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[bookmark: _Toc191600990]Introduction: 
[bookmark: _Toc191600991]Background of the research project 
This research aims to provide in-depth information about the chosen themes of customer services in the lbis Brighton Hotel of the UK. This research project will be based on the hotel placement along with conducting an exclusive research investigation towards it. This placement research project will provide the introduction, including the aim and objectives of the research focusing on Ibis Brighton Hotel, UK. The literature review section will provide a systematic and critical analysis of the complete research study, which will be acquired through articles based on Google Scholar. The methodology section will provide information about the data collection method, strategy, approaches, philosophy, and data analysis that will be used in this study. Additionally, the findings and hotel overview will be signified based on the case study of Ibis Brighton Hotel, UK. The discussion will be analysed and interpreted based on existing literature and different research articles. Furthermore, the overall research summary will be summarised at the end of the project by identifying key findings. Some practical strategies and recommendations will be used to address the issues related to customer services faced by the Ibis Brighton Hotel, UK. These recommendations will be based on the insights, findings, and experience gained during the hotel placement. It will support the placement hotel to optimize its operation and improve its business performance. 
[bookmark: _Toc191600992]Overview of the case study 
The case study of the research project is based on the Ibis Brighton Hotel, which is located at “88-92 Queens Road, Brighton BN1 3XE England” (Tripadvisor, 2025).  The Ibis Brighton Hotel is now the best place for travellers who desire to visit the Brighton city centre station. It is a well-known place and an excellent choice for guests for rejuvenation and rest in their holidays. It has better attractions, great restaurants, and a quiet environment that delivers a better customer experience.  Additionally, guests who come to enjoy the services also get free WIFI integrated with rooms, air conditioning, a flat-screen TV, and a desk (Abrudan et al, 2020). The chosen key theme of the research project is customer services in the Ibis Brighton Hotel, UK. This theme better suits the amenities offered by this hotel industry to its global customers. Customers in Ibis Brighton Hotel are welcome to enjoy the lounge, check-in and check-out services, newspaper, and 24-hour front desk. 
[bookmark: _Toc191600993]Research objectives 
To know the significance of guest services in the hospitality sector. 
To know the current and potential challenges that Ibis Brighton Hotel faces during customer service. 
To know the opportunities and strategies for improving customer experiences at Ibis Brighton Hotel, UK. 
[bookmark: _Toc191600994]Research questions
What is the significance of delivering guest services in the hospitality sector? 
What challenges are faced and might be faced by the Ibis Brighton Hotel, UK, while serving the customer's services? 
What are the opportunities and strategies adopted by the Ibis Brighton Hotel, UK, to improve the customer's experience? 


[bookmark: _Toc191600995]Literature Review: 
[bookmark: _Toc191600996]Overview 
This study will provide the significance of customer services within the different hospitality sectors of the UK. Better customer services will be identified as a better approach to industrial development and major customer engagement (Wang, 2025). An effective approach to delivering advanced customer services may help to improve their experience and increase satisfaction towards the particular brand. Some challenges that may occur in the path of customer service management will be identified. To address them, some key strategies like technological and infrastructural development will be covered in this study with detailed information. 
[bookmark: _Toc191600997]What is the significance of delivering guest services in the hospitality sector? 
Guest services or customer services are known as a significant approach in the hospitality sector for engaging customers and developing businesses in the global marketplace (So and Li, 2020). Delivering effective guest services helps the hospitality sectors to enhance their reputations, increase customer satisfaction and loyalty, increase market revenue, get competitive advantages, and make the customer's experience memorable. Hospitality sectors like Ibis Brighton Hotel may provide their customers with personalized and attentive service to make them happy and encourage them to give positive reviews (Mercan, et. al, 2021). Customers' satisfaction with any brand and hotel industry determines their future stays within the industry. Customers became loyal to the brand after getting their desired services and chose the same hospitality sectors again in their next journey or stays. Additionally, improved guest services help the hotel industry get better competitive advantages in the marketplaces by establishing unique value positions and differentiations (Alberti and Iannuzzi, 2020). Satisfied guests in the hotel industry focus on spending advanced money on upgrades and additional services during their stays (Sánchez-Franco, et. al, 2023). Additionally, it helps to develop a culture that improves employee retention and morale by making the staff feel valuable for their customer service roles, along with generating positive experiences. The outstanding customer service of the Ibis Hotel may contribute to developing an effective digital reputation on several online media platforms across the globe (Hilman and Hidayat, 2024). The hotel industry may get positive customer reviews in both online and offline modes and encourage the managers and customer service departments to differentiate services (Mugica and Berne, 2020). Talented staff in the hospitality sector are primarily responsible for addressing customers' queries and solving their concerns about services, destinations, food, processes, and others. Customer service executives are significantly responsible for changing negative situations into positive situations (Allard, et. al, 2020). They are responsible for handling customer complaints and managing the brand's reputation globally. Providing local services and recommendations, resolving clients' complaints, providing attentive services, addressing diverse needs and special requests, accomplishing check-in procedures, and personalized greetings for customers are some key examples of better customer services in the UK-based hospitality sectors. 
[bookmark: _Toc191600998]Current and future potential challenges in the Ibis Brighton Hotel, UK while serving the customer's services? 
