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[image: Отель]Hotel Interlaken, located in the heart of Nice, France, attracts leisure and business travellers due to its historic appeal and proximity to city attractions. Despite its advantageous location, recent evaluations on Tripadvisor and Booking.com indicate concerns regarding service quality, room hygiene, noise levels, and insufficient amenities. Resolving these issues is essential for preserving the hotel’s reputation in Nice’s competitive hospitality sector.
Significant challenges include unprofessional staff conduct and poor English proficiency, making guests feel unwelcome. The absence of accessible and professional assistance affects guests' overall perceptions, particularly in a diverse tourist destination such as Nice. Moreover, persistent complaints regarding room sanitation, older furnishings, and noise from internal and external sources suggest a necessity for improved maintenance of the facility and soundproofing. Insufficient amenities, including inconsistent Wi-Fi and restricted accessibility, limit the hotel's attractiveness, especially for present-day travellers who value connectivity and comfort. These issues collectively endanger guest retention, positive reviews, and the hotel's market standing.
Our analysis indicates that the primary factors influencing Hotel Interlaken's competitiveness are service quality, facility maintenance, and competitive pressures. The hotel's variable service quality primarily results from inadequate staff training, especially in cultural sensitivity and language proficiency, which are crucial for an optimal guest experience in a global locale. Adverse guest interactions diminish the probability of return visits and favourable referrals, essential in the current competitive landscape.
The hotel needs more facility maintenance. Recurring complaints regarding hygiene, old-fashioned facilities, and noise indicate that the hotel’s housekeeping and maintenance standards necessitate improvement. External and internal noise diminish the comfort of guest rooms, indicating a necessity for soundproofing measures.
Hotel Interlaken faces competition from nearby hotels and alternative lodgings, such as Airbnb, which frequently provides modern facilities, superior service, and more attractive settings. The hotel must improve its service quality and modernise its facilities to remain competitive.
Strategic Frameworks
To guide Hotel Interlaken’s improvements, we used the following analyses:
1. SWOT Analysis: Identifies internal strengths, location, and weaknesses, like service quality and amenities, while measuring external opportunities and threats.
2. PESTEL Analysis: Examines political, economic, social, technological, environmental, and legal factors affecting operations. Labour regulations and sustainability expectations in France influence staffing and operational practices.
3. TOWS Matrix: Builds on SWOT insights to convert weaknesses into actionable strategies, such as enhancing service quality and upgrading facilities.
4. Porter’s Five Forces: Evaluate competitive pressures, including threats from alternatives and high guest expectations, accentuating the need for service and facility improvements.
Recommendations
To elevate guest satisfaction and strengthen market positioning, we recommend the following:
1. Staff Training: Implement customer service training on language skills and cultural sensitivity. Regular communication, empathy, and professionalism workshops will improve guest interactions and boost staff confidence, leading to higher guest satisfaction.
2. Facility Upgrades: Improve guest comfort by upgrading room furnishings, bedding, and noise insulation. Reliable, high-speed Wi-Fi is essential, especially for business travellers, and should be available throughout the hotel to meet modern expectations.
3. Enhanced Guest Services: Increase room amenities and accessibility features, including wheelchair access and grab bars, to broaden the hotel’s appeal. A loyalty program with personalised bonuses for repeat guests can also strengthen customer retention and loyalty.
By addressing these fundamental issues, Hotel Interlaken could improve guest satisfaction and solidify its competitive standing. Improvements in staff behaviour, facility quality, and service provisions will allow the hotel to fulfil and possibly surpass existing hospitality standards and guest expectations. Each recommendation explicitly addresses discontent areas, raising the probability of favourable feedback and repeat patronage.
Maintaining consistent service quality and responsiveness to guest feedback is essential in Nice's competitive market. Hotel Interlaken may strengthen its reputation, garner favourable reviews, and promote repeat business by strategically investing in staff development, facility improvements, and guest services. Insight Hospitality Partners is committed to facilitating these changes to guarantee sustained success and customer loyalty for Hotel Interlaken.
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[bookmark: _Toc182341173]Introduction
Hotel Interlaken, an internationally recognised hotel in the centre of Nice, France, has always been a favoured option for leisure and business travellers due to its central location, historical appeal, and accessibility to significant attractions. The hotel, characterised by its classic architecture and inviting atmosphere, provides a variety of room sizes to meet diverse guest requirements, ranging from standard accommodations to premium suites. Despite its favourable location and historical appeal, recent guest [image: A white background with black text

Description automatically generated]reviews indicate persistent problems with staff service quality, room maintenance, and facility standards. If unresolved, these issues may jeopardise Hotel Interlaken's competitive standing in Nice's hospitality sector, especially given the appearance of modern hotel chains and alternative lodging options.
Insight Hospitality Partners specialises in strategic consulting for the hospitality sector, focusing on improving guest satisfaction, operational efficiency, and market positioning. With more than ten years of experience collaborating with hotels throughout Europe, the firm has effectively executed customised solutions for addressing service, facility, and competitive challenges in various venues. The team contains specialists in customer experience, operational optimisation, and hospitality management, who contribute extensive expertise to initiatives focused on boosting service quality, modernising facilities, and developing guest engagement strategies.
This report aims to provide Hotel Interlaken with pragmatic recommendations that handle the fundamental issues impacting its guest experience and operational efficacy. The aim is to improve guest satisfaction and strengthen the hotel’s market position by concentrating on staff conduct, room maintenance, noise management, and facility improvements. The consulting objective focuses on addressing guest feedback concerning dissatisfaction with specific aspects of their stay, aiming to upgrade the hotel’s service quality to align with modern requirements and guest expectations.
This report utilises multiple analytical frameworks, including PESTEL, SWOT, TOWS, and Porter’s Five Forces, to fully evaluate Hotel Interlaken’s circumstances. The PESTEL analysis identifies external factors, including economic and legal influences, that affect hotel operations in Nice. SWOT analysis examines the hotel's internal strengths and weaknesses while identifying opportunities and threats within the competitive environment. The TOWS matrix eventually transforms these factors into strategic actions to tackle critical issues. Ultimately, Porter’s Five Forces offers insights into the competitive dynamics of the Nice hospitality sector, analysing elements such as the threat of new entrants and the bargaining power of suppliers. These frameworks collectively facilitate a thorough evaluation of Hotel Interlaken’s challenges and opportunities, serving as the foundation for our customised recommendations.

