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Executive Summary:
Hotel Best Western Allegro Nation is 4-star hotel in Paris is ideally located near the Bercy Palais Omnisport complex and Place Nation, The Best Western Allegro Nation hotel offers 49 stylish, colourful rooms with designer décor for a relaxing experience. The Hotel faces challenges in optimising room sales and occupancy rates despite his modern amenities, and strategic location. In response, Farid Consulting, a specialised business in the hospitality industry, conducted a comprehensive consultancy to analyse the current state of operations and market dynamics.
The Issue:
The hotel is experiencing a decline in room sales and occupancy rates, impacting both its financial health and market standing. Factors contributing to this decline include ineffective marketing strategies, suboptimal pricing strategies, the absence of a loyalty program, and concerns related to service quality and customer satisfaction.
Identifying Root Causes:
A detailed analysis of online presence revealed strengths in website design but opportunities for improvement in detailed information and social media engagement. Pricing strategies showed instances of both overpricing and under-pricing, impacting revenue and occupancy rates.
Market Trends and Competitor Analysis:
Analysing market trends revealed shifts in travel patterns, increased emphasis on technology integration, and a focus on sustainability. Competitor analysis highlighted the importance of active engagement with customers, particularly through social media, an area where Best Western Allegro Nation showed limited participation compared to competitors.
Tools Analysis: 
The consultancy firm will use framework swot & tows to analyse and evaluate the internal and the external factors that impact the hotel's performance. the goal of this analysis is to guide is to give a comprehensive and effective strategic plan for the hotel to generate more sales and attract a new guests. By understanding the interplay of internal and external factors, Farid consultancy will provide tailored recommendations to enhance the hotel's competitiveness, generate more profit, and overall performance in the dynamic hospitality industry. 
Recommendations:
The consultancy recommends addressing cleanliness concerns, enhancing staff responsiveness, expanding dining options, streamlining check-in/check-out processes, optimising pricing strategies, and introducing a comprehensive loyalty program to encourage repeat business. These recommendations aim to improve guest satisfaction, increase revenue, and strengthen the hotel's market position.
Potential Challenges and Risks:
Implementation of these recommendations may face challenges such as staff resistance to change, external economic factors, technological integration difficulties, pricing strategy adjustments, and uncertainties in the competitive landscape. Adapting to these challenges will require agility and flexibility throughout the implementation process.
 conclusion
Farid Consulting proposes a strategic roadmap for Hotel Best Western Allegro Nation, encompassing improvements in operations, technology adoption, pricing strategies, and the introduction of a loyalty program. The successful implementation of these recommendations is expected to position the hotel for sustainable growth and enhanced competitiveness in the dynamic hospitality industry.
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1. Introduction:
1.1 Background of Hotel Best Western Allegro Nation:
[bookmark: _Hlk159319797]Hotel Best Western Allegro Nation is 4-star hotel in Paris is ideally located near the Bercy Palais Omnisport complex and Place Nation, The Best Western Allegro Nation hotel offers 49 stylish, colourful rooms with designer décor for a relaxing experience. (Allegro Nation, 2024). This prime location not only provides convenient access to key landmarks but also ensures that guests can immerse themselves in the dynamic energy of the city.
The hotel features a range of accommodation options, including exquisite guest rooms, charming club and duplex rooms, and diverse suites. Each space is meticulously designed to cater to the highest standards of comfort and sophistication, ensuring a delightful stay for guests (allegro nation, 2024).
[bookmark: _Hlk159320552]One of the notable advantages of Hotel Best Western Allegro Nation is its strategic location. With high-speed express rail links from Charle de Gaulle Paris Airport and excellent connectivity to major public transport networks, guests can easily access Paris’s finest attractions. This prime location not only places visitors within reach of the city's best offerings but also ensures a seamless transition between vibrant urban adventures and a tranquil retreat. (Stephen, 2023).
Despite these distinctive offerings, the hotel is currently facing challenges in optimising room sales and occupancy rates. The management is actively seeking innovative strategies to enhance the hotel's market presence and address the current hurdles. By leveraging its modern amenities, and strategic location, Hotel Best Western Allegro Nation aims to overcome these challenges and continue providing a memorable and enchanting experience for its guests.
1.2 Farid Consulting Background: 
Farid Consulting, established in 2012, stands out as a specialised consulting firm dedicated to the hospitality industry. With a core focus on providing expert guidance and tailored solutions, Over the years, the firm has played a pivotal role in contributing to the success stories of various businesses in the hospitality sector. By offering strategic insights, implementing innovative solutions, and staying abreast of industry trends, Farid Consulting has proven instrumental in helping clients adapt to the fast-paced and competitive nature of the hospitality market.