In delivering better customer services and increasing the customer's experiences towards the brand, the Ibis Brighton Hotel faced several challenges. Sound pollution is found to be a major challenge that occurs through nearby working areas of construction and maintenance (Khatter, 2023). It is the major challenge that disrupted the guest services and affected the overall customer experience in the Ibis Hotel during their stays and conferences. Concerns for delivering better customer services were found as another challenge faced by the Ibis Hotel in the UK (Ghani et. al, 2022). Some customers identified as reporting about their unsatisfactory experience in the Ibis Birmingham hotel. They complained about poor services, unsatisfactory reception services, and the unhelpful nature of staff (Nangpiire, et. al, 2022). Customer service issues led to generated inconvenience for the customers by showing the hotel’s inability to set the room infrastructure. Besides, the current issues are also identified as customers' experience regarding long-term waiting for the check-in process (Sufi, et. al, 2023). Additionally, in the reception areas, a lack of staff members who were responsible for delays in providing services to the guests. On the other hand, some potential challenges are also found that can be faced by the Ibis Hotel in the future. The Ibis Hotel may face issues related to a lack of skills among staff members in the future (Waqanimaravu and Arasanmi, 2020). To solve this, the managers should ensure high quality and consistent service quality among the staff, which can be achieved through providing training and development programs. Factify upgradation issues also can occur in the competitive landscape, which also should be addressed by the Ibis hotel managers. The hotel managers may be required to invest in developing the infrastructure and customer facilities (Parvez, 2021). However, they also may face logistics and financial challenges to invest in facility upgrades in the Ibis hotel. Furthermore, the increased competition can be a major future challenge for the hotel industry due to the availability of several luxury hotels and their popularity across the UK (Hossain, et. al, 2021). The Ibis Hotel may need to improve the market position of the industry by getting a competitive advantage. 
[bookmark: _Toc191600999]Strategies can be adopted by the Ibis Brighton Hotel, UK to improve the customer's experience. 
To improve the customer services the Ibis Hotel may follow some key strategies and address the issues. The managers of the hotel industry may leverage advanced technology to deliver better guest services and conveniences. AI features can be integrated with the room features and provide quick support to the customers (Buhalis and Moldavska, 2021). Sustainability initiatives are also the key approach for engaging several customers and providing them with better services. The managers should run carbon emission programs and waste reduction programs in the industry (Ben Youssef and Zeqiri, 2022). Additionally, they should offer discounts to customers who support the reusable practices of the hotel industry (Nicolau, et. al, 2022). Encouraging social engagement and entertainment can be the most effective approach to developing the guest experience in the Ibis hotel industry (Susilo and Santos, 2023). The managers in Ibis Brighton may ensure to arrange cultural events, live music, community collaboration, and beach weekends for their guests to improve their experience. They also may focus on better beverage and food arrangements for their customers by reducing food wastage and developing ethics in the hospitality services (Amicarelli, et. al, 2022). It may include customized breakfast, sustainable dining, and 24/7 beverage and snack services to their customers. To address the noise or sound issues the Ibis Hotel’s managers may develop a soundproofing solution by implementing sound-absorbing materials and double-glazed windows in the hotel’s rooms (Mago, et. al, 2024). They also may offer their guests to choose the room as per their comfort and switch rooms in the case of sudden noise issues.  In the words of Hilman and Hidayat. (2024), improving sales, direct marketing, pricing, product and service design, distribution, and advertising may increase the customers retention rate in the Ibis hotel industry. Their improvements towards the check-in and check-out process may improve the reception services of, the hotel along with developing customer satisfaction (Wijaya, et. al, 2024). It can be improved by developing a mobile check-in process, a self-service Kiosk facility, and efficiency in pre-authorization (Wongyai, et. al, 2024). Arrangements of better rooms with cleanliness and proper maintenance may upgrade the hotel’s facilities for the customers and lead to an increase in their experience. 
[bookmark: _Toc191601000]Literature gap
The research provides reviews about the Ibis Brighton hotel industry in the UK. The significance of customer services in the hospitality sector, the challenges faced by the Ibis hotel industry in delivering services, and strategies to address the challenges are identified through using different scholarly articles (Wongyai, et. al, 2024). However, some literature gaps and issues occurred in finding the major information about the Ibis Brighton hotel industry. There is no specific website found to provide the details and process of this hotel industry. Different scholarly articles failed to provide information about the challenges and strategies within the specific hotel industry. Major data was collected through travel booking sites like Trip Advisor. 
[bookmark: _Toc191601001]Summary 
It is identified through the above discussion that this study emphasized the significance of customer services in the global hospitality sectors. The overall study majorly focused on the Ibis Brighton hotel industry of the UK which is developing its customer services by integrating WIFI technology, infrastructure, and other facilities. Customer services are considered as a better approach to increase customer engagement and maintain the brand reputation at the marketplaces. However, some challenges were also identified such as noise pollution, poor infrastructure, and poor customer service. To address these issues some strategies are suggested to improve the customer service in the Ibis hotel in the UK. 


