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The Radisson Blu Hotel Bucharest, a prestigious five-star establishment in Romania renowned for its architectural elegance and superior customer service, faces a critical challenge—negative online reviews highlighting poor customer service. This report, conducted by Wise Consulting Ltd., a rising consultancy with a track record of guiding organisations through complex challenges, aims to address and rectify these issues. By employing strategic frameworks and analysis tools such as PESTEL, CAGE, SWOT, and TOWS, the study seeks to provide practical solutions to enhance the hotel's online reputation and elevate its customer service standards.
In the digital era, online reputation is pivotal for the success of hospitality establishments. While initially appearing well-rated on platforms like TripAdvisor and Booking.com, the Radisson Blu Hotel Bucharest faces a significant concern. Approximately 15% of reviews on both platforms express average or below-average experiences, a higher percentage than competitors and underscores the importance of addressing negative reviews, as online feedback heavily influences customer decisions. The analysis reveals a potential red flag that demands immediate attention.
The negative reviews predominantly centred around customer service issues, including a lack of attention to detail, poor guest assistance, unfriendly staff, subpar housekeeping, and quality concerns with breakfast options. The recurring nature of these complaints over an extended period suggests a need for proactive measures beyond online responses. Customer service emerges as a crucial differentiator in a highly competitive industry, and the failure to address these issues could significantly impact the hotel's reputation and success.
The strategic frameworks and analyses presented in this report offer a roadmap for improvement, emphasising the need for enhanced customer service, cultural sensitivity, and technological innovation and delving deeper into the challenges the Radisson Blu Hotel Bucharest faces. 
PESTLE analysis explores political, economic, social, technological, legal, and environmental factors, providing insights into the external forces influencing the hotel. The CAGE framework considers cultural aspects, emphasising the need for cultural sensitivity in operations. SWOT and TOWS analyses identify internal strengths and weaknesses, external opportunities and threats, offering a comprehensive view of the hotel's position in the market.
The Radisson Blu Bucharest's entry into Romania aligns with the country's democratic political environment. Despite challenges in the hotel industry, the hotel's focus on service quality and promotion aligns with the sector's potential for recovery and growth. Socioeconomic factors, such as employment rates and migration, impacted the hotel industry in Romania; however, government aid and initiatives can help mitigate these challenges. Research from various sources, such as Formica (1996), Romania's Tourism Development Strategy for 2019-2030, the National Institute of Statistics in Romania, the Ministry of Tourism and Budeanu (2023), provide insights on the hotel industry's turnover contribute to a nuanced understanding of economic challenges and opportunities. Societal aspects are examined through employment trends and demographic shifts, citing data from the Ministry of Tourism (Turism.gov.ro) and the European Commission (2022). Digital transformation is crucial post-pandemic, and the hotel's adaptation to new technologies is essential for competitiveness. This report explores the technological implications, referencing the imperative for digital transformation and technology adoption in the post-pandemic hospitality industry. Sustainability is a growing concern, and the Radisson Blu Hotel Bucharest's commitment to clean energy aligns with evolving customer expectations. The University of South Wales Insights (2019) and Radisson Hotel Group's Responsible Business Report (2022) emphasise the growing importance of environmental sustainability. 
Cultural factors are emphasised in the CAGE analysis, stressing the importance of maintaining consistent service standards globally, adapting to local culture, ensuring culturally sensitive staff training, and fostering cultural events to enhance the guest experience.
The SWOT analysis reveals the following strengths: the brand recognition is high, the location is excellent, the hotel facilities are top-notch, and there is a certification and sustainability program in place. On the other hand, some weaknesses include the lack of customer service, unfriendly staff, poor housekeeping, and limited breakfast options.
Strategies focus on leveraging strengths to exploit opportunities, addressing weaknesses to mitigate risks, and adapting to technological advancements. The hotel must prioritise customer-centric approaches and embrace excellence.
Wise Consulting Ltd. stands ready to assist in implementing these strategies for the Radisson Blu Hotel Bucharest's sustained growth and prosperity.
This report contains a plan for managing change in response to challenges faced. Lewin's Change Model explains the various stages of unfreezing, changing, and refreezing. The report emphasises change management's psychological and emotional aspects, as Schein (1993) explained. Drawing on principles outlined by Cameron and Green (2015) and Hiatt and Creasey (2003) highlight the importance of effective communication, stakeholder engagement, and a culture of continuous learning. 
Wise Consulting's recommended strategies focused on change management and communication, aiming to create a smooth transition using Lewin's Model and propose creating a dedicated change management team, comprehensive communication plan, employee training programme, continuous feedback mechanisms, and celebrating successes during the change journey. 
A detailed action plan outlines specific actions to enhance customer service, address housekeeping issues, diversify breakfast options, reduce noise disturbances, and proactively manage online reputation. The action plan identifies critical problems, proposes solutions, outlines desired outcomes, and provides a timeline for implementation. Initiatives such as staff training, revamping housekeeping, diverse breakfast options, noise reduction measures, effective feedback systems, and proactive online reputation management are scheduled with specific completion dates.
In conclusion, the Wise Consulting Ltd. consultancy report offers a comprehensive analysis of the challenges faced by Radisson Blu Hotel Bucharest and provides actionable strategies for change management and improvement. By addressing customer service concerns, enhancing its online reputation, and implementing strategic changes, the hotel can position itself as a leading choice for global travellers, aligning with the Radisson Hotel Group's overarching vision. Continuous monitoring and adjustments are crucial for long-term success and maintaining a distinguished brand reputation in the competitive hospitality industry.