1.3 Purpose of the Consultancy:
The consultancy aims to employ a comprehensive analytical approach, leveraging frameworks SWOT and TOWS to thoroughly examine the current state of the hotel's operations and market dynamics (Visual paradigm, 2023). The SWOT framework encompasses Strengths, weaknesses, opportunities, and threats factors (De Bruin, 2017). TOWS analysis which combining the external environment’s opportunities and threats with the internal organisation’s strengths and weaknesses (De Bruin, 2017). this methodical analysis, intend to gain a nuanced understanding of the multifaceted influences affecting the hotel Allegro nation in Paris.
Through swot & tows analysis, the consultancy aims to pinpoint the root causes of low room sales by considering a wide range of factors that influence the hotel's performance. Subsequently, strategic recommendations will be developed to enhance the hotel's market positioning, attract a larger guest base, and ultimately increase revenue (Beon,2022). This approach ensures a holistic understanding of the challenges and opportunities, enabling the formulation of effective and tailored solutions for sustainable business growth.
1.4 Overview of the Hotel issue: 
[bookmark: _Hlk159322983]Hotel Best Western Allegro Nation, situated in the heart of Paris, is facing critical challenges related to room sales and occupancy rates. The decline in these key performance indicators has significant implications for the hotel's overall financial health and market standing. (Jaya, et AL, 2023, p182). This overview provides a concise summary of the issues, their impact on the hotel, and the need for a strategic intervention to reverse the downward trend.
The hotel is experiencing a noticeable decrease in room sales and occupancy rates, indicating a pressing issue in attracting and retaining guests. This decline is adversely affecting the hotel's revenue streams, highlighting the urgency of addressing the root causes. The impact is not only financial but extends to the hotel's reputation and market positioning.
2. Identifying Root Causes:
 2.1. Poor Social Media Presence:
The hotel currently faces a challenge with its social media presence, as it is notably lacking visibility on popular platforms such as Facebook, Instagram, and Twitter. The absence of an active and engaging presence across these social media channels means that the hotel is missing valuable opportunities to connect with its target audience and build brand awareness (Social Media Marketing, 2023).
In today's digital age, social media serves as a powerful tool for marketing and communication (Lara, 2023). The hotel's limited or non-existent activity on platforms like Facebook, and Instagram, not only hinders its ability to reach potential guests but also diminishes its competitiveness within the hospitality industry.
By establishing a robust social media presence, the hotel can effectively showcase its unique offerings, share engaging content, and interact with both current and potential guests. This presence plays a pivotal role in influencing travellers’ decisions, as many individuals turn to social media for recommendations, reviews, and a glimpse into the experiences of others (Liu, et AL, 2020). Furthermore, Tourism relies heavily on social media platforms, and this plays a significant role in many aspects of tourism, especially in information search, decision-making, tourism promotion, and interactions with consumers (Cimbaljević, 2015). 
Additionally, a strong social media presence contributes to the hotels or any business overall online reputation, influencing its perceived value and credibility (Guest Revu, 2023). It allows the hotel to highlight its amenities, share promotions, and respond promptly to customer inquiries or feedback, fostering a sense of transparency and accessibility.
2.2 Lack of interaction with Customers on online platforms
Online reviews on platforms like TripAdvisor, Google Reviews, and Booking.com highlight both positive and negative aspects. Positive feedback often emphasises the hotel's central location and the friendly behaviour of the staff. However, negative comments frequently revolve around cleanliness issues and occasional maintenance issues in rooms. The hotel's responses to reviews not on timely, However, From the hotels’ perspective, generating reviews and responding in a timely and appropriate manner, are becoming a crucial sales driver. If prospective guests cannot read reviews about your hotel, then they’re not going to book with you, it’s becoming as basic as that (Guest Touch, 2022). there is an opportunity for improvement by addressing recurrent themes in negative reviews, focusing on enhancing cleanliness standards, and ensuring consistent maintenance to uphold the hotel's reputation for quality service. while the Best Western Allegro Nation has a solid platforms presence on Booking, Expedia and Trip Advisor, there are areas for refinement to elevate the user experience, social media engagement, and overall guest satisfaction.
2.3 Pricing Strategies:
Examining the pricing strategies of the Best Western Allegro Nation in comparison to competitor within the same market segment such as Hotel Novotel Paris Les Halles, Allegro nation hotel pricing does not reveal a delicate balance between perceived value and pricing. 
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(Novotel Hotel Paris, nd).                                    (Best Western Allegro Nation Website, nd)
Firstly, when analysing the price difference between the two pictures, each representing one night at the Novotel Paris Hotel and Allegro Nation Paris in June, these reveal valuable insights into the dynamics of supply and demand during peak season. 
In one hand, the higher price 418 euro for one night in Novotel Hotel suggests increased demand during this period. June is often considered a peak tourist season in many places, including Paris, due to favourable weather and various events or festivals (Roaming Paris, 2023). As a result, Novotel Paris hotel reflects the economic principle and Price Elasticity of supply and demand, when demand is high, businesses often adjust their prices to maximise revenue (Investopedia, 2023).