[bookmark: _Toc191601002][bookmark: _Hlk191564741]Methods: 
This research is developed by using a case study strategy to identify the case of Ibis Brighton Hotel in the UK. A case study is considered a research approach that is used to create a multi-faceted and in-depth understanding of complex issues in a real-life context (Shaw, et. al, 2023). It is an effective and established research design process that is significantly used in several disciplines (Saunders, et. al, 2012). The case study strategy is supported by different sources like Google Scholar, web pages, government sites, and news articles (Venturelli, et. al, 2022). To collect the graphs and figures the different pages of Statista are used. The case study approach is specifically useful to obtain a phenomenon or event of interest, natural life context, and in-depth appreciation of an issue (Cottrell, 2014). A case study strategy is advantageous which allows the users and researchers to investigate the organization, an event, and a specific subject (Martinsuo and Huemann, 2021). It captures the key, understanding of relevant context along with identifying its complexities. It is the process that helps to examine the phenomena that occur in real-world settings, delivering valuable insights into existing experiences (Cantelmi, et. al, 2021). The case study approach can be used in both data collection methods. The given study is collected through using qualitative data collection methods. It allows the researchers to collect data from different sources like documents, observations, interviews, and archival records (Collis and Hussey, 2014). The case study approach can be aligned with the real-world situation of any organization and develop informed decision-making in those fields (Bazen, et. al, 2021). However, the case study approach can also be responsible for creating disadvantages during the study. It is focused on unique situations; therefore, its result cannot be aligned with other concepts. It generates biases when researchers' perspectives significantly influence the data analysis and interpretations (Paparini, et. al, 2020). It is a unique study by nature; therefore, verifying findings can be challenging for the users. Besides, collecting the case study data from single sources can be challenging and time-consuming. It also requires significant and specific resources to develop the appropriateness in the Stadt. Case study generally depends on qualitative data and may develop different interpretations of the researcher (Taherdoost, 2021). The data is mainly focused on a single case and, therefore, cannot effectively address a large number of people. If the research is highly focused on a single case, then the acquired results cannot be effectively applicable to other situations (Veal, 2006). Associated techniques can be used in the case studies strategy, such as direct observation, interviews, participant observation, secondary data analyses, surveys, and document analysis (Karunarathna, et. al, 2024). In this study, the secondary data analysis technique was used for developing research for the case study. Additionally, the netnography method is used in the study to identify the individual's culture (Belezas and Daniel, 2024). The lithography method can be achieved through 4 stages: selecting the online communities, determining the timeline of the study, using data collection procedures, and interpreting the acquired results. 





[bookmark: _Toc191601003]Case Study Hotel Overview and Findings:   
Ibis Brighton city centre is situated at “88-92 Queens Road, Brighton, and Hove, Bn1 3XE, UK” (Ibis Brighton City Centre, 2025). It is known as a budget hotel for customers looking for a hospitality sector at a reasonable price. It is a city centre station because of located near the train station, and Brighton centre. Its nearby attractions are the Sea Life Centre, Brighton Museum and Art Gallery, Brighton Beach, and Churchill Square shopping centre. It is a budget hotel and the French brand is owned by Accor group (Avasiloaei, 2022). Each room is aligned with a flat-screen TV, an en-suite bathroom facility, and free wi-fi services. Its restaurant and bar offer continental breakfasts and light meals along with offering hit snacks for the customers. Its reception services include private and express check-in and check-out processes, invoices, additional charges for language storage, and a 24-hour front desk (Giousmpasoglou and Marinakou, 2024). Daily housekeeping services are available for regular cleaning and room service management. Security and safety services are implemented with CCTV cameras in common and outside areas, security alarms, smoke alarms, safety deposit boxes, and key card access to improve customer services (Ibis Brighton City Centre, 2025). Food and drinks services are available in different forms like a snack, bar, tea or coffee maker, restaurant, breakfast in the room, special diets, kid meals, wine and champagne, and coffee house. Different languages are spoken by the staff members such as French, Italian, Spanish, Romanian, and English to pride services to the global customers. Designated areas for smoking, grocery deliveries, wake-up service, packed lunches, lifts, soundproof rooms, heating, air-conditioned room facilities, and family rooms are the general services involved in the Ibis Hotel to develop the customer's experience. 
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Figure 1: Ibis Brighton City Centre – Station Reviews
Source: (Ibis Brighton City Centre, 2025)
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Figure 2: ibis Brighton City Centre - Station location
Source: (All. Accor, 2019)
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Figure 3: Revenue of Accor worldwide from 2019 to 2023
Source: (Statista, 2025a)
The French-based hotel growth Accor if identified generated a revenue of approx. 5.06 billion euros in 2023 (Statista, 2025a). It was an increase from the previous year 4.22 billion Euros in 2022. 
Additionally, the Ibis Hotel branch also exists in different places like South America, Africa, Europe, Asia, the Middle East, Australia Pacific, and North America (Ibis, 2025). The hotel industry is identified as having an estimated revenue of $ 100 to $ 500 million and an estimated number of employees in the industry of 1.0 to 5.0 K (Owler, 2025). 
