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1. [bookmark: _Toc167140754]Executive Summary
Africa Hospitality Consultants was contracted by the Terrou-Bi Hotel located in Senegal to do a complete audit of the company's operations, present a detailed strategic plan with recommendations for the current problems and suggest ways to achieve long-term growth. A comprehensive research about the brand positioning, marketing, service delivery, and conference and event facilities of the hotel is done by our group. 
[bookmark: _Toc167140755]Brand Image and Online Presence:
The first thing that they need to consider is their brand image and how people see them if they go online. Through our research, we have pinpointed landscape areas in which the hotel's visual identity and digital platforms can be updated properly to make the hotel stand out and represent its unique luxury offerings while marketing to an even wider audience of sophisticated leisure and corporate travellers. We suggest that you involve a highly-rated branding agency for devising the new fashionable brand strategy, including the design of the logo, the palette colours, and overall brand appearance. In addition to the hotel's existing website, it should also invest in a full range of website redesigns including high-resolution images, intelligent navigation, and in-depth content on the different accommodation types, facilities, and local experiences that the hotel has to offer. 
[bookmark: _Toc167140756]Utilization of Conference and Event Facilities: 
The underperforming of the venue's conference premises and event halls is a challenge that is pinpointed as a major one. To tackle the issue, we suggest a detailed plan that mainly involves appropriate marketing and promotional campaigns, sales and operations coordination enhancement, and the management of pricing and package structures. With this approach in mind, the hotel aims to increase awareness of its MICE (meetings, incentives, conferences, and exhibitions) offerings, make it easier for customers, and put Terrou-Bi conference and event facilities in a competitive market position that extends geographically past its local area and gets to the whole region.
[bookmark: _Toc167140757]Consistent Service Quality:
Providing consistently to-notch guest experience for all the hotel divisions becomes the second line of defence that works for the Terrou-Bi Hotel. Our review has focused on deficiencies identified in the various departments of the hotel and this is what we believe to be effectively tackled by general staff training and development, the setting up of the clearing service standards as well as improved interdepartmental coordination. Through investing in its staff growth and enhancement, Terrou-Bi can build up a climate of service excellence which will affect every part of the conference of the customer. It is about performing a comprehensive analysis of HR training programs and employee participation initiatives in the hotel and, thus, finding places where improvement can be achieved. By the study of all this information, Terrou-Bi has to create and share the training programs which include not only technical abilities (represented by the front desk operations, and housekeeping procedures) but also personal, such as communication, problem-solving, and emotional intelligence. The courses must be highly intensive and frequent to provide an even level of training. All departments must participate to ensure consistent quality service and a shared understanding of brand value and service standards. On top of the training program, Terrou-Bi will have to efficiently implement a common code of conduct consisting of a service standard manual that ensures that all staff will act in the right way and to the best of their abilities. Besides, the above-mentioned norms should be developed in close cooperation with employees to make sure that they are realistic, relevant and in sync with the hotel brand values, promises and guests' expectations. 
[bookmark: _Toc167140758] Recommendations and Implementation:
To address these key challenges and drive the Terrou-Bi Hotel's long-term growth and success, we have developed the following strategic recommendations:
 
1- Rename the Terrou-Bi Hotel as the Sustainable Oasis by moving its website to a new platform and updating the image with a modern design to improve the brand image and online presence. The comprehensive plan of action in line with the abovementioned brand strategy should consist not only of developing a brand new modern logo, colour palette and overall visual identity but also of a complete website redesign offering upgraded functionality, updated content and better online visibility.

2- An all-encompassing MICE (Meetings, Incentives, Conferences, and Exhibitions) marketing program, better sales and operation planning, and the mapping of prices and packages to increase occupancy rates of the hotel's conference and event facilities should be put in place. Such a 360-degree strategy should concentrate on increasing the visibility of Terrou-Bi promoting their MICE offerings, providing hassle-free services to the customers and ensuring that the event spaces of the hotel are top of the competition in the local and regional market.

