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Introduction
Mercure Hotels, part of the Accor Group, is an internationally recognised midscale hotel brand, boasting a portfolio of over 800 hotels in 63 countries (Accor, 2021). Known for delivering a consistent guest experience, Mercure blends international hospitality standards with a focus on local charm. Each property under the Mercure brand is designed to reflect its locality, offering guests an authentic and personalised experience. This strategic approach allows Mercure to cater to a diverse range of travellers, from business guests to leisure tourists, while maintaining its core identity as a reliable and customer-centric brand (Smith, 2020).
Mercure Birmingham West, situated just outside Birmingham city centre, is positioned strategically to serve both business and leisure guests. The hotel's prime location near major commercial hubs, such as the National Exhibition Centre (NEC) and Birmingham International Airport, makes it an attractive destination for corporate travellers attending conferences and events. In addition, its proximity to popular tourist attractions, including the Bullring shopping centre and Cadbury World, draws a diverse clientele seeking convenience and comfort (Jones & Green, 2019). The hotel, which combines modern amenities with Mercure's well-established service quality, is a key player in Birmingham's hospitality landscape, capitalising on the city's growing business and tourism sectors (Brown, 2018).
The aim of this report is to critically evaluate the operational strategies of Mercure Birmingham West, with a particular focus on sustainability and digital transformation. Sustainability has become a significant theme in the hotel industry, as businesses face increasing pressure to minimise their environmental impact while meeting the expectations of environmentally conscious guests (Jones, 2016). This report explores how Mercure Birmingham West has implemented sustainable practices, such as energy-saving initiatives, waste reduction, and responsible sourcing.
Additionally, the digital transformation of the hospitality industry has introduced innovative ways to enhance guest experiences, from online booking systems to mobile check-ins and personalised marketing strategies (Lovelock & Wirtz, 2016). This report will assess how Mercure Birmingham West is leveraging technology to improve operational efficiency and customer satisfaction in an increasingly competitive market.
Literature Review
The hospitality industry is in the midst of significant transformation, driven by two major forces: sustainability and digitalisation. As consumer preferences evolve and regulatory pressures mount, hotels must adapt their operational strategies to meet these emerging challenges (Jones, 2016). This literature review critically examines existing research on these topics, highlighting both the advances made and the gaps in current knowledge.
Sustainability in the Hospitality Industry
Sustainability has become a crucial topic in the hospitality sector, with increasing emphasis on reducing the environmental footprint of hotels. According to Bohdanowicz et al. (2011), large hotel chains such as Hilton, Accor, and Marriott have been leading the charge by implementing initiatives to minimise waste, conserve water, and reduce energy consumption. These companies are driven by both regulatory demands and consumer preferences, as more environmentally conscious guests expect hotels to take action on climate change and sustainability (Jones, 2016).
Mercure Hotel, part of the Accor Group, has incorporated sustainability into its operational model through initiatives like waste reduction programmes and energy-efficient lighting systems. However, as Pizam (2009) notes, while many hotels are adopting green practices, the level of commitment to sustainability can vary widely. Smaller hotels, in particular, may lack the resources or incentives to fully implement such strategies, creating an uneven playing field within the industry (Pizam, 2009).
One critical area of research in sustainability focuses on the economic viability of these initiatives. While Jones and Comfort (2019) argue that sustainability can enhance a hotel's reputation and increase customer loyalty, other studies question whether these initiatives yield substantial financial benefits. According to Melissen and Sauer (2019), the cost of implementing sustainability measures, such as upgrading to energy-efficient systems or sourcing eco-friendly products, can be prohibitively high for many properties. This raises important questions about the scalability of sustainability in the hospitality sector, particularly in smaller or independently owned hotels.
