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Executive Summary
The purpose of this report is to analyse the external and internal environment of Ibis Hotels in customer service and care by using SWOT and Pestel analysis.  This report will talk about the company background of our organisation. This report will also use porters five forces, customer profitability analysis, VUCA framework and the 7Ps of marketing to further analyse our organisation. Critical analysis and evaluation of all the models will be done.  This report will talk about hyper personalisation care, white collar service, digitalisation of customers profiles and segments, importance of human touch emotional wellbeing among the employee of our organisation.  This report will also investigate the strengths and weaknesses of white-collar service, hyper personalised care, digitalisation of customer profiles and segmentation and the human touch. The report will be concluded by talking about the findings of our analysis and evaluations.  Hyper personalisation care, white collar service, VUCA framework, the human touch and digitalising of customers profiles and segmented will be recommended for implementation, so that our organisation can expand globally, retain staff, be sustainable and see increased in profits.
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[bookmark: _Toc121078390]Introduction
The organisation we work for is Ibis Hotel.  As a part of an emergency project team member at Ibis Hotel we have been assigned to creatively reshape the organisation’s strategic direction to discover a new way forward for delivering productive customer care ensuring future persistency and viable competitive advantage.  We will be conducting strategic analysis by using SWOT analysis and PESTEL analysis at Ibis Hotel and they will be critically evaluated. The strategic options will be critically evaluated for personalised customer care and the wider implications of our proposed strategy on various areas of Ibis Hotel will be analysed.
 Ibis hotels is part of the Accor group, and two friends, Gerard Pelisson and Paul Dubrule opened their Ibis hotel in 1974 in Bordeaux (Accor, 2022).  Ibis Hotels is a private limited company with share capital (LIMTED, 2022).   There are approximately 1,152 Ibis Hotels globally located in 65 countries and 6 continents and hiring different nationalities. (LK, 2021).  Sebastien Bazin is the CEO of Accor groups (AFP, 2021).  
We will use Porter’s five forces, VUCA framework, customer profitably analysis, and 7Ps model to critically analyse and evaluate Ibis Hotel. We will conclude as how the analysis tools and the various framework works helped us in providing better strategic plans for personalised customer care at Ibis Hotels.  We will provide recommendations as how Ibis hotel can better themselves to sustain, expand, provide better customer care at their organisation.
[bookmark: _Toc121078391]Strategic Management in Customer Care
Strategic Management is concerned with complications arising out of confusion and non-routine situations with wider aspects of organisation rather than operation-precise suggestions (Johnson, et al. 2005).   The future of customer care is presently here due to technology advancement. 
The mission statement is “to deliver the greatest service, greet and care for our guests” (Accor, 2022).  The vision is “that hospitality has the ability to decipher an improved tomorrow” (Accor, 2021). As seen from both the vison and mission statement customer care and service are the main priorities of Ibis hotel. Although mission statements have become more universally imported by the early 2000s, many critics view them as broad and insipid (Johnson, et al. 2005)   We will be conducting a strategic analysis of our organisation by using SWOT and PESTEL Analysis to analyse the customer care at our hotels.
[bookmark: _Toc121078392]SWOT Analysis 
The SWOT analysis will analyse both the external and internal environmental factors of our organisation.  Below is the Swot analysis:











	Strengths

· Offers immense customer value and comfort on economical prices.
· The Ibis hotel has a strong global system.
· It is located in commercial areas so can be easily reached.
· It offers 24 hours bar and kitchen service.
· It offers good customer service quality established on 15 minutes fulfilment guarantee program.
· It offers three different brands for three different which includes Ibis budget, Ibis styles and Ibis.


                                                                     


	Weaknesses

· The Ibis Hotel is focusing on individual travellers and their disposal channel is not big enough to bring business groups (Company, 2018-2022).

· High Operational costs.

	Opportunities

· Has the capability to emerge in customer segments.

· The Ibis hotel may formulate alliances with the competitors at a local level (Company, 2018-2022).

	Threats

· Competition from other budget hotels is increasing both in local and international markets.