On the other hand, Allegro Nation Paris Hotel, being priced lower 278 Euro/ Night, while this may attract budget-conscious guests, it raises concerns about the hotel's overall profitability. The lower price doesn't necessarily mean lower quality, the consumers may see it as a good deal or they may see it as not worth their time or money (Anziano, 2024), However Allegro Nation Hotel is missing the opportunity to maximise its profit during the peak season or when the demand is higher.
Secondly, it appears that Allegro Nation Hotel is not implementing a dynamic pricing strategy, especially during periods of lower room occupancy or off-peak seasons. The evidence for this is reflected in the pricing displayed on their website, where higher prices are maintained even during off peak seasons.
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Allegro Nation Hotel
Dynamic pricing involves adjusting prices based on real-time factors such as demand, occupancy rates, and seasonal variations. In the context of hotels, a dynamic pricing strategy would typically mean offering lower room rates during off-peak seasons or when room occupancy is lower and adjusting prices upward during peak seasons when demand is higher (Hospitality Technology, 2018). Using a dynamic pricing strategy, Allegro Nation Hotel can easily increase the room rate during high seasons and lower room rates during off seasons.
The hotel's pricing strategies does not demonstrate flexibility in response to dynamic factors such as seasonal demand and local events. However, there is room for improvement in optimising pricing during off peak and peak periods to maximise revenue without deterring potential guests. 
3. Factors Contributing to the Issues:
Several factors contributing to the observed decline in room sales and occupancy rates:
3.1 Ineffective Marketing Strategies: 
The hotel has not a strong social media presence, making it difficult for potential guests to find information about its services, and amenities. In today's digital age, guests heavily rely on the internet to research and book accommodations (linked in, 2023). If the hotel lacks an optimised and user-friendly website, or if it is not effectively leveraging online travel agencies and social media platforms, it may struggle to attract online bookings (Hotel Speak, 2023).
 Social media is a powerful tool for engaging with potential guests and building brand awareness (Sales IQ, 2023). the hotel is not utilising platforms like Instagram, Facebook, or Twitter, this is a missing valuable opportunity to highlight its amenities, share guest experiences, and run targeted promotional campaigns. Engaging content, regular updates, and responding promptly to guest feedback are crucial for creating a positive online presence (Furoore, 2023).
Negative reviews or a lack of positive online feedback can significantly impact the hotel's reputation (PWC, 2016). If the marketing strategy does not address reputation management effectively, potential guests may be deterred from booking (Forbes, 2018). Encouraging satisfied guests to leave positive reviews and actively addressing and resolving issues raised in negative reviews, the hotel can contribute to a more positive online reputation. In this context, according to search engine land, 88% Of Consumers Say They Trust Online Reviews as Much as Personal Recommendations (search engine land, 2014). This mean for 9 in 10 consumers, an online review is equally as important as a personal recommendation. However, this trust comes with a caveat. There is almost a 50/50 split in what drives trust for this 88% of consumers. For one half, this trust will only be granted if there are multiple reviews to read. For the other half, this trust is dependent on the reviews being authentic. In this case, quality is equally as important as quantity.
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3.2 Pricing Strategy
· Package Deals and Bundles:
Hotel Best Western Allegro Nation not offering package deals and bundles poses both challenges and opportunities for the hotel (ESoft, 2023). the absence of bundled offerings limit the hotel's appeal to certain segments of the market that actively seek package deals for convenience and cost savings. Many travellers, especially those on leisure trips, often look for bundled packages that include accommodations, meals, and additional benefits.
As an example, According to APPINIO RESEARCH “(36%) British travellers are increasingly willing to invest in premium amenities that enhance their overall travel experience. These amenities can include spa services, fine dining, private pools, and more. The willingness to pay extra for such features demonstrates a desire for a higher level of comfort and indulgence during their trips” (Appinio, 2023). 
Not offering package deals could potentially result in a missed opportunity to attract a broader audience and compete more effectively with other hotels that provide such bundled offerings. Customers who prefer the simplicity of semi board or full board packages may opt for competitors that fulfil this demand (Independent, 2016).
· Loyalty Programs: 
[bookmark: _Hlk159362288]The absence of a loyalty program at Hotel Best Western Allegro Nation poses challenges and missed opportunities in terms of customer retention and revenue generation. Loyalty programs are widely recognised as effective tools for building and sustaining customer relationships in the hospitality industry (linked in, 2023). By not having a loyalty program, the hotel misses a strategic mechanism to incentivise repeat business, foster brand loyalty, and encourage direct bookings.