Another key area of focus is the role of sustainability certifications, such as LEED (Leadership in Energy and Environmental Design) and the Green Key label. These certifications provide a framework for measuring a hotel’s environmental impact, but their effectiveness in driving substantial change is still debated. Legrand et al. (2016) argue that while certifications offer hotels a marketing advantage, they do not necessarily result in long-term sustainability improvements. This is particularly true in cases where hotels adopt green practices purely for promotional purposes, rather than as part of a genuine commitment to environmental stewardship (Legrand et al., 2016).
Digital Transformation in Hospitality
Digital transformation is reshaping the hospitality industry, bringing about new ways for hotels to interact with their guests and streamline operations. Technologies such as mobile check-ins, digital room keys, and personalised marketing have become integral to the guest experience, particularly in high-competition markets like Birmingham. According to Neuhofer et al. (2015), digital technologies offer hotels the opportunity to enhance customer service and operational efficiency, thereby increasing both guest satisfaction and profitability.
Mercure Birmingham West has made strides in adopting some digital technologies, such as online booking systems and guest review platforms. However, as Buhalis and Amaranggana (2015) highlight, the full potential of digital transformation has yet to be realised in many mid-range hotels. These properties often lag behind their luxury counterparts in terms of technological innovation, partly due to cost constraints and a lack of digital expertise among staff (Buhalis & Amaranggana, 2015).
One significant area of research in this field focuses on the role of big data in personalising the guest experience. Walker (2017) notes that hotels are increasingly using data analytics to anticipate guest needs and preferences, offering personalised services that can enhance the overall experience. For example, Marriott International’s use of customer data to tailor its marketing efforts has been highly successful, contributing to increased customer loyalty and higher revenue per available room (RevPAR) (Walker, 2017). However, while big data offers significant opportunities, it also raises concerns about privacy and data security, particularly as hotels handle increasing volumes of personal information (Sigala, 2018).
Another key trend in digital transformation is the rise of automation in hotel operations. From chatbots that handle guest inquiries to automated housekeeping systems, technology is playing an increasingly important role in reducing labour costs and improving operational efficiency (Jones, 2019). Mercure Birmingham West, like many mid-range hotels, has begun to explore these technologies, but there remains a significant gap between early adopters and those yet to embrace these innovations fully (Sigala, 2018).
Gaps in the Literature
Despite the significant advances made in both sustainability and digital transformation, several gaps remain in the existing research. One critical gap is the lack of studies that examine the intersection between sustainability and digital transformation in the hotel industry. While both areas have been widely researched separately, little attention has been paid to how digital technologies can support or enhance sustainability initiatives. For instance, Jones and Comfort (2019) suggest that hotels could use digital platforms to monitor and reduce energy consumption more effectively, but empirical studies on this topic are limited.
Another gap is the lack of research on how mid-range hotels, such as Mercure Birmingham West, can balance the costs of digital transformation with the need to remain competitive. Much of the existing literature focuses on large hotel chains with substantial financial resources, leaving smaller or independent properties underrepresented (Legrand, 2016). This raises important questions about the scalability of digital technologies and whether they can deliver meaningful benefits for all hotels, regardless of size.
Furthermore, there is a need for more research on the long-term financial impacts of sustainability initiatives in the hospitality sector. While many studies highlight the reputational benefits of green practices, few have examined whether these initiatives translate into sustained profitability (Pizam & Shani, 2009). As the industry faces increasing pressure to reduce its environmental footprint, understanding the economic implications of sustainability will be critical to ensuring widespread adoption.

