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Abstract
In this research hotel amenities are investigated on their influence to guest satisfaction and competitive positioning using Ibis Hotel, Birmingham (New Street) as a case study. To identify key strengths such as affordability, strategic location and sustainability initiatives, the study adopts a thematic analysis supported by SWOT, PEST, and competitive analyses. This also draws attention to the weaknesses of Wi-Fi reliability, ability to serve sufficient number of customers within reasonable time frame and differentiate yourselves from competitor wise, which are critical criteria for the guest experience and loyalty. The study uncovered those travellers of current generation value convenience, customer service, while also ensuring eco-friendly accommodations among other things. Guest feedback and industry trends also show the need for integration with seamless digital services, such as high-speed internet and contactless, to exist. Industry leaders such as Premier Inn, the company that has invested in digital solutions and Hilton, the company that has taken green initiatives are strengthened in the case studies of the importance of aligning the service offerings with the changing market expectations. The study suggests strategic improvements in technological infrastructure, service optimization, sustainability visibility, as well as competitive differentiation of the potential solutions. Ibis can grow its market presence by improving digital services, refining customer engagement strategies, introducing eco-conscious initiatives and offer unique guest experiences. By following such measures, Ibis can position itself to be a guest focused, technologically advanced, environmentally friendly budget hotel that will enable it to succeed in the long run in Birmingham’s quite aggressive hotel sector.
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[bookmark: _Toc190183399]Introduction
Within the hospitality sector, guest satisfaction plays the most major role in business success due to the high competitiveness of this specific industry. Due to that reason, the overall business formation of this industry indicates that quality and range of amenities are the main attributes that impact guest satisfaction most. The hotel amenities within this industry primarily incorporate some major aspects like dining options, room features, customer services, and recreational facilities, which significantly contribute towards guest satisfaction and preferences. Through considering Ibis Hotel, Birmingham as the main case study this study is constructed to explore various attributes that influence customer satisfaction the most and how these insights can be utilised to enhance the overall performance of the organisation. 
[bookmark: _Toc190183400]Background and rationale
In the recent scenario, it is observed that features and services of the hotel industry’s amenities have involved drastically by which guest’s comfortable and memorable experiences can be assured. According to the views of Solas, (2023), the recent industry trends indicate that some specific amenities such as fitness centres, sustainable practices, business longue and high-speed internet have already become essentials in the hospital industry to meet customer expectations. The availability and quality of these specific aspects mainly play a prominent role in impacting consumers’ online reviews, loyalty and retention within the hospitality industry. 
The Ibis Hotel, Birmingham is a part of the famous Accor Hotel group that and known for its comfortable and budget-friendly accommodations within a busy metropolitan area. As stated by Bardukova (2023), evaluating the overall impact of hotel amenities among the guests priorly offers valuable understanding regarding how the overall offerings of an organisation remain competitive in the hospitality industry. Due to that reason, the following study focuses on the Ibis Hotel. Birmingham’s overall customer service attributes to evaluate their performance compared with the entire industry. 
[bookmark: _Toc190183401]Research aims and objectives
This study priorly aims to perform a critical examination of how different amenities and offerings of hotels influence the guest experience according to the case scenario of Ibis Hotel. In terms of achieving it, this study’s main objectives would be:
· To identify specific amenities, present within the Ibis Hotel, Birmingham and how guest’s experiences are impacted by them.  
· To evaluate guest’s satisfaction level and perceptions regarding the amenities based on their feedback and reviews. 
· To compare the chosen amenities with other competitors within the industry to analyse their influence on the decision-making. 
· To provide suitable recommendations based on the findings of the research to improve hotel amenities. 
[bookmark: _Toc190183402]Research questions
This research will priorly focus on four main questions to gather and represent the overall findings, which mainly incorporate:
1. What are the main amenities provided by Ibis Hotel, Birmingham and how guest satisfaction level is impacted by them?
2. What are the guest’s perceptions and acceptance rates regarding the amenities that can reflect their overall experience?
3. How does Ibis Hotel differentiate its amenity quality and availability in comparison with the competitors within the industry?
4. How improvements can be imposed within the Ibis Hotel, Birmingham to increase the overall guest experience?
[bookmark: _Toc190183403]Significance and Scope of the study
This study will priorly focus on the qualitative data collection method from various websites, scholarly articles, online journals and reports to analyse specific aspects like technological amenities, efficiency of customer service, dining services and room comfort to evaluate the overall significance of amenities in terms of the guest satisfaction rate. This study will focus on improving future discussions of hospitality management through improving their service quality and guest experience.  