[bookmark: _Toc182341174]Identified Issues
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Description automatically generated]A significant problem affecting guest experience at Hotel Interlaken is the staff's behaviour, notably their unwelcoming attitude and insufficient proficiency in English. Multiple reviews on platforms such as Tripadvisor and Booking.com underscore instances where guests experienced feelings of unwelcome and frustration attributable to the staff's unprofessional attitude and inadequate communication skills. This poses a challenge in the hospitality sector, where pleasant and accessible staff interactions are essential for favourable guest experiences. Studies in hospitality management demonstrate that employee politeness and communication significantly impact customer satisfaction and loyalty (Whittington et al., 2020). When staff members do not communicate effectively, particularly in a famous tourist destination such as Nice, guests frequently perceive neglect and a lack of appreciation, leading to unfavourable reviews and limited visits in the future. 
The effect of this behaviour is made more severe by the language barrier. Research indicates that communication between staff and customers needs to improve, leading to misunderstandings, reduced perceived service quality, and negatively affecting overall satisfaction (Kotter, 2012). Research by Subramaniam et al. (2011) underscores that language proficiency among service personnel is essential for improving guest experience, especially in multicultural tourist destinations. The failure to deliver precise and polite communication affects guests' experiences and reduces their likelihood of returning or recommending the hotel. 
[bookmark: _Toc182341176]Room Cleanliness and Maintenance
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Description automatically generated]Guest evaluations regarding cleanliness and maintenance standards at Hotel Interlaken indicate persistent discontent. Reviews indicate problems, including insufficiently cleaned rooms, outdated furnishings, and inferior amenities, implying a deficiency in housekeeping protocols and a failure to uphold essential standards. Burnes (2014) argues that sustaining cleanliness is crucial for establishing a quality baseline in hospitality settings, as hygiene standards directly influence guest comfort and safety. Research published in the British Journal of Management underscores that perceptions of cleanliness significantly affect guest satisfaction, as cleanliness is a basic expectation during hotel accommodations (Burnes, 2014). 
Furthermore, there are persistent complaints regarding sound insulation, especially in street-facing accommodations, where customers indicate challenges in sleeping due to external street noise and disturbances from other rooms nearby. Insufficient soundproofing signifies older or inferior construction materials, negatively impacting guest satisfaction and overall comfort. Sawarthia and Patil (2023) believe that the regular upkeep of sound insulation is essential for hotels seeking a relaxing atmosphere, as guests value a serene environment for repose.
[bookmark: _Toc182341177]Noise Levels
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Description automatically generated]Noise levels, originating from external sources and within the hotel, are a significant concern expressed by guests of Hotel Interlaken. Guests frequently report disruptions from street noise, poorly insulated windows, and thin walls that permit sound transmission from neighbouring rooms. Research conducted by Abdulaali et al. (2024) identifies noise as a significant factor influencing hotel guest comfort and satisfaction, especially in urban areas where external noise is expected. Guests anticipate that hotels can reduce these disturbances through sufficient soundproofing, which Hotel Interlaken seems to lack, according to numerous guest reviews. 
The internal noise generated by recurrent door slamming, corridor conversations, and various guest activities intensifies the disturbance. Subramaniam et al. (2011) assert that noise management is an essential operational element in hospitality, directly influencing guests' quality of rest and relaxation. The lack of noise-control measures, such as padded door frames or sound-absorbing materials, accentuates operational deficiencies in preserving a quiet environment, aggravating unpleasant guest experiences and reviews.
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Description automatically generated]Finally, deficiencies in facilities and basic amenities at Hotel Interlaken present significant obstacles to guest satisfaction. Guests frequently express dissatisfaction with the hotel’s unreliable Wi-Fi, lack of basic room amenities like functional showers, sufficient bedding, and minimal accessibility options for disabled guests. Studies confirm that reliable internet connectivity is increasingly expected by travellers, with a survey in Management Consulting Journal revealing that 78% of hotel guests consider stable Wi-Fi a basic necessity (Mavridopoulou & O’Mahoney, 2020). The lack of such essential services detracts from the perceived value of the stay and may lead potential customers to choose alternative accommodations.
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Description automatically generated]Moreover, limited accessibility features create further challenges for guests with mobility needs, reflecting poorly on the hotel’s inclusivity standards. Hospitality studies underscore the importance of accessibility in modern tourism, highlighting that inclusivity contributes positively to customer satisfaction and brand reputation (Kipping & Clark, 2012). The absence of these essential services and facilities suggests an operational oversight that impacts guest comfort and limits the hotel's appeal to a broader range of customers.