Loyalty programs not only provide tangible benefits to guests, such as discounts, room upgrades, or exclusive benefits, but they also contribute to a sense of belonging and appreciation (Forbes, 2022). Guests enrolled in loyalty programs often feel more connected to the brand, leading to increased brand advocacy and positive word-of-mouth marketing (Loyalty lion, 2023). The absence of such a program at Hotel Best Western Allegro Nation result in a competitive disadvantage compared to other hotels that offer loyalty incentives. Moreover, loyalty programs serve as valuable data-gathering tools. They allow hotels to collect and analyse guest preferences, behaviour, and spending patterns, enabling personalised marketing strategies and targeted promotions (Rate gain, 2023). Without a loyalty program, Hotel Best Western Allegro Nation miss the opportunity to gather valuable customer insights that could inform future marketing initiatives and enhance overall guest satisfaction.
In hospitality industry where repeat guest is highly coveted, the implementation of a well-designed loyalty program could not only strengthen customer loyalty but also contribute to increased direct bookings, reducing dependency on third-party booking platforms (shops and goods, 2023). Therefore, the introduction of a loyalty program could be a strategic move for Hotel Best Western Allegro Nation to enhance guest retention, build a loyal customer base, and stay competitive in the dynamic hospitality market.
Implementing a robust loyalty program encourage repeat business or guest (linked in, 2023). Offering exclusive discounts, complimentary services, or room upgrades to loyal customers can foster a sense of appreciation and keep them coming back
3.3 Service Quality and Customer Satisfaction: 
The idea behind overall service quality is that it depicts the gap that exists between customer expectations and actual service performance (Liu, et AL, 2020). It encompasses various elements, including prompt and courteous customer service, cleanliness, efficiency, and the overall atmosphere of the establishment (Hotel Chantelle,2023). When negative feedback arises in relation to service quality, amenities, or the overall guest experience, it can have substantial implications for the hotel's reputation and business. In the case of the Hotel Best Western Allegro Nation, they are a lot of unfavourable comments and negative reviews related to service quality which are affecting potential guests to book a room at Hotel Best Western Paris.
Modern consumers heavily rely on online reviews and ratings when making decisions about accommodations (Forbes, 2022). Negative feedback, whether it pertains to slow service, unclean rooms, or any other aspect of the guest experience, can spread rapidly and discourage prospective customers from choosing the hotel (Costumer Alliance, 2023). 
According to empirical study conducted by the ITB and the University of Worms in Germany, over 35% of internet users are inclined to avoid making a booking if they come across more negative reviews than positive ones about a hotel online. Approximately 20% of users would go as far as sharing their unfavourable findings with others. The study estimates that an establishment faces the risk of losing about 22% of potential bookings due to the presence of negative reviews. This percentage escalates significantly when multiple negative reviews are found across various online platforms, potentially resulting in a substantial 70% loss of potential guests for a hotel. (Costumer Alliance, 2023). The implication for a hotel's online reputation is evident: a frequency of negative reviews in the online domain can lead to a decline in the number of bookings and, consequently, a reduction in revenue.
3.4 Customer Feedback and Reviews:
Analysing customer feedback on various platforms such as Expedia, booking and TripAdvisor reveals valuable insights into areas for improvement and potential expansion. Firstly, guests frequently mention the hotel's central location and stylish ambiance. However, a recurring theme in negative reviews pertains to issues with room cleanliness and maintenance. This signals a need for enhanced housekeeping protocols and a more rigorous maintenance schedule to address guests' concerns (Mich, 2017).
Additionally, several guests express frustration with slow response times to service requests. Improving staff responsiveness, through the implementation of a more efficient communication system, would contribute to a more positive guest experience. moreover, there are occasional remarks about the need for more diverse dining options within the hotel. Considering the importance of culinary experiences to guests, exploring the addition of new restaurants, change, or expanding the existing menu offerings could enhance overall satisfaction (Eat, 2023).
The feedback also highlights the significance of seamless and efficient check-in/check-out processes. Some guests mention delays and confusion during these procedures, emphasising the need for streamlined systems, including the possibility of investing in advanced technology for contactless transactions. 
Finally, positive reviews consistently praise the friendly and helpful staff. Capitalising on this strength by providing ongoing training programs to further elevate customer service could result in even more favourable guest experiences and reviews (Hotel Management, 2023).
4. Market Trends 
4.1Market Research:
4.1.1 Changing Travel Patterns: 
Travel preferences and patterns shifted during the pandemic, such as Staycations and domestic travel gained popularity as international travel faced uncertainties (webster, 2022). In response to the shifting travel landscape post-pandemic, hotels in Paris implemented strategic adjustments in their marketing approaches to appeal to local visitors and move towards non-mature markets where there are potential distressed assets (Perret, 2022). 