3- Conduct an in-depth analysis of the staff training and employee engagement to establish service standards and make the interdepartmental coordination to provide guest experiences across all touch points excellently throughout all travel. The Terrou-Bi can make its workforce thrive and active by investing in this same process, because of which the culture of great service can be seen in every interaction between the marketers and customers.
[bookmark: _Toc167140759]Action Plan:
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date 
	Planned Budget

	1
	Poor external signage, brand image, and outdated logo
	To find a branding agency to design a new logo, colour scheme, font and visual identity system for the organization that would be appropriate for the target audience, and would make the organization different from the competitors. Redo the outlines and the interiors of all the signages to give a comprehensive and unique identity to your brand.

	Establish a modern, visually appealing brand that enhances customer recognition and perceptions. Improve visibility and wayfinding through the new signage.
	6 months
	31/12/2024
	$150,000

	2
	Underutilized conference and event facilities
	Put together and implement a whole MICE (Meetings, Incentives, Conferences, and Exhibitions) marketing strategy that comprises targeted broadcasting, publicity campaigns, and the creation of customized event content. Enhance the communication and coordination between sales and operations teams to have the customer experience done in one piece.
	Increase awareness and bookings for the organization's conference and event spaces, maximizing revenue generation from this revenue stream.
	9 months
	31/03/2025
	$200,000

	3
	Inconsistent service quality across departments
	A complete evaluation of the already existing training programs for the staff and engagement programs for the employees. Outline and launch a well-rounded training program comprised of both technical and soft competencies. Set up distinct service standards and increase interdepartmental collaboration to make a truly unbeatable customer experience constantly.
	Foster a culture of service excellence, with empowered and motivated employees delivering consistently high-quality experiences to all customers.
	12 months
	30/06/2025
	$250,000



