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[bookmark: _Toc192017403]Executive Summary

[bookmark: _Toc192017404]Introduction
Best Western Bucovina Club de Munte, a well-established hotel in Gura Humorului, Romania, is facing significant challenges affecting its reputation, customer satisfaction, and revenue generation. Despite its prime location near UNESCO-listed attractions, the hotel is struggling to maintain competitiveness due to aging infrastructure, declining service quality, and limited digital presence. 
This report, prepared by Roua Consultants, evaluates these issues using three strategic frameworks: STEEPLE, SOAR, and TOWS analyses. It provides an action plan with concrete solutions to improve guest experience, financial performance, and market positioning.
[bookmark: _Toc192017405]Key Challenges
1. Declining Customer Satisfaction
- Negative guest reviews highlight room size, cleanliness, and staff attentiveness as major concerns.
- Poor service quality, slow check-in/check-out processes, and limited amenities have led to a decrease in repeat bookings.
2. Aging Infrastructure
- The hotel’s rooms, furniture, and public spaces require modernization.
- The absence of energy-efficient systems increases operational costs.
3. Customer Service Deficiencies
- Insufficient staff numbers and inadequate training lead to long wait times and inconsistent service.
- Many guests express frustration with unresponsive and disengaged staff.
4. Limited Digital Marketing & Online Presence
- The hotel relies heavily on traditional marketing and lacks an effective digital strategy.
- Low engagement on social media and review platforms reduces visibility.
5. Competitive Market & External Factors
- Boutique hotels and Airbnb accommodations are offering better pricing and modern facilities.
- Seasonal fluctuations in tourism create revenue instability.
[bookmark: _Toc192017406]Strategic Analyses
STEEPLE Analysis (External Factors Impacting the Hotel)
1. Social: Modern travellers, especially Millennials and Gen Z, prefer unique experiences and seamless digital connectivity. The hotel’s traditional offerings do not align with these preferences.
2. Technological: Lack of a modern Property Management System (PMS), mobile check-in, and smart room features reduces efficiency and guest convenience.
3. Economic: Fluctuations in GDP and inflation, along with seasonal tourism trends, create financial instability.
4. Environmental: Travellers prefer eco-friendly hotels, but Best Western Bucovina lacks sustainability initiatives.
5. Political: Potential tourism tax changes could increase costs, but government incentives for modernisation present opportunities.
6. Legal: The hotel must comply with GDPR data protection, labor laws, and safety regulations.
7. Ethical: Guests expect hotels to engage in corporate social responsibility (CSR), such as supporting local businesses and promoting sustainable tourism.
SOAR Analysis (Strengths, Opportunities, Aspirations, Results)
1. Strengths:
- Prime location near cultural landmarks.
- Established brand reputation through Best Western affiliation.
- Strong historical customer base.
2. Opportunities:
- Modernising rooms and amenities to attract modern travellers.
- Expanding digital marketing strategies to improve online visibility.
- Creating local business partnerships for unique guest experiences.
3. Aspirations:
- Enhance customer service to exceed expectations.
- Increase online engagement and bookings through better marketing.
4. Results:
- Higher repeat bookings and improved online reviews.
- Increased occupancy rates and revenue growth.
TOWS Analysis (Converting Weaknesses & Threats into Opportunities)
1. Addressing Threats:
- Competitive pricing strategy to counter boutique hotels.
- Enhancing online presence to improve reputation and reach new customers.
2. Overcoming Weaknesses:
- Renovating infrastructure while leveraging the hotel’s strategic location.
- Investing in staff training to improve service quality.
- Implementing a robust digital marketing strategy to attract more guests.
[bookmark: _Toc192017407]Recommendations and Action Plan
To address the identified challenges, five key strategic recommendations are proposed:
1. Renovation & Infrastructure Modernisation
- Upgrade guest rooms, bathrooms, and public areas.
- Install smart room technologies (Wi-Fi improvements, keyless entry, energy-efficient systems).
- Implement a phased renovation plan to minimise disruption.
- Estimated Cost: €500,000
2. Staff Training & Customer Service Enhancement
- Provide hospitality training to improve guest interaction, problem-solving, and efficiency.
- Implement a staff incentive program to boost morale and performance.
- Recruit additional employees to reduce staff burnout and improve response times.
- Estimated Cost: €10,000 (training) + €211,000 (new hires) = €221,000
3. Digital Marketing & Online Presence Improvement
- Implement a strong social media strategy to increase engagement.
- Optimise the hotel’s website for SEO and direct bookings.
- Invest in Google Ads, social media promotions, and influencer partnerships.
- Estimated Cost: €36,000
4. Competitive Pricing & Revenue Management
- Introduce dynamic pricing based on demand and seasonality.
- Offer early bird discounts, bundled packages, and off-season promotions.
- Invest in Revenue Management Software (RMS).
- Estimated Cost: €10,000
5. Sustainability Initiatives
- Introduce waste reduction, renewable energy solutions, and eco-friendly practices.
- Market the hotel as an eco-conscious destination to attract environmentally aware travellers.
- Partner with local green initiatives to build brand credibility.
- Estimated Cost: Variable, based on sustainability projects.
[bookmark: _Toc192017408]Change Management Process
A structured change management approach is necessary to implement these recommendations smoothly.
1. Internal Communication: Regular staff meetings and updates to ensure alignment with changes.
2. Employee Involvement: Encourage staff participation in decision-making and training programs.
3. Support & Training: Provide ongoing development to ensure employees adapt to new processes.
4. Performance Monitoring: Track progress using guest feedback, revenue growth, and occupancy rates.
5. Adjustments & Continuous Improvement: Conduct quarterly evaluations and make strategic adjustments.
[bookmark: _Toc192017409]Financial Investment & Expected Outcomes
		Strategy
	Cost Estimate (€)
	Expected Impact




		Renovations & Infrastructure Upgrades
	500,000
	Higher guest satisfaction, increased bookings