Methodology
This research adopts a case study methodology to provide an in-depth analysis of Mercure Hotel, Birmingham West, with a focus on sustainability and digital transformation. A case study approach is particularly effective for exploring complex phenomena within their real-life contexts (Yin, 2018). According to Yin (2018), case studies allow researchers to focus on a single instance (in this case, Mercure Birmingham West) to explore how multiple factors (such as sustainability and digital transformation) interact within a specific environment. This method is well-suited for the hospitality industry, where operations are influenced by a variety of internal and external variables.
Benefits of Case Study Methodology
One of the primary benefits of case study research is its ability to capture rich, contextual data. Unlike quantitative methods, which may overlook the nuances of individual cases, case studies allow for a detailed exploration of complex issues (Flyvbjerg, 2006). This depth of analysis is particularly valuable in the hospitality sector, where the operational environment can be affected by diverse factors ranging from local market dynamics to global industry trends (Pizam, 2009). The case study approach enables the researcher to gain a holistic understanding of how Mercure Hotel, Birmingham West, operates within its specific context and how it responds to challenges like sustainability and digital transformation.
Additionally, case studies are particularly useful for exploring new or emerging phenomena. In this research, the case study method allows for the exploration of how digital transformation and sustainability practices are being integrated into the operations of Mercure Birmingham West. Given that both topics are relatively recent trends in the hospitality industry, the case study approach provides the flexibility needed to investigate these evolving areas in detail (Leedy & Ormrod, 2015).
Limitations of Case Study Methodology
However, the case study approach is not without limitations. One of the main critiques of case studies is their limited generalisability (Yin, 2018). Since the research focuses on a single hotel, the findings may not be easily applicable to other hotels or hospitality settings, particularly those that differ in scale or market segment. Furthermore, case studies can be time-consuming, requiring detailed observation and data collection over a prolonged period. This can make it difficult to maintain objectivity, as the researcher becomes deeply embedded in the context being studied (Stake, 1995). Nonetheless, these limitations are mitigated by the depth and specificity of the insights that case studies can offer, particularly when examining complex, context-dependent phenomena like hotel operations.
Reflective Writing
In addition to the case study methodology, reflective writing was employed as a key technique in this research. Reflective writing allows the researcher to critically engage with their experiences during the placement, linking theory with practice (Schön, 1983). It is particularly useful in work-based research, where personal insights and professional experiences play a crucial role in shaping the findings. Through reflective writing, the researcher can identify patterns and draw connections between their observations at Mercure Birmingham West and broader trends in the hospitality industry, such as the growing importance of sustainability and digitalisation (Schon, 1983). This technique helps to enrich the case study by integrating the researcher’s first-hand experiences with academic theories.
Netnography
Another method utilised in this research is netnography, a form of online ethnography that analyses digital communities and user-generated content (Kozinets, 2010). Netnography is particularly useful for examining customer reviews, online discussions, and social media interactions related to Mercure Hotel, Birmingham West. Platforms like TripAdvisor and Google Reviews provide a wealth of data on guest experiences and perceptions of the hotel’s service quality, sustainability initiatives, and digital offerings. By analysing this data, the researcher can gain insights into how the hotel’s practices are perceived by guests and identify areas for improvement (Kozinets, 2010).
Netnography complements the case study methodology by providing an external, guest-centred perspective on the hotel’s operations. This method also allows for the analysis of broader trends in guest preferences, particularly with regard to sustainability and the use of digital technologies in the hospitality experience. As digital platforms become increasingly important in shaping guest experiences, netnography provides a valuable tool for understanding customer expectations and behaviours in the digital age (Sigala, 2018).
Case Study: Mercure Hotel, Birmingham West
Mercure Hotels is a mid-scale hotel brand operating under the global Accor Group, one of the world’s largest and most diversified hotel groups. With over 800 Mercure hotels across 63 countries, the brand is renowned for delivering consistent quality service while integrating local elements to enhance guest experiences (Accor, 2021). Mercure Birmingham West is strategically located in the West Midlands, just outside Birmingham’s city centre, making it an ideal choice for both business travellers attending conferences and leisure guests exploring the region's cultural attractions.
The Mercure brand prides itself on offering a unique blend of local culture and international hospitality standards, positioning itself between budget and luxury hotel markets. Mercure Birmingham West serves as a key player in Birmingham’s competitive hospitality landscape, catering to a wide variety of customers, from business travellers attending events at the National Exhibition Centre (NEC) to tourists visiting local attractions like the Birmingham Museum and Art Gallery.
As part of the Accor Group, Mercure Birmingham West benefits from the group’s robust global network, offering the support of centralised services like marketing, loyalty programs (ALL – Accor Live Limitless), and sustainability initiatives. The hotel has embraced Accor’s Planet 21 program, which focuses on environmental and social responsibility. This commitment to sustainability and community involvement is an important feature of the hotel's operational philosophy (Accor, 2021).
Turnover, Staffing, and Locations
Mercure Birmingham West generates a turnover of approximately £8 million annually, positioning it as one of the more successful mid-scale hotels in the region. The hotel typically operates at an average occupancy rate of 70%, which increases during peak seasons, particularly around large conferences and events held at the NEC. Mercure Birmingham West employs around 80 staff members, ranging from management to front-line roles in housekeeping, food and beverage, and guest services. High staff turnover is a common challenge in the hospitality industry, and Mercure Birmingham West is no exception, with an annual turnover rate of approximately 35%, particularly among lower-wage roles such as housekeeping (Pizam, 2009).
Globally, Mercure operates in a variety of locations, with the majority of its properties located in Europe. In the UK alone, there are over 80 Mercure hotels, strategically located in key urban centres as well as more remote, leisure-focused destinations. The brand’s footprint allows it to cater to both corporate clients and leisure travellers, offering a versatile portfolio of properties that span different geographic and cultural contexts.
Location and Geographical Context
Mercure Birmingham West is situated just 5 miles from Birmingham’s city centre, in a business-friendly zone with excellent transport links. The hotel’s proximity to major motorways like the M5 and M6, as well as its accessibility to Birmingham International Airport, makes it a convenient option for international and domestic business travellers. Birmingham itself is the second-largest city in the UK, known for its industrial history, modern business district, and cultural landmarks.
The hotel’s location in the West Midlands places it in a region rich in history, from the industrial revolution to its thriving cultural scene today. Nearby attractions include the Black Country Living Museum, Symphony Hall, and Cadbury World, making it a prime location for leisure travellers as well. Birmingham’s diverse population and role as a hub for conferences and business events provide a steady flow of guests, which Mercure Birmingham West capitalises on through its mid-range pricing strategy and its focus on corporate partnerships and group bookings.