[bookmark: _Toc167140760]Conclusion:
The conclusion states with confidence that the proposed strategic initiatives are going to guarantee the sustained growth of Terrou-Bi Hotel in the Senegalese market. As a result, it captures the consultants’ appreciation for the given chance, determination to provide implementation support, and confidence that the consultants’ expertise will bring the hotel further in the local and regional hospitality market.
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2. [bookmark: _Toc167140761]Introduction
The Terrou-Bi Hotel is a classy 5-star luxury resort that is situated on a magnificent stretch of Dakar's coastline. Launched in 2010, the seafront hotel comprises 185 spacious accommodations and suites as well as a birds-eye view of the Atlantic Ocean (terroubi.com, 1996). The Terrou-Bi incorporates both modern style and traditional Senegalese elements. This is the most effective approach to make the guests feel the essence the high-grade hospitality.
Along with luxury lodgings, the resort also ascribes itself, by all means, with a vast selection of amenities, facilities, and the like. The hotel also has an array of restaurants where guests can try a variety of local to international cuisines that are all served faultlessly. The Terrou-Bi, not only includes large conference and event venues but, which are also able to function as arenas for different social and corporate events. The hotel has a Siberian hamster in a spa, a fully-fitted gym facility as well as an Olympic-sized, sea-view swimming pool to ease the mind during leisure hours (terroubi.com, 1996). This five-star hotel has an edge over other hotels in Senegal because of its prime beachfront location. Besides catering for the tourism business, it has become the preferred luxury destination for discerning clientele. The leadership team of Terrou-Bi has chosen our consulting firm, [Africa Hospitality Consultants], to perform a deep analysis of the present situation and to make some strategic suggestions, to help the company maintain a strong position in the market and a high level of competitiveness (Africa Hospitality Consultants, 2020). As the leading and experienced hospitality consultancy with wide-ranging expertise in the African market, we are well placed to effectively work with the Terrou Bi hotel on a one-on-one basis on identifying the main challenges in the hotel and proposing adapted solutions to resolve them. Conducting a thorough analysis of the Terrou-Bi, the industry at large, and the strategic frameworks/theories to be used will be the initial and most important step in the development of a business plan for the new organic food business. To begin with, the PESTEL framework (political, economic, social, technological, environmental and legal) will be employed to evaluate the major macro-environmental factors such as the political climate, economic conditions, social aspects, technological trends, environmental issues, and regulations governing the hospitality industry in Senegal that guide the operations of Terrou-Bi. This will enable the determination of the external factors of the hotel that the hotel should be concerned about (terroubi.com, 1996).
The next step will be carrying out a SWOT analysis, which will help to establish Terrou-Bi's internal strengths, weaknesses, and in the market outside, its opportunities and threats. This model will help achieve a clear perception of the hotel's competitive advantage, the strategic position of the hotel and the areas requiring a strategic shift.
Having the PESTEL and SWOT analyses as the precursor, we will use the TOWS matrix to create a set of strategies that can be put into practice and that can help to develop Terrou-Bi’s strong points, eliminate the weaknesses, seize the available opportunities and lessen the dangers (O’Brien and Meadows, 2013). This approach will thus ensure that our recommendations are holistic, where they match with the objective of the hotel and are specific to the questions and circumstances that the hotel faces. Through the utilization of the above-mentioned strategic frameworks, our consultancy team is sure to have an efficient and effective analysis of Terrou-Bi’s current state and also the broader industry context. The analysis shall lay a solid foundation for the development of a strategic plan that will propel the hotel to greater heights, and ensure its competitiveness, and desirable long-term success.
3. [bookmark: _Toc167140762]Analysis
We, Africa Hospitality Consultants, have examined the Terrou-Bi Hotel, from a comprehensive and critical standpoint, and we have acknowledged several areas of challenges that have a direct hit on the performance as well as the competitiveness of this hotel in the Senegalese tourism market (Buttrick, 2013). These topics are related to the hotel's brand images and online presence, the utilization of the conference and event facilities and the apparent lack of consistency in the service delivery to the guests.