· The transition in choices and demand of customers may act a threat in the long run.



Although the SWOT analysis supports a combined perspective of the present organisation situation, however the drawback is that it reveals limited opportunities when analysing all business units of large organisations (Bohm, 2008).  However, the strength of the SWOT analysis lies in its straightforwardness as well as being simple to use and also collects results easily (Borucka, 2018).
[bookmark: _Toc121078393]PESTEL Analysis
PESTEL analysis will analyse the external factors of our organisation.
Political factors
Ibis hotel has to follow strict rules regarding Fire Safety Act, Health & Safety laws and regulation on service and food quality all over Europe and these laws are strictly followed and monitored, therefore these laws are implemented by them (Hossin, 2016).  
Economic factors
The economic factors globally affect our organisation.  Due to the Covid-19 pandemic and the lockdown imposed globally our hotel was negatively impacted.  The people had to stay at their homes, so no revenue was coming in.  However, currently, the regulations have changed, and we are seeing increase in our business.
Social Factors
The demography of UK and Europe has changed over the last couple of years.  Presently, there are a lot of nationalities living in UK and Europe and our hotels need to cater to their need. The change in lifestyles of people also impacts our hotels.
Technological Factors
Due to the advancement in technology, it has been decided by our organisation to provide all the international ibis’ network by 2022.  We are also providing a customer involvement to back our organisations transition and we plan to welcome customers to a life hub, where customers can eat, meet people, and relish live music and sleep (Accor, 2019).  
Environmental Factors
People all over the world have become aware of the environment and climate change.  The people presently, look to stay in those hotels who are taking steps to prevent further environmental damage.   Our brand is part of Accor and with the Planet 21 programme, the group in 2020 had four strategic priorities which were, acting in local communities, such as getting guests involved, working with staff, and innovating with partners and the other two main issues were sustainable buildings and food (Limitless, 2022). 
Legal Factors
Data protection law is formulated by the government and all the hotels have to abide by this law.  In accordance with appropriate regulation, specifically the European General Data Protection regulation, we have used the ten principles of this regulation (Limitless, 2022).  Our organisation also follows the respective legal laws of countries outside Europe and in UK.
PESTEL analysis plays an important role for the hospitality sector.  This model is beneficial as it looks at the impending influence of environmental factors, which may be different from the former influences.  However, the limitations are that specific drivers will be different according to different sectors for e.g., the hotels may be concerned with their local customer’s behaviours whereas a computer manufacturer is concerned with evolution in the technological environment (Johnson, et al. 2005).  There is a need for the PESTEL analysis to be developed to follow present-time approach and concept (Burt, 2006).
[bookmark: _Toc121078394]Porters Five Forces
Porter formulated and provided this model in 1979 and there are five forces which affect the organisation (Hossin, et al. 2016).  
Supplier Power
Our hotels are committed to working with suppliers that meet the needs of our brands, our guests, and our hotels.  Our organisation manages a detailed review to make sure that all our suppliers with who we have contracts with, will provide competitive advantage (Miranda, (2020-21)).  The bargaining power of suppliers depends on certain qualities e.g., the excellence of service provided to guests.
Bargaining power of Customers
The customer at our organisation has the bargaining power especially with Ibis budget hotel as the customer has negotiation powers because the economy hotels provide undifferentiated products.   
Rivalry between competitors 
Within the budget hotel industry competition among the rivals is big and the rise of Airbnb and motels means more competition as they are budget friendly as well.   There is not much change between the budget hotels as they all dispense basic service needs to their customers, the competition is increased as customers have low switching costs and similar choices (Cheng, 2020)
Threat of New Entry
The barrier for entry for our organisation is brand loyalty and even if other competitors enter the market due to our strong brand loyalty, it will be difficult for other local hotels to attract customers.  However, as Ibis budget hotel’s investment is low it can be easier for other local hotels to enter the market (Miranda, 2020-2021).
Substitutes and complements
The competition in the hospitality industry is immense.  The main competitor is Airbnb, which gives economical prices and pick only less sectors (Miranda, 2020-2021).    The venues in the hotels or other places nearby used for events and meeting are complements.   Presently, our hotels’ target is to have 1000 various spots globally, by 2022 (Miranda, 2020-2021).
[bookmark: _Toc121078395]The VUCA Model
The social scientists at the U.S. Army War College, three decades ago coined the abbreviation VUCA in an attempt to chronicle the surroundings in which their students would need to operate in the course of time and VUCA stands for volatility, uncertainty, complexity, and ambiguity (Woznyj, 2020).  