[bookmark: _Toc190183404]Literature review
[bookmark: _Toc190183405]Introduction
The role of the hotel amenities in affecting the levels of guest satisfaction in short term or long term can be through the senses of the guest, witnessed or through their potential loyalty to the hotel. Nevertheless, amenities have something to do with the comfort and quality of a hotel, although starting from simple necessities to luxury attributes. This literature review has been categorized and researched the hotel amenities in terms of characteristics and their impact on guests’ experience. This section attempts to construct what has been featured as some part of a hodgepodge of tourism and hospitality studies by organizing the identified key in how some varied aspects of hotel amenities impact guest satisfaction, competitive advantage and the trend of hospitality industry.
[bookmark: _Toc190183406]Theme 1: Essential amenities and guest expectation
One of the basic themes of hospitality research interested in the role of essential amenities to meet guests’ expectations is taken up here. Several studies Coelho, Brandão and Costa (2022), reveal that some of the hospitality amenities are seen by some clients as being basic necessities rather than a luxury consolidated to a hotel. All essential amenities: comfortable bedding in the room, clean rooms, in room temperature control, Wi-Fi and bathroom essentials. For example, the research based on the expectation confirmation theory Yang et al. (2024), suggests that guests are more satisfied when hotels compensate the expected basic services levels. In particular, one of the major concepts researched in Handani, Williady and Kim (2022), is the room cleanliness, since it is supposed to be among top rated issues in online hotel reviews, which in turn affects the overall guest satisfaction rating and guest satisfaction. However, for hygiene, comfort and service quality in the budget hotels such as Ibis, it has to be equally ensured otherwise guest perception is maintained positive (Pinho et al. 2024). The industry is still a competitive industry and if these basic amenities are not met, then there is dissatisfaction and negative online reviews.
[bookmark: _Toc190183407]Theme 2: Technology-Driven Amenities
The hospitality industry, and in general, is increasing the digital transformation with an increase in the use of technology in amenities, leading to a trend of technology infused amenities being researched on in scale of guest satisfaction to a great extent. In their study on guests’ demand for seamless digital experience, it is remarked by Ivanov, Webster and Berezina (2022), that the demand on the seamless digital experience is heightened in urban business hotels. An example in the business travel area is business travellers like high-speed internet, mobile check-in and workspace and the younger business traveller wants smart entertainment options, for example integrated TVs on Netflix (Warburton, 2023). The results indicate that online review analysis shows poor internet connectivity is the main reason for business travellers’ dissatisfaction (Wang et al. 2024). Thus, if hotels do not offer good, wired and/or wireless internet, they will damage their reputation. When such budget hotels are a case, cheaper digital self-service such as automated check in kiosks or mobile key access in place can improve the guests experience without adding that cost to the operation (Mandić, Panić and Šain, 2023). 
[bookmark: _Toc190183408]Theme 3: Service and Hospitality as an Amenity
Service quality itself is often referred to as an ‘amenity’ to influence guest experience. The most influential factors of guest satisfaction according to this evidenced research are responsiveness, professionalism and friendliness of staffs. The five dimensions of the SERVQUAL model are reliability, assurance, tangibles, empathy, and responsiveness (Setiono and Hidayat, 2022). Furthermore, tangible amenities are not tied to satisfaction while personalized service and staff interactions do equal to satisfaction. Therefore, a budget friendly model can be compensated with the provision of efficient, friendly and responsive customer service for Ibis Hotel in Birmingham (New Street). In budget hotels, a fast issue resolution and hotel staff attentiveness are highly valued over features such as luxury. Guests mentioned front desk efficiency and receptiveness of the housekeeping staff in their reviews online (Suwarto, Pforr and Volgger, 2024). Even if a hotel does not have much to offer in terms of physical amenities, it will usually receive a higher satisfaction rating if staff are well trained and customer centric.
[bookmark: _Toc190183409]Theme 4: The Role of Sustainability in Guest Experience
Hospitality research continually focuses on how sustainability-focused amenities in hotels is a recurring theme in the growing number of traveller’s requirements of hotels. Green certifications, energy-efficient designs, water conservation programs, providing locally sourced food options, all of these contribute in enhancing guests’ perceptions. Yadegaridehkordi et al. (2021), study revealed that eco-friendly practices make optimally promoted practice as guest satisfaction increases particularly among the environmentally responsible consumers. This means that positive guest feedback regarding hotels that adopt plastic free, smart energy system and sustainable bedding materials is seen as indication of choice for responsible tourism (Praharaj et al. 2024). Sustainable initiatives such as water saving showerheads and waste reduction program is being integrated in ibis hotels, the Accor Group. Studies show that guests find this type of effort and indeed, particularly when efforts are visible and well communicated towards sustainability practices (Acampora et al. 2022). Although there are some budget travellers who may choose to spend less on the cost but more on the experience, online reviews seem to indicate that guests are negative to too much waste or inefficient use of resources (Rajesh et al. 2022). It indicates the importance of having an equilibrium between the elements of affordability and environmentally friendly practices in business.
[bookmark: _Toc190183410]Theme 5: Competitive Differentiation through Unique Offerings
In a saturated market where hotels are competing with one another for the attention of guests, hotels differentiate themselves through offering unique and specialized amenities which show how they will add value to the quality of guest experience. It has been found from research that those lodges that supply incredible experiences, one of a kind, particularly get more loyalty and assist online surveys (Manfreda et al. 2023). Specifically, lifestyle hotels differ through artistic design and cultural themes, and budget hotels through affordable, comfort and efficiency (Gavilan and A. Al-shboul, 2023). Guests often compare hotels on constantly changing unique offerings like the number of fitness centres, rooftop lounges, etc. For Ibis Hotel, there are possibilities on how it could strategically differentiate through offering of digital experiences that are better, flexible work spaces or loyalty-based rewards to get better guest engagement.
[bookmark: _Toc190183411]Gaps in the Literature 
The existing studies incorporates several gaps such as the digitalisation’s long-term impact on the guest loyalty is rare within the existing studies, in terms of amenity differences cultural difference is completely neglected and budget hotel’s value for money services were not discussed properly within the existing studies. The future studies within this topic’s peripheral should concentrate on these aspects to contribute more on the future development of the entire hospitality industry. 
[bookmark: _Toc190183412]Conclusion
In this study, content analysis is researched to identify the key theme of hotel amenity research, which are Essential Amenities and Guest Expectations, Technology Driven Amenities, Service and Hospitality as an amenity, The Role of Sustainability in Guest Experience and Competitive Differentiation through Unique Offerings. The results indicate that such amenities for compatible performance of functional, technological and service based tasks play an important role in improving guest satisfaction but with increasing emphasis on digital convenience, sustainability and personalization. The thematic insights are reviewed and form the basis of the case of Ibis Hotel, Birmingham (New Street), looking at how these apply in a real-life hospitality setting.