Hotels have developed unique packages that highlight the distinctive features of Paris and surroundings. As an example, Bob Hotel in Paris offer packages that include relaxation package, and romantic package with hammam. Additionally, Bob hotel offer a late complimentary check out, and open the door to its facilities to local businesses to conduct the business and mix life with work for just few euros a day (Hotel Bob, 2024). This approach aims to create an all-encompassing experience that appeals to the interests of local businesses and local guests.
4.1.2 Technology Integration:
 The hotel industry continued to integrate technology to enhance the guest experience. Online booking platforms, contactless check-ins, and digital services became more prevalent to address safety concerns and improve efficiency (The Insider, 2023).
4.1.3 Sustainability Focus: 
In response to the global emphasis on sustainability and the rising awareness of environmental concerns, the hospitality industry, including hotels in Paris and nearby Best Western Allegro Nation Hotel, has been increasingly adopting measures to minimise their environmental impact (Press Office UK, 2022). This shift reflects a growing demand from guests who prioritise eco-friendly practices and sustainability when choosing accommodations (Ecobnb, 2017). However, due to unclear and unpublished data that shows the Allegro Nation Hotel specifically effort toward sustainability, led to creating a gap in transparency between the Best Western Allegro Nation Hotel and environmentally conscious consumers. This lack of information hindered guests from making informed choices aligned with their values, and potentially impacting the occupancy rate (EHotelier, 2023).
5. Competitor Analysis:
Hotels are increasingly leveraging technology and innovation to enhance guest experiences and stay competitive in the hospitality industry, in addition, Hotels have embraced user-friendly online booking platforms and mobile apps to streamline the reservation process (Hospitality technology, 2024). this allows guests to easily book rooms, select preferences, and even check-in online, reducing waiting times at the front desk.
Contactless Check-In/Check-Out, in response to the COVID-19 pandemic, hotels has adopted contactless solutions for check-in and check-out processes. Mobile check-in and check-out options, as well as keyless entry systems, minimise physical contact and enhance overall guest safety and convenience (Cloud beds, 2020).
[bookmark: _Hlk159347189]The active engagement with customers and responsiveness to online reviews are crucial aspects of managing a hotel's online reputation (Guest Touche, 2021). By comparing Hotel Gabriel in Paris to Best Western Allegro Nation Hotel as they use same market segment and with same four stars hotels, it becomes evident that there are distinctions between the two establishments. Hotel Gabriel is actively promoting exclusive offers and ticket events on its social media and its website platforms respectively, highlighting a proactive approach to engaging with potential guests. Also, Regular engagement on social media and commitment to customer communication and a desire to keep the audience informed about the latest offerings (Instagram, 2024). In addition, The Hotel Gabriel responds to customer feedback on review platforms, such booking, trip advisor, Expedia and addressing comments related to cleanliness, staff friendliness, amenities, and overall guest experience whether positive or negative. However, Best Western Allegro Nation Hotel have limited social media engagement which can affect costumers’ decision making to book a room at Allegro Nation Hotel.
Non-responsiveness reviews impact potential guests' confidence to the hotel's commitment to customer service and addressing concerns (response scribe, 2023). From this context, the observation is Best Western Allegro Nation Hotel is not actively responding to customer reviews online platforms and are less engaged social media strategy. This Limited engagement affect the perception of the hotel's commitment to customer communication and addressing feedback promptly. As a result, Non-Responsiveness to Reviews, and lack of responses to customer reviews, especially on review platforms like TripAdvisor, Google Reviews, led to missed opportunities for public acknowledgment and issue resolution. 
6. SWOT Analysis:
· Strengths:
Best Western Allegro Nation Hotel prides itself on providing a seamless and enjoyable experience for its guests, and part of that commitment includes offering high-speed Wi-Fi throughout the hotel premises. This ensures that guests can stay connected, whether for business or leisure purposes, and enjoy a smooth online experience during their stay. 
The high-speed Wi-Fi at Best Western Allegro Nation Hotel is designed to meet the demands of modern guests’ who rely on digital connectivity for work, communication, entertainment, and more (Skift, 2023). Whether you are catching up on emails, streaming your favourite shows, or staying connected with friends and family through video calls, the robust Wi-Fi infrastructure ensures a reliable and fast connection.
The hotel recognises the importance of staying connected in today's fast-paced world, and the high-speed Wi-Fi is just one of the many amenities provided to enhance the overall guest experience. Whether you are in your room, the lobby, or any other public area within the hotel, you can count on the Wi-Fi to be both fast and secure. Best Western Allegro Nation Hotel official website is well-designed, offering a clean layout and straightforward navigation. The booking process is user-friendly. 