[bookmark: _Toc182341179]Strategic Frameworks
[image: PESTEL Analysis: Factors of PESTEL Analysis, Examples and Videos]PESTEL Analysis
The PESTEL framework analyses the external factors impacting Hotel Interlaken’s operations in Nice, France, focusing on Political, Economic, Social, Technological, Environmental, and Legal influences.
[bookmark: _Toc182341180]Political
Hotel Interlaken adheres to French and European Union regulations that influence labour standards, environmental policies, and safety protocols. Political stability in France improves tourism; however, regulatory pressures increasingly prioritise sustainable practices to reduce environmental impact in the hospitality industry (Noordzife, 2014). Calaveras and Vera-Hernández (2005) discovered that compliance with environmental regulations mitigates legal risks and improves hotel reputations among environmentally aware travellers, a growing demographic in European tourism. Moreover, political support for tourism infrastructure in France has facilitated improvements in accessibility, which directly advantages hotels in high-traffic regions such as Nice (Dwyer & Forsyth, 2006).
[bookmark: _Toc182341181]Economic
Economic factors strongly impact Hotel Interlaken’s performance due to inflationary pressures and currency fluctuations. Inflation increases the expenses of utilities, wages, and supplies, affecting profitability (Burnes, 2014). During economic downturns, travellers typically choose more economical lodging, potentially impacting occupancy rates in mid-range to upscale hotels such as Interlaken (Blake, Sinclair & Soria, 2006). Moreover, variations in exchange rates can affect the influx of international tourists; a depreciated euro strengthens France's appeal to foreign travellers, but operational expenses pose a challenge for local enterprises (Song & Lin, 2010). Consequently, pricing and cost management adaptability is essential for economic resilience within the hospitality sector (Kim & Kim, 2005).
[bookmark: _Toc182341182]Social
Social trends, such as demographic changes and shifting customer expectations, affect guest satisfaction at Hotel Interlaken. Present-day travellers, especially younger groups, anticipate tailored, technology-enhanced experiences and culturally adaptive services (Buhalis et al., 2019). Negative reviews highlighting language barriers and unwelcoming staff suggest a disparity between staff competencies and guest expectations, especially for international travellers who may need to improve in French. Research indicates that superior service quality, including staff politeness and multilingual proficiency, directly improves guest satisfaction (Han & Ryu, 2009). Moreover, travellers progressively prioritise sustainable practices and inclusivity in hotels, affecting accommodation selection and fostering long-term brand loyalty (Berezan et al., 2013).
[bookmark: _Toc182341183]Technological
Technological innovations are reshaping guest expectations and operational demands in the hospitality sector. Kumar and Sharma (2024) believe that adopting technology, including reliable high-speed internet, digital check-ins, and smart-room functionalities, is essential for sustaining competitiveness in the hospitality industry. The challenges Hotel Interlaken faces due to obsolete technology and remarkably inconsistent Wi-Fi make it less competitive than other contemporary hotels. Research conducted by Law, Leung, and Cheng (2020) indicates that insufficient technological amenities may significantly decrease guest satisfaction and discourage repeat visits, as connectivity has become a fundamental necessity for leisure and business travellers. Moreover, automated and personalised services, including mobile check-ins and intelligent room controls, can improve operational efficiency and guest satisfaction (Gretzel et al., 2015).
[bookmark: _Toc182341184]Environmental
The rising demand for sustainable accommodations indicates that environmental considerations are essential in the hospitality sector. Today, guests prefer hotels implementing strong sustainability measures, such as waste minimisation, energy efficiency, and reducing plastic usage (Bohdanowicz, 2005). Graci and Dodds (2008) assert that hotels adopting environmentally sustainable practices gain an improved public image and cost reductions in energy and water consumption. The sustainability initiatives at Hotel Interlaken need to be revised, potentially limiting its appeal to eco-conscious travellers willing to pay a premium for environmentally responsible services. Implementing sustainable practices, such as installing energy-efficient lighting and utilising environmentally friendly cleaning products, may increase the hotel's attractiveness and lower operational expenses (Robinot & Giannelloni, 2010).
[bookmark: _Toc182341185]Legal
In France, strict legal factors, such as labour and health regulations, influence the hotel industry's employment practices, wages, and workplace safety. French labour legislation mandates minimum wage standards and restricts working hours, potentially raising operational expenses while guaranteeing equitable treatment of employees (Grange and Ventejou, 2022). Health and safety regulations, especially following COVID-19, necessitate rigorous cleaning and hygiene protocols to protect employees and customers. Failure to adhere to these regulations may lead to significant penalties and harm the hotel's reputation (Davies and Rodgers, 2023). Moreover, data protection legislation such as the General Data Protection Regulation (GDPR) mandates that hotels safeguard guest information, as violations may result in legal repercussions and decreased consumer confidence (Variz, 2020).
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The SWOT analysis evaluates Hotel Interlaken's internal strengths and weaknesses alongside external opportunities and threats, pinpointing areas for improvement to strengthen its market position.
[bookmark: _Toc182341187]Strengths
Hotel Interlaken gets a considerable advantage from its ideal position in Nice, attracting leisure and business travellers. A central location increases occupancy and facilitates access to popular destinations, which improves guest convenience and overall experience (Lado-Sestayo, 2020). The hotel's past reputation provides a competitive advantage, as brand recognition and trust foster guest loyalty and returning customers (Kapferer, 2008). Research indicates that brand familiarity within the hotel sector increases consumer trust, which is essential in a competitive market such as Nice (Kang et al., 2017). 