[bookmark: _Toc190183413]Methodology
[bookmark: _Toc190183414]Introduction
This chapter incorporates a detailed evaluation regarding how specific methodologies and theories are incorporated within this study along with relevant justification for choosing those methods. Through clarifying data collection, research approach, analysis techniques and ethical considerations this chapter provides a detailed explanation regarding how methods and theories have been used within the study to structure the overall research results and analysis. 
[bookmark: _Toc190183415]Research approach
This research is conducted through maintaining a qualitative research design as the overall concepts discussed within this research require detailed explanation and are highly subjective to efficiently describe the expectations, emotions and experiences of the consumers within the hospitality industry. Through the qualitative method, all of these aspects of this research can be fulfilled accurately and efficiently (Taherdoost, 2022). Additionally, secondary data sources are considered as the main sources of this study the overall information within this research is gathered through sources like industry analysis papers, academic studies, hotel reports, and online reviews. Due to the overall research question-based formation of this study, the overall research approach can be categorised as an inductive research approach (Vears and Gillam, 2022).
[bookmark: _Toc190183416]Data collection
Through utilising various secondary sources this research aims to incorporate information within this study. The first and most prior source of this study indicates online guest reviews. Websites like Booking.com, Google Reviews, and TripAdvisor the overall common themes for this study is categorised. The second most important source is industry reports, which are used within this study to generate relevant ideas regarding market trends, competitive benchmarking, and guest expectations (Mehta, Kumar and Ramkumar, 2023). The third most important source is academic literature, which is considered within this study to gather information regarding hospitality industry trends, guest satisfaction mark-ups and recent studies on the hotel industry (Taherdoost, 2021). Along with that competitor analysis is also used within this study as a secondary source to differentiate Ibis Hotel from other major competitors within the market.  
[bookmark: _Toc190183417]Data analysis
In this study various secondary sources are considered as the main source of information and due to that reason, a thematic analysis technique is considered the most suitable data analysis technique for this study (Cheong et al. 2023). In terms of supporting the thematic analysis this study incorporates some key tools like SWOT, PEST, Competitor analysis and Location Map picture to structure the overall findings. This analysis technique will help this study to triangulate the findings from the existing literature with the current information on the industry. 
[bookmark: _Toc190183418]Ethical considerations
This study is highly dependent on secondary data sources or publicly available data and due to that reason, there is not any kind of strict ethical concerns related to participation consent. However, in terms of data handling the ethical concerns of this study are ensuring proper anonymity of the online reviewers, using prominent and authentic publicly available sources, and maintaining relevant academic integrity (Holden, Norris and Kuhlmeier, 2021). 
[bookmark: _Toc190183419]Limitations
Despite the overall authenticity of the gathered data within this study, there are certain limitations within this study’s overall methodology. The first limitation indicates the researcher’s lack of control over the gathered data due to high dependency on secondary sources. The second limitation indicates subjectivity biases due to the researcher’s considerations of the thematic analysis based on their own interpretation, which can increase the chances of biases. The third limitation of this approach indicates primary perspective exclusion, which emphasises the absence of interviews or surveys within this study. 
[bookmark: _Toc190183420]Conclusion
The overall methodological considerations of this study indicate a thematic analysis process using only secondary sources. Through utilising publicly available open sources this study incorporates a thematic approach to identify specific patterns and areas for improvement for Ibis Hotel. 