· Weaknesses:
Guests have noted concerns about noise disturbances within the hotel, potentially from neighbouring rooms, external sources, or inadequate soundproofing. This issue poses a significant challenge for hotel guests, disrupting their nighttime sleep and impacting their overall experience. Surprisingly, most guests opt not to voice their concerns during their stay, leaving hotel owners and operators unaware of the issue, on contrary, they go to online platforms and write negative reviews. this can lead to the development of an online reputation for being a "noisy" hotel, adversely affecting the hotel ability to attract new customers, face challenges in retaining repeat customers, and encounter difficulty in filling specific rooms (Hotel Business, 2022).
 According to TripAdvisor survey asking if visitors take sleep quality into consideration when choosing a hotel, 55 percent of respondents said they look for online hotel reviews that address sleep quality, compared with 27 percent who do not (HuffPost, 2015). To address this, the hotel management could invest in improving the sound insulation of rooms, ensuring that guests enjoy a quieter and more peaceful environment. Regular assessments of noise-related concerns and swift responses to guest complaints can contribute to a more serene stay. Also, Negative feedback related to the check-in and check-out process suggests that guests might have experienced delays, confusion, or inefficiencies during these key interactions. To enhance the overall experience, the hotel can streamline these processes by implementing efficient systems, providing clear communication, and possibly leveraging technology to expedite check-in, check-out and implementing guest room acoustic control to allows guests to adjust their room’s ambience the same way they control temperature and lighting, providing a solution to one of the hotel industry’s most persistent complaints: noise (Space Hotel, 2019).  Ensuring that staff is well-trained to handle these procedures efficiently can also contribute to a smoother experience for guests. Furthermore, Reviews indicating concerns about outdated facilities suggest that guests have found certain aspects of the hotel, such as room furnishings or amenities, to be in need of an update (EF, 2020). 
· Opportunities:
Best Western Allegro Nation Hotel currently has a standard check-in time of 14:00 and a check-out time of 12:00 (Best Western Allegro Nation, 2024). there is an opportunity to appeal to a broader range of guests by introducing more flexible booking policies such as extending check in out to 15:00 and early check-in at 11:00. 
Flexible booking policies, including adjustable check-in and check-out times, allow guests to adapt their plans based on their needs and schedules (The independent, 2022). This is particularly attractive to those arriving early or departing late, as they can request more accommodating check-in or check-out times.
Travel itineraries often vary, and guests may arrive at unconventional hours or require late check-out due to late flights or other logistical reasons. Providing the option for adjustable times caters to the diverse needs of guests with different travel schedules.
[bookmark: _Int_1LmETfNA]Business guests, in particular, may benefit from flexible check-in/check-out options. Meetings, conferences, and other work-related commitments might not always align with standard hotel check-in and check-out times, making flexibility a key consideration for this demographic.
Offering flexibility contributes to overall guest satisfaction. Guests appreciate a hotel that understands their individual needs and is willing to accommodate them, creating a positive and memorable experience that can lead to repeat business and positive reviews (Site Minder, 2023).
· Threats:
Negative reviews on platforms like TripAdvisor, booking or Expedia can indeed have a profound impact on the reputation of the Allegro Nation Hotel. These platforms serve as influential sources for potential guests to gather information and make informed decisions about where to stay (Trip Advisor, 2019).
According to Statista, the main influencing factors in European consumers place greater importance on online reviews than on hotel star classifications when making purchasing decisions. The data suggests that 54% of consumers either agree or strongly agree that online reviews have a more significant influence on their choices compared to star ratings (Statista, 2022). Negative reviews can create doubt and uncertainty, making it less likely for potential guests to choose Best Western Allegro Nation Hotel for their stay. Also, Guests often perceive online reviews as authentic and unbiased opinions from fellow guests. Negative reviews can erode trust and credibility, making it challenging for the hotel to convince potential guests that their experience will be positive (linked in, 2023). Furthermore, Travelers frequently use review platforms to compare different hotels in the same location. Best Western Allegro Nation Hotel has a higher number of negative reviews on platforms such booking, and Expedia compared to its competitors, these led the hotel lose out on potential bookings as guests opt for alternatives with better feedback. 
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As highlighted above, Negative reviews can directly impact a hotel's revenue. Potential guests may cancel reservations or choose a different hotel based on unfavourable feedback, leading to a decline in occupancy rates and overall revenue.
A Results of the research revealed that reviews with positive valence do not affect booking intention, while reviews with negative valence have a strong impact on brand image (El-Said, 2020). 
 negative reviews can harm the overall brand image of the hotel. A negative reputation on popular review platforms may discourage not only potential guests but also repeat customers who may have had a positive experience in the past.
7.  TOWS Analysis: 
· Strengths and Opportunities (SO):
Utilise the hotel's commitment to providing high-speed Wi-Fi as a competitive advantage in marketing to tech-savvy travellers (Star Hub, 2017). Emphasise the convenience of staying connected and consider offering exclusive packages or promotions for business travellers who rely on digital connectivity. Additionally, leverage the positive guest experience with Wi-Fi to attract and cater to remote workers or those in need of a reliable online environment.