		Staff Training & Expansion
	221,000
	Improved service quality, reduced turnover




		Digital Marketing & Online Visibility
	36,000
	Increased direct bookings and engagement




		Revenue Management & Pricing Strategy
	10,000
	Optimized pricing, improved profitability




		Sustainability Initiatives
	Variable
	Enhanced brand image, cost savings






Total Estimated Investment: €748,000
Expected Return: Higher occupancy rates, revenue growth, and brand reputation.
[bookmark: _Toc192017410]Conclusion
Best Western Bucovina Club de Munte faces critical challenges but possesses strong potential for growth. By implementing strategic renovations, staff training, digital marketing enhancements, and revenue management strategies, the hotel can regain competitiveness, increase profitability, and enhance guest satisfaction.
Through a structured change management process, these improvements can be seamlessly integrated, ensuring long-term success. By leveraging its prime location, brand reputation, and investment in modernisation, Best Western Bucovina will strengthen its market position and secure a prosperous future.


[bookmark: _Toc192017411]Introduction
This report discusses the current issues faced by Best Western Bucovina Club de Munte, a prominent hotel located in Gura Humorului, Suceava County, Romania. The hotel stands as a distinguished landmark in Gura Humorului, offering guests a unique gateway to the cultural and natural wonders of the Bucovina region. Nestled in the heart of this charming town, the hotel enjoys a prime location near UNESCO-listed attractions such as Voroneț Monastery, making it an ideal destination for travellers eager to explore the area’s rich history and breathtaking landscapes. The hotel provides a blend of comfort and convenience, featuring spacious accommodations designed to ensure a relaxing stay. Guests can take advantage of the well-equipped conference rooms, making the hotel a favourable choice for both business and leisure travellers. The hotel has 84 double rooms, 38 single, 2 VIP rooms, 4 one-bedroom apartments, and 2 large apartments (please see Appendix 1).
The on-site restaurant offers an authentic culinary experience, with a menu highlighting local and international cuisine, allowing visitors to immerse themselves in the flavours of the region (Best Western Bucovina, 2023). Despite the evolving hospitality landscape, Best Western Bucovina Club de Munte remains a trusted choice for those seeking a balance between tradition and modern comfort. Its long-standing reputation in the community reflects its commitment to welcoming guests with warm hospitality and a dedication to service. While opportunities for refurbishment exist, the hotel’s character, strategic location, and range of amenities continue to make it a valuable asset for travellers looking to experience the beauty and heritage of Bucovina.
Lately, the hotel, which has an established presence in the area, is encountering several challenges affecting its overall performance. The primary issue identified is a decline in customer satisfaction, impacting the hotel’s reputation, revenue, and service quality. This issue is important as it influences the hotel’s ability to maintain competitive pricing, attract repeat customers, and distinguish itself in a competitive market (Whittington et al, 2020). Additionally, there are concerns related to quality of service, infrastructure updates, and staffing challenges, all contributing to the current situation.
Best Western Bucovina Club de Munte is an established hotel with several years of operation. Strategically situated in the heart of Gura Humorului, a prominent tourist destination in the Bucovina region, it is in close proximity to major cultural landmarks such as the UNESCO-listed Voroneț Monastery. The hotel holds a key position in the region, offering a wide array of amenities, including modern conference rooms, a restaurant, and spacious accommodations. Despite its stature, the hotel’s aging infrastructure and growing local market competition have begun to affect guest experiences negatively, as evidenced by lower guest ratings, particularly concerning room size, cleanliness, and service quality. These could be considered “symptoms” which, because they generate issues, can be linked to a core problem (Buttrick, 2009).
As a consultancy firm specializing in the hospitality industry, Roua Consultants has accepted the task to evaluate the challenges currently confronting the hotel and to offer strategic solutions for enhancement. Having developed its experience in hospitality, and having overcome the Five Challenges of Growth (O’Mahoney, 2021), the company is now ready to undertake a large account such as this. The methodology involves performing a thorough analysis of the hotel’s circumstances, applying established management frameworks to deliver actionable insights (Buttrick, 2009).
To comprehensively analyse and understand the problem, this report will utilize several analytical frameworks, including STEEPLE (Social, Technological, Economic, Environmental, Political, Legal, and Ethical analysis) (More et al, 2015), SOAR (Strengths, Opportunities, Aspirations, Results) (Jairam & Kiewra, 2009), and TOWS (Threats, Opportunities, Weaknesses, Strengths) (Saidmamatov et al, 2021 10.18778/0867-5856.31.1.16). These frameworks will offer a structured methodology for evaluating the internal and external factors influencing the hotel’s operations and performance, as well as facilitate the identification of strategic opportunities for improvement and future growth.
This report aims to assist Best Western Bucovina Club de Munte in addressing the identified issues and developing effective strategies to enhance its competitive edge, improve customer satisfaction, and optimize revenue generation.