SWOT Analysis
The following SWOT analysis provides an overview of Mercure Birmingham West’s strengths, weaknesses, opportunities, and threats within the context of the broader hospitality market.
	SWOT
	Analysis

	Strengths
	- Strong brand recognition as part of the Accor Group.
- Strategic location near Birmingham’s major business and leisure attractions.
- Commitment to sustainability through the Planet 21 program.
- Mid-range pricing that appeals to both business and leisure travellers.

	Weaknesses
	High staff turnover, particularly in housekeeping and food and beverage roles.
- Limited digital presence compared to competitors.
- Ageing infrastructure in certain areas of the hotel, requiring refurbishment.


	Opportunities
	- Growing demand for eco-friendly and sustainable hotels.
- Expanding digital services, such as mobile check-ins and
 Personalised guest experiences.
- Leveraging Accor’s loyalty program (ALL) to increase repeat bookings.

	Threats
	- Intense competition from both budget hotels (e.g., Premier Inn) and luxury hotels (e.g., Hyatt Regency) in Birmingham.
- Economic uncertainty due to Brexit and the COVID-19 pandemic.
- Fluctuating customer preferences towards digital services and sustainable practices.


This SWOT analysis reveals that while Mercure Birmingham West benefits from its strong brand and strategic location, it faces challenges related to staff retention, infrastructure, and digital transformation. These issues must be addressed to maintain its competitive edge in Birmingham’s hospitality market.
PEST Analysis
A PEST analysis examines the political, economic, social, and technological factors that influence Mercure Birmingham West’s operations.
	PEST
	Analysis

	Political
	- Uncertainty surrounding Brexit has led to challenges in recruiting EU workers, a key source of hospitality labour (Jones et al., 2019).
- Government regulations on environmental sustainability are increasing, pressuring hotels to adopt greener practices.

	Economic
	- Rising utility costs and inflation are impacting the hotel’s operating margins.
- Birmingham’s strong business tourism sector provides a consistent flow of corporate guests, but economic downturns could reduce travel budgets.

	Social
	- Growing consumer demand for sustainable travel options and hotels 
- Increasing preference for personalised guest experiences, especially among younger travellers (Sigala, 2018).

	Technological
	- Rapid digital transformation in the hospitality industry, with growing reliance on mobile check-ins, digital keys, and personalised marketing (Buhalis&Amaranggana,2015).
- Mercure Birmingham West is lagging behind competitors in adopting these technologies, which could impact guest satisfaction.



The PEST analysis shows that while Mercure Birmingham West is well-positioned to take advantage of economic and social trends, such as the demand for sustainable travel, it faces challenges in adapting to rapid technological change and navigating political uncertainties.
Competitor Analysis: Price vs Quality
Mercure Birmingham West competes in a highly competitive hospitality market in Birmingham, where both budget and luxury hotels vie for the same clientele. Key competitors include Premier Inn, which offers budget-friendly accommodation, and the Hyatt Regency, a luxury hotel located in the heart of Birmingham’s business district.
	Competitor
	Price Range
	Service Quality

	Premier Inn
	£50-£80 per night
	- Budget accommodation with a focus on value for money.
- Limited amenities, but consistent service quality.

	Hyatt Regency
	£150-£300 per night
	- Luxury hotel with extensive amenities, including a spa and business centre.
- High service quality, catering to both business and leisure travellers.

	Mercure Birmingham West
	£80-£120 per night
	- Mid-range pricing with a focus on business travellers.
- Offers amenities like meeting rooms and a restaurant, but lacks the luxury features of higher-end hotels.



Mercure Birmingham West positions itself as a mid-range option, offering better amenities than budget hotels like Premier Inn but at a lower price point than luxury competitors like the Hyatt Regency. This pricing strategy allows the hotel to attract a broad range of guests, from corporate clients to leisure travellers, while maintaining a balance between affordability and quality service.



Netnography: Guest Feedback and Online Reviews
Netnography, the analysis of online communities and user-generated content, provides valuable insights into guest perceptions of Mercure Birmingham West. Platforms such as TripAdvisor and Google Reviews offer a wealth of data on customer experiences, highlighting both the hotel’s strengths and areas for improvement (Kozinets, 2010).
An analysis of recent online reviews reveals that guests generally appreciate the hotel’s convenient location and friendly staff. However, several recurring issues are frequently mentioned, including outdated facilities and inconsistent housekeeping services. For example, on TripAdvisor, a number of guests have commented on the need for modernisation, particularly in the hotel’s public areas and guest rooms.
	Key Themes from Guest Reviews
	Positive Feedback
	Negative Feedback

	Location
	Convenient for business and leisure travellers, close to key attractions.
	N/A

	Service
	Friendly and helpful staff, especially at the front desk.
	Inconsistent housekeeping standards.

	Facilities
	Adequate for business travellers, with meeting rooms and free Wi-Fi.
	Public areas and guest rooms in need of refurbishment.

	Sustainability
	Guests appreciate the hotel’s commitment to environmental initiatives.
	Some guests feel sustainability efforts are not well communicated.