· Strengths and Threats (ST):
To mitigate the impact of negative reviews on online platforms, the hotel proactively highlighting its strengths through targeted marketing campaigns and promotions. Emphasise positive aspects such as the high-speed Wi-Fi, or 5G Wi-Fi, convenient location, and commitment to guest satisfaction. Engage with guests through social media and encourage satisfied customers to share their positive experiences, helping counteract potential threats to the hotel's reputation.
· Weaknesses and Opportunities (WO):
Address concerns about noise disturbances by investing in soundproofing improvements and regularly monitoring and responding to guest feedback. Simultaneously, take advantage of the opportunity to introduce flexible booking policies. Communicate these improvements in marketing materials to demonstrate a commitment to guest comfort and satisfaction. The combination of improved facilities and flexible policies can enhance the overall guest experience.
· Weaknesses and Threats (WT):
To minimise the impact of negative reviews and occupancy rate, implement a strategic plan for periodic renovations or refurbishments. Simultaneously, address concerns related to the check-in and check-out process by streamlining procedures and leveraging technology for efficiency. Proactively communicate these improvements to guests and potential customers through various channels to counteract potential threats to the hotel's reputation.
8.  Recommendations:
Following the comprehensive analysis of Best Western Allegro Nation, several recommendations emerge to address the identified issues:
Firstly, implementing effective strategies within the hospitality industry involves a multifaceted approach that addresses various aspects of the operation. For the housekeeping team, comprehensive training sessions should be conducted to ensure that they are well-equipped with the necessary skills and knowledge. These training sessions can cover a range of topics, including updated cleaning protocols, use of new equipment or technologies, and customer service standards. In addition to training, it's crucial to engage with the housekeeping team to discuss the shift working pattern. This dialogue ensures that the team is comfortable with the new arrangements and that any potential concerns or challenges are addressed. 
The hotel should focus on the presence on social media, having a strong presence and active engagement on social media is a valuable strategy for hotels to connect with their audience, enhance brand visibility, and effectively market their services (Michalis, 2023).
To boost online ratings, a targeted effort should be made to increase the platform ratings on Booking.com to 9.0 and TripAdvisor to 4.5. This can involve encouraging satisfied guests to leave positive reviews and responding promptly and professionally to any negative feedback. Additionally, implementing measures to address specific areas mentioned in customer reviews can demonstrate a commitment to continuous improvement and guest satisfaction.
To enhance staff responsiveness reviews, particularly in addressing service requests, it is advisable for Allegro hotel to consider the implementation of a more efficient communication system. This involves making strategic investments in advanced communication technology that facilitates prompt and streamlined responses to guest needs and inquiries. Such technology may include integrated messaging systems, automated task assignment platforms, or customer relationship management (CRM) tools that centralise and prioritise service requests. Additionally, the implementation of the new communication system should be accompanied by a commitment to continuous improvement through periodic reviews. 
To enhance the efficiency of check-in and check-out processes, hotel can greatly benefit from investing in contactless technology. One effective approach involves the integration of mobile check-in and check-out options. This innovative solution not only streamlines the entire experience for guests but also aligns with modern preferences for convenient and efficient transactions. 
Developing effective pricing strategies is crucial for the success of a hotel, and a comprehensive review is essential to eliminate instances of both overpricing and under-pricing during off-peak and peak seasons, respectively. This process involves implementing dynamic pricing models that take into account various factors, including seasonal demand, local events, and fluctuations in competitor pricing.
Dynamic pricing allows hotels to adjust their rates in real-time based on demand, ensuring that prices are competitive and reflective of market conditions. During peak seasons or high-demand periods, the hotel can capitalise on increased demand by adjusting prices accordingly. Conversely, during off-peak seasons or lower demand periods, the hotel can implement lower price or a strategic discounts or promotions to attract more guests.
The success of these pricing strategies can be measured through various key performance indicators. Revenue growth is a direct reflection of the effectiveness of pricing strategies, as it indicates the hotel's ability to optimise income from room sales. (Counting Up, 2021). Improved occupancy rates, another important metric, demonstrate the hotel ability to attract and retain guests. Positive changes in guest booking patterns, such as an increase in direct bookings or longer stays, also indicate the success of pricing strategies in meeting guest expectations and preferences. 
To address the issue of room noise, it is highly recommended to implement a comprehensive guest room acoustic system. This system aim to effectively reduce the overall noise levels within the rooms, thereby enhancing the overall guest experience. By adopting a holistic approach to acoustics, hotels can create a more serene and comfortable environment for guests, positively impacting their satisfaction and well-being.