[bookmark: _Toc191601004]SWOT analysis
Strength 
Ibis Brighton city centre is located near the Brighton train station and offers modern facilities and comfort to its customers like innovative new sweet beds and 140 modern rooms. Its 24/7 hours reception facility, free WIFI, and drink & meal menu are set to provide relaxation and enjoyment to several customers (Visit Brighton, 2025). It is known for providing facilities like catering, deposit boxes for safety at reception, accessible lifts and bedrooms, transport, and parking facilities, ironing and cleaning facilities, baggage storage, room features like better internet access. Its prices are reasonable starting from £69.00 for different services specifically for guides like family en-suite, double en-suite, and accessible rooms. 
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Figure 4: Ibis brand profile in the UK 2022
Source: (Kunst, 2023)
As per the Statista report shown in figure: 3 it is identified that brand awareness among UK customers about the Ibis hotel is identified as 79% (Kunst, 2023). Approximately 22% agreed to like the services provided by this brand, whereas among 79% of people approx. 28% recognized as interested in buying the services from ibis. 
Weakness of Ibis Hotel – 
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Figure 5: Leading hotel brands among millennials in the UK Q2 2024
Source: (Statista, 2025b).  
The given figure: 4 shows the Statista report of 2024, which demonstrates that the most popular luxury brands in the UK are liked by the millennials at a higher range in comparison to budgetary brands. The figure denotes the higher competitors of Ibis Brighton Hotel in the UK, which are most liked by the UK’s young people. Premier Inn, Walt Disney Parks, Marriott, Holiday Inn, Travelodge, Hilton, Haven Holidays, and Hotel Radisson are identified as larger competitors that dominate the UK’s hospitality sectors and are popular among a wide range of customers (Statista, 2025b). Ibis Brighton, UK is a budgetary hotel and cannot reach the level of these hospitality sectors so far. Therefore, it needed to integrate and develop modern infrastructure, advance generative AI, and use effective technology for customer service support to become a luxury brand in the UK.  
Opportunities for Ibis Hotel 
It is known as a French brand that is generally owned by the Accor group in the UK. The Accor group is prioritising enhancing the talent and well-being of employees which is considered a better future opportunity for the Ibis Brighton hotel brand. The talent and well-being of staff members are determined through innovative strategies at the workplace (Accor, 2024a). It will ensure the health and well-being of employees by improving their work-life balance. The Accor group also paves the way for establishing diversity and inclusion in the workplace to get a wide range of opportunities. In respect of the United Nations’s International Day of Disabled Persons, the brand shared its 6th episode of “My Call for Change” to commit to supporting disabled people (Accor, 2024b). It also continues to reduce gender violence in the nation by delivering equal opportunities for everyone. It aims to engage a new generation of people to increase the number of future hospitality leaders. These features will be beneficial for Ibis Brighton to get competitive advantages in the global marketplace. 
Threats
Major threats may pose to the success of the Ibis Brighton city centre in the UK. These threats can occur in various forms to disrupt the overall business process of the hotel industry and also may lead to decreased customer engagement. Cybersecurity, high competition, economic downturns, terrorism, pandemics, physical security, and human trafficking are identified as some biggest threats that can be responsible for disrupting the development of budgetary hotels like Ibis Brighton (Okeke, et. al, 2024). Additionally, the change in legislation lie employees' wages, health and well-being, and laws related to customer payments can be responsible for disrupting the organizational processes. 
[bookmark: _Toc191601005]PEST analysis
Political factors- 
Political factors like changes in laws, taxation policy, and political stability may affect medium-scale hotel brands across the UK. Lower corporation tax can be enforced by the UK government which may impact the overall business profit (BBC, 2025a). Additionally, Brexit Favor also may impact the hotel industry by losing customers belonging to the European Union. However, the positive impacts can be seen as fewer restrictions will be placed by EU lawmakers on the UK organizations (Cygan, et. al, 2020). On the other hand, the Ibis Brighton Hotel may face the loss of customers belonging to Germany and France. 
Economic factors- 
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Figure 6: Inflation rate in the UK 2000-2025
Source: (Clark, 2025)
Economic factors like changes in the economic growth of the country, unemployment rate, interest rate, exchange rates, and inflation rate may affect the overall business process of Ibis Brighton, UK (BBC, 2025b). If there is a rise in the economy in the UK, then more taxes will be paid, and several jobs will be generated by the hotel industry. In the case of higher interest rates, the hotel industry will not invest and purchase the things in the majority. However, in the case of a lower interest rate, the Ibis will make a large investment in purchasing things along with receiving less interest on saved money in the UK bank (Nicola, et. al, 2020). On the other hand, in the case of a high inflation rate, the service prices will be high, which will lead to a decrease in the customer's investments in luxury services (Clark, 2025). When exchange rates decrease, then it has both negative and positive impacts on business. It leads to a higher rate of pounds and is also responsible for making the goods cheaper. The weak pound may increase the prices of the services which have to be spent by the customers. 
Social factors- 
Different social factors are identified that can be responsible for affecting the customer's behaviour and experiences towards the Ibis hotel brand in the UK. These factors are identified as lifestyle, trends, tastes, demographics, and psychographic factors (BBC, 2025c). Demographic factors can be responsible for encouraging hotel managers to deliver services based on customers' age, gender, location, and other factors. Some people are concerned about their health and well-being, which can be related to their food consumption behaviour and may lead to changes in the menu process of Ibis Hotel (Brandão, et. al, 2022). Market trends and tastes in the services are also can be responsible factors that may encourage the customers to require their desirable food and services. 