[bookmark: _Toc167140763]Brand Image and Online Presence:
Brand perception is the other main issue we have spotted; a hotel's mapping and web appearance are failing to show effectively that the hotel has a host of new facilities and is of very high standard (Burnes, Hughes and By, 2016). The web design of the hotel seems to be from the past and it is very evident that it does not match the state-of-the-art visual appeal and the intuitiveness of the navigation that a 5-star luxury resort of today's standard is supposed to have.
[bookmark: _Toc167140764]Key issues:
· The visuals, colour scheme and web design that the website represents are very outdated and far from what one would perceive to be the contemporary elegance of the hotel (Johnson et al., 2020). This unconventional situation where the "online" experience is radically different from the "offline" experience is likely to spoil any first impression that potential guests might have had of the hotel and, in the long term, it will adversely affect the brand positioning of the hotel.
· The web site lacks optimization for mobile devices, the reason why the hotel`s customers, constituting a substantial share of the target market, are offered with poor user experience (Mavridopoulou and O’Mahoney, 2020). In the age and day of digital environment where the majority consists of travellers who almost depend on their cell phones, tablets etc. to do the research as well as book their stay, this lack of responsive design can greatly restrict the hotel's ability to interlock as well as convert their numerous mobile-first guests.
· The website does not provide comprehensive details about the hotel's amenities, services, and local attractions (O’Mahoney, 2021). Nor does it feature a robust gallery of high-quality visuals to immerse potential guests in the Terrou-Bi experience. 
· The content on the website and metadata are not optimized for search engines, limiting the hotel's online visibility and discoverability (Kipping and Clark, 2012). In an increasingly competitive market, where travellers rely heavily on search engines to research and book their accommodations, this oversight can significantly impact the Terrou-Bi Hotel's ability to attract new, high-value customers.
It can be expected that some of the digital gaps at Terrou-Bi Hotel such as the low website traffic, the decline in direct booking and lack of attracting new high value customers who are highly dependent on online search and booking platforms while selecting their luxury travel destinations (Kotter, 2012) might be making a contribution to this increased problem.
[bookmark: _Toc167140765]Underutilization of Conference and Event Facilities: 
Another difficulty for the hotel, Terrou-Bi, is that the conference and event rooms, with a very large area at its disposal, (Noordzy, 2014) remain underutilized. Whether for a meeting, a ballroom or an outdoor venue, the hotel features enough types of sceneries to host any type of businesses and social-functional conveniences. Notwithstanding, the outcomes of our investigation evidence that the productive capacity of the establishments is by far not fully unlocked by the managers, which translates into missed revenue opportunities.
[bookmark: _Toc167140766]Trends:
The hotel is currently suffering a huge decline in bookings for its conference & event spaces with the major decline being in the case of daytime and off-peak seasons (Subramaniam et al., 2011). The figure above indicates that although Terrou-Bi has placed all the best amenities for the MICE market, it seems to be not generating desirable revenue streams or is probably failing to leverage this market well. Besides that, it is obvious that they lack direct customers, such as corporate event planners, association organizers, private ceremony planners, and marketing and promotional efforts aiming to attract these groups of customers (Newton, 2019). If this particular Terrou-Bi Hotel does not have a well-defined strategy to effectively reach out and engage these key stakeholders then it perceives many of the valuable chances of boosting the bookings and the utilization of its conference as well as event facilities (Baron and Armstrong, 2007). Furthermore, during our review, the hotel sales and marketing department did not have much coordination to form attractive MICE packages and ultimately put the hotel on top of the attraction business. This compartmentalization approach that the hotel industry takes about its conference and events menu, is likely to hamper the ability of Terrou-Bi to come out with a convincing and integrated idea of what makes them the best hotel for their target market within the entire local and regional MICE market (Brierley, 2006). Hence, our assessment finds that the hotel's approach to its pricing and package structures for conferences and events is not well-thought-out about booking and retaining profitable clients. Contrasting the services and products of the Terrou-Bi with those of the competitors allows us to point out where we can improve the hotel’s price structure into one that will be more popular with the consumers and, thus, profitable.