[bookmark: _Toc190183421]Case study overview and findings
[bookmark: _Toc190183422]Introduction
The overall findings of this study mainly indicating the highly competitive nature of the entre hospitality industry where crucial factors like sustainability initiatives, technological advancements and essential services are considered as he main amenities that influence guest experiences the most. Through the thematic approach adopted within this study the overall case scenario of Ibis Hotel is analysed in a better way through differentiating amenities and guest satisfaction rate to evaluate the relationship between these attributes. Through this study several key concepts of the hospitality industry are explored, such as sustainability, service quality, competitive positioning, digital integration and essential amities these chapter incorporates a detail findings of Ibis Hotel’s strengths and weaknesses for future development. With the help of overall thematic analysis procedures this study utilises secondary sources available in open platforms to highlight the specific focus areas. 
[bookmark: _Toc190183423]Ibis Hotel, Birmingham’s business scenario overview
The location of Ibis Hotel, Birmingham plays a major role in this organisation’s success within the hospitality industry. Based on this organisation’s location it can be observed that the hotel is very near to business centres, shopping districts and transport hubs [Refer to Appendix 1]. This organisation priorly targets two type of consumers which are cost-effective yet comfortable accommodation seeking tourists and business travellers. It is already discussed that Ibis Hotel, Birmingham is a part of Accor Hotel group and due to that reason maintains a standard service model that highlight focuses on consistent quality, efficiency and affordability (Fidalgo, 2024). Through this business model this organisation mainly ensures that their guests get all of the essential amenities in a very compatible price range. Through ensuring essential amenities like 24 hours reception services, high-speed internet connectivity and clean rooms all rye fundamental requirements and expectation of the consumers are addressed by this organisation (Fernandes, 2024). However, despite maintaining a budget hotel business model within the competitive hospitality market this organisation is competing with some renowned market leaders. The competitors of this organisation mainly incorporate Travelodge and Premiere Inn. Due to that reason, it can be observed that this organisation is traying to maintain a continuous improvement within their offerings to remain competitive in the entire hospitality industry.   
[bookmark: _Toc190183424]Thematic findings
Thematic findings within a study mainly indicating specific key points within the study that resonate with recurring concepts, ideas and patterns which is emerged with a qualitative analysis procedure. Through critically analysing a set of information or data this procedure mainly indicates that approach where internal meanings of a vast information is categorised by identifying specific threads. According to the views of Lim (2024), thematic findings mainly collects and arrange data in a specific way where specific data patterns and selective information is justified with external resources. Within this procedure research questions are considered as the driver of the research and according to the overall research question formulation data triangulation or Netnography to validate their findings. In this study Ibis Hotel is considered as the main focus and according to this organisation’s overall business configuration and market condition this following thematic findings incorporate some specific evaluation techniques to validate the overall findings of this study. Through using analysis tools such as SWOT, PEST and competitive analysis this following section of this study provides a greater overview of the overall case scenario of Ibis Hotel.  
Essential amenities along with guest experiences
The break, though, does not begin; it commences at the check in of the guest and ends with his departure from the hotel. At Ibis Hotel, Birmingham (New Street) essential amenities such as tidiness, comfort, Wi-Fi and breakfast offerings greatly affect guest’s expectations and customers satisfaction (Bector, 2025). Comparing with Ibis, competitive analysis shows that while Ibis is kept very clean and skilfully maintains modern designed rooms, some guests feel that the interiors are a bit cramped in the rooms and do not get enough fresh air as compared to the room offers of Premier Inn and Travel Lodge, which are more spacious [Refer to Appendix 4]. Wi-Fi reliability is one of the key factors to influence guest satisfaction as business and leisure travellers expect high speed, uninterrupted connectivity. 
Online reviews suggest that Ibis’s free Wi-Fi does not work consistently, whereas competitors offer better Wi-Fi such as Premier Inn. Another important amenity is breakfast availability, which provides for a more convenient guest by enabling the on-site dining (Kalgi and Hire, 2024). It has paid breakfast buffet, which is limited in variety and has no complimentary choices; but it is overshadowed by Holiday Inn Express that has free breakfast. Digital check in kiosks and contactless payment options at Ibis help with service efficiency, but Ibis suffers from peak hour delays in reception service which corresponds to the need for staffing improvements (Gupta and Sharma, 2021). Energy efficient lighting and water conservation, such as it is, go hand in hand with the rise of the guest seeking an accommodation that has lighter footprints. In terms of competitiveness in the budget hotel segment, Ibis can improve the infrastructure of Wi-Fi, broaden the variety of breakfast options and enhance room ventilation efficiency (Fekete et al. 2025). By taking a closer look at these regions time will be taken to improve the guest satisfaction and retention rate as well as maintain a competitive advantage against Travelodge and Premier Inn amongst other competitors in the way Birmingham’s hospitality market operates.    
Technology driven amenities
Technology is everywhere in the Ibis Hotel, Birmingham (New Street) as it aids guest convenience, efficiency and satisfaction. Nowadays, as would be the modern travellers, they would always be expecting the seamless digital experiences from hotels and hotels are always becoming more competitive, so they have to integrate smart technologies into hotels (Negro, 2022). As part of Ibis’ effort to cut contact during busy periods, the chain has implemented contactless check-in kiosks, mobile booking and digital payment options to reduce staff interface and front desk congestion. Wi-Fi connectivity is still a big problem however as on-line reviews often complain about unpredictable network speeds, especially during busy hours (Morel et al. 2024). Unlike Premier Inn and Holiday Inn Express that offer more stable and faster internet, Ibis fails to satisfy the needs of business travellers who have to rely on uninterrupted internet for remote work and virtual meetings [Refer to Appendix 4]. 
Unlike other hotels, the mid-range roll of the hotel industry, Ibis doesn't have a lot of in room technology like a smart tv or digital room controls but Holiday Inn Express offers these amenities. Moreover, damage to a hotel’s reputation can be done if guest data is not properly protected or encrypted, and this is becoming more of a concern, especially as hotel stores large amounts of information about their guests that needs to be protected (Moon et al. 2022). In sync with the trend of eco-friendly hospitality, technology in technology, which includes energy efficient smart lighting and automated climate control systems, can be aligned with Ibis’ sustainability efforts but the company could make further efforts in terms of advertising digital sustainability, something that aims at reducing energy use and increasing energy efficiency. To be strong in budget hotel market, Ibis can spend money in Wi-Fi infrastructure upgrades, modernized smart room features and digital security protocols (Pinho et al. 2024). Addressing these areas will enable Ibis to increase customer satisfaction, attract business guests, and stand apart from competitors such as Premier Inn and Travelodge, to remain top of mind for technology savvy travellers staying in the dynamic hospitality atmosphere in Birmingham.