Technological factors- 
The UK is a developed country that integrates new technological factors and supports several small to large industries in getting competitive advantages in the global marketplace. Technological factors are developed in the country, such as the ICT approach, e-commerce website, automation process, and research and development process (BBC, 2025d). Technological development is beneficial for Ibis Brighton, supporting it in achieving its marketing objectives and increasing the number of customers.  
[bookmark: _Toc191601006]Competitor Analysis (Price vs Quality)
Bargaining power of the buyer 
The bargaining power of customers in the hospitality sector is identified as low to moderate. It leads to the customer's ability to force the hotel managers to lower the prices for room services and other services. For example, when tour agents arrange room services for groups and a large number of people, then they can be forced to reduce the service prices (Ceynowa, et. al, 2024). The Ibis Brighton, UK, may use differentiation and a unique value position strategy to decrease the bargaining power of buyers and keep the hotel services process fixed. 
Bargaining power of supplier 
Suppliers may force the Ibis hotel managers to get lower-quality goods by increasing their prices. It also can be found as low to moderate in the case of Ibis, Brighton hotel industry. There is a wide range of suppliers in the UK who also supply goods to the large hotel industries of the UK (Appiah, et. al, 2021). Therefore, they can change their attitudes to get higher prices for supplying goods. 
Competitive rivalry 
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Figure 7: Most popular hotel brands in the United Kingdom in the 4th quarter of 2024
Source: (Statista, 2025c)
The given figure 6 presents the statistical report about the most popular hospitality sectors in the UK. As per the Statista report, it is identified as the premier inn and is ranked 1st and most popular hotel brand in the UK in the year 2024 (Statista, 2025c). However, the Ibis also has several large competitors that dominate the overall hospitality industry and engage a wide range of global customers. These competitors are identified as Travelodge, Hilton, Savoy Hotel, Ritz, and Holiday Inn. The Ibis, Brighton identified as getting 14 the rank along with having 36% popularity among the UK people. 
Threat of Substitutes 
The threat of substitutes can occur when new arrivals or existing competitors in the hospitality sector offer attractive and reasonably priced services to the customers. The threat of substitutes is the fact that it may force buyers to move towards other services and products offered by different hospitality industries in the UK (Gordon-Wilson, 2021). Different-tasting beverages, e-books, different food, and advanced technology integrated with facilities can be examples of substitutes for goods. Ibis Brighton, UK may arrange advanced services by using generative AI in infrastructure and facilities along with delivering the food based on consumer choices. 
The threat of new entries 
Ibis Brighton may face a threat when new hospitality sectors and small hotel industries enter the UK marketplaces. They develop their business before making an effective market reach, knowing the customer's desires, identifying market trends, and integrating new resources and technology (Hossain, et. al, 2021). Their new business process can be challenging for the already existing budgetary hotel industries like Ibis Brighton, UK. To address the issue, new market trends, AI-based tools, and intercrural development can be focused. 
[bookmark: _Toc191601007]Netnography 
It is a significant form that may help Ibis and Brighton to identify their customers and their culture. There are four stages of ethnography: 
1) Choosing the online communities- The Ibis Hotel’s professionals may generate online forums to identify the culture and interests of customers. Online communities can be chosen to achieve the research objectives (Lu and Lu, 2022). Cultural factors will be identified to segment the market based on the activities and behaviours of communities. 
2) The timeline of the study- The duration of research about the community members can be determined by the market professionals (Del Vecchio, et. al, 2020). It may take two to three months to identify the target communities and their response to the hotel services. 
3) Data collection- The data collection procedures can be developed through online forums, communication chats, and different ways of communication with the community members (Khan and Fatma, 2022). The AI can be integrated with data analytics tools to analyse the community's data and know their perspectives. 
4) Interpreting the results- Classifying the data and analysing the communities’ comments may support the Ibis Hotel in developing a key insight (Bansal, et. al, 2024). The collected data can be interpreted to make the final decision towards Ibis Hotel’s development and engaging a wide range of customers. 
[bookmark: _Toc191601008]Reflection 
As per my observation during the case study of Ibis Brighton Hotel, I found that it is a budget hotel and implements a wide range of services to increase the customer's experiences. I analysed that it adopts the cost-effective approach to provide the services at a reasonable cost to its customers. It is also found to deliver a wide range of services like free internet facilities, better food and beverages, and attractive room facilities Ibis Brighton City Centre, 2025). However, I also found several competitors in this hotel industry who are dominating the UK’s hospitality sector. They are leveraged through higher facilities and intrastate and delivering the advanced facility to the customers. They are identified as Premier Inn, Travelodge, Holiday Inn, Radisson, and others (Statista, 2025c). I answered that to get the competitive advantages and get the higher customer engagement the Ibis hotel industry may integrate advanced technology such as AI, infrastructural development, running loyalty and reward programs for customers, and other trends. I realized that the Netnography framework also may support the Ibis Hotel in knowing the target customers' perspective and making effective decisions for business development. 