[bookmark: _Toc167140767]Inconsistent service quality:
As for the last key challenge noted within our analysis, it is observed that there are various disruptions in the quality of guest service delivery across different departments and touchpoints of Terrou-Bi Hotel (Johnson, 2005). The hotel usually does well in the numerous service metrics, however, based on our findings, we have several uneven-quality service issues which are majorly affecting customer experience.
[bookmark: _Toc167140768]Different Levels of Training and Engagement of the Staff: 
One of the particular problems encountered is that the level of staff training and engagement can be different at the hotels, and as a result, the guests can get different answers from staff members (Whittington, Molloy and Development, 2005). The absence of a well-connected and professional workers team can cause confusion, irritation, and substandard guest experience. 
[bookmark: _Toc167140769]Lack of Coherent and Uniformly Effective Service Standards: 
On the other side, a disordered and inconsistent service standards application procedure across the hotel's several departments was also discovered by our analysis (HBR, 2019). These variations can be among the teams in the provision of different levels of service that would lead to a disorganized and uneven experience for guests that eventually destroy their trust and satisfaction with Terrou-Bi.
[bookmark: _Toc167140770]Insufficient Communication and Coordination of the Departments:
We have witnessed several instances of ineffective communication and lack of coordination within the departments of the Terrou-Bi hotel resulting in prolonged delays, misunderstandings and aggravations for the customers (Delery, 2019). This organized manner of service delivery can be a source of ineffectiveness and unresponsiveness of the hotel's operations, which, in turn, may constrain a guest's experience during their stay (Delery, 2019).
Staffing Issues and Irregular Staffing Models during Surge Periods
Our research demonstrated that the hotel had understaffing and obsolete scheduling during peak hours which resulted in long waiting times and a decrease in attentiveness (Budhwar and Wood, 2019). There is usually a gap between the demands of an individual who is a guest and the resources available which results in a perceived shortage of personalized service. This deficit contradicts the luxury brand promise of Terrou-Bi.
[bookmark: _Toc167140771]PESTEL Analysis:
To fully appreciate the broader setting that Terrou-Bi Hotel is operating in, we have undertaken a comprehensive PESTEL analysis, which involves the identification of crucial political, economic, social, technological, environmental, and legal factors that affect the hospitality industry in Senegal (PESTEL, 2018).
[bookmark: _Toc167140772]Political:
Senegal is generally regarded as a politically stable country with a democratic system of government that has provided a favourable environment for the tourism and hospitality sectors to thrive. Nevertheless, the current COVID-19 pandemic has caused several travel restrictions and lockdowns that have negatively affected the industry`s situation.
[bookmark: _Toc167140773]Economic:
Senegal's economy is predominantly agricultural, fishing and tourism-based, with the country enjoying modest economic growth in the past years. In 2021, the GDP per capita was $1,570. Nevertheless, the pandemic-associated fall in tourist arrivals has hurt the revenue and performance of the hospitality industry.
[bookmark: _Toc167140774]Social:
Senegalese culture is mainly about tradition and hospitality. Visitors often name the warmth and friendly features of the local people as an attraction factor. On the other hand, however, socioeconomic disparities and lack of infrastructure in a few places may be a problem in the tourism sector.
[bookmark: _Toc167140775]Technological:
The Senegal government has used a good portion of its budget on digital network facilities including high speed internet and mobile connectivity. This also makes it easy for the hotel to firm up its online presence and provide the guests with more technology-driven solutions.
[bookmark: _Toc167140776]Environmental:
The coastline and equatorial climate of Senegal, on the other hand, increases its exposure to the effect of climate change which include higher sea levels and more extreme weather conditions. Sustainability and environmental stewardship are essential tools for Terrou-Bi Hotel to stay among top notch resorts.
[bookmark: _Toc167140777]Legal:
The Senegal legal framework consists of laws that define among other things, hotel licensing, taxation, and labour laws for the hospitality industry. Terrou-Bi Hotel in Ecuador shall comply with all the legal requirements to be exempted from any fines..