1. [bookmark: _Toc150852308]Introduction

The esteemed Radisson Blu Hotel Bucharest, located in the central area of Bucharest, Romania, is an opulent establishment well-recognised for its sophisticated architectural design, high-quality lodging options, and unparalleled customer service. The establishment, now known as Radisson Blu Hotel in Bucharest, Romania, was constructed in 1977, and the architectural design of the hotel was undertaken by a group of architects from the Institute "Project-Bucharest" (newsbucuresti.ro, 2021).
Renowned Romanian painters, such as Sabin Bălașa, Ion Stendl, and Dan Parocescu, have produced a collection of grandiose artistic creations tailored explicitly for the expansive interiors of the hotel (newsbucuresti.ro, 2021). The establishment was officially opened in September 2008. It remained under Radisson SAS until October 2009, when it became a distinguished brand within the Radisson Hotels company, recognised as one of the leading global entities in the hospitality industry. The Radisson Blu Hotel has the distinction of being the most expansive five-star hotel in Romania, as well as the most prominent establishment within the Radisson hotel chain in Eastern Europe.
After a significant capital investment, Radisson Hotel Group was happy to announce in June 2021 the reopening of Radisson Blu Hotel Bucharest by changing the lobby and garden area of the hotel (Hospitality Net, 2021). There are 424 rooms: 301 standard, 74 executive, 10 disabled accommodations, and 39 apartments. In addition, the hotel provides its clientele with four dining establishments, three bars, a 1,500-square-meter conference centre with a central hall accommodating a maximum of 500 individuals and eleven smaller rooms (newsbucuresti.ro, 2021). Other amenities include a Bali Spa, a fitness centre, a heated outdoor pool, a jacuzzi, a jogging track, a casino, and upscale retail establishments.
Although well recognised for its exceptional quality, the Radisson Blu Hotel Bucharest is today confronted with a critical situation that needs prompt attention and deliberate action related to the negative reviews regarding poor customer service (Tripadvisor, 2023). In the era of digital connectivity, a hotel's internet reputation and customer service have emerged as crucial factors that significantly influence its ongoing prosperity (Rialti, Kvítková and Makovník, 2023). The amalgamation of online evaluations, social media interactions, and guest feedback significantly impacts the formation of perceptions and the decision-making process of global travellers.
The purpose of this consultation study, carried out by Wise Consulting Ltd., is to examine the complex problem of online reputation management and customer service improvement encountered by the Radisson Blu Hotel Bucharest. Wise Consulting Ltd. is a new company on the market that is gaining recognition for successfully guiding many organisations across several sectors, enabling them to navigate intricate obstacles and effectively achieve long-term, viable expansion. The company's expertise involves using comprehensive frameworks and strategic models to analyse various situations, provide practical solutions, and facilitate significant and impactful change.
In order to effectively tackle the current challenges, the report will employ well-established analytical methodologies such as PESTEL analysis, which examines the political, economic, social, technological, environmental, and legal factors. Additionally, the report will utilise SWOT and TOWS analysis, which assesses the strengths, weaknesses, opportunities, and threats. Using these frameworks will provide a systematic basis for our evaluation and direct our efforts in finding critical avenues for the Radisson Blu Hotel Bucharest to improve its online image and boost its customer service standards.
This study will examine the present state of the hotel business, evaluate the internal strengths and weaknesses, analyse external opportunities and threats, and examine the intricate relationship between these elements. The objective is to discover practical and valuable information enabling the Radisson Blu Hotel Bucharest to influence its internet reputation actively and provide exceptional guest experiences.
This research aims to thoroughly analyse the existing difficulties, followed by a series of clearly defined suggestions based on strategic frameworks and industry best practices. The following parts will comprehensively examine the intricacies of managing online reputation and improving customer service. This analysis will give valuable perspectives, practical methods, and a well-defined plan to support the Radisson Blu Hotel Bucharest in achieving success in the era of digitalisation.
2. [bookmark: _Toc150852309]Analysis