[bookmark: _Toc191601009][bookmark: _Hlk191500096]Discussion:   
[bookmark: _Toc191601010]Customer services in the hospitality sectors
The above study discusses that better customer services are crucial to engaging a large number of customers in the UK’s hospitality sectors. Better customer services are identified as helping to enhance customer satisfaction, increase brand reputation, enhance customer loyalty towards the brand, and get competitive advantages. The Ibis Brighton Hotel’s services are emphasized by analysing the personalized experience of customers that generates positive reviews (Mercan, et. al, 2021). Personalized experiences allow customers to get their desired goods at affordable costs and increase their level of satisfaction. Their satisfaction also determines their retention and repeating process in getting the hotel’s services again in the future. The improved guest services are identified as helpful to get better competitive advantages along with developing unique value propositions and differential in services (Alberti and Iannuzzi, 2020). Customers' satisfaction may encourage them to spend on upgrades and advanced services during their stays in any hotel industry in the UK. Besides, the literature review also provides information regarding employee morale and retention after integrating valuable customer services and establishing a positive environment (Allard, et. al, 2020). Talented staff is considered responsible for delivering effective customer service by solving their issues and providing them with accurate information. Additionally, the Ibis hotel industry also recommended integrating digitalization on different social media platforms to improve the customer's experience. These platforms are considered helpful in solving the customer's queries about the service, quantity, price, destination, and other things. Furthermore, the discussion is also made towards local services like stays, special customer requests, check-in and check-out processes, and personalized experiences. 
In different research articles and sources, it is identified that customer services play a key role in different hospitality sectors in the UK. Better customer services are identified as impacting directly the overall reputation of the business, improving customer satisfaction scores, getting higher customer retention rates, and maintaining the organizational reputation in the global marketplace (Amoako, et. al, 2023). However, poor customer service is also considered to contribute to the failure of businesses and getting less competitive advantages in the global marketplace (Kim and Kim, 2022). Advanced service integration in the hotel industry leads to generating a positive customer experience along with increasing the chance of reaping the customer's visits. Satisfied customers can be responsible for enhancing the hotel brand's reputation at global places by giving positive reviews on social media. They also may play a vital role in recommending others to get the hotel’s services and contribute to reneging a large number of customers. Several competitors are also identified that dominate the UK’s hospitality sectors and marketplaces and attract global customers by offering better series in comparison to budgetary hotels like Ibis Brighton (Khan, et. al, 2022). They are recognized as Primer Inn, Holiday Inn, Travelodge, hotel Radisson, and others that facilitate services like tours, restaurants, and hotels along with delivering excellent customer service. Better customer services include spa treatments, dining, and tours, which are also responsible for increasing profit and market revenue in the hospitality sectors (Zandiyeh, et. al, 2022). When professional customer service executives manage the customers' desires and expectations from the services, then they maintain a high standard of the hospitality business. They focus on developing personalized experiences that specifically meet the customers' expectations and desires and improve their satisfaction score in the industry. Customers' expectations can be aligned with market trends and modern services like digital convenience (Bilgihan and Ricci, 2024). Effective and higher standard services in the tourism industry are also responsible for increasing the UK’s economy, along with employing a large number of people. Hotel industries like Ibis Brighton, UK, can develop a positive culture by establishing a customer-centric approach, which also leads to attracting global tourism. Educated and skilled staff members' encouragement towards delivering greater customer services may also develop an effective customer-centric approach. 
[bookmark: _Toc191601011]Current and potential challenges within the Ibis Brighton Hotel
The Ibis Brighton Hotel faced several challenges in delivering customer services to global customers. It is identified in the above literature reviews that Ibis Brighton Hotel is a budgetary hotel and does not provide services as offered by the luxury hotels like Premier Inn, Holiday Inn, and others in the UK. It is identified that Ibis Brighton Hotel’s customers have to face issues like noise pollution that generally occurs through nearby construction areas (Khatter, 2023). It is the major reason behind the disruption of business and leads to generating a poor experience among them with the hotel’s services. Customer service executives are facing issues in delivering better services that may satisfy the people who come to stay in the hotel for some days (Ghani, et. al, 2022). In the above study, it is identified that some of the Ibis customers complained about the poor reception services, careless and non-helping behaviour of staff, and lack of other facilities during their stays (Nangpiire, et. al, 2022). They complained about experiencing inconvenience and saw inability among staff members who failed to set up the infrastructure and room services. Some customers complained about waiting for long periods in the reception areas in the presence of only one or two staff members. Customers experienced delays in services and failure of receptionists to timely execute their check-in and check-out processes. 
Some future challenges are also identified as can be faced by the Ibis Hotel in the UK. It is a budgetary and medium-level hotel that may have a lack of staff members and a less experienced team in the future (Waqanimaravu and Arasanmi, 2020). The facility upgrade can be found as another challenge that may reduce customer satisfaction with Ibis customer services. Additionally, the existing research also discussed the possibility of economic and supply chain issues. The supply chain and financial situations should be developed to get the facility upgraded to improve customers' customer-centric approach in the hotel industry (Hossain, et. al, 2021). The increased competition due to luxury hotel brands like Travelodge and Holiday Inn also may interpret the Ibis brand awareness among the UK’s customers. 