[bookmark: _Toc167140778]SWOT Analysis:
	STRENGTHS
	WEAKNESSES 

	· Panoramic ocean views and beachfront location.

· Best rooms, restaurants, spa, etc.

· A powerful brand reputation as an exceptional 5-star luxury resort.

· Experienced and well-trained staff.
	· An outdated and uninspired website and online presence.

· Poor utilization of conference and event rooms.

· Service quality inconsistency across various departments.

· Narrow marketing and advertising activities.

	OPPORTUNITIES
	THREATS

	· The increase in the number of luxury travellers for leisure and business needs in Senegal.

· Development of MICE (Meetings, Incentives, Conferences, and Exhibitions) market.

· Rising attention to green and responsible tourism activities.

· Exploiting digital technologies to improve the guest experience.
	· Long-term impact of COVID-19 on the tourism industry

· Intensifying competition with other luxury hotels and resorts in Dakar.

· There could be disruptions from political, economic, or social unrest in the region.

· Climate change and its influence on coastal tourism destinations.



























[bookmark: _Toc167140779]TOWS Analysis:
[bookmark: _Toc167140780]Strengths-Opportunities (SO) Strategies:
· The hotel is going to follow its well-known brand name as well as the quality of the facility to attract more tourists both on a business and leisure trip to Senegal, which will especially be of use during the increase in the existing demand for luxury travel in the region.
· Aim at making the hotel green campaigns and sustainability projects better known in order to answer the rising interest of tourists for responsible tourism and thus enhance Terrou-Bi's position as a luxury property.
· Through the use of the hotel's digital infrastructure and the technological capabilities that come with it, the guest experience can be optimized and Terrou-Bi's online presence and marketing strategies can be improved, thus ensuring its competitiveness in the market.
[bookmark: _Toc167140781]Strengths-Threats (ST) Strategies:
· Differentiate the brand Terrou-Bi from its competitors by highlighting its beachfront location and personalized service, for the hotel to remain the preferred option in a market with increasing competition.
· Develop strong crisis management and business continuity processes to respond to possible political, economic, or social instability in this region, which otherwise could jeopardize the tourism sector.
· Invest in climate-resilient infrastructure and sustainability measures to tackle challenges posed by climate change. These will secure the hotel's position in the coastal tourism destination in the long run.
[bookmark: _Toc167140782]Weaknesses-Opportunities (WO) Strategies:
· Implement a full-blown rebranding and website revamping process to upgrade its image and highlight its offers to both leisure and business travellers, taking advantage of the rising demand for such services.