[bookmark: _Toc150852310]2.1 Brand Recognition/ Online Reputation 

According to Cantallops and Salvi (2014), electronic word-of-mouth (eWOM), also known as online reviews, suggestions, or comments, has become more critical with the rise of new technology. Consumers are becoming increasingly interested in eWOM when it comes to tourism, which significantly affects both buyer behaviour and the supply of tourism. When eWOM is spread, customers are affected by their feelings, their reasons, and the websites they have chosen to add to (Medeková, Pompurová and Šimočková, 2023). For a hotel, eWOM expresses the guests' experiences and opinions and creates the online reputation of the respective hotel. Many tourists use search engines, online platforms and social media to look into places they want to visit before they book their trip (Sparks and Browning, 2011). Potential clients may trust other consumer evaluations, which they see as neutral and independent of marketing staff.
Looking for Radisson Blu Bucharest on Tripadvisor and Booking.com, two of the most popular online travel platforms, the Bucharest Hotel appears rated, at first glance, as "excellent" with a rate of 4.5 out of 5 on the Tripadvisor platform (Tripadvisor, 2023) and as "very good" with a rate of 8.2 out of 10 on the Booking.com platform (Booking.com, 2023).
However, after a more detailed analysis, approximately 15% of the comments posted on each platform contain average or lower-than-average reviews.
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	(Source: Tripadvidor.co.uk, 2023)			(Source: Booking.com, 2023)
On the Tripadvisor platform, out of 3143 reviews, 462 comments appear average, poor or terrible, meaning a percentage of 14.7%. In comparison, on Booking.com, out of 4260 reviews, 666 comments are classified as passable, poor or very poor, which indicates a percentage of 15.6%. So, the results on the mentioned travel platforms conclude that 15% of the hotel guests did not have the most pleasant experiences. 
Analysing in the same terms the competitors in the Bucharest hotel market, the percentage of average and lower-than-average reviews is 5.4% for Epoque Hotel Relais & Chateaux, 11% for JW Marriott Bucharest Grand Hotel and 6.4% for InterContinental Athenee Palace Bucharest, an IHG Hotel (Tripadvisor.co.uk, 2023).
This percentage could become a red flag as, according to Chen (2008), feedback from other customers has a more significant effect on product choice than reviews from experts or advisers from the same company. So, a customer's decision to choose a five-star hotel can be influenced in addition to brand recognition by the hotel's online reputation, built on eWOM.

[bookmark: _Toc150852311]2.2 Customer Service/ Improvement areas

There is much competition in the hotel business, so each hotel tries to be distinctive to make its services and goods stand out (Sharma and Srivastava, 2018). There is much work that goes into making sure hotels offer the best services to bring in people. In other words, giving excellent service makes customers happy and keeps them returning to a specific hotel brand. The significance of client loyalty in the success of a company organisation has been acknowledged (Kandampully and Suhartanto, 2000) as client satisfaction increases profitability. A strong relationship exists between consumer satisfaction, consumer loyalty and brand image.
Although the Radisson Blu brand promises to "feel the difference" in that the Radisson Blu hotel is memorable, stylish, and has a purpose by producing essential events in exciting settings (Radisson Blu Hotels & Resorts | Radisson Hotels, 2021), nevertheless, in the case of Radisson Blu Bucharest, 15% of guests publicly expressed their displeasure on travel platforms.
Analysing the feedback given by the Radisson Blu Bucharest hotel clients on online travel platforms, some complaints appear frequently, bringing into discussion similar problems. This repetition over time of the same topics suggests that the hotel's response was only online, without implementing measures to eliminate the issues.
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(Source: Tripadvidor.co.uk, 2023)
The negative feedback left by customers on the Tripadvisor online platform was followed up from Oct. 2023 - Aug. 2022, and the most frequent issues/complaints are the following:
· Lack of customer service (with no attention to details);
· Poor guests assistance;
· Unfriendly staff;
· Poor housekeeping;
· Poor quality of breakfast (with no options for vegetarians);
· Noisy at night.

Guests report almost the same issues on the Booking.com platform without significant differences.
The common thread in all these comments is that the customer service needs to be up to the expectations of the hotel guests. The failure to solve the clients' problems during the stay, the sometimes unfriendly attitude of the hotel staff, and the quality and diversity of the products offered at breakfast are problems that have been raised over a year without a significant improvement. The impact of these issues on the hotel can become significant if they remain a state of fact.
Standing out in a mature industry like hospitality, with intense competition, modest product differences, and cheap promotional expenditures, takes much work (Hudson and Hudson, 2022). So, customer service is becoming a differentiator in this business.