On the other hand, in other research articles, some more issues found align with the Ibis Brighton hotel industry. Some customers claim that the poor policy of the hotel leads to the spread of miscommunication among staff members towards their customers (Kahn and Mohan, 2020). A British Paralympian complained about the staff members stopping him from using the room for which he had already paid. The person is supposed to use the room due to the use of a wheelchair (Witts, 2025). This incident disrupted the overall customer experience of the Ibis Brighton hotel industry’s services. As per the caterer report, it is also found that people are required to improve the communication policy of the hotel industry by retraining the Ibis’s staff members. Hotel team members are alleged for not following the procedures and communicating properly with the customers (Ali, et. al, 2021). Due to the lack of a welcoming environment and inclusivity at the workplace, the Ibis’s managers are required to retrain all the staff members, educating them on correct customer services and procedures. Additionally. It is also estimated that by not fulfilling the needs of disabled people, the Ibis hotel industry may lose approximately £163 to £ 274 million each month (Witts, 2025). Additionally, it is also found that Ibis Brighton may face cultural issues due to the less management among staff and members to maintain cultural differences (Cheng, 2020). It may impact the overall revenue and market growth of the Ibis hotel along with decreasing the trust of customers. Therefore, the hotel industry may survey to collect information about the customers' demand, market shares, trends, and room availability. 
[bookmark: _Toc191601012]Strategies to address the issues aligned with customer services in Ibis Brighton Hotel. 
In the above study, it is identified that several strategies can be followed to address the customer service issues at Ibis Brighton Hotel. In the literature reviews several studies are identified suggesting the advanced technology to improve the customer experiences. Technology integration with generative artificial intelligence to enable quality and infrastructure is considered a better approach for the hotel industry (Buhalis and Moldavska, 2021). Additionally, technological effectiveness is also considered as delivering the best and most paid services to the customers. Besides, sustainability initiatives are identified as a significant approach that helps to engage a higher range of customers by increasing their trust in the specific brand. Waste reduction programs and carbon emission programs are considered as may help the ibis’s managers to enhance the customer's experiences by integrating a sustainable approach (Ben Youssef and Zeqiri, 2022). Besides, the hotel managers also recommend offering discounts on services to the customers and contributing to reusable practices in the hotel industry. Arrangements for entertainment and social and cultural activities can be advantageous to improve the customer's experience (Susilo and Santos, 2023). In the given research, it is identified that managers may arrange live music, beach weekends, and community events to develop the customer's experience, which may lead to an increase in customer satisfaction scores. An attractive food menu involving beverages, sustainable mining, 24/7 snack services, and customized breakfast may force the guest to repeat their visit by recommending others for the hotel’s services. Additionally, the research also gave suggestions about addressing sound pollution by integrating sound-absorbing materials, soundproofing systems, and integrating double-glazed windows (Mago, et. al, 2024). Customers can also be provided the opportunity to change the room after being affected by the sound pollution that may occur through nearby areas. Additionally, the reception services can be improved by implementing self-service kiosks, a check-in check-out process through mobile, and a pre-authorization facility in the Ibis Brighton Hotel, UK (Wongyai, et. al, 2024). The managers and human resources of the hotel industry also should ensure maintenance, better infrastructure, and cleaning during the customer's services. These strategies may encourage the customers to enjoy the hotel’s services by giving positive reviews on different channels like Trip Advisor, Facebook, and Instagram. 
On the other hand, in another research article, it is identified that Ibis Hotel may focus on providing a comfortable stay to the customers by integrating digital marketing strategies. These strategies may help to improve the industry’s presence in the global marketplaces by maintaining competitive advantages (PR News, 2024). Some significant strategies are identified as aligned with digital marketing and can be adopted by the Ibis Hotel to improve its customer's experience. The social media campaign can be run by using hashtags, images, videos, and informative content. This campaign may help the hotel industry to share the old customer's experience by demonstrating security to the potential customers. Ibis managers and marketing teams also can collaborate with social media influencers and travel bloggers to transmit information about the Ibis hotel industry to global customers in an effective manner (Huang, et. al, 2024). This approach will certainly help to engage several customers in the industry by improving their overall experience along with maintaining a brand reputation in the global marketplace. Additionally, services like email marketing, mobile optimization, search engine marketing, content marketing, data analytics, and customers' key insights can also be integrated with the digitalization process to improve guest services (Theodorakopoulos and Theodoropoulou, 2024). On the other hand, public relations strategies also can be used, such as collaboration with media, press releases, supporting local cultural events, crisis management, and blogger outreach. The Ibis hotel industry may focus on announcing new renovations, occasions, loyalty programs, and cultural events by the use of press releases and media partnerships (PR news, 2024). These are some key strategies that can be followed by the Ibis hotel industry to enhance the customer's experience. 