[bookmark: _Toc182341188]Weaknesses
DHotel Interlaken, despite its advantageous location, experiences challenges concerning service quality and facility standards. Guest reviews often highlight language barriers and unwelcoming interactions, indicating improper staff training and a lack of cultural competence. Yurur et al. (2021) claim that proficient staff training in communication and cultural sensitivity is essential for improving guest satisfaction. Moreover, the hotel's outdated amenities, such as inconsistent Wi-Fi and improper room cleaning, affect the guest experience and represent considerable disadvantages in the highly competitive hospitality sector. Inadequate facility maintenance has been associated with negative guest perceptions and diminished satisfaction levels, ultimately affecting hotel reputation (Bar, 2018).
[bookmark: _Toc182341189]Opportunities
Hotel Interlaken can capitalise on the increasing demand for sustainable tourism. Implementing eco-friendly practices, including waste reduction initiatives and energy-efficient systems, can attract environmentally conscious guests to the hotel (Bohdanowicz, 2006). Furthermore, incorporating digital services, including high-speed internet, application-based reservations, and room automation, may improve operational efficiency and satisfy the growing demand for technologically integrated experiences among guests (Kimes, 2008). These changes attract tech-savvy customers, facilitate operational efficiency and lower operational expenses.
[bookmark: _Toc182341190]Threats
The hotel faces significant competition from surrounding rivals that have improved their amenities and service quality. The growth of alternative accommodations, such as Airbnb, presents a considerable challenge to traditional hotels by providing more personalised and frequently more economical options (Guttentag, 2015). Research indicates that the appearance of sharing economy platforms has disrupted the conventional hospitality sector, creating a competitive landscape that compels hotels to innovate to maintain their market share (Cheng, 2016). These external pressures highlight the necessity for continuous improvement and adaptation to changing market trends.

[bookmark: _Toc182341191][image: Porter's Five Forces: Definition & Examples | EdrawMind]Porter’s Five Forces Analysis
This section uses Porter's Five Forces framework to explore the external factors influencing Hotel Interlaken's competitive environment in Nice, France.
[bookmark: _Toc182341192]Threat of New Entrants
The hospitality sector in Nice meets a moderate to high threat from new entrants, attributable to the city's prominence as a premier tourist destination and the resultant profitability of its hotel market. Still, significant initial capital requirements, regulatory standards in France, and operational expenses are considerable obstacles, lowering the accessibility for new entrants. Research indicates that substantial investment requirements and compliance with rigorous regulations constrain the influence of new entrants on existing competitors (Göral, 2015). Moreover, new entrants must establish strong brand recognition to compete effectively, a challenging effort in a saturated market dominated by existing hotels such as Interlaken, which has a loyal clientele (Isabelle et al., 2020). 


[bookmark: _Toc182341193]Bargaining Power of Suppliers
The bargaining power of suppliers in the hotel sector changes according to the availability and specificity of products. In Nice, suppliers of essential amenities, food products, and cleaning services possess moderate bargaining power due to numerous suppliers in the region, fostering competition and constraining individual suppliers' price control (Ashraf, 2020). However, supplier bargaining power escalates due to the restricted availability of specialised provisions, such as high-end amenities or bilingual staff members' services. Dependence on quality and specialised suppliers affects Hotel Interlaken's operational expenses and service excellence, as the hotel depends on specific suppliers to meet guest expectations (Akbaba, 2006).
[bookmark: _Toc182341194]Bargaining Power of Buyers
Guests have significant bargaining power owing to the extensive variety of accommodation choices, encompassing hotels across various price tires and alternative lodging options. Research suggests that platforms such as Booking.com and Tripadvisor allow easy price comparisons, allowing guests to utilise competitive alternatives, thereby compelling hotels to uphold superior service standards (Bahar et al., 2022). This consumer preference heightens price sensitivity and increases buyer power as customers anticipate exceptional service at affordable prices (Tian et al., 2024). This trend forces hotels, such as Interlaken, to improve amenities and responsiveness to maintain their market position and attract guests.
[bookmark: _Toc182341195]Threat of Substitutes
Alternative accommodations, including Airbnb and HomeToGo, represent a significant substitute threat by providing various options suited to various budgets and preferences. Studies indicate that these platforms appeal to travellers seeking distinctive or economical accommodation options, presenting a competitive threat to conventional hotels such as Interlaken (Nurlansa, 2017). These alternatives' adaptability, cost-effectiveness, and diverse experiences are especially attractive to younger and budget-conscious travellers. As a result, it intensifies competition, forcing traditional hotels to innovate (Gerard and Bruijl 2018).

[bookmark: _Toc182341196]Competitive Rivalry
Hotel Interlaken encounters significant competition in the Nice hotel market, competing with local establishments and prominent international chains like Marriott and Hilton, which provide comparable pricing and high-quality services. Increased density in the local market results in competitive pricing strategies, improved offerings, and frequent upgrades to maintain competitiveness (Slater and Olson, 2002). Competition in the hospitality industry necessitates that hotels implement differentiation strategies, such as improving guest experiences or providing exclusive amenities, to secure customer loyalty in a saturated market (Gerard and Bruijl, 2018).
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The TOWS analysis framework allows Hotel Interlaken to transform weaknesses into strengths and leverage opportunities to improve competitiveness and address guest issues. According to the SWOT analysis, various strategic measures can improve the hotel's operational efficiency, customer satisfaction, and market standing.