[bookmark: _Toc150852312]2.3 Analysis Tools and Frameworks

To understand the possible reasons for the listed issues, frameworks and analysis tools like PESTLE, CAGE, SWOT, and TOWS are essential in business consulting; they help experts and organisations gain insights, make informed decisions, and develop effective strategies (Nibusinessinfo, 2018).
PESTLE encompasses factors like Politics, the Economy, Society, Technology, the Legal and the Environment. It aids in assessing the external forces that impact an organisation, helping consultants align businesses with the broader context (Johnson, Kevan Scholes and Whittington, 2009). By analysing these external elements, experts assist businesses in adapting to new situations, identifying opportunities, and mitigating risks.
The CAGE framework, developed by Pankaj Ghemawat, explores Cultural, Administrative, Geographical, and Economic differences between countries (Giudici and Rolbina, 2018). Consultants use CAGE analysis to understand challenges and opportunities when expanding internationally, offering solutions to bridge cross-border disparities.
SWOT analysis, representing Strengths, Weaknesses, Opportunities, and Threats, is foundational in understanding internal and external factors affecting a business (Helms and Nixon, 2010). Consultants frequently employ SWOT analysis to devise strategies, identify areas for improvement, and ensure alignment between business goals and market conditions.
TOWS analysis enhances SWOT by systematically pairing a company's Strengths and Weaknesses with external Threats and Opportunities (Weihrich, 1982). This method provides an organised approach to strategy development, enabling consultants to create actionable plans that leverage strengths to exploit opportunities and address weaknesses to mitigate risks effectively.
[bookmark: _Toc150852313]
2.4 Macro environmental Analysis: PESTLE/ CAGE

[bookmark: _Toc150852314]2.4.1 PESTLE Analysis

Politics:
Political risk significantly influences international companies' investment decisions in foreign countries (Formica, 1996). For hotels, the goal is to attract customers through comprehensive services, and political changes can profoundly affect this objective. A democratic and collaborative economy tends to attract both visitors and business travellers.
In 2008, approximately two decades after Romania transitioned from communism to democracy, the Radisson hotel group entered the Romanian hospitality market by establishing the Radisson Blu Bucharest hotel. This strategic move illustrates the group's confidence in Romania's evolving political landscape.
Romania's Tourism Development Strategy for 2019-2030 outlines four critical aspects of governmental policies (sgg.gov.ro, 2018):
1. Strategic: These encompass tourism development strategies, setting the direction for the industry.
2. Regulatory: This includes the regulation, certification, approval, and monitoring of tourist activities, as well as accrediting educational institutions for training qualified personnel.
3. Institutional: Involving events, conferences, and collaborations with public and private institutions and national and international organisations in the tourism sector.
4. Promotional: Focused on organising events and missions to boost tourism in Romania and enhance its image as a tourist destination.
These aspects can significantly impact the Radisson Blu Bucharest Hotel, providing opportunities for positive engagement and alignment with Romania's evolving political and economic landscape.
Economy:
According to the National Institute of Statistics in Romania, the share of the hotel industry in the Gross Domestic Product (GDP) in 2019, the year with the best achievements before the COVID-19 pandemic, was 2.98% (insse.ro, 2022) representing 6.5 billion Euros (Turism.gov.ro, 2022).
Regarding Business Figures, Budeanu (2023) states that Romania's hotel business has a lower turnover than other European nations owing to competition from other tourism-focused countries. In 2021 and 2022, the turnover value will continuously evolve, and the sector is expected to recover and earn vast amounts from tourists.
[image: ]
Business Figures (billion €)
(Source: irek.ase.md, 2023)
Citing Romania's National Strategy for the Development of Tourism 2023-2035 (Turism.gov.ro), tourism in Romania faces two significant challenges: 
· First, tourists who currently visit Romania do not spend enough at the destination level,
· Second, more tourists should be attracted who can and will spend more.
The problems identified above are also relevant for Radisson Blu Bucharest since the income generated from the sale of services is the leading financial indicator for a company, so the focus on the quality of services offered to customers and their promotion both by the company and by customers, on all the means of communication, can bring a favourable response that can be found in the turnover.
Society:
Using the last financial analysis of Romania published on the specialised website of the European Commission, high employment aspirations persisted as the Unemployment Rate was 5.6 in 2022, 5.4 in 2023 and predicted to be 5.1 in 2024 (European Commission, 2022). Furthermore, according to the Ministry of Tourism (Turism.gov.ro), citing the Romanian National Institute of Statistics, in 2019, 187,057 people worked in the Hotels and Restaurants sector; in 2020, only 169,655 people were still employed in the same sector, representing 3.4% of total Romanian salaries. However, the hotel industry is affected by seasonality, low salary levels and lack of adequate training opportunities.
Government aid and a strong employment market will boost economic activity (European Commission, 2022). Employment prospects could be better despite solid GDP growth, but the causes are found in the phenomenon of population ageing and significant migration. Due to the low birth rate and youth departure, the resident population's age groups up to 30 have lower weights, and the most impacted are 20-24 and 25-29 year-olds, according to the National Institute of Statistics in Romania, in its publication Tendinte Sociale (Social Trends), published in 2021 (insse.ro, 2021).
However, the integration into the labour market of Ukrainian refugees from the conflict and non-EU worker visas can mitigate the effect produced by the migration phenomenon of the young labour force from Romania.
Technology:
After the pandemic, digital transformation and technology use are crucial in the hotel business (www.bu.edu, 2023). Hospitality organisations must use the newest technologies to be competitive amid labour shortages, growing costs, and changing customer wants and behaviours.
To succeed in this digital era, restaurants, hotels, and tourism must keep current and innovate with technology (www.bu.edu, 2023). This success hinges on service quality and customer satisfaction, with service being a critical factor in guest attraction and retention (Ruel and Njoku, 2020). 
The implementation of digitisation through new technologies requires the hotel to purchase applications and products that address customers directly and through which complex services become readily available, such as online check-in or the digital key. Nevertheless, it also needs to adapt all hotel departments to the new challenges raised by technology.
The rise of artificial intelligence (AI) presents both promise and threat, requiring employees to acquire new competencies while potentially leading to the replacement of human talent by technology (Ruel and Njoku, 2020).
Environment:
Sustainability or social responsibility is a growing issue for public and commercial sectors, including the hotel business and is essential to 21st-century company success (University of South Wales, 2019). The hotel industry strains the environment and natural resources. However, the sector also depends on unspoiled landscapes, which attract tourists. Thus, there is the risk of damaging hospitality's foundation. 
Tourists are also becoming more environmentally conscious and expect hotels to act responsibly (University of South Wales, 2019). In response, Radisson Hotel Group, one of the hotel industry's leaders, annually releases its own Responsible Business Report (RESPONSIBLE BUSINESS REPORT 2022 Contents, 2023) and the Radisson Blu Hotel Bucharest is the first hotel in Romania to use only clean energy (Cristian, 2022).