[bookmark: _Toc192017412]Analysis of Issues at Best Western Bucovina Club de Munte
This section will provide a detailed analysis of the current issues faced by Best Western Bucovina Club de Munte, evaluating how they  impact the hotel’s operations, revenue, reputation, and customer satisfaction. Using data, statistics, and multiple sources of information, we will identify the root causes of the problems and assess the hotel’s overall performance.
Identified Issues:
[bookmark: _Toc192017413]Decline in Customer Satisfaction
Impact: The hotel is experiencing a decline in customer satisfaction, as evidenced by online reviews and feedback. This decline is negatively impacting the hotel’s reputation, with customers expressing dissatisfaction with various aspects of their stay. Dissatisfied guests are less likely to return, and negative reviews can dissuade potential customers. 
[bookmark: OLE_LINK2]Cause: Key issues contributing to this decline include subpar room quality (such as small room sizes), inadequate maintenance, and insufficient service levels (e.g., delayed room service and lack of attentiveness from staff). (Dean G, Tripadvisor, 2023)
Feedback and Reputation: Negative feedback plays a significant role in the hotel’s deteriorating reputation. Review platforms such as Booking.com (reference: Booking.com), Tripadvisor (Tripadvisor, 2024), and Google Reviews (reference: review Google Reviews) frequently highlight recurring complaints, particularly regarding cleanliness, room size, and noise levels. The cumulative effect of these complaints can lead to lower ratings, which directly impacts the hotel’s ability to attract new guests.
Strength: Reputation and Location
The hotel’s long-standing reputation in the community and prime location near UNESCO-listed attractions, such as Voroneț Monastery (Lupu et al, 2018), can be used to its advantage. Enhancing the guest experience by focusing on delivering a more personalized service can help improve satisfaction (Yung et al, 2017). The hotel can implement targeted guest engagement strategies, like offering curated cultural or sightseeing tours to these nearby attractions, making guests feel like they are truly immersed in the local culture. Highlighting these unique aspects in marketing campaigns can remind guests of the hotel’s prime location (Tussyadiah & Zach, 2016), thus improving satisfaction and positive reviews.
[bookmark: _Toc192017414]Aging Infrastructure
Impact: The hotel’s infrastructure shows signs of aging: issues like old furniture, decrepit plumbing infrastructure, or a lack of modern amenities, no air conditioning (sanpedor, Tripadvisor, 2019), in conjunction with the fact that today’s guests are more attuned to, and even demand, modern technological amenities, consequently, create challenges in meeting the expectations of the new wave of travellers (Hudayberganov, 2024).
Cause: The hotel has been in operation for several years without significant upgrades or renovations. This lack of investment in the physical property is reflected in the outdated rooms and facilities. This aging infrastructure affects both guest experience and operational efficiency.
Feedback and Income: Customers have noted the need for renovation in various reviews, mentioning outdated bathrooms, worn-out furniture, and small room sizes, coupled with a lack of investment in energy efficiency and sustainability (Booking,com2). These complaints have resulted in a decline in repeat business, which is crucial for maintaining steady income (Stewart, 2019). 
Strength: Established Brand and Facilities
While the infrastructure may be aging, the hotel’s established brand and spacious accommodations offer a solid foundation to build upon (Kwun, 2012). The hotel could prioritize incremental improvements, focusing on essential refurbishments, such as updating guest rooms, common areas, and conference rooms. The hotel’s reputation as a trusted choice for both leisure and business travellers, gives the opportunity to market upgrades as part of a broader “modernization” campaign, ensuring that they align with customer expectations and the overall brand identity (Barbu, 2016).
[bookmark: _Toc192017415]Customer Service Issues
Impact: The hotel is currently facing a significant challenge with respect to customer service. Guests have experienced prolonged waiting times for check-in and check-out processes (deepchi, Tripadvisor, 2018), encountered staff who appear unhelpful or disengaged, and noted a lack of personalized service.
Cause: These service deficiencies can be attributed primarily to staffing issues, which include an insufficient number of staff during peak hours and inadequate training for existing personnel. It appears that cost-cutting measures may have led to reduced performance in guest services (Park, 2018).
[bookmark: OLE_LINK3]Feedback and Reputation: There is a consistent pattern of negative feedback regarding customer service on various review platforms. For instance, a reviewer on Booking.com noted, “The staff were friendly but slow to attend to requests. It felt like there weren’t enough people working to handle the volume of guests.”
Income: Dissatisfied customers are less likely to return or recommend the hotel to others, resulting in missed revenue opportunities. Moreover, inefficient service diminishes overall guest satisfaction and can lead to negative word-of-mouth, further impacting the hotel’s potential income.
Strength: Experienced Staff and Customer Loyalty
Despite staffing challenges, the hotel potentially has a core group of experienced employees who are familiar with the local culture and guest preferences. The hotel can invest in improving training programs, focusing on customer service excellence and operational efficiency. Introducing a customer service certification program for employees could not only improve staff performance but also motivate staff through recognition of their efforts (Prager, 2003). Additionally, improving staffing levels during peak hours by implementing a more flexible scheduling system can help maintain a consistent guest experience (Thompson, 2025).
[bookmark: _Toc192017416]Limited Online Presence and Marketing Efforts
Impact: The hotel’s limited marketing efforts and underdeveloped online presence are restricting its ability to reach a broader customer base. Although Best Western Bucovina benefits from the recognition associated with the Best Western brand (Yakhlef, 2024), it is not effectively leveraging modern digital marketing strategies such as social media engagement, targeted advertisements, or influencer partnerships.
Cause: The marketing department appears to be under-resourced, with insufficient investment in online campaigns or digital tools. Consequently, the hotel primarily relies on traditional marketing methods and word-of-mouth recommendations, rather than establishing a robust online presence (Doyle, 1995). 
Feedback and Reputation: The hotel’s lack of strong online visibility adversely affects its competitiveness with other hotels in the region. Many travellers use online booking platforms to compare options, and those establishments with higher online ratings and better digital marketing strategies tend to attract more guests. Moreover, the negative reviews can be mitigated by well-thought responses (Rose & Blodgett, 2016).
Income: The hotel’s limited online presence results in missed opportunities to engage potential customers who prioritize research before making bookings (Cojocea & Coros, 2017). Implementing a stronger digital marketing strategy could enhance occupancy rates and attract new guests from various sources (Krisnha at al, 2023).
Strength: Unique Location and Cultural Offerings
The hotel’s proximity to major cultural and natural landmarks is a powerful tool that can be better utilized through online marketing. By focusing on this unique aspect, the hotel can differentiate itself from newer competitors. A comprehensive online marketing strategy should be developed, including SEO, social media campaigns, and partnerships with local tourism boards to enhance visibility. Creating content that highlights the hotel’s location and ties to the local culture can drive more interest (Asi, 2022), especially among international travellers interested in experiencing Romania’s rich heritage. The hotel could also leverage online review platforms and respond proactively to reviews (Proserpio & Zervas, 2014), ensuring an engaging and transparent online presence.
[bookmark: _Toc192017417]Competitive Market and External Factors
Impact: The competitive market in Bucovina, particularly the increased number of smaller boutique hotels and guesthouses, is placing pressure on Best Western Bucovina. This has made it more challenging for the hotel to distinguish itself and attract tourists, especially during peak seasons.
Cause: The escalating competition from newly established hotels with more modern amenities, lower prices, or personalized services is a significant factor. Additionally, external factors such as the economic conditions in Romania and travel trends in the region are affecting the demand for hotel rooms.
Feedback and Scope: While some guests still value the location and heritage of the hotel, others are opting for competitors due to better pricing, more modern facilities, or more personalized experiences. As a result, Best Western Bucovina’s market share is diminishing (Chaªovschi et al, 2017), hindering its ability to grow and sustain previous income levels.
Strength: Brand Trust and Reputation
The hotel’s established reputation and local knowledge provide an opportunity to offer personalized services that new competitors might lack. The hotel could emphasize its legacy and expertise in the region, positioning itself as a knowledgeable guide for visitors exploring Bucovina. Additionally, offering exclusive packages or loyalty programs for repeat guests can create added value that’s hard for newer hotels to match, especially when coupled with affective commitment, viewed as an emotional bond that guests develop towards the brand (Mattila, 2006). The hotel can also tap into local collaborations, such as forming partnerships with local artisans, businesses, and attractions to offer unique, authentic experiences that larger chain hotels may not provide. By leveraging these strengths, the hotel can carve out a unique niche in the competitive market.
[bookmark: _Toc192017418]Strategic analyses
Following, there are the STEEPLE, SOAR and TOWS analyses, which are designed to provide a structured evaluation of the hotel’s internal strengths, external challenges, and strategic opportunities for growth and improvement (Neves & Lourenço, 2009):
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To understand how external factors are contributing to the challenges faced by the hotel, a STEEPLE (Social, Technological, Economic, Environmental, Political, Legal, Ethical) analysis was conducted:
		[bookmark: OLE_LINK1]Factor
	Impact on Hotel