Due to the Covid-19 pandemic, the hospitality industry incurred huge losses due to the lockdown imposed by various governments all over the world.  Many businesses closed down as people were not allowed to eat out and travel and it also negatively impacted the hotel industry. The factors that spread VUCA are taxing all over the world, seemingly closely related to the collective practices and enterprises they serve.  Covid pandemic has been an example of VUCA complexity and uncertainty over the past two years (KnowledgeE, 2015-2022).  
The hotel industry performance measures, such as quality, customer satisfaction, cost, access to innovation and market are affected by VUCA and also the economic crisis has led to increased awareness about the vulnerability of the complex situations that stretch out globally (Lam & Khare, 2016).  
According to Rik Vera, “the reasons why organisations strive to get customer centricity right is because they have an absence of a customer-focused organisational culture.”  Our hotels need to figure out how to change and behave in order to continue growth and stability in the current difficult conditions of VUCA.  We should conduct a survey on our customers to understand the effects on them and their response to the present conditions (Bagchi, 2019).
In the current world of VUCA, customers globally no longer spend their money like normal conditions, and without researching and studying them, a new strategy cannot be taken into considerations to advance the goals of organisations in VUCA conditions ( (Khoshbakht, 2022).   It is vital to have a customer-centric culture in our hotels and to know which product and service to improve and create, how to support the customer success advancement, how to come up with unsettling approaches to deal with Volatility, Uncertainty, Complexity and Ambiguity (Schweder, 2021).  
The buying power of people in VUCA world has changed, so the relationship between brands and customers need to change to persuade the customers to buy.  Due to the high inflation globally, the position of people buying products and services has changed (Khoshbakht, 2022).  
Currently, it is vital to listen to our customers, how they act and think about the ideas they bring, and we need to note their points they have in the journey with our hotels.  According to Simon Sinek, “if you do not understand your customers, you do not understand your business” (Schweder, 2021).  Dynamic pricing strategy should be introduced In Ibis Hotels as we are currently living in the post-Covid world and due to the current economic crises globally customers’ readiness to pay will differ, resulting often in more price increases and decreases (PWC, 2020).  
Evans And Bahrami (2020) proposes flexibility in dealing with constraint of the environment and states that flexibility is a dynamic ability that might be able to deal with the sensitive and instable VUCA environment.  Therefore, organisations should often take advantage of short-term opportunities to make sure for long-term achievements.  However, the limitations of this model according to Drew (2006) is that managers try to recognize the complex operations which slows down the organisation’s response time, which can then diminish the response’s persuasiveness (Kunz, 2021).  Other authors have also argued that VUCA model is a fairly new model and not many things are written about it.  Therefore, more research and study are needed to understand this model.
[bookmark: _Toc121078396]Customer Profitability Analysis
Our Ibis budget hotels should make segments for our customers and then incorporate customer profitably analysis by calculating costs and revenues to precise sectors of customers. After getting to know the most profitable customers, we should concentrate on them and make them happy.  However, it has certain drawbacks as at our organisation the customers need to be accurately divided into segments first before applying this analysis. (Cheng, 2020).  Therefore, there are limitations to this analysis.  
Ibis Hotels in 2017, had initiated a new idea transforming the way guests are welcomed at our hotels and was backed by new mobile technology, this strategy improves employee approval, customer service, and practical proficiency.    However, more needs to be done in customer care.
[bookmark: _Toc121078398]The 7PS Model
McCarthy (1960) was the first to propose the 4Ps, which is product, price, place, and promotion.  However, Muala & Qurneh (2012) revealed that researchers later on added three more elements which are process, personnel, and physical evidence (Khan, 2014)
Price
The price of a hotel room at our Ibis hotels is determined by the locality of our hotel, so Ibis Greenwich will be more expensive due to the advantages and activities there compared to Ibis Barking Essex which is a suburb.  The prices of the hotel rooms are different all over the world  (Bhasin, 2019).
Product 
Our hotels offer uniform standard globally, such as a modern room and soundproof bedding for comfort and besides dining at restaurants, it also offers meal and delivering service in the rooms and delivers 24-hour reception services (Bhasin, 2019).
Place
Ibis Hotels has hotels in 65 countries globally and in the main cities globally which shows that it is a global brand serving customers all over the world (MBA Skool, 2017).
Promotion
Ibis hotels gives promotions for bookings done online and they have the Le Club Accor Hotels Loyalty Programme which comes with various advantages, like online check-in and fast check-out, room upgrades, free nights, and a collection of points which gives added benefits.  Their slogan “for you and you” shows their customer focused method (MBA Skool, 2017).
People