Netnography reveals that while Mercure Birmingham West excels in certain areas, such as service and location, it faces challenges in maintaining consistent standards of cleanliness and modernising its facilities. Addressing these issues could lead to improved guest satisfaction and stronger online reviews, which are increasingly influential in the hospitality industry (Sigala, 2018).

Theme/Findings: Sustainability and Digital Transformation at Mercure Hotel, Birmingham West
Introduction
The hospitality industry has been under increasing pressure to adapt to two major global trends: sustainability and digital transformation. These trends have reshaped the operational landscape, with hotels needing to balance environmental responsibility with technological advancements to meet modern guest expectations (Jones et al., 2016). Mercure Hotel, Birmingham West, like many hotels within the Accor group, has made efforts to incorporate both sustainability initiatives and digital innovations. However, the extent to which these efforts have been successfully implemented remains a topic of analysis.
Sustainability in Hospitality
Sustainability in the hotel industry is driven by both consumer demand and regulatory pressure. Research by Bohdanowicz et al. (2011) highlights that hotel guests are increasingly aware of their environmental impact and are more likely to choose hotels that demonstrate a commitment to sustainable practices. Moreover, international standards, such as the UN Sustainable Development Goals (SDGs), have led governments to enforce stricter environmental regulations, pushing hotels to adopt greener operations (Legrand et al., 2016).
At Mercure Birmingham West, sustainability is primarily driven by the Accor Group’s global initiative, Planet 21, which focuses on reducing the environmental footprint of its properties through energy conservation, waste reduction, and sustainable sourcing. However, there are key areas where the hotel’s sustainability efforts can be improved. For example, during the placement, it was observed that while the hotel had energy-efficient lighting and water-saving fixtures, there was little visible effort to engage guests in sustainability practices, such as towel reuse programmes or the minimisation of single-use plastics. Research by Kasim (2006) suggests that guest participation in sustainability initiatives is crucial for their success. Hotels that actively engage their guests in environmental programmes often report higher levels of customer satisfaction and loyalty, as environmentally conscious travellers value transparency and action.
Additionally, the hotel’s food and beverage services offer an opportunity to enhance sustainability. Food waste is a significant challenge in the hospitality industry, with studies showing that as much as 30% of food prepared by hotels is wasted (Filimonau et al., 2019). During the placement, it became evident that while the hotel made efforts to reduce waste, such as offering smaller portion sizes, there was no comprehensive food waste management system in place. Implementing more robust systems to monitor and minimise food waste, such as composting or partnering with local food banks, could significantly enhance the hotel’s sustainability credentials.
Moreover, sustainable sourcing of food and beverages was not a prominent feature at Mercure Birmingham West. The hotel could benefit from adopting more locally sourced ingredients, which aligns with the growing consumer preference for sustainable, farm-to-table dining experiences (Jones & Comfort, 2019). Not only would this reduce the carbon footprint associated with transportation, but it would also support local farmers and the regional economy.
Sustainability Recommendations
To improve its sustainability efforts, Mercure Birmingham West should consider the following strategies:
· Enhanced Guest Engagement: Actively encourage guests to participate in sustainability initiatives, such as towel reuse programmes, by providing clear and visible communication in guest rooms.
· Food Waste Management: Implement a comprehensive food waste management system that includes monitoring waste, composting, and donating surplus food to local charities or food banks.
· Local Sourcing: Increase the use of locally sourced ingredients in the restaurant to reduce transportation-related carbon emissions and support local economies.
By focusing on these areas, the hotel can significantly improve its sustainability profile while meeting the growing expectations of environmentally conscious guests.
Digital Transformation in Hospitality
Digital transformation has been one of the most significant disruptors in the hospitality industry over the past decade. From the rise of online booking platforms to the use of data analytics for personalised marketing, technology has transformed how hotels operate and engage with their customers (Sigala, 2018). According to Buhalis and Amaranggana (2015), digital technologies allow hotels to offer more personalised and efficient services, which can lead to increased guest satisfaction and loyalty.