Hospitality and services as amenities
Service quality is one part of the guest experience at Ibis Hotel, Birmingham (New Street), and often a defining amenity in the budget hotel segment of the hotel segment where luxury amenities are limited. Service speed is inconsistent, particularly during peak checking in and checking out hours, as pointed out in guest reviews, while a service protocol is in place to standardize service across all works of front desk, however, Ibis maintains scrupulous operations of front desk (Bakar et al. 2022). In comparison to Premier Inn, Ibis guests sometimes face slowness in housekeeping requests as well as being slow to respond to requests at the front desk. However, both the Accor Live Limitless (ALL) loyalty program and the Holiday Inn Express’s IHG Rewards Program, have a lower engagement level when compared to the Everyday Rewards program, as the latter provides more personalized benefits for the business travellers. However, in the highly competitive budget hospitality space, personalized service can make a huge difference to guest retention as Ibis functions more in stride of an efficiency first, though limited customer engagement model (Bardukova, 2023). 
Birmingham has a diverse global audience and another key factor in hospitality today is the availability of staff multilingual, so Ibis offers basic multilingual support, but the competing with an honest concierge team can be more interesting for a worldwide traveller. In addition to reliability of service, housekeeping efficiency and response times also extend to certain guests complained that room service requests and maintenance issues not resolved as expected (Dafillin and Wijoyo, 2024). Nevertheless, technology driven service augmentation, over mobile concierge support, integration with AI powered chatbots can fill this service gap and instantaneously supply amenity to guests. Ibis should do some front desk things to strengthen its market position, they should also improve housekeeping response times and make their loyalty program engage better with their guests, so that they can compete better with Premier Inn and Holiday Inn Express, without losing the reputation for being affordable, reliable and guest oriented (Khan, 2024).
Role of sustainability on guest experience
Sustainability is now an essential element of the guest experience at Ibis Hotel, Birmingham (New Street), as the growth of sustainable tourism calls for more people to consider environmentally friendly accommodations. As part of the sustainable hospitality of Accor’s business, Ibis has also taken a green step forward, with energy efficient lighting, and water saving and waste reduction programs, as part of its Planet 21 initiative (Ishraq and Zakaria, 2023). While these initiatives help build towards environmental responsibility, guest engagement with these programs is quite low as awareness is low and visibility is low as well. Compared to Premier Inn and Holiday Inn Express, which are actively working to promote their sustainability programs, they each are more appealing. Today, guests are comfortable with seeing hotels embark on sustainability, with guests expecting to see evidence of the impact that are made, such as by way of green certification labels, in room signage or digital displays (Khalil et al. 2024). 
However, Ibis has also stepped in to curb single use plastics and the sourcing of eco-friendly items but the baby can still walk more, like offering carbon neutral stays, conversion to renewable energy use and more collaborations to focus on local sustainable supplies. But millennials have chosen to prioritize sustainability and they see hotels with these practices, and therefore enhancing and actively marketing these sustainability initiatives can actually accrue to increasing guest loyalty (Sakhanenko, 2024). In addition, smart room control using such technology as smart controls with automated energy savings is an area in which competitors such as Holiday Inn Express have led the way with sustainable technology integration (Çeltek, 2024). To get the most out of its sustainability efforts, Ibis should communicate more acutely to its guests, extend its green initiatives, and differ from rivals by differentiating sustainability as a cornerstone of its brand image and guaranteeing it continues to embody the dream of sustainable tourism in Birmingham’s pulsating hospitality market.
Competitive differentiation using unique offerings
As a product in the highly competitive budget hotel market, Ibis Hotel, Birmingham (New Street) has to differentiate itself through unique offering which will add value to the guest experience, brand identity and long-term loyalty. On the one hand, Ibis takes advantage of its cheap prices, its strategic location and standardized service model, while competitors such as Premier Inn and Holiday Inn Express have differentiated themselves more, by being better with larger rooms, breakfast for free and premium loyalty programmes (James, 2021). One big opportunity for Ibis is that it can make its digital and services more sophisticated to meet the new guest expectations. For example, in the context of introducing smart room features, such as personalized digital concierge services, room controls with voice, as well as co working spaces for business travellers would be bringing unique value compared to competitors like Travelodge that only provide basic accommodation (Sharma et al. 2024). On top of that, Ibis can distinguish itself even further by taking its sustainability efforts to the next level and encouraging guests to live more eco responsibly with carbon offset and locally sourced offerings amongst other, shared responsibilities of the Accor’s Planet 21 program green initiatives. 
Other areas of differentiation may include the offering of food and beverage, as competitors such as Premier Inn offer a richer breakfast selection. Ibis, by forming healthy menu options, local cuisine partnerships and affordable meal plans, will attract a wider public. Additionally, although Ibis is already a part of Accor’s ALL loyalty program, hospitality levels are lower than IHG Rewards, which indicates the need for separated promotions, early check in services or personalized rewards, in order to increase engagement among guests (Melim, 2022). However, Ibis can ultimately differentiate themselves from other competitors via leveraging digital innovation, improving sustainability, strengthening loyalty incentives and enhancing breakfast options to be designated a modern, eco-friendly, and guest centric budget hotel that offers sustained success in Birmingham’s evolving hospitality market.
[bookmark: _Toc190183425]Conclusion
This case study focuses on the key importance of amenities within a case of Ibis Hotel in Birmingham (New Street). In this case, applying thematic analysis to explore the insights, it is observed that although the hotel follows the top performance in its essential service as well as digital integration, its Wi Fi reliability, customer service responsiveness and sustainability engagement need further improvement. Additionally, competitive analysis implies that Ibis has a strong value proposition, however other universities can differentiate themselves by creating additional finesse. Future recommendations involve developing, digital infrastructure, enhance eco-friendly messaging and exploring new different service offering to engage budget hospitality guest experientially.