Ibis concentrates on their customers as well as staff.  There are several career openings and various levels of employees support in efficient working of the organisation to deliver good customer service (MBA Skool, 2017).
Physical Evidence
Ibis posts short selfie style videos of situations in everyday life with a taste of fun. They have a planet 21 project where they have set certain aims and follow eco-designs and use eco-friendly shampoos, soaps, and shower gels (Limitless, 2020).
Processes
Ibis Hotels adds value for their customers by designing stay packages. They also provide 24/7 bar services and Ibis budget hotels offers rooms for three people aiming at friends (MBA Skool, 2019).
The benefit of using the 7Ps of marketing according to (Armstrong, et al, 2008) are that they provide a set of controllable marketing tools to be used in an organisation for producing a desired response in the targeted markets.  However, before the 7Ps McCarthy proposed the 4Ps which was very limited, as a result other researchers added other three elements which conducts a more detailed analysis for organisations (Khan, 2014).  Another criticism of the 7Ps is that it can be seen as crafty and the right combination of factors could compel the buyer into purchase, therefore more research needs to do regarding the 7Ps model (Ensor, 2005).  
After conducting a through analysis of Ibis Hotels we have come up with new strategies of customer care at our organisation.
[bookmark: _Toc121078399]New Strategies of Customer Care
The staff at present are doing a good job in customer care but they can do this better, and this is the need in VUCA world.  Our organisation should collect all the customer information including, their actions, characteristics, and past interactions across all avenues.  Based on the data our staff will know their customers genuinely and will be able to engage with them more effectively. The collection of customer’s data will enable the staff to anticipate their needs before the customers know what they need.  Our organisation should combine technologies and contacts across all avenues and should implement real-time tools and eliminate barriers which hinder customer care.  They should provide “in-moment coaching” to their customer service staff so that they can show genuine empathy and make real-time decisions in their communications with customers (Mckinsey & Company, 2020).  However, there are certain drawbacks to coaching, according to research, the nature of coaching depends on the relationship between coach and coachee, the incentive to change on the part of the coachee and the recognised proficiency of the coach (Wilkinson, 2016-2021).
Our organisation should use “white glove service” and its aspects includes, speed, attention to detail, convenience, and emotional fulfilment.  This service is custom- needs and is central to customer-first attitude and this is possible by the collection and availability of data and progressive analytics to track a customer’s individual route in real time (Mckinsey &Company, 2020).
Presently the customers expect highly personalised service and White-glove service is good and economical.  By implementing this in our organisation we can win loyal customers if we design a consistent experience across all touchpoints and provide the right product and service to meet individual customer’s needs.  As this service is tailored for each individual customer it may lower the cost of expenditure in our organisation.    However, there are limitations to personalised customer care digitally, some organisations use their customer data as a basis for service and product recommendations and most customers do not want to be flooded with objects similar to what they have every time.  According to McGovern, sometimes customers service pros share too much information about the customers, as a result customer personalization goes overboard (Mcgovern, 2017).  
 Covid pandemic has led to physical distancing as a result the dependence to technology has increased and the move towards digital service skills has grown in the past two years.  According to Sebastian Bazin the CEO of Accor, “we produce new opportunities to expand the business of hospitality by combining our brands with our real-world solutions, consistent global networks, and professional knowledge and Accor is shaping the imminent of hospitality by digitalizing the customer experience” (Vesna Damnjanovic, 2020).
 As a result of digitalization, the revenue of our organisation will increase by creating individual customer profiles and implementing tailor-based approach to selling.  As a consequence, the benefits outweigh the cost of investment needed (McKinsey & Company, 2020).
Currently, customers prefer cloud-based systems due to its benefit of usage flexibility, elimination of installation costs and time, and lessened maintenance charges (Rowe, 2019).  Ibis hotels can turn over their mundane jobs to automated solutions like virtual agents and bots.   Virtual assistance lets agents see what customers see by sharing their screens or smartphone camera and they can provide visual help to customers where and when it is needed (Forum, 2019).  However, according to the World Economic Forum, one of the limitations is the lack of diversity among creators that can lead to distorted responses and often customers who have different accents are misunderstood by bots which can have negative implications for customers and anyone seeking accurate information (Forum, 2021).  
The ways to provide good customer service are:
1.  Customer service should be made a preference at Ibis Hotel. 
2. The customer service representative should be empowered.