	Social
	Growing demand for experiential travel, personalised services, and seamless digital experiences (Chaudhary et al, 2022). The hotel’s standardised offerings limit its appeal to younger travellers.

	Technological
	Lack of modern property management systems, mobile check-in, and high-speed Wi-Fi negatively affects guest satisfaction and operational efficiency

	Economic
	Fluctuations in GDP, inflation, and seasonal tourism create financial instability. Increased competition from budget hotels and Airbnb further pressures profitability (Destefanis et al, 2020).

	Environmental
	Rising demand for sustainable tourism. The absence of eco-friendly initiatives may deter environmentally conscious guests and increase operational costs.

	Political
	Potential tourism tax changes and government incentives could impact hotel operations, presenting both challenges and opportunities (Surugiu & Surugiu, 2017).

	Legal
	Compliance with health and safety regulations, GDPR data protection, and labour laws is essential to avoid legal risks (Andrea, 2023).

	Ethical
	Guests value social responsibility. The hotel can improve its reputation by supporting local businesses, cultural preservation, and sustainable practices






Detailed Analysis of STEEPLE Factors  
Social Factors  
Modern travellers, particularly Millennials and Gen Z, prefer unique, immersive experiences over standardized accommodations (Fan et al, 2022). This trend has led to increased demand for personalized itineraries, local cultural engagement, and boutique-style hotels. The hotel’s traditional room offerings and limited activity options may struggle to attract this growing segment. Adapting to these expectations could significantly improve customer retention and satisfaction.  
Technological Factors  
A lack of modern technology places the hotel at a competitive disadvantage: the absence of an advanced Property Management System (PMS) reduces operational efficiency, impacting booking management and guest experiences; outdated Wi-Fi infrastructure; limited in-room entertainment, may frustrate tech-savvy travellers who expect convenience and connectivity. Competitors leveraging these advancements offer a superior guest experience, making investment in technology crucial for long-term success (Bilgihan et al, 2011).
Economic Factors  
Economic uncertainty, including fluctuations in Romania’s GDP, foreign currency exchange rate, and inflation rates, affects consumer spending on travel. The region’s strong dependence on seasonal tourism results in revenue instability during off-peak months. Budget hotels and Airbnb accommodations are gaining popularity, increasing price competition.
Environmental Factors  
Sustainability is becoming a major decision-making factor for travellers. Guests increasingly prefer accommodations that practice waste reduction, energy conservation, and responsible sourcing. Currently, the hotel lacks visible eco-friendly initiatives, which may deter environmentally conscious guests, so implementing energy-efficient systems could not only attract a broader clientele but also reduce long-term operational costs.  
Political Factors  
Government policies directly influence the hotel industry. Potential changes in tourism taxes or regulatory fees could affect the hotel’s financial planning. However, government initiatives promoting regional tourism present opportunities for increased visibility and visitor numbers. Additionally, potential funding or grants for modernization could provide financial support for necessary infrastructure upgrades.
Legal Factors  
Strict health and safety regulations, GDPR compliance, and labour laws require the hotel to maintain high standards to avoid legal risks (Quelle, 2018). Sanitation protocols and fire safety measures must be strictly followed to meet regulatory requirements. Additionally, data privacy laws mandate secure handling of customer information, ensuring compliance with European legal frameworks.  
Ethical Factors
Hotels that actively engage in social responsibility and ethical business practices attract more loyal guests. Supporting local businesses, promoting cultural heritage, and minimizing environmental impact can enhance the hotel’s reputation. Additionally, offering culturally respectful tours that benefit the local economy aligns with travellers’ increasing interest in responsible tourism (González-Rodríguez et al, 2019).  
The STEEPLE analysis highlights both challenges and opportunities for Best Western Bucovina Club de Munte. While issues like technological deficiencies, outdated infrastructure, and increasing competition pose significant threats (Buhalis, 2019), the hotel can leverage sustainability initiatives, technological advancements, and government incentives to regain its competitive edge (Moliner, 2021). Addressing these factors strategically will improve guest experience, enhance market positioning, and drive long-term profitability.  
[bookmark: _Toc192017420]SOAR Analysis
To provide a more positive outlook, a SOAR (Strengths, Opportunities, Aspirations, Results)  (Kamkankaew, 2016) analysis is presented to highlight areas where the hotel is performing well and areas for improvement:
	Strengths
	Opportunities

	1. Central location near major tourist attractions.
2. Established reputation through the Best Western brand (Alon, 2004).
3. Strong customer base from previous years.
	1. Revamping the hotel’s infrastructure to attract more modern travellers (Opanaschuk et al, 2021).
2. Expanding the hotel’s digital presence via social media and targeted online campaigns.
3. Partnering with local businesses for collaborative tourism packages.