[bookmark: _Toc182341198]Weakness-Opportunity (WO) Strategies
1. Staff Training and Cultural Competency Development: To reduce language barriers and perceived unfriendliness among employees, Hotel Interlaken should invest in extensive training programs that prioritise language proficiency and cultural sensitivity. Research indicates this training significantly increases guest satisfaction and employee performance, especially in global hospitality environments (Qiu & Wei, 2017). By cultivating multilingual competencies and improving customer service skills, the hotel can more effectively satisfy the expectations of its diverse clientele, transforming a significant weakness into a strength corresponding with the increasing demand for culturally inclusive services (Pasaribu et al., 2023).
2. Facility Modernization with Eco-Friendly Amenities: The outdated condition of room amenities, such as inconsistent Wi-Fi and insufficient soundproofing, is a common complaint among patrons. Adopting contemporary, environmentally sustainable solutions, including energy-efficient lighting and sustainable materials, may reduce these issues while conforming to the growing demand for eco-conscious lodging (Graci & Dodds, 2008). The simultaneous focus on modernisation and sustainability could improve guest satisfaction and attract eco-conscious travellers, turning a weakness into an external opportunity.
3. Adoption of Digital Technologies for Enhanced Guest Experience: To increase its attractiveness to tech-savvy and younger travellers, Hotel Interlaken can incorporate smart digital services, including keyless entry, mobile check-ins, and in-room technology. Research indicates that digital transformation in hotels improves guest experience and operational efficiency, which is essential for maintaining competitiveness in a technology-driven sector (Sahir & Dachyar, 2021). The hotel can turn a significant vulnerability into a competitive advantage that aligns with current guest expectations by correcting technological deficiencies.


[bookmark: _Toc182341199]Weakness-Threat (WT) Strategies
1. Partnerships with Local Suppliers and Eco-Friendly Brands: Partnerships with local suppliers and eco-friendly brands may reduce the substantial expenses linked to quality amenities and sustainable practices. This strategy not only lowers supply chain expenses but also improves the hotel's sustainability reputation. Research indicates that strategic partnerships with regional businesses improve a hotel's brand attractiveness and competitiveness while benefiting local economies (Villena and Gioia, 2020).
2. Competitive Pricing and Loyalty Programs: In light of competition from nearby international hotel chains and alternative lodgings like Airbnb, Hotel Interlaken should implement loyalty programs and adaptable pricing strategies to maintain customer retention. Implementing loyalty rewards for returning guests and introducing seasonal promotions can confer a competitive advantage by delivering additional value and encouraging returning customers regardless of alternatives (Khodakarami et al., 2024). This strategy allows the hotel to keep its current customer base while attracting prospective customers without compromising revenue.
3. Marketing of Unique Cultural and Historical Value: The location of Hotel Interlaken in Nice provides a distinctive combination of cultural and historical attractions, which can be used to distinguish the hotel from its competitors. By highlighting in advertisements its special location and closeness to cultural landmarks and transportation, the hotel can draw guests seeking an authentic local experience, thus easing the competition from larger hotel chains (Leonidou et al., 2015). Advancing local tours, events, and collaborations with cultural institutions add significantly to the hotel's appeal
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Hotel Interlaken can implement specific recommendations in staff training, facility improvements, and guest services, all supported by relevant research and industry insights, to address critical areas for growth.
[bookmark: _Toc182341201]Staff Training and Development
1. Customer Service and Cultural Competency: Strengthening customer service begins with improving staff communication and interpersonal competencies. Research indicates that proficient customer service training, particularly in cultural sensitivity, improves guest satisfaction and staff performance (Dagger et al., 2013). The hotel needs to conduct regular workshops emphasising service etiquette, empathy, and cultural awareness to create a hospitable environment, particularly for international guests (Wang et al., 2016).
2. Language Proficiency Programs: Considering language barriers may negatively impact guest experiences, Hotel Interlaken would benefit from providing English language training for front-line employees. Research demonstrates that English proficiency among hotel staff is essential for effective communication with international visitors, especially in tourist-oriented regions (Datu, 2019). Language proficiency programs could improve service interactions and increase staff confidence, resulting in more favourable guest reviews (Husin, 2023).
3. Continuous Training in Service Quality Standards: Constant training on quality service standards, including guest engagement, problem-solving, and responsiveness, can significantly improve staff performance (Husin, 2023). Forming partnerships with hospitality training organisations may improve employee skills and flexibility to accommodate changing guest expectations, guaranteeing the hotel conforms to international standards (Ku et al., 2011).
[bookmark: _Toc182341202]Facility Improvements
1. Upgrading Room Amenities: Guests increasingly expect superior in-room amenities, including quality bedding, effective lighting, and sound insulation. Studies indicate that modern and comfortable room amenities significantly improve guest satisfaction and loyalty (Bilgihan et al., 2016). Investing in these improvements will differentiate Hotel Interlaken from its competitors by fostering a superior guest experience (Yfantidou et al., 2019).
2. Enhanced Wi-Fi and Digital Connectivity: Reliable internet connectivity is a fundamental expectation for leisure and business travellers. Insufficient Wi-Fi is a common dissatisfaction, and research indicates that high-speed Internet access is greatly valued by hotel customers, particularly business travellers (Kumar and Sharma, 2024). Hotel Interlaken needs to improve its Wi-Fi infrastructure to guarantee stable, high-speed connectivity across the property to meet guest requirements (Garcia-Crespo et al., 2011).
3. Improved Sound Insulation: Noise complaints frequently appear in urban hotel environments, negatively impacting sleep quality and overall guest satisfaction. Installing soundproofing materials, particularly in windows and walls, may significantly reduce noise levels. Research indicates sound insulation improves guest comfort in urban hotels (Buso et al., 2017). Investing in soundproofing will improve room tranquilly, meeting guest expectations for restful accommodations (Bilgihan et al., 2016).
[bookmark: _Toc182341203]Enhanced Guest Services
1. Introduction of Quality Bedding and Room Features: Premium bedding and ergonomic room attributes are essential for guest comfort. Studies indicate that these improvements substantially influence guest experiences and perceptions of hotel quality (Kovaci and Tahiri, 2024). Quality bedding, customisable lighting, and ergonomic seating may increase room desirability and improve the overall guest experience (Buso et al., 2017).
2. Accessible Room Features: To meet varied guest requirements, Hotel Interlaken could implement accessibility improvements, including grab bars in bathrooms, wider doorways, and wheelchair-accessible pathways. The research underscores the significance of accessibility in improving hotel inclusivity and fulfilling legal obligations, especially in serving guests with mobility challenges (Kim et al., 2012). Improving accessibility may broaden the hotel's attractiveness to senior clients and individuals with disabilities, further expanding its potential market (Mills et al., 200).
3. Expanded In-Room Technology Offerings: Upgraded in-room technology, including smart televisions, digital assistants, and customisable room controls, corresponds with modern guest expectations. Implementing these technologies has demonstrated a rise in guest satisfaction and a differentiation of hotels within competitive markets (Garcia-Crespo et al., 2011). Implementing smart room technologies will improve guest comfort and improve service delivery at Hotel Interlaken (Yfantidou et al., 2019).

