiatives and prevent regression. ​
Both theories emphasize the importance of effective communication, leadership, employee involvement, and continuous support to manage resistance and ensure successful change implementation. ​
[bookmark: _Toc182332646][bookmark: _Toc182332742]Recommendations
To improve service quality, the recommendation is to implement comprehensive staff training programs focused on customer service excellence, hospitality skills, and problem-solving. As an implementation strategy, the hotel should conduct a needs assessment to identify specific training areas, partner with a hospitality training provider to develop customised training modules, schedule regular training sessions and workshops for all staff members and introduce a mentorship program where experienced staff can guide new employees. Lewin's Change Model could be used to implement this strategy. The management should communicate the importance of training to all staff and how it will benefit their professional growth, involve staff in the planning process to gain their buy-in and reduce resistance, and provide incentives for staff who complete training programs successfully. For success measurement, ibis Aalst should monitor guest satisfaction scores and feedback on service quality, track staff performance through regular evaluations and customer feedback, and measure the reduction in guest complaints related to service. The potential benefits include enhanced guest satisfaction and loyalty, improved staff morale and retention, and positive online reviews and reputation. The costs are estimated as follows: training provider fees €5,000; incentives and rewards €2,000; thus, a total of €7,000.

To upgrade facilities and amenities, the recommendation is to modernise guest rooms and common areas to enhance comfort and appeal. Lewin's Change Model could be used to implement this strategy. The implementation strategy consists of conducting a facility audit to identify areas needing improvement, developing a renovation plan with a phased approach to minimise disruption, hiring a reputable contractor to carry out the renovations, and updating amenities such as high-speed internet, smart room controls, and eco-friendly products. The change management practices should encompass informing guests in advance about renovation schedules and potential disruptions, offering alternative arrangements or compensations for affected guests, and engaging staff in the renovation process to ensure smooth operations during the upgrade. The success measurement should include monitoring guest feedback on the new facilities and amenities, tracking occupancy rates and average daily rates (ADR) post-renovation, and measuring the return on investment (ROI) through increased revenue. As a result, the potential benefits could include enhanced guest experience and satisfaction, increased occupancy rates and revenue, and competitive advantage in the market. The costs include renovation and contractor fees (€50,000) and new amenities and products (€10,000); thus, a total of €60,000.

In order to enhance digital marketing efforts, the hotel should strengthen its online presence through targeted digital marketing campaigns. The hotel could implement this strategy by using Lewin's Change Model. As a result, ibis Aalst should develop a comprehensive digital marketing plan, including social media, search engine optimisation (SEO), and pay-per-click (PPC) advertising; create engaging content showcasing the hotel's unique features and guest experiences; partner with influencers and travel bloggers to reach a wider audience; monitor and analyse campaign performance to optimise strategies. From the perspective of change management practices, the hotel should train staff on the importance of digital marketing and their role in supporting online efforts and encourage them to share content and engage with guests on social media. Moreover, they should regularly update the team on campaign progress and results. The measurement of success could include website traffic, social media engagement, and online bookings; the conversion rate of digital marketing campaigns; the hotel's online reputation; and review scores. The potential benefits of implementing this strategy include increased online visibility and brand awareness, higher direct bookings and reduced reliance on third-party platforms, and improved guest engagement and loyalty. Estimated costs include digital marketing agency fees of €8,000, content creation, and influencer partnerships of €5,000 (a total of €13,000).

To implement sustainability initiatives, Ibis Aalst should introduce eco-friendly practices to attract environmentally conscious travellers, utilizing Lewin's Change Model. The actions encompass performing an environmental audit to pinpoint areas for enhancement, installing energy-efficient lighting, water-conserving fixtures, and waste reduction initiatives, advocating sustainability efforts to guests via in-room materials and digital platforms, and collaborating with local suppliers for sustainable products and services. From the perspective of change management practices, the hotel should educate staff on the importance of sustainability and their role in implementing initiatives, involve staff in brainstorming and decision-making processes to gain their support, and recognise and reward staff contributions to sustainability efforts. The success measurement includes, in this case, monitoring energy and water consumption rates, tracking waste reduction and recycling rates, and measuring guest feedback on sustainability initiatives. The benefits of implementing it encompass reduced operational costs through energy and water savings, enhanced brand image, appeal to eco-conscious travellers, and a positive impact on the environment and local community. The total budget is €10,000, encompassing environmental audit and consulting fees: €3,000 and energy-efficient and water-saving installations: €7,000.