	Aspirations
	Results

	1. Enhance customer service to match expectations.
2. Increase online visibility and marketing efforts.
	1. Positive feedback from returning guests and increased repeat bookings.
2. Higher bookings through online platforms and better customer engagement.



Detailed Analysis of SOAR Factors
Strengths & Opportunities
The hotel’s central location near major tourist attractions provides a strong competitive edge. Leveraging this, the hotel can revamp its infrastructure to attract modern travellers seeking comfort and convenience. Additionally, its established reputation under the Best Western brand offers credibility and trust among guests, making it easier to market new services. Expanding digital marketing efforts through social media and targeted campaigns can increase visibility and attract tech-savvy travellers. A strong customer base from previous years presents an opportunity to form partnerships with local businesses, offering unique tourism packages that enhance guest experience.
Aspirations & Results
A key aspiration is to enhance customer service to align with modern guest expectations. This would lead to positive feedback, higher guest retention, and repeat bookings. Additionally, boosting the hotel’s online presence and marketing efforts will result in higher bookings through digital platforms and stronger engagement with potential customers.
By capitalizing on strengths and opportunities, while aligning aspirations with measurable results, the hotel can increase occupancy rates, improve guest satisfaction, and maintain a competitive position in the market.
[bookmark: _Toc192017421]TOWS Analysis
Finally, a TOWS (Threats, Opportunities, Weaknesses, Strengths) analysis (reference Puri) helps identify strategic directions for the hotel to convert its weaknesses into opportunities and address its threats:
	Threats
	Opportunities

	1. Increasing competition from boutique hotels.
2. Decline in customer satisfaction affecting reputation.
3. Economic downturns and fluctuations in tourism demand.
	1. Modernizing rooms and facilities to offer a more competitive product.
2. Enhancing the hotel’s online marketing and social media presence.
3. Offering discounts during off-peak seasons to attract more customers.



	Weaknesses
	Strengths

	1. Aging infrastructure and outdated rooms.
2. Insufficient customer service and staff training.
3. Lack of digital marketing strategy.
	1. Central location near key tourist attractions.
2. Strong affiliation with the Best Western brand, providing credibility.
3. Experienced staff with knowledge of the local tourism market.