[bookmark: _Toc182341204]Change Management Strategy for Hotel Interlaken
Integrating Lewin’s Change Model with Kotter’s 8-Step Process provides a systematic and supportive framework to assist Hotel Interlaken staff in adapting to new customer service standards, facility improvements, and better guest amenities.
[bookmark: _Toc182341205]Lewin’s Change Model
[bookmark: _Toc182341206][image: Lewin's Change Management Model - HRC Online]Unfreezing: The initial phase involves preparing employees for forthcoming changes by fostering awareness regarding the necessity of improvements. By utilising guest feedback and competitor standards, management may point out the necessity of improving service quality and modernising facilities. Research demonstrates that encouraging this understanding eliminates resistance by helping employees to recognise the significance of changes to their positions (Cummings et al., 2016). This awareness phase creates a constructive atmosphere for collaboration, promoting a willingness to change among employees (Appelbaum et al., 2012).
[bookmark: _Toc182341207]Changing: In this phase, Hotel Interlaken will implement organised training in customer service skills, cultural awareness, and language proficiency. Studies indicate that specialised training improves employee proficiency and flexibility, especially in service sectors (Hackman, 2017). Facility changes, including upgraded Wi-Fi and soundproofing, will be implemented in phases, permitting staff to adjust progressively to the new features. This incremental strategy conforms to Lewin’s recommendations, facilitating a more effortless change by preventing overwhelm (Galli, 2019).
[bookmark: _Toc182341208][image: Don't fall into the eight traps of performance evaluation - Commitment]Refreezing: The refreezing phase attempts to integrate the newly implemented practices into the hotel's culture. Implementing monthly performance evaluations and feedback sessions reinforces the new standards, facilitating their integration into routine practices. Encouraging and compensating employees who consistently express the new service standards reinforces positive behaviour, which increases the sustainability of improvements (Pollack & Pollack, 2015). This final step solidifies the changes, averting a reversion to previous behaviours (Cummings et al., 2016).


[bookmark: _Toc182341209]Kotter’s 8-Step Process
[bookmark: _Toc182341210][image: A Comprehensive Guide to Kotter's 8 Step Model of Change - Cybermedian]Establishing a Sense of Urgency: To motivate staff members, leadership will spread important information, including guest complaints and competitive pressures, illustrating the necessity of change for sustained success (Laig & Abocejo, 2021). This transparency cultivates engagement, a fundamental element of Kotter’s model.

[bookmark: _Toc182341211]Creating a Guiding Coalition: A small group of department leaders and experienced staff will spearhead the transformation, exemplifying best practices and offering constant support to their peers (Galli, 2019). This coalition maintains progress and guarantees that all employees receive dependable support.
[bookmark: _Toc182341212]Communicating Vision and Empowering Action: The objective of " Improving Guest Comfort" will be strengthened through team meetings and visual presentations throughout the hotel. Managers will solicit employee feedback, promptly addressing concerns to eliminate obstacles and promote a collaborative atmosphere (Appelbaum et al., 2012).
Integrating Lewin’s foundational stages with Kotter’s thorough process enables Hotel Interlaken to systematically navigate employees through the changes, thereby ensuring adaptation and sustained stability in improvements to service.
[bookmark: _Toc182341213]Impact Assessment and Success Metrics
To accurately assess the results of service and facility improvements at Hotel Interlaken, metrics such as guest satisfaction scores, online review ratings, and repeat customer rates offer significant insights.
[bookmark: _Toc182341214]Guest Satisfaction Scores
Guest satisfaction surveys are a vital instrument for obtaining direct feedback regarding service quality, amenities, and room conditions. Conducting these surveys following significant changes allows the hotel to evaluate its immediate efficacy and identify any persisting issues, encouraging ongoing improvement initiatives (Pacheco, 2017). Studies indicate that these surveys provide a definitive assessment of customer sentiment, which is important for monitoring advancements in service quality improvement (Thu et al., 2021).
[bookmark: _Toc182341215]Online Review Ratings
Online ratings from TripAdvisor and Booking.com offer a transparent perspective on guest experiences and serve as crucial indicators of hotel performance. Research indicates that review ratings significantly influence occupancy rates and revenue, highlighting the necessity of tracking these metrics for evaluating changes (Viglia et al., 2016). Through the analysis of sentiment in guest reviews, Hotel Interlaken may evaluate feedback regarding cleanliness, amenities, and service, facilitating targeted improvements (Anagnostopoulou et al., 2019).
[bookmark: _Toc182341216]Repeat Customer Rates
The rate of repeat customers is a crucial metric, as customers who return signify increased satisfaction and loyalty. Research indicates that monitoring repeat visitor rates can assist Hotel Interlaken with assessing the efficacy of its improvements and concentrating on customer retention strategies (Thu et al., 2021). Loyalty programs and incentives increase repeat visits and provide hotels with a competitive advantage, highlighting the efficacy of these retention strategies (Pacheco, 2017). 
Systematic monitoring and analysis of these metrics offer Hotel Interlaken with in-depth insights into guest satisfaction and long-term effects, crucial for informing strategic decisions and maintaining higher service standards. 