3. The customers who abuse our staff should be let go.
4. The cost of handling customers calls should be looked upon as investment not as an expense.
5. We should not measure call times and should not upsell and should not use scripts.
6. We should not hide our phone numbers as we should want to talk to customers (Hsieh, 2010).
Phone calls are the best way to communicate with our customers.  The customers feel valued and appreciated that we are giving our full attention to them and there is a human touch involved.  Digital chat box is very unfeeling as they give general answers, whereas human emotions and feeling are felt when we talk to the customers on the phone or face-to-face.  Human connection is above digital connection.   Although, currently digital tools are in high demand among organisations today as they want to have the latest technology, and everyone is using it.  According to Keltner, in recent years the latest research has shown some incredible emotional and health benefits from the human touch” (Williams, 2015).  Further research has also shown that many of the customers decisions are based on the human connection. Therefore, it is vital to have human touch at our organisation.
Currently, Ibis responds to complaints of customers via their online contact form and if the customers decide to use a resolver, they can only access template letters to assist with their complaint (Resolver, 2022).  In our opinion, this needs to change.  The customers complaint should be dealt by the complaints department over the phone as there is human connection to it and the customers feel valued that they are being heard.  It is very hard on customers if the complaint is done online, and they do not receive answers for several days.  Whereas over the phone the conflict is resolved quickly, and the customers remain loyal to Ibis Hotels.   
Holiday Inn Express (IHG) is the biggest competitor of Ibis Hotels.  Our organisation posts more on social media whereas IHG does it less.  IHG management targets more customer segments than our management and we need to focus on targeting more customer segments instead of focusing on the younger cohort of guests. We need to have partnerships with TripAdvisor and Booking.com like the IHG has so we can attract more customers (Corgi, 2022).   IHG looks into the emotional wellbeing of its employees as due to Covid pandemic and the recent economic crisis several staff members are suffering from mental health issues.  They recently invited stress management, burnout, and resilience expert Leanne Spencer to host a session for their staff, on world mental day (Corporate, 2022).  Although our organisation does work in the emotional wellbeing of our employees, we need to do more and support our employees regarding mental health issues.
According to RSPH, several hospitality workers accounted for heightened stress from their work and one out of five workers having mental health anxieties and due to that their job performance is negatively impacted (Batra, 2022). The benefits of focusing and providing support to staff who suffer for mental health concerns will be seen in their job performance if they are happy then the customers will be happy, and they will not leave their jobs as well.  However, there are some limitations as some employees who are not suffering from mental health concerns, can fake this illness to get time off work and sick pay.  As a result, it is essential to train managers in our organisation to detect emotional distress and when managers know how to detect the signs of stress and mental health issues, they can provide support and increase staff morale (Batra, 2022).
Conclusion
This report used the SWOT analysis and PESTEL analysis to find out about the internal and external factors affecting our organisation.  The findings were that although our organisation is focusing on customer care, we need to enhance it further by using the hyper personalisation care where we can collect the data of all our customers and use it to anticipate their needs, however care must be taken with regards to the data protection act and GDPR act.  Porters five forces, customer profitability analysis, VUCA and 7P’s framework was used to analyse the current volatile and uncertain situation, the bargaining power of customers, threats and substitutes and the marketing strategy of Ibis Hotels.
  The findings were that customers have the bargaining power and a wide range of choices.  Therefore, our organisation needs to focus on customer care, and this can be further achieved by focusing on the emotional wellbeing of our employees.  When we provide our employees with mental health counsellors whom they can talk with about their issues, they will become emotionally and physically better, and it will reflect on their good job performance.  They will be able to support and communicate with the customers more effectively.
The other findings were that customers should be segmented in different profiles, and we currently focus on young customers however, it should be all customers. Although it is difficult, but it can be achieved.  White glove approach is also good as it is customised to meet the needs of the customers and it puts our customers first.  This approach is customer-centric, and our customers will remain loyal to us, and we will also attract more customers. The human touch is also essential as customer prefer talking to humans when they want to resolve any issues as AI and bots give standard answers to their questions which makes them frustrated. Our organisation should implement these strategies to expand further, sustain their business and increased their profitably.
[bookmark: _Toc121078401]Recommendations