Beyond the immediate benefits to guest satisfaction, implementing a guest room acoustic program can have long-term positive effects on a hotel's reputation. Satisfied guests are more likely to leave positive reviews, contributing to a favourable online presence. In contrast, a reputation for quiet and comfortable rooms can attract new customers and foster customer loyalty, ultimately benefiting the hotel's overall success and profitability.
To enhance customer loyalty and encourage repeat guests, Best Western Allegro Nation Hotel must consider implementing a comprehensive loyalty program. This program should focus on creating a personalised and rewarding experience for loyal customers. The success of this initiatives can be measured to more guests booking and hotel occupancy rate more than 75%.




9. Action Plan:
	issues
	solutions
	Desired outcome
	Time scale
	Completion date
	Cost implementation

	Poor room cleanliness and maintenance
	Enforce Staff & housekeeping training
	staff to undertake a training before joining and yearly training updates.
	6 months
	26/08/2024
	£8.000

	Lack in contactless technology
	invest in contactless technology
	reduce waiting times, and provide a hygienic interaction for customers
	12 months
	26/02/2025
	£10.000

	The absence of a loyalty program
	Create loyalty program 
	Loyalty program to retain guest and
	3 months
	26/05/2024
	£5.000

	Lack of response to costumers on online platforms
	Change of management and new employee only for online presence
	management to responding to reviews on online platforms in timely manner.
	3 months
	26/05/2024
	£3.000

	Outdated amenities 
	improving shared areas
	Reassurance & Communicate to the guests, their voice are heard. 
	12 months
	26/02/2025
	£20.000

	Room Noise 
	Implementing guest room acoustic 
	Reduce the level noise.
	6 months 
	26/08/2024
	£30.000



10. [bookmark: _Hlk159369683] Potential Challenges and risks associated with the implementation of the proposed recommendations:
Firstly, the implementation of proposed strategies for Best Western Allegro Nation Hotel, may encounter various challenges and associated risks. One potential challenge could be resistance to change among the existing staff, as new strategies may require adjustments to established processes and procedures. Additionally, external factors such as economic downturns or unforeseen events, such as a global pandemic, could impact the effectiveness of the strategies (Duve, 2023). 
Secondly, maintaining a delicate balance between pricing adjustments and perceived value may be challenging, as overpricing or under-pricing could affect customer satisfaction and profitability (Retentely, 2023). 
Lastly, the competitive landscape and evolving customer preferences may introduce uncertainties, requiring Best Western Allegro Nation Hotel to remain agile and adaptable throughout the implementation process.
11.  Conclusion:
The analysis of Best Western Allegro Nation Hotel has provided a comprehensive understanding of the challenges it faces in optimising room sales and occupancy rates. The hotel, with its strategic location, and commitment to providing a seamless guest experience, is poised to overcome these challenges through strategic interventions. the analysis identify the root causes of low room sales, The situational analysis highlighted critical issues, including ineffective marketing strategies, suboptimal pricing strategies, the absence of a loyalty program, and concerns about service quality. These issues were further dissected to reveal specific factors contributing to the challenges faced by the hotel.
The proposed recommendations aim to address these root causes systematically. Strategies include improving online presence, optimising pricing strategies, introducing a comprehensive loyalty program, and enhancing service quality. These recommendations are designed to leverage the hotel's strengths, mitigate weaknesses, capitalise on opportunities, and tackle threats.
Implementing these strategies will undoubtedly lead to a transformative journey for Best Western Allegro Nation Hotel. By prioritising cleanliness, streamlining processes, enhancing staff management to responsiveness to reviews, and embracing modern technologies, the hotel can elevate its service quality and guest satisfaction. Introducing flexible booking policies, strategic pricing adjustments, and a well-crafted loyalty program can attract a broader guest base and increase revenue.
However, the implementation journey is not without its challenges and risks. Resistance to change among existing staff, external economic factors, and the need for seamless technological integration are potential hurdles. Striking the right balance between pricing adjustments and perceived value is crucial to maintaining customer satisfaction and profitability. The dynamic nature of the competitive landscape and evolving customer preferences necessitate a continuous commitment to adaptability and agility.
In terms of resources, the hotel needs to allocate financial, human, and technological resources for staff training, technology investments, and potential collaborations. Regular financial reviews and performance assessments will be essential to measure the return on investment and overall success of the implemented changes.
The proposed implementation plan includes a detailed timeline, resource allocation specifications, a monitoring and evaluation framework. These elements are crucial for tracking the success of each strategy and ensuring continuous improvement.
The roadmap presented here is not just a set of recommendations but a comprehensive approach toward sustainable business growth for Best Western Allegro Nation Hotel. By addressing the identified challenges strategically, the hotel can solidify its market presence, enhance guest satisfaction, and emerge as a leader in the dynamic and competitive hospitality industry. The success of these strategies lies in the commitment to change, adaptability, and a relentless pursuit of excellence in guest service.
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