[bookmark: _Toc182341217]Cost Analysis for Hotel Interlaken
Hotel Interlaken should evaluate a cost analysis that corresponds with its budget and anticipated revenue increases to facilitate improvements in staff training, facility upgrades, and guest services. The figure derives from industry research and standard expenditures for hotels of similar dimensions.

[bookmark: _Toc182341218]Staff Training and Development (€6,000)
The estimated expenditure on training staff for better customer service and language proficiency is approximately €6,000, including workshops, cultural competency training, and language programs. Research on hotel staff growth indicates that investment in customer service and language skills training improves guest satisfaction and operational efficiency (Dalci et al., 2010). 
[bookmark: _Toc182341219]Facility Improvements (€35,000)
Improvements to the facility, including improved Wi-Fi connectivity, the incorporation of soundproofing materials, and the updating of in-room amenities, are projected to cost €35,000. Studies demonstrate that investments in facilities may result in immediate improvements in guest satisfaction and long-term reductions in maintenance expenses (Turner & Hesford, 2018). Wi-Fi improvements may necessitate €10,000, while soundproofing and new amenities offer an additional €25,000, improving comfort for noise-sensitive guests and raising satisfaction with in-room facilities.
[bookmark: _Toc182341220]Better Guest Services (€12,000)
Improved services, including superior bedding, accessibility modifications, and advanced in-room technology, are estimated at €12,000. Studies indicate that superior amenities increase guests' readiness to pay and raise satisfaction with perceived value (Heo & Hyun, 2015). These modifications are crucial for sustaining market competitiveness and fulfilling the expectations of a varied clientele.
The total estimated cost of these upgrades is approximately €53,000. This strategic investment in training, facility modifications, and guest amenities is expected to generate returns through heightened guest satisfaction, repeat support, and improved online ratings, in line with Hotel Interlaken’s operational objectives.




[bookmark: _Toc182341221]Action Plan for Hotel Interlaken
This action plan addresses the fundamental issues identified in the analysis. Each recommendation seeks to improve the guest experience and operational efficiency while conforming to Hotel Interlaken's budget and objectives.
		Problem



		Solution



		Desired Outcome



		Timeline



		Budget




	Staff behaviour
	Customer service and cultural competency training programs to enhance communication skills, empathy, and cultural sensitivity
	Improved guest satisfaction, better guest interactions, and higher service standards
	3 months
	€5,000

	Noise issues
	Installation of soundproofing materials in guest rooms and common areas, especially near high-traffic zones
	Superior guest comfort with reduced noise complaints, leading to higher satisfaction scores
	6 months
	€10,000

	Room cleanliness
	New cleaning protocols, including updated training for housekeeping staff and quality assurance checks
	Improved guest perception of hygiene, resulting in better reviews and superior guest comfort
	2 months
	€3,000

	Wi-Fi connectivity
	Upgrade to high-speed internet infrastructure, ensuring stable access across all guest areas
	Increased guest satisfaction, particularly among business travellers, and improved online reviews
	4 months
	€10,000

	Room amenities
	Upgrade of in-room amenities, including high-quality bedding and adjustable lighting for enhanced comfort
	Higher guest experience with a focus on comfort, leading to positive reviews and return visits
	5 months
	€12,000

	Guest Services
	Introduction of loyalty programs and personalised services for frequent guests
	Increased repeat customer rates, fostering loyalty and enhancing competitive advantage
	3 months
	€5,000

	Accessibility
	Addition of accessibility features, including grab bars in bathrooms and wheelchair-accessible paths
	Expanded appeal to a diverse guest demographic, improving inclusivity and compliance
	6 months
	€8,000



This organised action plan, with a total projected budget of €53,000, offers Hotel Interlaken-focused strategies to improve guest satisfaction, comfort, and loyalty. By following this timeline and budget, the hotel can methodically improve its services, ultimately cultivating an excellent track record and boosting guest retention.

[bookmark: _Toc182341222]Conclusion
Insight Hospitality Partners has pinpointed important domains in which Hotel Interlaken can improve guest satisfaction, operational efficacy, and market competitiveness. The analysis identified four principal issues impacting the hotel's reputation and guest experience: staff behaviour, room cleanliness and maintenance, noise levels, and insufficient facilities and services. To address these concerns, targeted strategies are necessary, as detailed in recommendations that include staff training, facility improvements, and better guest services.
The primary concern is employee conduct, particularly unwelcoming attitudes and language obstacles that negatively impact guest interactions. Research and reviews highlight the significance of polite, culturally aware personnel for increasing customer satisfaction and loyalty. Insight Hospitality Partners advocates for a systematic customer service and language training initiative to improve guest interaction and address language obstacles.