[bookmark: _Toc150852315]2.4.2 CAGE Analysis:

This report will emphasise the Cultural Aspects of CAGE Analysis, considering Radisson Blu Bucharest's affiliation with the Radisson Blu brand of the Radisson Hotel Group. Cultural factors significantly influence the hospitality industry, and Radisson Blu Bucharest, as part of the Radisson Hotel Group, must prioritise cultural sensitivity in its operations (HospitalityNet, 2023). This emphasis on cultural aspects in CAGE Analysis is crucial for its success. Key considerations include:
1. Similarity in Service Standards: The Radisson Hotel Group maintains consistent service standards globally, mitigating cultural differences' impact and ensuring a seamless experience for international guests (Radisson Hotels, 2023).
2. Local Cultural Adaptation: While benefiting from international recognition, Radisson Blu Bucharest should adapt to local culture. A mix of local experiences alongside global standards enhances the guest experience (Gregoric, Blinova and Pomper, 2019, pp.125–131).
3. Staff Training: Culturally sensitive and diverse staff training is essential to make guests from various backgrounds feel valued (Sattersfield, 2017).
4. Cultural Events and Awareness: Hosting cultural events and promoting Romanian culture creates unique selling points, fostering cultural exchange and learning (Gregoric, Blinova and Pomper, 2019, pp.125–131). This approach aligns with the trend of offering authentic cultural experiences to guests.

[bookmark: _Toc150852316]2.5 Micro environmental Analysis: SWOT/ TOWS

A SWOT analysis of the Radisson Blu Bucharest hotel reveals several critical factors impacting its performance.

	STRENGTHS
	WEAKNESSES

	-Brand Recognition;
-Excellent Location;
-Hotel’s Facilities
-Certification and sustainability programme/ FEE's Green Key Certification.
	-Lack of Customer Service;
-Unfriendly staff;
-Poor housekeeping;
-Poor quality of breakfast (with no options for vegetarians).


	OPPORTUNITIES
	THREATS

	-Increasing Revenue;
-Adapting to new technologies.

	-Competition;
-Online Reputation;
-Global crises/ Ukraine’s War.