[bookmark: _Toc191601013]Conclusion and Recommendations 
[bookmark: _Toc191601014]Conclusion
The above study provided the key results about the customer experience in the Ibis, Brighton, UK. It is concluded through this study that overall research majorly focused on the customer services in the Ibis Brighton hotel, UK. It is identified as a budgetary hotel providing an affordable and wide range of services to global customers. Its services are identified as free wi-fi, airconditioned rooms, food and beverages, flat screen TV, and others. The aim of the study was identified as developing the customer's experience towards Ibis Hotel’s services with upgrading facilities and infrastructure and implementing advanced technological features. The significance of improving customer services is identified as specifically aligned with the hospitality sectors of the UK. In the literature reviews, it is analysed that better customer services may support the hotel industry in increasing customer engagement along with improving customer satisfaction scores. The discussion also focused on developing customer loyalty after delivering them their desired services, running loyalty programs, and establishing personalized experiences. Skilled and talented staff are identified as playing the key responsibility in addressing customer queries and providing them with better infrastructure or facilities during their stays in the hotel. However, some challenges were identified that led to interrupting the business process along with reducing the number of customers in the industry. These challenges are identified as sound pollution, poor customer service, poor check-in process, lack of staff members, poor reception services, facility upgradation weakness, economic issues, and supply chain or logistics issues. To address those issues some key strategies are recommended such as integrating advanced technology like AI, sustainable practices, discounts, cultural activities, and better food facilities. The case study strategy is used by focusing on significant areas of Ibis Hotel such as turnover, location, and profitability. Additionally, SWOT, PESTLE, competitive analysis, and Netnography framework are used to develop the hotel industry and improve customer experience effectively. 
[bookmark: _Toc191601015]Recommendations
[bookmark: _Hlk191587821]1. To address the issues aligned with Ibis Brighton Hotel’s customer services and improve the customer's experience, some key strategies can be followed by the professionals and managers. Specifically, in budgetary hotels like Ibis Brighton, the managers may conduct an online survey to identify the customers' perceptions and desires. They may use different ways to collect the customer's feedback, like online customer reviews, surveys, interviews, and others (Kim and Kim, 2022). These are the key approaches that can be used to understand the customer's desires and make some efforts toward developing positive experiences. After getting the customer's feedback, the managers may identify the issues and can make some strategies to solve them effectively. They may develop the services and facilities considering the customer-centric approach and using their personalized experience. 
[bookmark: _Hlk191587466]2. Ibis Hotel’s managers may arrange training and development programs for the staff members to resolve the customers' complaints and improve their service quality. Regular sessions of training and development may develop employees' skills in various forms like positive communication, active listening, instant service delivery, and problem-solving (Ali, et. al, 2021). They may also focus on considering the significance of finance and investments in the key resources required for employee training. The workshops and role-playing scenarios may improve the staff members' skills in solving the customer's complaints and taking immediate action for their special requests. 
3. The managers and team members also may focus on providing training for employees towards identifying the customer's behaviour and needs. They may offer them general services, introducing the various facilities and infrastructure of the hotel industry. It will help to enhance comfort among the comfort towards consuming ibis services. The budget for all the services should be determined before introducing the services to the different customers. Managers should ensure the financial situation of the customers and provide them with services accordingly. They should try to escape from narrating the luxury services of the hotel to lower to middle-income-based customers (Theodorakopoulos and Theodoropoulou, 2024). Moderate-level customers may force the managers to reduce the prices of the services and can deal with using the bargaining concept. It may lead to a reduction in market sales and disrupt the customer's policy. Repeat customers may encourage others to lessen the hotel process, which can be challenging. Therefore, it should be determined by the managers to provide the services to different customers based on their level of spending. 
[bookmark: _Hlk191587702]4. The hotel’s professionals and managers should develop the personalization and unique value proposition considering the budget process of the company. They should learn about customer preferences by developing experience through past stays and booking data. Therefore, they also should offer some rewards and special offers to experienced customers. The managers should make a list of old customers and use their names to develop more customer experience by running social media campaigns and loyalty programs (Kahn and Mohan, 2020). Personalized experience of customers leads to increased customer satisfaction by reducing the chance of moving to other industries. 
5. Ibis Brighton Hotel’s managers should empower staff members by authorizing them to resolve the customers without increasing them. To reduce the employees' concerns, the managers may encourage and demonstrate some examples along with making them feel valued. Miscommunication issues are majorly found in the Ibis hotel industry as several customers complained about poor service communication among the staff members (Ali, et. al, 2021). Therefore, the staff should be encouraged to develop proper communication and collaboration with customers. They should be educated to follow the industry’s guidelines and policies to provide a better customer experience. Additionally, they should be honest about narrating any limitations of the hotel industry and encourage the staff members to follow them. 
6. Besides, technological developments such as artificial intelligence, augmented reality, virtual reality, digitalization, and others can be implemented to enhance the customer's satisfaction score. These tools can help streamline communication and track customers' preferences (Ali, et. al, 2021). Digital platforms may help the customers to know about Ibis Hotel’s special offers, rewards, cultural events, and packages. It is a modern and effective approach to engage a wide range of customers and increase their industrial experience. 
7. The managers also should focus on fostering a positive work environment by welcoming the guests attractively and effectively. To develop a positive experience, they should encourage the staff members to work effectively and collaboratively (Theodorakopoulos and Theodoropoulou, 2024). Staff members should make the customers of local restaurants, destinations, attractions, transportation, and culture to increase their trust in the experience. Additionally, cleanliness can be preferred by establishing a high standard of cleanliness in-room services, unfractured, and whole the areas of the hotel industry. 
8. The supply chain system should be improved by establishing better collaboration with suppliers and negotiating the prices of the goods or resources they provide to the Ibis hotel industry. Additionally, they should also focus on arranging the resources required for development and improving their financial situation by collaborating with the major stakeholders (Kahn and Mohan, 2020). These stakeholders can be the government, large organizations, and hotel industries. 
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