Ibis Hotels although provides good customer care currently, it needs to do more as customers have the power and more choices.  We would recommend hyper personalisation approach as it takes care of the individual customer needs according to their tailored needs. We need to gather data about all our customers as to what their needs, experiences, and expectations are digitally.  However, care must be taken in collecting data.  The GDPR law took effect in Europe in 2018 and tightening restrictions on location data collection have made it more difficult for organisations to personalise message (Rowan, 2020).  In spite of the restriction’s customer data can still be segmented and profiled. Although, this approach will take time to implement due to bringing about change in our organisation but if we focus on doing it presently it will benefit our organisation more as we will be able to retain our current customers and attract future customer.  
Another recommendation we would make is the white glove service method as it is customer-focused, and the service is customer made to each individual customer and this can be done by the availability of data which tracks a customer’s individual journey. Customising the service for each individual customer will be advantageous to our organisation. However, even if the customers are prepared to trade a part of their privacy for personised web experiences, they do not like brands following them all over online (Hushly, 2022).
Employee wellbeing is another recommendation we will make due to the Covid-pandemic and the current economic crises many employees are suffering from mental health issues.  If we provide counsellors for them to talk to and to resolve their concerns, immensely benefit our organisation as we will be able to retain staff and have happier staff which will improve their job performance and they will be able to provide better service and engagement with customers.
We would also recommend the VUCA model as it lets us analyse the volatile, uncertain, chaotic, and ambiguous environment we are living in for the past two years.  Due to the Covid pandemic, Brexit, and the current uncertain economic crisis this model will help us in analysing our organisation in the current and future environment to help us in finding good solutions to our problems.  However, according to some researcher more study and research needs to be done as this is fairly a new model so there might be certain limitations.  In spite of the limitations This model is relevant in our current situation and to our organisation.
Another recommendation would be to implement the human touch element for resolving issues and complaints. The bots and AI chats offer standardised answers which frustrates our customers, and they might not return again. Therefore, it is essential for humans to listen to their complaints and resolve their issues, so customers are satisfied.  However, there are limitations as employees will not be able spend extra time dealing with other parts of their work as they will have to focus on resolving issues and our organisation will have to hire more staff.  Our organisation will be able to get return on investment as our customers will be satisfied and we will be able to retain our customers and attract new customers through word-of-mouth publicity and customer reviews.
If Ibis hotels implements our recommendations, our organisation will be more profitable, expand more globally, retain staff, provide excellent customers services and will be able to sustain in future.
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