Radisson Blu Bucharest gains a competitive advantage through its global brand recognition within the Radisson Hotel Group. It is situated strategically in Bucharest's city centre near the main attractions, making it appealing to business and leisure travellers (Bucharest, 2023). The hotel's comprehensive facilities, including meeting spaces, dining options, wellness amenities, and valet parking (Bucharest, 2023), enhance the guest experience. Furthermore, its Green Key Certification showcases sustainability commitment, attracting eco-conscious travellers and potentially cutting operational costs (Green Key, 2019). 
However, it faces challenges related to customer service as guests may experience subpar service levels, resulting in negative reviews and reduced repeat business, staff friendliness, impacting the overall guest experience and potentially affecting brand reputation, housekeeping, affecting guest satisfaction and breakfast quality, as the need for vegetarian breakfast options may alienate a specific guest segment and lead to dissatisfaction. 
Opportunities lie in increasing revenue through improved guest satisfaction and adapting to new technologies, so implementing customer-centric strategies, improving service quality, and catering to specific dietary preferences can boost revenue and enhance guest loyalty, as well as embracing new technologies like mobile check-ins, digital concierge services, and intelligent room controls can improve operational efficiency, enhance the guest experience, and attract tech-savvy travellers.
Meanwhile, intense competition from other 5-star hotels in Bucharest may impact the hotel's market share and pricing strategies, negative online reviews stemming from weaknesses can deter potential guests and harm the hotel's reputation, and external factors like global crises or geopolitical conflicts, such as the Ukraine-Russia war pose potential threats to the hotel's success.

3. [bookmark: _Toc150852317]Recommendation and Change Management

[bookmark: _Toc150852318]3.1 Change Management/ Theoretical Background

Management of change is the process of organising and coordinating adjustments in context (Michigan State University, 2021). It is up to management teams to determine precisely how this change will be handled, establish the procedure and how to execute and implement it effectively. The goal of change management is not to deal with change after the fact but rather to be ready for it. 
Lewin's Change Model is a widely recognised framework in organisational change theory, developed by Kurt Lewin and consisting of three key stages (Lewin, 1947): 
· Stage 1 - Unfreezing - defines the disruption of existing behaviours and norms to create motivation for change;
· Stage 2 - Changing - involves the acceptance, learning and implementation of new practices or behaviours;
· Stage 3 - Refreezing - reinforces the changes to become the new norm.
Based on Lewin's Model, Edgar Schein's thesis emphasises breaking old habits and adopting new ideas throughout the transition. Schein describes two crucial learning phases: "learning anxiety" and "survival anxiety" caused by pressure fluctuations (Schein, 1993). Learning anxiety is the fear of unlearning old habits and adopting new ones. Survival anxiety, on the other hand, is caused by external pressures and demands for change, making people feel compelled to adapt. Schein's theory emphasises change's psychological and emotional aspects, including people's concerns and problems while changing. Because people are the primary drivers of change, Schein's approach emphasises them as the starting point for transformation (Bejinariu et al., 2017).
In these terms, a fundamental principle of change management is "ensuring effective communication and stakeholder engagement" (Cameron & Green, 2015). This principle underscores the importance of involving and informing all relevant stakeholders throughout the change process, fostering understanding, buy-in, and collaboration. Another fundamental principle of change management is cultivating a culture of continuous learning and providing adequate support and resources (Hiatt and Creasey, 2003). This principle emphasises the importance of empowering employees with the knowledge, skills, and resources they need to adapt to changes effectively. A culture of learning and ongoing support ensures that individuals and teams can continually improve and adapt to the changing environment.

[bookmark: _Toc150852319]3.2 Strategies and Recommendations:

The mission, vision, values ​​and goals constitute the core purpose of the strategy (Whittington et al., 2020). The Radisson Hotel Group's vision is to make their hotels the first choice "for guests, owners and talent" (Radisson Hotel Group, 2017), so any action proposed to implement for Radisson Blu Bucharest hotel must align with the group's vision. Radisson Blu Bucharest understands to become the first choice for guests by offering them excellent services.

[bookmark: _Toc150852320]3.3 Change management and Communication

The organisation's ability to influence its employees' conduct is crucial to the change initiative's success (Elving, 2005). One of the most critical parts of implementing organisational change is getting the word out to employees and ensuring they have the resources to adapt to their new roles and learn about the changes that will affect them. Having open lines of communication with these stakeholders is essential to the success of any change efforts and plans. 

Developing a change management strategy before implementing any action plan to achieve desired results is essential. Communication plays a crucial role in this strategy.

1. Establish a Change Management Team: Create a specialised team for spearheading and overseeing the change process (Reiss, 2012).   A holistic approach should be ensured by including individuals from several departments within this team.
2. Lewin's Model Implementation: Apply Lewin's Change Model to ensure a  smooth transition (Lewin, 1947). Start with the "Unfreezing" stage by conducting staff workshops to create awareness and motivation for change.
1. Communication Plan: Develop a comprehensive communication plan with regular updates and feedback mechanisms. Keep all employees informed about the changes, their role in the process, and how these changes align with the hotel's mission and values (Fuchs and Prouska, 2014).
3. Training and Support: Provide training and support to employees to reduce "learning anxiety" and "survival anxiety" (Schein, 1993). Empower them with the knowledge and skills they need to embrace the changes.
4. Continuous Feedback: Encourage a culture of continuous learning and feedback. Create avenues for employees to share their concerns, ideas, and experiences throughout the change process (Fuchs and Prouska, 2014).
5. Celebrate Success: Celebrate milestones and successes to boost morale and maintain enthusiasm for the changes (Varkey and Antonio, 2010).
1. Refreezing: In the final stage, "Refreezing," solidify the changes as the new norm. Reinforce the new standards and expectations through regular evaluations and reward systems (Petera, 2011).