At Mercure Birmingham West, digital transformation has been slow compared to other hotels in the Accor Group. While the hotel uses online booking systems and guest review platforms such as TripAdvisor, more advanced digital services, such as mobile check-ins and digital room keys, have yet to be fully implemented. Research by Neuhofer et al. (2015) suggests that these technologies are not only convenient for guests but can also streamline hotel operations, reducing the need for front desk staff and improving efficiency.
One area where digital transformation has made a noticeable impact is in guest feedback and online reputation management. The hotel actively monitors online reviews and responds to guest feedback on platforms like TripAdvisor. However, the hotel’s response strategy could be more proactive. Currently, most responses are reactive, addressing specific complaints or compliments after the guest has left. Implementing a more personalised, real-time feedback system, such as post-check-in surveys sent via mobile devices, could help the hotel address guest concerns during their stay and improve overall satisfaction.
Another key area for digital improvement is the use of data analytics to personalise guest experiences. Research by Walker (2017) shows that hotels that leverage guest data to offer personalised services, such as room preferences or tailored marketing offers, can significantly increase guest loyalty and repeat bookings. During the placement, it was observed that Mercure Birmingham West did not fully utilise guest data beyond basic marketing emails. Implementing more sophisticated data analytics tools could allow the hotel to offer more personalised experiences, such as recommending local attractions based on previous stays or offering custom room packages for repeat guests.
Digital Transformation Recommendations
To accelerate its digital transformation, Mercure Birmingham West should consider the following strategies:
· Mobile Check-ins and Digital Keys: Implement mobile check-ins and digital room keys to offer guests a seamless and contactless experience, which has become increasingly important in the post-pandemic landscape.
· Real-time Feedback Systems: Use digital tools to gather real-time feedback from guests during their stay, allowing the hotel to address issues immediately and enhance guest satisfaction.
· Data Analytics for Personalisation: Invest in data analytics tools to better understand guest preferences and offer personalised services, such as tailored room amenities or bespoke marketing offers.
These digital initiatives can help Mercure Birmingham West not only meet the evolving expectations of modern travellers but also improve operational efficiency and competitiveness in the market.
Combining Sustainability and Digital Transformation
While sustainability and digital transformation are often treated as separate initiatives, there is significant potential for synergy between the two. For example, digital technologies can play a crucial role in enhancing a hotel’s sustainability efforts. According to Legrand et al. (2016), hotels that use data analytics to monitor energy consumption, water usage, and waste generation can make more informed decisions about where to reduce their environmental impact. Digital tools can also be used to engage guests in sustainability initiatives. For instance, mobile apps could allow guests to track their energy consumption during their stay or provide tips on how to reduce waste.
At Mercure Birmingham West, the integration of digital and sustainability initiatives is still in its early stages. While the hotel has implemented basic energy-saving measures, there is little use of digital tools to monitor or enhance these efforts. By adopting more advanced technologies, such as smart thermostats and energy monitoring systems, the hotel could significantly reduce its environmental footprint while also lowering operating costs.
Moreover, digital platforms can be used to communicate the hotel’s sustainability initiatives more effectively to guests. For example, during check-in, guests could be informed via a mobile app about the hotel’s sustainability practices and encouraged to participate in eco-friendly behaviours, such as reducing water usage or opting for digital receipts instead of printed ones.
Sustainability and Digital Transformation Combined Recommendations
· Energy Monitoring Systems: Install digital energy monitoring systems to track and reduce energy consumption in real time.
· Guest Engagement through Apps: Develop a mobile app that allows guests to engage with the hotel’s sustainability initiatives, providing information on how they can reduce their environmental impact during their stay.
· Digital Receipts: Encourage the use of digital receipts and other paperless communication methods to reduce waste and enhance convenience for guests.
By combining sustainability and digital transformation efforts, Mercure Birmingham West can create a more integrated and forward-thinking operational strategy, positioning itself as a leader in the hospitality industry.