Detailed Analysis of TOWS Factors
Addressing Threats with Opportunities
The hotel faces growing competition from boutique hotels, which offer modern and unique experiences. To counter this, the hotel can invest in modernizing its rooms and facilities, ensuring it meets guest expectations for comfort and style. A decline in customer satisfaction threatens the hotel’s reputation, but this can be mitigated by enhancing online marketing and social media engagement, creating a more appealing brand image. Given economic downturns and fluctuating tourism demand, the hotel can introduce discounted packages during off-peak seasons to maintain occupancy levels (Ionel, 2023).
Overcoming Weaknesses by Leveraging Strengths
The hotel’s aging infrastructure and outdated rooms can be a disadvantage, but its central location near key tourist attractions still makes it an attractive option. Investing in renovations while promoting its prime location will enhance appeal. A lack of sufficient staff training and poor customer service can be improved by utilizing the hotel’s experienced staff and implementing structured training programmes. Finally, the absence of a strong digital marketing strategy can be addressed by leveraging the Best Western brand’s credibility, utilizing established marketing resources to boost online presence.
By strategically addressing threats and weaknesses, the hotel can strengthen its competitive position, attract more guests, and ensure long-term sustainability (O’Neil & Alonso, 2009).
Through these three comprehensive analyses, we have identified several key challenges that Best Western Bucovina Club de Munte is currently encountering. These challenges include declining customer satisfaction, aging infrastructure, issues with customer service, and limited marketing efforts. Nevertheless, there are opportunities for the hotel to enhance its performance by strategically addressing these issues, to guide decision-making. By making appropriate investments in service, marketing, and infrastructure, the hotel can improve customer satisfaction, enhance its reputation, and increase revenue, thereby ensuring long-term success in a competitive market (Sotiriadis & Sarmaniotis, 2016).
[bookmark: _Toc192017422]Recommendations and Change Management for Best Western Bucovina Club de Munte
Using the comprehensive analysis of the issues faced by Best Western Bucovina Club de Munte, it is clear that several core challenges are hindering the hotel’s success, despite its obvious advantages related to location and guest capacity. These challenges include declining customer satisfaction, aging infrastructure, suboptimal customer service, limited online marketing efforts, and increased competition from boutique hotels in the region. To address these issues and optimize the hotel’s performance, a series of recommendations are proposed. This section will detail the recommended strategies, the change management process required to implement them, and how success will be measured.
Using the Growth-Share Matrix it is clear that currently, Bucovina Club de Munte fits best in the Question Mark category, given its potential for growth, combined with the struggles with modernization and competition. If investments in infrastructure, service quality, and digital marketing are made, it could shift towards a Cash Cow, generating stable profits in a well-established market (Burnes, 2017).
[bookmark: _Toc192017423]1. Recommendations for Addressing the Issues
[bookmark: _Toc192017424]A. Renovation and Infrastructure Upgrades
Issue: The hotel’s infrastructure is aging, which has led to issues with room quality, outdated furniture, poor maintenance of facilities and a virtual lack of energy efficiency policy. Customers have expressed dissatisfaction with the rooms, including small sizes, worn-out furniture, and outdated bathrooms.
Recommendation: Invest in a phased renovation program to upgrade the rooms and facilities (Al-Otaibi et al, 2021). This could include:
· Room Updates: Replacing old furniture, updating bathrooms with modern fixtures, and improving lighting to create a more comfortable and appealing environment.
· Tech Integration: Introduce in-room technology, such as smart TVs, high-speed Wi-Fi, different sensors (heat and light sensors), and USB charging stations. Additionally, install energy-efficient lighting and climate control systems (Anwar et al, 2024)..
· Public Areas: Renovate the lobby, dining area, and conference facilities to reflect modern design trends while maintaining the hotel’s rustic charm, which is attractive to tourists visiting Bucovina, solve the issue with the parking lot by potentially renting parking spaces from neighbouring properties (Zhang et al, 2020).
Implementation:
Start with a priority list of areas that require immediate attention (e.g., guest rooms and bathrooms). Work with local contractors to minimize disruptions during the renovation process. Ensure that renovation work occurs during off-peak seasons to avoid disrupting high-volume periods. The renovations should be completed in phases to reduce the financial burden on the hotel while still improving the guest experience.
Costs:
· The renovation program may cost between €300,000 to €500,000 (Bog’Art, 2019), depending on the scope of work. This estimate includes both the renovation of rooms and public spaces.
· As a mid-sized hotel, this investment is manageable and could lead to an increase in occupancy rates by attracting more guests who are seeking modern amenities.
Benefits:
These investments predict improved customer satisfaction, increased repeat business (Turner & Hesford, 2018); and a competitive advantage: the hotel will be better positioned against local competitors, especially boutique hotels, with its new, appealing amenities.
[bookmark: _Toc192017425]B. Staff Training and Development Program
Issue: Customer service has been a major issue, with reviews consistently citing poor service, slow response times, and unmotivated staff.
Recommendations: 
Implement a comprehensive staff training program to improve customer service, focusing on the following areas:
· Hospitality Standards: Training on guest interaction, problem-solving, and delivering exceptional service.
· Communication: Train staff in communication skills, both verbal and non-verbal, to ensure clear and positive guest interactions.
· Cultural Sensitivity: Ensure that staff understand the diverse needs of international visitors, especially those from different cultural backgrounds.
· Operational Efficiency: Streamline check-in/check-out procedures and introduce service protocols to improve response times and guest satisfaction.
Implementation:
The hotel should partner with hospitality training providers to deliver a tailored training program. Conducting training workshops in small groups can ensure individual attention and all staff members, from receptionists to cleaning staff, will be included (Everett, 2010). An ongoing training schedule, can be created, ensuring that staff receives regular refresher courses, especially during peak seasons when the hotel experiences high guest volume. A Staff Incentive Program (Febrianti et al, 2019) can be developed: an incentive program that rewards staff for outstanding customer service, measured through guest feedback and satisfaction surveys.
Costs:
· The training program may cost around €10,000 to €15,000 annually, including hiring trainers, organizing workshops, and providing materials for the staff (Leader Hotel Consulting, 2023).
· The staff incentive program could involve bonuses or small rewards, adding an additional €5,000 to €7,000 annually.
Benefits:
The hotel will benefit from: an enhanced service quality, with trained staff providing better customer service; higher guest satisfaction due to positive interactions with staff, directly linked to higher ratings and reviews, which can improve the hotel’s reputation; staff motivation and retention, which means ongoing development and recognition, that can boost employee morale, reducing turnover.
[bookmark: _Toc192017426]C. Enhanced Digital Marketing Strategy
Issue: The hotel has limited online visibility and marketing efforts, which are critical in the current digital age. The lack of a robust online presence is hindering the hotel’s ability to attract new guests (Xie et al, 2015).
Recommendation: Implement a digital marketing strategy that includes:
· Search Engine Optimization (SEO): Optimize the hotel’s website for search engines to increase organic traffic and visibility in online searches.
· Social Media Marketing: Increase engagement on social media platforms such as Facebook, Instagram, and LinkedIn. Regularly post updates, photos, and videos to showcase the hotel’s amenities, events, and local attractions.
· Online Advertising: Invest in online ads through platforms like Google Ads and Facebook Ads to reach targeted customer segments.
· Influencer Partnerships: Collaborate with travel influencers and bloggers who can promote the hotel to their followers, especially targeting domestic and international tourists.
Implementation:
Hiring a digital marketing expert or partner with an agency to create and manage the marketing campaigns should be top of the list (Carreras, 2020). A monthly budget of €2,000-€3,000 should be allocated for online advertising and content creation. Google Analytics, social media engagement metrics, and return-on-investment (ROI) analysis can track performance of these.
Costs:
· Initial digital marketing costs: Between €24,000 to €36,000 annually (for ads, content creation, SEO, and influencer collaborations).
· The hotel can choose a more aggressive or moderate marketing approach depending on its available budget.
Benefits:
There will be an increased online visibility, which can help attract new customers and raise awareness about the hotel. This can hype occupancy rates through  more bookings, particularly during the off-peak season. Brand awareness can turn the hotel’s presence on social media and travel websites into an established “go-to” destination for travellers.
[bookmark: _Toc192017427]D. Hire more staff – trained, if possible
Issue: The hotel currently operates with a lean staff, leading to long wait times, inconsistent service quality, and an inability to provide personalized experiences. Guests have commented on shortage of staff, including in those cases where staff was praised for being professional and forthcoming (Mavridopoulou & O’Mahoney, 2020).
Recommendation: Expand the hotel’s staff pool to improve service efficiency and enhance the guest experience. This could include:
· Front Desk: Hire additional front desk personnel to reduce wait times during check-in/check-out and to provide more personalized assistance to guests.
· Housekeeping: Increase the housekeeping staff to ensure rooms are cleaned and maintained to a high standard, even during high-occupancy periods.
· Restaurant: Whether permanent or temporary staff, the F&B areas need proper coverage when it comes to staff in order to ensure guest satisfaction and secure repeat business.
Implementation:
There is a need for a thorough assessment of current staffing levels and identification of areas, where additional staff are needed most. This will be followed by the developing of detailed job descriptions and implementation of a robust recruitment process to attract qualified candidates. Comprehensive training to new staff members, focusing on customer service, hotel policies, and local knowledge, together with implementing of flexible staffing schedule to account for seasonal variations in occupancy and demand can boost customer satisfaction. Consider cross training staff, so they can assist in multiple departments, especially during peak times (Sumaneeva et al, 2019).
Costs:
· Hiring more staff costs approximately €880/month per hired individual (Agenția Națională de Administrare Fiscală, 2024), so 20 more staff could cost the hotel over €211,000 annually.
· There is a potential annual increase for these costs, so they have to be closely monitored.
Benefits:
Increasing staffing at the hotel will lead to improved guest satisfaction, as faster service and more personalized attention will enhance the overall experience. This, in turn, is likely to result in more positive online reviews, strengthening the hotel’s reputation and attracting new guests. With additional staff, the hotel can maintain consistently high service standards, even during peak periods, ensuring a seamless experience for visitors. Moreover, a dedicated guest relations or concierge role can focus on upselling and cross-selling, identifying opportunities to enhance guest experiences while generating additional revenue. Expanding the team will also help reduce staff burnout, alleviating workloads, improving morale, and decreasing turnover rates. Finally, having more staff will enable the hotel to handle more complex guest requests, such as arranging transportation, booking tours, and offering personalized local recommendations, ultimately enhancing guest satisfaction and loyalty.
[bookmark: _Toc192017428]E. Pricing Strategy and Revenue Management
Issue: The hotel faces pricing pressure from the growing competition in Bucovina. With limited flexibility in pricing, it is missing out on potential revenue.
Recommendation: Introduce a dynamic pricing model that adjusts room prices based on demand, seasonality, and market conditions. This could involve:
· Revenue Management System (RMS): Use software to forecast demand and adjust room prices in real-time based on booking patterns, competitor prices, and seasonal fluctuations (Ortega, 2016).
· Discounted Packages: Offer value-added packages (e.g., stay for three nights, get a free tour or meal) during low-demand periods.
· Special Offers: Provide discounts for early bookings, last-minute reservations, or loyalty program members.
Implementation:
The hotel should invest in an RMS software solution, which may cost around €5,000 to €10,000 annually, depending on the provider; develop partnerships with local tour operators to create exclusive packages for guests; and adjust the pricing strategy on an ongoing basis, based on seasonal trends and competitor analysis.
Costs:
· RMS software costs: €5,000 to €10,000 annually.
· Additional promotions: €2,000 to €4,000 annually for marketing packages and discounts.
Benefits:
Implementing a dynamic pricing model will enable the hotel to optimize room rates based on demand, leading to improved revenue and profitability. By adjusting prices strategically, the hotel can maximize earnings while remaining attractive to different customer segments (Melnyk & Barna, 2022). Additionally, introducing special offers and packages during off-peak periods will encourage more bookings, resulting in higher overall occupancy throughout the year. This approach not only ensures a steady flow of guests but also enhances financial stability. Furthermore, providing value-added packages and early bird discounts will increase competitiveness, helping the hotel differentiate itself from rivals and attract more customers seeking the best value for their stay.