[bookmark: _Toc150852321]3.4 Guest satisfaction/ Customer Service Department

Regarding the issue of negative online reviews and improving online reputation, the following solutions can be implemented:

1. Enhance Customer Service: Radisson Blu Bucharest should prioritise customer service excellence by training staff to be more attentive to guest needs, improving responsiveness to customer inquiries or complaints and turning this kind of feedback into excellence (Mahmoud and Eissa, 2014), and ensuring a warm and friendly atmosphere. This improvement will address the common complaints about unfriendly staff and the need for more attention to detail. Action: Initiate a comprehensive staff training program to improve customer service and enhance guest experience. Develop specific training modules on guest interactions, empathy, and problem-solving.
2. Revamp Housekeeping: Invest in housekeeping quality to ensure rooms are pristine and well-maintained. Regular quality checks and staff training help maintain cleanliness and guest satisfaction. Action: Revamp housekeeping processes and standards by including regular quality checks, staff training, and ensuring well-maintained rooms.
3. Diverse Breakfast Options: Address the complaint about the lack of breakfast options for vegetarians by introducing a diverse and inclusive breakfast menu that caters to various dietary preferences. This improvement will enhance guest satisfaction and loyalty. Action: Introduce a diverse breakfast menu that caters to various dietary preferences. Communicate these changes to guests and seek their feedback.
4. Noise Reduction Measures: Implement strategies to minimise noise disturbances at night, such as improved soundproofing and encouraging guests to adhere to quiet hours. These will contribute to better sleep quality and overall satisfaction. Action: Address noise disturbances at night with improved soundproofing and clear communication to guests about quiet hours.
1. Implement an Effective Feedback System: Collect and analyse feedback from guests during their stay to identify issues in real-time and take immediate corrective actions (Bendoly, 2012). This system should encourage guests to provide feedback and suggestions, making them feel heard and valued. Action: Implement an effective feedback system encouraging guests to provide real-time feedback and suggestions. 
5. Proactive Online Reputation Management: Radisson Blu Bucharest should actively engage with online reviews and respond to positive and negative feedback. Acknowledging issues, offering solutions, and expressing gratitude for positive feedback can enhance the hotel's online reputation. Action: Develop an online reputation management strategy to respond to online reviews proactively.
6. Mystery Shopping: Conduct periodic 'mystery shopping' to evaluate customer service and staff performance (Beck and Miao, 2003). This action can help identify gaps in service quality and create a culture of continuous improvement. Action: Implement a mystery shopping program to evaluate the customer service standards. Identify areas that require improvement and develop corrective action plans.
4. [bookmark: _Toc150852322]Action Plan

Radisson Blu Bucharest may develop while caring for its most significant asset – people - by adopting a consistent action plan that addresses guest experience, employee requirements, and management performance (Epsilon, 2023).
	No.
	Problem
	Solution
	Desired outcome
	Time scale
	Completion Date

	1
	Lack of customer service/ Unfriendly staff

	Enhance Customer Service by initiating a comprehensive staff training program

	Improved guest satisfaction and positive online reviews
	2 Months Intensive/ then Permanent
	30 Jan. 2024/ then Permanent

	2
	Poor Housekeeping
	Revamp Housekeeping by invest in housekeeping quality and staff training/ Regular quality checks

	Pristine and well-maintained rooms/ guests satisfaction
	3 Months
	01 March 2024

	3
	Poor quality/ diversity of breakfast
	Diverse Breakfast Options
	Varied breakfast menu catering to different dietary needs/ guests satisfaction and loyalty
	2 Months
	30 Jan. 2024

	4
	Noisy at night
	Noise Reduction Measures by improving soundproofing

	Improved sleep quality and reduced night disturbances
	6 Months
	01 June 2024

	5
	







Poor Guests Assistance
	Implement an Effective Feedback System by collecting and analysing feedback from guests during their stay to identify issues in real time and take immediate corrective actions.

	Encourage guests to provide feedback and suggestions, making them feel heard and valued
	3 Months
	01 March 2024

	6
	
	Mystery Shopping
	Identified areas for improvement and corrective actions to evaluate customer service and staff performance

	9 Months
	01 Sept. 2024

	7
	Negative Online Reviews
	Proactive Online Reputation Management

	Positive responses to online reviews and improved reputation
	6 Months
	01 June 2024



It is highly recommended to monitor the ongoing initiatives and evaluate their effectiveness periodically and continuously (Jabri, 2004). Based on the feedback and performance metrics, it is essential to make necessary adjustments to ensure optimal outcomes. In the long run, it is crucial to establish the Radisson Blu Bucharest brand as a prominent name globally that stands out for its exceptional service, meticulous attention to detail, and unwavering commitment to meeting guests' diverse needs. By prioritising these aspects, the brand can build a solid reputation and establish a loyal customer base that returns for the exceptional experience it offers.