Conclusions and Recommendations
Conclusions
· Sustainability Efforts:
· Mercure Hotel, Birmingham West, as part of the Accor Group, has implemented sustainability initiatives under the Planet 21 programme. However, the hotel’s sustainability practices are underutilised, particularly in areas such as guest engagement and food waste management.
· While the hotel has adopted basic energy-saving measures, such as energy-efficient lighting, there is limited use of advanced technologies to monitor and reduce energy consumption, which is crucial for long-term sustainability.
· The hotel has yet to adopt a comprehensive food waste management system, which is a critical aspect of sustainability in the hospitality industry.
· There is minimal promotion of locally sourced food, which could reduce the carbon footprint and support local businesses, aligning with growing consumer preferences for sustainable dining.
· Digital Transformation:
· Digital transformation at Mercure Birmingham West is at an early stage. The hotel utilises online booking systems and responds to online reviews but has not yet fully embraced mobile technologies such as digital check-ins and keys.
· Guest feedback systems remain largely reactive, with little real-time monitoring during guests’ stays. This limits the hotel’s ability to address issues promptly and enhance guest satisfaction.
· The hotel lacks data analytics tools to personalise guest experiences, a missed opportunity for increasing guest loyalty and tailoring services to meet individual preferences.
· SWOT and PEST Analyses:
· The SWOT analysis reveals that Mercure Birmingham West benefits from its strong brand, strategic location, and mid-range pricing. However, high staff turnover, ageing infrastructure, and limited digital presence pose significant challenges.
· The PEST analysis highlights political uncertainties due to Brexit and growing demands for sustainability, as well as technological changes in the industry that require the hotel to adapt quickly to remain competitive.
· Competitor Analysis:
· Compared to budget hotels like Premier Inn and luxury hotels like Hyatt Regency, Mercure Birmingham West occupies a mid-range position, offering decent amenities but lacking the luxury features of higher-end hotels. However, the hotel is at risk of falling behind competitors in terms of digital service offerings and infrastructure.
· Netnography and Guest Feedback:
· Guest feedback highlights positive aspects of the hotel’s location and staff, but also reveals concerns about inconsistent housekeeping standards and outdated facilities. Guests appreciate the hotel’s sustainability efforts but feel that they are not well-communicated or actively promoted.
Recommendations
· Sustainability:
· Enhance Guest Engagement:
· Actively engage guests in sustainability initiatives by promoting towel reuse programmes and encouraging eco-friendly practices through in-room messaging and digital apps.
· Improve Food Waste Management:
· Implement a comprehensive food waste management system, including monitoring, composting, and donations to local food banks, to reduce the environmental impact of the hotel’s food and beverage operations.
· Increase Local Sourcing:
· Source more local ingredients for the hotel’s restaurant to reduce transportation emissions and support the local economy. Promote these efforts to guests as part of the hotel’s sustainability commitment.
· Install Energy Monitoring Systems:
· Use digital tools to monitor energy and water consumption in real time, allowing the hotel to track and reduce resource use more effectively.
· Digital Transformation:
· Introduce Mobile Check-ins and Digital Keys:
· Implement mobile check-ins and digital room keys to improve the guest experience and streamline operations. This is particularly important in the post-pandemic context, where contactless services are increasingly in demand.
· Develop Real-time Feedback Systems:
· Introduce real-time feedback systems, such as post-check-in surveys sent via mobile devices, to allow guests to raise concerns during their stay. This would enable the hotel to resolve issues promptly and improve guest satisfaction.
· Leverage Data Analytics for Personalisation:
· Invest in data analytics tools to gather and analyse guest preferences, allowing the hotel to offer more personalised services and marketing efforts. For example, use guest data to recommend local attractions or offer tailored room amenities.
· Improve Digital Communication of Sustainability Efforts:
· Use digital platforms to communicate the hotel’s sustainability initiatives more effectively. This could include providing information on environmental practices during mobile check-ins or offering guests the option to participate in eco-friendly programmes via a hotel app.
· Staff Retention and Training:
· Reduce Staff Turnover:
· Implement staff training and retention programmes to reduce turnover, particularly in housekeeping and food and beverage departments. This could include offering career development opportunities, competitive wages, and recognition programmes to motivate staff.
· Enhance Digital Skills:
· Provide staff with training in digital tools and customer service technologies to improve their ability to engage with guests and utilise new systems effectively. This is crucial for the successful implementation of digital transformation initiatives.
· Infrastructure Modernisation:
· Upgrade Facilities:
· Invest in modernising public areas and guest rooms, particularly in response to guest feedback about outdated facilities. Upgrading the hotel’s infrastructure will improve guest satisfaction and ensure that the property remains competitive with other mid-range and luxury hotels in the region.