[bookmark: _Toc182332647][bookmark: _Toc182332743]5. Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inconsistent Service Quality ​
	Implement comprehensive staff training programs
	Enhanced guest satisfaction and loyalty
	3 months
	31/01/2025
	€7,000

	2
	Ageing Infrastructure
	Modernise guest rooms and common areas
	Improved guest experience and increased occupancy rates
	6 months
	30/04/2025
	€60,000

	3
	Limited Online Presence
	Strengthen digital marketing efforts
	Increased online visibility and direct bookings
	4 months
	28/02/2025
	€13,000

	4
	Lack of Sustainability Initiatives
	Implement eco-friendly practices
	Reduced operational costs and enhanced brand image
	5 months
	31/03/2025
	€10,000


Table 3. Action Plan
By implementing these recommendations, ibis Aalst Centrum can significantly improve its service quality, modernise its facilities, enhance its digital presence, and adopt sustainable practices. These modifications will result in enhanced visitor satisfaction, elevated occupancy rates, and a more robust competitive stance in the market. The accompanying expenses are justified and commensurate with the anticipated advantages, guaranteeing a favourable return on investment for the hotel.


6. [bookmark: _Toc182332648][bookmark: _Toc182332744]Conclusion 

In summary, our analysis has revealed several significant findings, including a lack of sustainability initiatives, an ageing infrastructure, a limited online presence, and inconsistent service quality.

The hotel has been experiencing inconsistent service quality, which has resulted in fluctuating visitor satisfaction levels. The solution is to implement comprehensive staff training programs that emphasise problem-solving, hospitality skills, and customer service excellence. Enhanced guest satisfaction and loyalty, improved staff morale, and a decrease in guest complaints are the anticipated results. The expense is €7,000.
Guest comfort and overall experience are adversely affected by the hotel's antiquated amenities and facilities. Guest rooms and common areas are to be modernised, with the addition of eco-friendly products, clever room controls, and high-speed internet. The objective is to enhance the visitor experience, increase occupancy rates, and establish a competitive edge in the market. Our anticipated

The cost of this action is €60,000.
The hotel's capacity to attract and engage with potential visitors is impeded by its inadequate online presence. The solution is to enhance digital marketing initiatives by establishing partnerships with influencers and travel bloggers, creating engaging content, and conducting targeted campaigns. The objective is to enhance visitor engagement and loyalty, increase direct bookings, and increase online visibility. The total cost is anticipated to be €13,000.
Finally, the hotel fails to implement environmentally favourable practices, which are becoming increasingly significant to environmentally conscious travellers. Implementing sustainability initiatives, including waste reduction programs, water-saving fixtures, and energy-efficient illumination. The objective is to achieve a positive impact on the local community and environment, as well as a reduced operational cost and an improved brand image. The estimated total cost of this initiative is €10,000.
 
Thank you: 
We like to express our profound appreciation to ibis Aalst Centrum for the opportunity to participate on this consultation project.  It has been an honour to collaborate with your distinguished hotel and aid in its further development. We appreciate the trust you have placed in our consultancy firm and are confident that the recommended strategies will lead to significant improvements in service quality, guest experience, online presence, and sustainability practices.
We recognise the difficulties encountered by the hospitality sector, particularly in the present environment, and we are dedicated to assisting ibis Aalst Centrum in adeptly addressing these issues. Our team is available to assist with the implementation of the recommended strategies and to provide ongoing support as needed.
Thank you once again for the opportunity to work with ibis Aalst Centrum. We look forward to seeing the positive impact of these initiatives and to the continued success of your hotel. ​
Sincerely,
Roxana-Maria Burlacu
Expert Tourism Consultancy UK 
Contact Information:
· Email: info@globalhospitalitysolutions.com
· Phone: +1 (123) 456-7890
· Website: www.globalhospitalitysolutions.com
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