[bookmark: _Toc192017429]2. Change Management Process
To successfully implement the above recommendations, it is crucial to manage the change process effectively. Change management ensures that all stakeholders are prepared for the upcoming changes so that the transitions are as smooth as possible (Zangana et al, 2024). The following steps will facilitate this:
[bookmark: _Toc192017430]A. Communication Plan
· Internal Communication: Regularly update the staff about the renovation plans, training schedules, and digital marketing changes. Use emails, staff meetings, and internal newsletters to keep everyone informed.
· External Communication: Ensure customers are aware of the improvements being made, through social media updates, email newsletters, and website announcements.
[bookmark: _Toc192017431]B. Employee Involvement
Involve staff in the change process from the beginning. This can include gathering feedback from front-line employees who interact with guests on a daily basis. Create focus groups with employees to discuss the changes and ensure their concerns are addressed.
[bookmark: _Toc192017432]C. Support and Training
Provide support and training to employees throughout the change process, ensuring they feel comfortable with new procedures, new technologies, and enhanced service expectations.
[bookmark: _Toc192017433]D. Measuring Success
To measure the success of these recommendations, the hotel should track the following metrics:
· Guest Satisfaction: Use customer surveys, review analysis, and Net Promoter Scores (NPS) to measure improvements in guest satisfaction.
· Revenue Growth: Track revenue increases following the implementation of the dynamic pricing strategy and marketing efforts.
· Occupancy Rates: Monitor occupancy rates and compare them to historical data to measure success.
· Staff Feedback: Gather feedback from staff regarding changes in workload, training effectiveness, and job satisfaction.
[bookmark: _Toc192017434]E. Reviewing and Adjusting
Regularly assess the impact of the changes through quarterly reviews, adjusting strategies as needed. Ensure continuous improvement by revising plans based on feedback from guests and staff.
By addressing the core issues of declining customer satisfaction, aging infrastructure, and inadequate service, Best Western Bucovina Club de Munte can enhance its competitive position in the Bucovina hospitality market. The recommended strategies, including renovations, staff training, enhanced digital marketing, and dynamic pricing, will improve both customer experience and revenue. Additionally, through effective change management practices, the hotel can ensure a smooth transition to the new operational models, ultimately leading to sustained success and growth.