[bookmark: _Toc190183426]Discussion
[bookmark: _Toc190183427]Introduction
The discussion chapter critically evaluates the findings of the research that was conducted at Ibis Hotel, Birmingham (New Street) from the hotel amenities and their effect on guest experience at the hotel. The strength of this analysis includes thematic tying in with the literature as well as related risks and opportunities between what has been achieved and what needs to be done in the future. This section uses empirical findings to link to trends in the hospitality industry that will help Ibis improve its competitive positioning in Birmingham’s budget hotel market.
[bookmark: _Toc190183428]Interpretation of Findings
Essential Amenities and Guest Expectations
It is found that room cleanliness, comfort, and Wi-Fi availability significantly matter towards the satisfaction of guests. Literature existing corroborates the claim that guests in budget hotels put preference on Just adequate hygiene and ambient comfort in lieu of any form of luxury (Shahid and Paul, 2022). Ibis mostly satisfies these; it is guest reviews where room size is small and Wi-Fi speeds are inconsistent that detract from the guest experience. Ibis does not meet some guest expectations in comparison to competitors such as Premier Inn, which provides bigger rooms and a more stable internet. Improving the room ventilation as well as the Wi-Fi infrastructure can fill some of these gaps to increase overall satisfaction (Baqer et al. 2022). The strengths of Ibis are its affordability and its strategic location; but its weakness includes that the choices for the dining are limited and it does not have big sized rooms. The PEST analysis states that improvement is needed, as evolving guest expectations, as well as technological advancement, require this [Refer to Appendix 3]. Ibis can proactively solve the concerns of guests or even improve its position on the market by being well aligned with these analytical insights.
Technology-Driven Amenities
Technology driven amenities have been used as a differentiator in hospitality industry as it aligns with digital convenience (Srivastava, 2024). Ibis has taken on contactless check in, mobile booking and digital payment, but along with those options, guest feedback indicates a long way to go on free Wi-Fi reliability. But it is an area in which Holiday Inn Express competes very well with rivals to be described as business traveller especially expect high speed and uninterrupted connectivity. Furthermore, Ibis cannot be called smart, as it lacks smart room features such as voice-controlled assistant or app-based room controls. There are several future enhancements that should be made in order to enhance digital infrastructure, as well as integrate smart technology, in enhancing the traveller experience (Golja and Paulišić, 2021). The results of a competitive analysis show that brands such as Holiday Inn Express have better digital experiences which Ibis needs to catch up on in upgrading smart amenities and digitizing personalized digital services.
Service and Hospitality as an Amenity
Service quality is also as important as physical facilities in relation to how to satisfy guests (Ali et al. 2021). Although Ibis offers great front desk service, guest reviews indicate waits for check in or out during busy hours. Personalized service, satisfaction guarantee and better loyalty program engagement set competitors aside — such as Premier Inn. Mitigating the issues could include boosting customer service training as well as front desk operations (Wang, Chen and Chi, 2023). Also, channels for multilingual support and AI driven chatbots would help the guest communication in case of international travellers as well. SWOT analysis findings show that Ibis can become more competitive by improving staff’s responsiveness, personalizing interactions and AI based concierge service in this area [Refer to Appendix 2].
Sustainability in Guest Experience
Hotels sustainability initiatives are now a key decision maker choice for travellers (Mamula Nikolić et al. 2021). Accor’s Planet 21 program influences Ibis who apply energy efficient lighting and waste reduction. Despite these efforts, guest awareness is limited because there is limited in room sustainability messaging, and there is no guest engagement strategy (Acampora et al. 2022). Holiday Inn Express has been so successful mixing carbon neutral initiatives and locally sourced amenity integration as well as eco conscious travellers find them more attractive competing with new hotels that do not (Wu, Zhang and Donaldson, 2024). Ibis should raise guest awareness to enhance its sustainability commitment, explore renewable energy integration and provide carbon offset options. The PEST analysis highlights that there are more reasons of falling guests to green hospitality and demanding better need of sustainability initiatives and clear communication in order to help guests remain involved [Refer to Appendix 3].
Competitive Differentiation through Unique Offerings
For a market in which hotels are differentiating themselves for maintaining guest loyalty in a saturated budget hotel market (Bardukova, 2023). Yet, Ibis is a competitor to the likes of Premier Inn, using Accor’s global presence, locations right in the city’s centre, and good value for money while competitors such as these include more expansive breakfast menu and spacious accommodations. Not to mention that Holiday Inn Express’ complimentary breakfast and superior loyalty rewards program add value as well. Ibis can strengthen its market position by providing the type of innovative dining options, tapping local partnerships for cultural experiences, and offering exclusive incentives of the type of loyalty program (Alatsas, 2022). The competitive analysis findings indicate that the main source of differentiation is better dining and larger enhanced customer concept for Premier Inn which suggests that Ibis should widen theirs off as it is in a competing hospitality market, offering varied dining experiences, such as themed dining or even digital in room services that are limited only to it.
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Case Study References
Premier Inn’s strategic investment in digital solutions as an example of a real world where the hotel amenities need to be aligned with the expectations of the guest demonstrates. By automating check in kiosks and speeding up the Wi Fi, the company saw a private increase of 15% in business traveller bookings (Moisa and Michopoulou, 2022). This aligns with a result of the competitive analysis showing that there is a significant potential for digital integration to improve guest satisfaction.
However, we can gain another learning from the Hilton Green Initiatives Program, which successfully implemented energy-efficient operation and carbon neutral booking options (Hoang, 2023). Ibis can also integrate the similar initiatives and market them so that the environmentally conscious travellers who do not mind paying a little extra for their accommodation.
The success of Marriott’s loyalty program is measured by a study of loyal customer retention due to 20% increase in occurrence over three years’ duration (Kalgi and Hire, 2024). It is argued through the competitive analysis that Ibis would be able to enhance its loyalty programme by providing tailored incentives to the frequent guests, making the programme more exciting and rewarding.
Hospitality management implications 
The findings further show that budget hotel sector has experienced growing expectations from the guests and they no longer want to sacrifice the technology convenience or sustainability to save money. Staying competitive as well as adapt to the changing trends in the industry, Ibis has to focus on matching its service delivery with the industry trends (James, 2021). To maintain positive guest experience, Wi-Fi capabilities must be strengthened, digital service options must be added to the digital trough, and staff training must be refined.
Marketing strategy implications
The competitive analysis underlines the role that strategic and clear marketing can play to speak to the strengths of Ibis. Improving sustainability messaging, digital marketing campaign and social media allows more awareness of sustainability and loyalty by guests (Susilo and Santos, 2023). Additionally, guest feedbacks are accessible on online platforms which can deliver actionable insights to increasing the service enhancement.
Future investment implications
To counter the preference change of guests, Ibis should gear its investment to digital facilities, intelligent room feature and sustainability initiatives. This should facilitate the hotel in reallocating its resources (including its real estate to business focused amenities, better breakfasts and longer run competitive guest engagement programs).
Limitations of the Study
Most of the body of this research is secondary qualitative data (guest reviews, competitor benchmarking and industry reports). Thematic analysis is probably the best point of thematic analysis because it has the depth of understanding itself; however, the reliance on secondary data (i.e., no Ibis management individuals or guests interviews or survey) could limit the understanding of the operational challenge and internal strategy. The next round of studies would thus combine quantitative and qualitative approaches to improve the evaluation.
Recommendations for Improvement