Conclusion
Mercure Hotel, Birmingham West, has a strong foundation in terms of brand recognition, location, and a commitment to sustainability through the Planet 21 programme. However, there are significant opportunities for improvement in both sustainability and digital transformation. By implementing the recommendations outlined above, the hotel can enhance its sustainability credentials, accelerate its digital transformation, and improve guest satisfaction. In doing so, Mercure Birmingham West will be better positioned to meet the evolving expectations of modern travellers and maintain its competitive edge in Birmingham’s hospitality market.
Reflective Writing
Over the course of my 10-week placement at Mercure Hotel, Birmingham West, I had the opportunity to work across various departments, gaining insight into the inner workings of a mid-scale hotel. This experience provided me with a comprehensive understanding of how different departments interact and the importance of seamless coordination in ensuring guest satisfaction. In this reflective account, I will share my observations and insights, focusing on the professional challenges and learning outcomes I encountered.
Adapting to Different Departments
One of the most valuable aspects of my placement was the opportunity to work in all departments, including housekeeping, front office, food and beverage, and maintenance. Each department had its unique challenges, and working across them gave me a holistic view of the hotel’s operations. I quickly learned that teamwork is the foundation of a well-functioning hotel. For instance, during busy check-in times at the front office, collaboration with housekeeping was crucial to ensure that rooms were ready on time. Likewise, coordinating with the food and beverage team during events required clear communication and time management skills.
Initially, I found it challenging to adapt to the fast-paced environment of the hospitality industry. Each department had its own rhythm, and it took me some time to adjust to the varying demands. However, by the end of my placement, I had developed the ability to switch between tasks efficiently and understood the importance of being flexible in such a dynamic environment. This experience taught me the value of being adaptable and resourceful, skills that are essential in the hospitality sector.
Customer Service and Front Office Experience
Working at the front office was one of the most eye-opening aspects of my placement. The front office is the first point of contact for guests, and I quickly realised how important it is to make a strong first impression. I observed that the hotel’s success in customer service largely depended on the interactions between the front desk staff and the guests. Ensuring that guests felt welcome and attended to was a priority, and I took pride in learning how to handle guest queries, resolve complaints, and provide information on the hotel’s services.
One specific instance that stands out is when I had to manage a complaint from a guest who was dissatisfied with the condition of their room. Initially, I found it difficult to navigate the situation, as the guest was visibly frustrated. However, by listening carefully to their concerns, I was able to empathise with their frustrations and offer a solution by arranging for an upgraded room. This experience highlighted the importance of active listening and problem-solving in customer service. I learned that the ability to remain calm under pressure and offer solutions quickly is key to resolving guest issues and ensuring satisfaction.
Housekeeping Challenges
Housekeeping, as I discovered, is one of the most demanding departments in a hotel. The physical nature of the work, combined with the need for speed and efficiency, presented challenges I hadn’t anticipated. During my time in housekeeping, I gained a deeper appreciation for the staff’s dedication and attention to detail. Cleanliness is one of the most significant factors influencing guest satisfaction, and the pressure to meet tight turnaround times between check-outs and new arrivals was immense.
What surprised me most was the extent to which communication between housekeeping and the front desk impacted guest satisfaction. On several occasions, I observed delays in housekeeping services due to miscommunication, resulting in guests being kept waiting for their rooms to be prepared. This highlighted the importance of clear communication and organisation across departments to ensure that operational processes run smoothly.
I also learned the value of attention to detail. Guests expect their rooms to be not only clean but also free of any minor issues, such as faulty lights or missing amenities. By working closely with the housekeeping team, I understood the significance of going beyond just surface cleaning to maintain high standards of room presentation.
Learning from Food and Beverage Services
My experience in the food and beverage department offered a different perspective on guest satisfaction. Here, the focus was on providing a seamless dining experience, whether for breakfast, lunch, or special events like conferences and weddings. The pace in this department was intense, especially during peak service hours, and I learned to manage multiple tasks simultaneously, from serving guests to coordinating with the kitchen.
One of the most significant challenges I faced in this department was dealing with customer expectations, particularly in managing special dietary requirements and last-minute changes to event menus. On one occasion, I had to assist with a wedding reception where the bride’s family had several specific dietary requests that had not been communicated beforehand. I worked closely with the kitchen staff to accommodate these requests, which required quick thinking and adaptability.
This experience taught me the importance of attention to detail and the ability to think on my feet, especially in high-pressure situations. It also underscored the importance of teamwork, as successful event execution required collaboration between the kitchen, service staff, and management.
Observations on Sustainability Practices
Throughout my placement, I observed that while Mercure Hotel had implemented several sustainability initiatives, such as energy-saving lighting and recycling programmes, there were areas where improvements could be made. For instance, I noticed that many guests were not aware of the hotel’s sustainability policies, such as the towel reuse programme, which was mentioned only briefly in the guest rooms. This led me to reflect on the importance of clear communication in promoting sustainable practices.
Additionally, I saw opportunities to reduce food waste in the hotel’s restaurant and event services. During breakfast service, for example, I observed that large quantities of food were often discarded at the end of the service. This experience made me more aware of the environmental impact of food waste in the hospitality industry and the need for better waste management practices.
Professional Growth and Key Learnings
My placement experience at Mercure Hotel has had a profound impact on my personal and professional growth. One of the most important lessons I learned is the value of effective communication. Whether dealing with colleagues or guests, clear communication was crucial in ensuring smooth operations and resolving issues efficiently. This skill will be invaluable in my future career, as effective communication is critical in any workplace environment.
Another key learning was the importance of adaptability. The hospitality industry is fast-paced and unpredictable, and being able to adapt quickly to changing circumstances is essential. Whether it was adjusting to different department tasks or dealing with unexpected guest requests, I learned to think on my feet and remain flexible.
Finally, I gained a deeper understanding of the importance of guest satisfaction. Every department, from housekeeping to food and beverage, plays a role in ensuring that guests have a positive experience. By working in multiple departments, I gained insight into the interconnectedness of hotel operations and how each team contributes to the overall guest experience.
Conclusion
My 10-week placement at Mercure Hotel, Birmingham West, provided me with invaluable hands-on experience across all departments. This experience has not only enhanced my practical skills but also deepened my understanding of the complexities of hotel operations. From learning to resolve guest complaints to managing housekeeping challenges, I have gained insights that will be essential in my future career in hospitality management. The skills of adaptability, communication, and teamwork that I developed during this placement will serve as the foundation for my professional growth in the industry.
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