[bookmark: _Toc192017435]Action Plan for Best Western Bucovina Club de Munte
This importance of an action plan cannot be overstated (Buttrick, 2009). It will outline the key steps required to address the identified issues, implement solutions, and achieve the desired outcomes for the hotel. It breaks down each problem, the proposed solution, and the planned timeline and cost.
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Declining customer satisfaction
	a) Implement customer service training programs for all front-line staff.
b) Implement staff incentive program
	Increased guest satisfaction, improved service quality, and higher guest retention rates.
	6 months
	01/09/2025
	€10,000

	2
	Aging infrastructure and outdated facilities
	Renovate rooms, refresh public areas, and upgrade amenities.
	Modernized facilities that attract higher bookings and improve guest satisfaction.
	12 months
	01/12/2025
	€500,000

	3
	Ineffective digital marketing
	Develop and implement a dynamic pricing strategy and enhance social media presence.
	Increased online visibility, better bookings, and optimized revenue through strategic pricing.
	3 months
	01/06/2025
	€9,000

	4
	Limited guest engagement
	Introduce targeted email campaigns, SEO, content creation, influencers and loyalty programs.
	Higher guest engagement, repeat visits, and customer loyalty, leading to increased revenue.
	4 months
	01/07/2025
	€8,000

	5
	Inadequate pricing  policy and instruments
	Update RMS (Revenue Management System) software to forecast demand for rooms.
	Improved brand image, better visibility, and customer awareness of improvements.
	12 months
	01/12/2025
	€10,000

	6
	Insufficient staff in neuralgic locations
	Hire staff – permanent and extra – for those areas where customers complained about this being an issue
	Flexibility with guests demand, improved overall hotel image by enhancing staff availability
	12 months
	01/12/2025
	€211,000

	Total financial cost
	€748,000



[bookmark: _Toc192017436]Explanation of the Action Plan:
· Declining Customer Satisfaction: The solution is to implement a comprehensive training program for all customer-facing staff, aimed at enhancing service standards and communication skills. This will result in improved guest satisfaction and loyalty.
· Aging Infrastructure: Renovating key areas of the hotel, particularly guest rooms and common spaces, will attract more customers and justify higher room rates, improving the hotel’s overall appeal and revenue potential.
· Ineffective Digital Marketing: With a more targeted pricing strategy, the hotel can adjust prices based on demand, optimize revenue, and boost online engagement through a stronger presence on social media and digital platforms.
· Limited Guest Engagement: By introducing email marketing campaigns and loyalty programs, the hotel can re-engage existing guests, ensuring they return for future stays and increasing the likelihood of positive reviews and recommendations.
· Staff Involvement in Change: The focus group and staff involvement will help ensure that employees are on board with the changes, increasing buy-in and easing the transition process.
· External Communication and Signage: Updating the hotel’s signage and improving communication via digital channels will help create a modern and easily recognizable brand, making the hotel more appealing to both current and potential guests.
This plan provides clear steps and timelines, ensuring that all actions are carried out efficiently and within a reasonable budget. Regular reviews and feedback will help monitor progress and adapt strategies as necessary.
[bookmark: _Toc192017437]Conclusion
This report has thoroughly analysed the challenges faced by Best Western Bucovina Club de Munte and provided targeted solutions to address the issues identified. Through detailed analysis, including the application of the STEEPLE, SOAR, and TOWS frameworks, we have identified the key areas where the hotel is facing difficulties, and proposed actionable strategies for improvement. The aim has been to enhance the hotel’s customer satisfaction, increase its revenue, and ensure its competitive standing in the market.
The comprehensive action plan, with a total investment of €748,000, outlines a clear roadmap for the implementation of these solutions. It provides a structured approach, specifying the problems, solutions, desired outcomes, time scales, and budget allocations. This will allow Best Western Bucovina Club de Munte to address its issues methodically and with a clear sense of direction. The plan looks at communication, employee involvement, and regular performance tracking to ensure that the transition process is smooth and that all changes are effectively integrated into the hotel’s operations.
The primary issues affecting the hotel include declining customer satisfaction, aging infrastructure, ineffective digital marketing, limited staff involvement in the change process, and poor external communication and signage. These problems were found to have significant implications for the hotel’s performance, from reduced guest loyalty to limited visibility and poor operational efficiency. The proposed solutions - such as room renovations, staff training, an updated marketing strategy, and improved signage - are designed to tackle these challenges head-on and position the hotel for future success.
Effective change management practices are at the heart of the recommendations provided. Clear communication, training, and ongoing support for staff will be essential to ensure that employees are prepared for the changes and can contribute to the hotel’s improved performance. By continuously measuring success through guest feedback, revenue growth, and occupancy rates, the hotel will be able to track the impact of these changes and adjust strategies as necessary to maximize their effectiveness.
It is clear that, by addressing both internal and external challenges, Best Western Bucovina Club de Munte can not only improve its operational efficiency but also enhance its overall guest experience. The proposed strategies are designed to increase guest satisfaction, improve the hotel’s reputation, and ultimately drive increased revenue. The changes, when implemented effectively, will not only make the hotel more competitive but will also ensure its long-term sustainability in a rapidly evolving hospitality market.
Finally, we would like to extend our sincere gratitude to Best Western Bucovina Club de Munte for the opportunity to collaborate on this project. Working with the hotel has been a rewarding experience, and we are confident that the strategies and recommendations presented in this report will lead to tangible improvements in the hotel’s operations and performance. We look forward to the possibility of continuing this partnership and supporting the hotel in achieving its future goals. Thank you for entrusting us with this important task, and we hope to work with you again in the future.”
[bookmark: _Toc192017438]Key Changes and Rationale:
· Strategic Placement: The total cost (€748,000) is introduced immediately after the action plan is mentioned, making it a central point within the overall strategy. This highlights the financial commitment required for the proposed improvements.
· Emphasis on Investment: Using the phrase “total investment” frames the cost as a strategic expenditure rather than just an expense.
· Maintained Flow: The addition is seamlessly integrated into the existing paragraph, preserving the overall coherence of the conclusion.
· Impactful Reveal: Revealing the cost early allows the reader to understand the scale of the proposed changes as they read through the rest of the conclusion.
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