5. [bookmark: _Toc150852323]Conclusion

In conclusion, this comprehensive report has delved into the complexities faced by the esteemed Radisson Blu Hotel Bucharest, outlining the challenges posed by negative online reviews and the imperative need for improvements in customer service. As the hospitality industry undergoes a significant transformation in the digital era, the Radisson Blu Hotel must strategically manage its online reputation and enhance its customer service to ensure sustained success.
The Radisson Blu Hotel Bucharest, a jewel in the Radisson Hotel Group's crown, is Romania's most expansive five-star hotel. Its opulent design and rich collection of artistic creations have made it an iconic establishment in Eastern Europe. However, despite its grandeur, the hotel confronts the critical issue of negative reviews impacting its online reputation. It is a paramount concern in the current landscape, where digital connectivity is pivotal in shaping consumer decisions.
The report, conducted by Wise Consulting Ltd., has meticulously analysed the challenges faced by the hotel using robust methodologies such as PESTEL, SWOT, and TOWS analysis. The macro-environmental factors, including political, economic, social, technological, and environmental, have been examined to provide a comprehensive understanding of the external forces influencing the hotel industry in Romania. Additionally, the CAGE analysis has highlighted the cultural aspects that need attention to ensure the Radisson Blu Hotel Bucharest aligns with local nuances.
The micro-environmental analysis, particularly the SWOT analysis, has identified key strengths, weaknesses, opportunities, and threats that impact the hotel's performance. The hotel's brand recognition, excellent location, and various facilities stand as strengths, while weaknesses in customer service have been pinpointed as areas requiring immediate attention. Opportunities lie in revenue enhancement and technological adaptation, while threats include intense competition, online reputation challenges, and global crises such as the Ukraine-Russia conflict.
In response to the challenges identified, the report proposes a robust set of strategies and recommendations. Enhancing customer service, revamping housekeeping, diversifying breakfast options, implementing noise reduction measures, and proactively managing online reputation are crucial steps outlined to address negative reviews and improve guest satisfaction. Simultaneously, change management and communication strategies aligned with Lewin's Model have been recommended to ensure a smooth transition, employee buy-in, and long-term success.
By prioritising enhancing customer service, the Radisson Blu Hotel Bucharest can not only navigate its current challenges but also ascend to a leadership position in the hospitality industry. The commitment to elevating customer service standards, fostering cultural sensitivity, and strategically embracing technological advancements will position the hotel as an unrivalled paragon of excellence in guest experience and online reputation management. As the digital era unfolds, this transformative approach will secure the Radisson Blu Hotel Bucharest's status as an iconic destination for global travellers searching for unparalleled luxury and service.
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Service isn't great

The hotel is in a great spot and the rooms and all the facilities are very nice. The
service at the hotel is terrible with staff at best could be described as grumpy. |
needed some help and asked a member of front of house staff if they could help
me in response | was told'That's not my job' job'when | asked whose job it was?
The reply was ‘I don't know' and they walked off. | accept completely it might not
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Rude staff at check-in, definitely not a 5 star hotel if it was in London. Lack of
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better.

Readless a

Date of stay: September 2023
Trip type: Travelled on business

@®0000 Value
@®O Location
@0O000 Service

OO Rooms
@O0 Cleanliness
@00 Sleep Quality





image10.png
GClife wrote a review Mar 2023 .
9 Gold Coast, Australia + 1616 contributions « 716 helpful votes

®0000

5 star hotel with 1star service

While the hotel offers you a great range of amenities with restaurants and bars,
large bedrooms and bathrooms There is no consideration for customers | am

writing this review with an air conditioner on 27 degree Celsius When | informed
reception that there was no cool air | was told to open the window
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No early checkin

We were told early checkin ok as one of

Our guestsiill. She wait 5 hrs for a room. And was told not allowed to fall asleep in
chair. Very poor customer service under circumstances. The amenities and
breakfast was super but this service was not acceptable
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very rude, arrogant staff | am a trans person, during check in the agent called
me "sir” | kindly asked her to not call me sir later | found an open bottle of water
in my room, it is not hygienic and concerning so | called front office to report it
however | get called "sir" again and again | wanted to speak to the GM general
manager, however the first agent refused to even tell me who GM is and the
second agent said | quote "..well our GM is very very busy, GM does not talk to
you..."jaw dropping | would say " well if GM does not listen the guesses and their
serious feedbacks - such as being called “sir" when being trans then that GM
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