Research findings have been based on which the following suggested and measures can be taken to increase the Ibis Hotel competitiveness and satisfy the guests. Facilitate high speed internet for the business travellers. Try to increase the variety of menu and learn about the local vendors for a better dining experience. From enhancing room messaging to producing eco-friendly marketing campaign and giving programs for such purposes such as carbon offset programs. That includes systemizing the use of mobile concierge services, smart room controls and AI-powered chatbots as one of their activities. Using automated check in solution and staff optimization can help to reduce peak hour service delays. They can provide exclusive promotions and value-added rewards to the guests to offer them extra value and retain them.
[bookmark: _Toc190183430]Conclusion
A discussion chapter integrating research findings with the findings of the hospitality industry trends was done in order to determine the strengths, weakness, opportunities and threats of Ibis Hotel, Birmingham. On the one hand, the hotel delivers successful clean and budget solutions with sustainability undertakings, but areas such as the reliability of Wi Fi, responsiveness of service, and differentiation have strategic improvement. To stay competitive in Birmingham, Ibis can invest in digital innovations that improve the guest experience and refine the variety of services offered, as well as improve its sustainability positioning. In order to enhance the understanding of service optimization in budget hotels, future research may involve conducting guest interviews and to gather industry expert insight.
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[bookmark: _Toc190183432]Conclusion
The analysis of Ibis Hotel, Birmingham (New Street) has helped to determine hotel amenities that influence guest experience and hotel market competitiveness. The research shows that Ibis is cheap, strategic location and sustainability is a good combination for business, but suffers from Wi-Fi reliability, service efficiency and differentiation from competition such as Premier Inn and Holiday Inn Express. The foregoing analytical SWOT, PEST, and Competitive analyses show that changing guest expectations, and more specifically digital convenience, personalized services require strategic improvement [Refer to Appendix 2, 3 and 4].
The key takeaway of this research is that current traveller’s wish to have seamless digital experience, superior service of customer and eco-friendly thinking. Ibis has combined some of technological solutions such as contactless check-in and Accor’s Planet 21 sustainability program, but it still needs to update its smart room features, sustainability visibility and guest engagement strategies.
Furthermore, case references regarding service by industry trends are shown in Premier Inn’s digital solutions investment and Hilton’s green initiatives, which underline the need to tune up with these service offerings to current trends in the sector. Through technological upgrades, future and sustainability marketing of services and continuous training of service personnel and processes, these gaps will be resolved to yield higher levels of guest satisfaction and ultimately loyalty. Ibis can continue to stay ahead of its rivals with its strengths, while covering its weaknesses through operations, and survive in the prime budget hotel segment in the future. Here are learnings on what was done, how it was done, and actionable recommendations to make Ibis’s guest experience, service efficiency and market positioning better.
[bookmark: _Toc190183433]Recommendations
Digital and technological infrastructure enhancement 
Guests’ principal concern is the its inconsistent Wi-Fi connectivity, which is illustrated by many reviews and the competitor’s analysis [Refer to Appendix 4]. As such, Ibis should also invest in high speed internet infrastructure, like fibre optics, to ensure smooth connectivity. By introducing a tiered Wi-Fi system in which standard speed free access for general users will be used in conjunction with high speed premium access for travellers, the overall guest satisfaction can be significantly increased. In order to avoid service disruption, regular network maintenance and testing should also be globally prioritized. More modern guest experience can be attained with smart room features (Khan, 2024). Gadgets that would also make use of voice-activated controls for room lighting, temperature, and entertainment systems would be attractive to the more tech savvy traveller. Guests can be provided a digital concierge service on the basis of a mobile app that can deliver guest with instant information about hotel and channel amenities, nearby locations such as attraction and then immediately offer guest with personalized offers (Tan et al. 2024). Also, automatic check out services can reduce the discharge in front desk, making a more efficient process of the guest departure.
Optimal staff straining and service excellence
It is essential to control the delays during peak hours to reduce the wait time at the front desk. Using self-service kiosks can greatly ease faster check ins and check outs. This will also assist in training staff to cope up with peak hour pressures and better guest experience. Multilingual staff availability would ease communication with international guests, eliminating communication barriers and leading to higher level of satisfaction (Hashemi, 2024). The Accor ALL loyalty program can be improved in order to enhance guest retention. Driving experiences, which are based on past stays, preferred discounts and flexible check in and check out elements to returning guest can increase guest engagement (Vo et al. 2022). Moreover, by providing new AI enabled chatbots and digital concierge smart services to answer guests’ questions instantly and every time, provide better service and increase overall service quality (Liu et al. 2024).
Responsibility towards Sustainability and Environment
The awareness of such initiatives by guests could go a long way in reinforcing Ibis’ environmental positioning. And in the case of in room sustainability messaging, guest can be provided with energy saving tip and water conservation notice about eco-friendly practices (Wong and Lai, 2024). Further incentive such as discounts for guests who choose not to receive daily housekeeping also can help promote sustainable efforts.
Exploring renewable energy sources, such as solar panels, long term should be considered as green investments for the hotel to reduce its carbon footprint. Another way to keep up with travellers’ more and more responsible demands and increasing consumer demand for responsible tourism would be to develop a carbon offset program, where guests can pay to support environmental projects. Better recycling systems and adding the use of biodegradable materials should also be utilized for waste reduction strategies.
Market positioning and competitive differentiation
Ibis differs from competitor Premier Inn, which provides an extensive breakfast selection, by having more expanded breakfasts and dining options [Refer to Appendix 4]. Increasing both the variety of products, as well as the healthier, locally inspired menu options will get more customers. Further improving guest satisfaction can be more flexible meal packages for both business and leisure travellers. With cooperation with local restaurants to offer a discount for external dining, this will enhance the guest experience and promote local businesses.
Ibis can also achieve this through strengthening Ibis’s competitive positioning through strategic partnerships [Refer to Appendix 4]. Birmingham’s tourism boards and event organisers can get more guests, mainly conference or city event goers. Discounted packages based on corporate clients’ stays and seasonal discounts can be offered to increase repeat bookings and extend customer loyalty.
[bookmark: _Toc190183434]Future Research Considerations
Future studies should ask customers to take guest surveys as well as have interviews with the customers to find out how they prefer to be treated. Incorporation of real time market trend analysis and continue benchmarking with competitor should be embedded into the decision-making process. These would also be good for Ibis to implement periodic performance assessments to be able to evaluate the effectiveness of these recommended changes and change its strategies over time. Introducing these two strategic improvements will move Ibis Hotel, Birmingham, from its current state as a tech-savvy, guest-centric, budget hotel to one that is also environmentally responsible. To help Ibis fill the technological gaps, improve service efficiency, and differentiate itself in the highly competitive market, Ibis can strengthen its share in the market by continuing to keep its guests satisfied and profitable in the long run.
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(Source: Accor, 2025)
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	Strengths
· Prime Location
· Strong Brand Reputation
· Digital Integration & Technological Services (Ibis Hotel, 2025)
· Affordable Pricing with Standardized Quality
· Sustainability Commitment
	Weakness
· Limited Room Size and Comfort
· Limited Dining Options
· Limited Differentiation from Competitors (Ibis Hotel, 2025)
· Service Efficiency Concerns
· Inconsistent Wi-Fi Performance