The cleanliness and maintenance of the room were identified as aspects requiring attention. Guest feedback consistently highlighted inadequate cleaning, old furnishings, and insufficient noise insulation, all distracting from the guest experience. Hygiene is crucial in the hospitality industry, directly influencing comfort and perceived worth. Proposed changes to room standards and overall comfort include new cleaning protocols, scheduled maintenance checks, and soundproofing upgrades.
Noise levels, both external and internal, were identified as a significant disturbance, especially in rooms facing the street. Insufficient soundproofing permits external and inter-room noise to interfere with rest, essential for a favourable hotel experience. It is recommended that soundproofing materials be utilised and the room modified to create a less noisy environment.
Ultimately, deficiencies in facilities and services, like inconsistent Wi-Fi, restricted room amenities, and insufficient accessibility options, reduce the hotel's attractiveness to modern travellers who value connectivity and inclusivity. Enhancing Wi-Fi infrastructure, improving room amenities, and implementing accessibility features will align Hotel Interlaken’s offerings with contemporary industry standards and expand its guest appeal.
Given the evolving demands of the hospitality industry, Hotel Interlaken possesses significant potential to thrive by adopting these customised solutions. Insight Hospitality Partners anticipates future collaboration, allowing practical implementation and monitoring progress to guarantee lasting benefits in guest satisfaction, operational efficiency, and market competitiveness.
In conclusion, by resolving identified issues through strategic initiatives in staff development, facility improvements, and service upgrades, Hotel Interlaken will strengthen its market presence and cultivate increased guest loyalty. Insight Hospitality Partners is dedicated to assisting the hotel in attaining these objectives and is prepared for any forthcoming requirements or project expansions.
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We should have realised when we told the laughing taxi driver that we were staying at the.
Interlarken Hotel that we had made a mistake. When we arrived we understood as to why he was.
laughing. Situated at the end of an under pass and next to an elevated road opposite the main
Nice rail station where the location was not pleasant. The hotel receptionist in @ sweaty T-shirt
greeted us with a key attached to a block of wood and a TV remote, pointing to the stairs. The.
ascent up the stairs into a seedy corridor painted black to find our room which although looked
pleasant didn't look particularly clean. There was an unpleasant smell emanating from the bed
runner and bathroom which took a can of deadorant to defuse. The view from the window
looked over the elevated road to the rail station. Thankfully there were shutters to block the
view. We stayed just the one night to see the Euro's and quickly departed. You pay for what you
getand this is @ two star hotel which is struggling to keep hold on one of those stars. Pay the.
extra €'s and get a better hotel.

Reodless

Date of stay: June 2016
Trip type: Traveled with friends.
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. BMcClure37 wrote o review Jun 2024 B

©0000

More like a youth hostel than a hotel.

No air conditioning. WiFi was not working. Front desk person did not speak English. Our 3 person
room was approx 10'X10". No room for luggage. No working elevator and we were on the 3rd
floor. Hallways felt like | was walking thru @ carnival funhouse. DO NOT STAY HERE! You have:
beenwarned.

Readmore v
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‘ Annika L wrote @ review Aug 2015

Helin,Fnlond 15 contrbutions - 20 helpfl v,

©0000
Rude staff that DOESN'T speak English...

If well start with the good things, the location is okay besides the train station and quite near
the beach and the room we had was clean and looked okay. However, | feel like the cleaning-
lady is the only professional worker there... The personal was rude and didn't speak English
(although in the wall there is a sign “we speak English’) | ried to communicate with body
language but the man in the Counter didn't even try to meet me halfway. One staff member was
always sitting with ear plugs on and didn't take an eye contact nor say anything... The Wi-Fi
wosn'tworking all the time and the personal got really Angry (and even aggressiv) when
pointed it out. if you want @ good holiday, avoid this hotel. It suits for a a backpack trip as the
Readmore v
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glanfranca30 wrote a review Aug 2013
e
90000

Ugly and bad, really bad, dont g
knowing that it was o 2stars hotl i ot specting muh o , bt ths place s reclly awfull
We i tte, 1k 7. we 1t ot ot bagages and ot downtown or itner and when we
come bock we ind ou that there was no Ll paper +tht here was  ange  the showerl

Fow o o tht the oom e oven Seanedts Bt the worst of i s hox therecepcionis was
cffendad by myset when I wont o complainscying yee, there was @ tange, but whatan 957
We i not ot e o eheck becasse here - 1ot of work 1.

thot mesns tht the cloanees o te room ot mpertant 71 Unbelievabel

Reodloss »
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ﬁ Jessie M wrote G review Aug 2018

S p——

©0000

Not comfortable would rather pay more to stay at nicer hotel

Location is actually pretty good near the train station and shopping but... | went in the summer
and didnt realize there is no air conditioning... it was 5000000 hot. The fan in the room didn't do
‘much. Right next to some major construction noise was unbearable in the morning. | woke Up to
find out the bed had beg bugs? or some bugs crawling all over my pillow and bed?!i was
shocked couldn't get out of there fast enough. NO LIFT / elevator either. Walk up to my 5th floor
with my luggage up and down was really not that fun. It wasn't that cheap either. Check out took
forever there was a line of people trying to check out staff English was very minimum hard to ask
questions { would NOT recommend this place based on price, service and cleanliness.
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