	Opportunities
· Growing Budget Travel & Staycation Market
· Improved Sustainability & Green Initiatives (Ibis Hotel, 2025)
· Corporate & Business Travel Market
· Enhanced Dining & Food Offerings
· Expansion of Digital & Contactless Services
	Threats
· Intense Competition
· Economic Downturn & Inflation
· Health & Safety Regulations
· Negative Online Reviews & Reputation Risks (Ibis Hotel, 2025)
· Changing Guest Expectations & Market Trends


(Source: Developed by the author)

[bookmark: _Toc190183439]Appendix 3: PEST analysis for Ibis Hotel
	Factors
	Attributes 
	Impact

	Political
	· The health and safety standards of the UK hospitality sector are strict. If these regulations are not complied with, the right risk can result in legal penalty and breach of the trust of guests (PWC, 2024).
· Increased alcohol duty can lead to changes in the way the pricing strategy is (Parsons, 2025). For one, the recent adjustments have increased costs for some alcoholic beverages which in turn lead to higher operational cost and customer price.
· Uncertainty woes were brought on with the UK’s departure from the European Union’s labour mobility, supply chain logistics. In other words, staffing and procurement processes of hotels are influenced by these factors (Tripadvisor, 2025).
	Negative

	Economic factors
	· A weakened pound, depending on shifting interest rates has made the UK a less expensive destination for international travellers. Such a trend will also support inbound tourism, ensuring that there will be good business for hotels such as Ibis Birmingham (Hospitality, 2025).
· Domestic leisure and business travel may be dampened by below average GDP growth projected to be at 1.6 per cent in 2025 (Gamage, 2024). If there is a link in this, it can make the people of UK to be more cautious about their expenditures.
· Increased operational expenses like increased labour costs of the minimum wage hike and increasing utility prices continue to put a burden on the hospitality industry. If not properly managed, these factors can greatly squeeze profit margins (Tripadvisor, 2025).
	Moderate

	Social factors
	· With a growing consumer demand for such practices in the hospitality sector, this is becoming imperative. As hotels are more and more expected to do the green thing, the need for reducing plastics, such as single-use plastics, and increasing energy conservation is growing stronger (Parsons, 2025).
· Now that the pandemic is over, travellers are looking for health and safety. To maintain economies of scale, the standards of rigidity imposed on the cleaning of the hotels must be maintained and correspondence of hotels as wellness-oriented amenities to meet the expectations of the guests.
· It may be the case that the UK’s ageing demographic may mean that we need to provide more accessible facilities, and obviously tailored services for older guests (Gamage, 2024).
	Positive

	Technological factors
	· Contactless technologies have become the expectation of these guests when it comes to check ins and digital payments and have served to lessen their need for contact while also providing convenience and safety.
· The integration of smart technologies (voice-controlled devices and personalized handling in the guestrooms) allows increasing guest satisfaction while allowing the hotel to differentiate itself in a competitive environment (Hospitality, 2025).
· As more and more of the guest’s interactions are digital, protecting guest data against breaches is even more critical. To remain in the good books with respect to data protection regulations, such as the General Data Protection Regulation (GDPR), for example, it is mandatory to be compliant.
	Positive


(Source: Developed by the author)


[bookmark: _Toc190183440]Appendix 4: Competitor analysis of Ibis Hotel, Birmingham in the UK Hospitality industry
Main competitors of Ibis Hotel in the budget hotel market
	Competitors
	Key features
	Pricing (per night)
	Target Audience

	Premier Inn Birmingham City Centre (New Street Station)	
	Larger rooms, comfortable beds, premium breakfast options
	£70-£100
	Business & leisure travellers

	Travelodge Birmingham Central
	Budget-friendly, flexible pricing, limited amenities
	£50-£85
	Budget-conscious travellers

	Holiday Inn Express Birmingham City Centre
	Complimentary breakfast, business-friendly, modern rooms
	£80-£120
	Business travellers

	easyHotel Birmingham
	Ultra-budget, minimalistic, pay-for-extras model
	£35-£65
	Solo travellers, backpackers



Amenities & Service Offerings
	Feature
	Ibis Hotel
	Premier Inn
	Travelodge
	Holiday Inn Express
	easyHotel

	Room Comfort
	Compact, modern rooms
	Spacious, comfortable beds
	Basic, functional
	Business-friendly, modern
	Minimalist, small rooms

	Wi-Fi
	Free, but inconsistent speeds
	Free, reliable
	Free, but basic
	High-speed, free
	Pay for high-speed Wi-Fi

	Breakfast
	Paid buffet breakfast
	Extensive paid breakfast
	Limited options
	Complimentary breakfast
	Not included

	Business Facilities
	Limited workspace
	Business lounges
	None
	Business centre & meeting rooms
	None

	Sustainability
	Eco-friendly initiatives (Accor’s Planet 21)
	Energy-efficient operations
	Basic sustainability efforts
	Green-certified hotel
	Limited sustainability focus



Competitive positioning
	Feature
	Ibis Hotel
	Premier Inn
	Travelodge
	Holiday Inn Express
	easyHotel

	Room Comfort
	Compact, modern rooms
	Spacious, comfortable beds
	Basic, functional
	Business-friendly, modern
	Minimalist, small rooms

	Wi-Fi
	Free, but inconsistent speeds
	Free, reliable
	Free, but basic
	High-speed, free
	Pay for high-speed Wi-Fi

	Breakfast
	Paid buffet breakfast
	Extensive paid breakfast
	Limited options
	Complimentary breakfast
	Not included

	Business Facilities
	Limited workspace
	Business lounges
	None
	Business centre & meeting rooms
	None

	Sustainability
	Eco-friendly initiatives (Accor’s Planet 21)
	Energy-efficient operations
	Basic sustainability efforts
	Green-certified hotel
	Limited sustainability focus


(Source: Tripadvisor, 2025; Tripadvisor, 2024)
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