4. [bookmark: _Toc167140783]Recommendations and Change Management
Based on the comprehensive study of the Terrou-Bi Hotel's problematic factors, the consulting agencies, namely Africa Hospitality Consultants, have put forward strategic recommendations aimed at eradicating the property's key challenges. Our suggestion is about the hotel´s brand and digital modernization, the upgrading of the position as concerns the conferences and events, and the guarantee of always the best quality for our guests.
[bookmark: _Toc167140784]Brand Image and Online Presence:
To restore the brand image of Terrou-Bi Hotel and its online presence, the management should start with a complete rebranding and web overhauling of the hotel. This all-encompassing strategy targets to convert the Terrou-Bi Hotel into the preferred luxury vacation spot in Senegal by emphasizing the new hotel amenities, outstanding service, and distinguishing character to tourists, business-class guests, and those who seek to pamper in style.
[bookmark: _Toc167140785]Rebranding and Redesign:
The foremost step in this process would be to hire a prominent branding agency that conducts a comprehensive examination of Terrou-Bi's visual identity, marketing messages and general branding that Terrou-Bi is known for. This evaluation shall be done correctly by doing thorough research into the hotel's target audience, its competitors, and the industry trends to see where the chance for differentiation and improvement is.
The agency will prepare a new up-to-date brand strategy that will perfectly match the Terrou-Bi Hotel's way of presenting luxury offers, one-of-a-kind character, and provision of great service. These may consist of developing a new logo, colour palette, typeface and overall brand image that reflect the hotel's vision while they connect with the selected buyer.
Subsequently, the new hotel brand should be established, thus after that, the hotel website should undergo a complete redesign. The renovation process must include the application of a fresh and aesthetically pleasant design; the introduction of crisp quality shots/imagery and videography that would truly bring the property to life; and the implementation of an effective navigational framework that would live up to the ever-increasing expectations of the modern traveller. Along with the website, it should be designed with must-have information regarding the rooms, facilities, services and nearby places to foster the taste of the Terrou-Bi guests.
[bookmark: _Toc167140786]Search Engine Optimization:
Besides revising the website, the hotel has to realize a systematic approach to search engine optimization (SEO) to improve its ease of access and visibility. This must be an A to Z content and metadata audit followed by the implementation of the best on-page optimization practices, search engine optimization optimization, and link building. The SEO campaign needs to know exactly which keywords would be related to our hotel and travel industry we belong to, as well as the search queries and user groups looking for those. Other techniques, such as page optimization for luxury accommodations, conference and event venues, and Senegalese tourism, as well as a content marketing plan to display the hotel's outstanding features and local tempos, are also included. The implementation of these steps will provide a solid foundation for the hotel as it seeks to re-brand, modernize its digital presence and target a group of more valuable leisure and business travellers.
[bookmark: _Toc167140787]Change management:
To get a streamlined transition at the time of the new branding and website renovation, the hotel management needs to implement change management practices that are proactive. Such a strategy should necessarily involve a multi-tiered approach that focuses on the main issues of the communication, that is clear and transparent, comprehensive training, and the implementation of feedback mechanisms to address any hindrances or challenges during the whole process.
First and foremost the management team should ask all the company's staff, beginning with the front-line employees to the executive leadership, to be fully aware of the brand revitalization initiative, its objectives and what it what it the best idea. This should contain an open dialogue that will comprise regular briefings, informational sessions, and update meetings. This will ensure everyone is well-informed and engaged as the project progresses. The communication plan will mainly highlight the strategic importance of the rebranding and revamping of the website to the hotel brand and also its contribution to the better positioning of the hotel and its competitiveness.
As well as open, clear and transparent communication, the hotel should allocate enough funding for rigorous training programs that will thoroughly train all staff. Along, with this training should incorporate the logos or the visual elements together with the message and the core values that make up your brand. The employees should get acquainted with the interface and functionality of the newly designed website as well as with any possible changes in the standard operating procedures that may come about as a result of the overhaul.
The hotel should equip its staff with the professional and technical expertise needed for them to be well-prepared for the transition. This will not only convey a message of confidence and empowerment to the staff, but it will also reduce possible reluctance or uncertainty during the implementation of the green practices.
The Terrou-Bi Hotel should put more into the transition by including some feedback mechanisms like staff surveys and focus groups. These channels will empower the employees to air their grievances, share their experiences and give suggestions on what should be improved to have a prompt response to any difficulties or discomforts that are brought to the attention of management. In addition, the hotel should involve the employees in the decision-making process and ask for their input and feedback on the concrete actions and strategies to be used. If he/she does this, he/she will be convincing the employees of the actual intention to meet their needs and requirements. The employees will feel like part owners of the brand revitalization process. Using this progressive change management system, which involves, carefully considering all communication, training and staff engagement issues, Terrou-Bi Hotel will be able to make the transition period due to the rebranding and the website development run smoothly. Through understanding and dealing with the issues and difficulties of employees at a satisfactory level, the hotel can efficiently reduce resistance and create a devoted, cooperative team with a shared vision of the successful implementation and long-term existence of the brand transformation.
[bookmark: _Toc167140788]Consistent service quality:
To tackle the inconsistencies in guests' services received from the department, it is highly recommended to initiate an all-around service quality control program which will concentrate on staff training and development, the creation of clear standards and the establishment of inter-department cooperation. This multileveled approach seeks to create a culture of superior services and to ensure the traditional personality of each guest interaction meets the hotel's standards of best hospitality.
[bookmark: _Toc167140789]Staff Training and Engagement:
The first step of this process should be to extend a wide-ranging evaluation of the current staff training programs and employee engagement activities that the hotel puts into effect. This thorough review has to be extensive as it should contain the integrated facts from various categories, such as employee surveys, performance reviews and guest feedback linked to services to pinpoint the root causes of service quality inconsistencies across Terrou-Bi's different departments.
Based on the results of this assessment, the hotel should develop and implement a complex training course that includes technical and soft skills such as front desk techniques, housekeeping procedures, communication, problem-solving, and emotional intelligence. The said training ought to be applied consistently in all departments so that their service delivery will be collaborative and the establishment's brand values and service standards are well understood.
To complement this, Terrou-Bi employees' engagement and empowerment should also consider the creation of recognition programs, professional growth opportunities, and the adoption of regular feedback mechanisms. Through the development and well-being improvement of its employees' skills, the hotel can instil in them a culture of excellence and a personal touch, where employees will be treated as valuable assets, and encouraged to deliver outstanding experiences to every guest.
Overall service quality improvement strategy that staff knowledge, skills and tools needed to exceed guest expectations should be in harmony with training and engagement initiatives, with the operative should like this background. Periodic evaluation with further feedback systems has to be administered to check the effectiveness of the training programs and furnish them with any needed adjustments to ensure their continuing relevance and effect.
Staff development as well as creating a working environment that will applaud and reward employees who give their all in the line of duty should be among the mandates of Terrou-Bi Hotel. The staff should become the brand ambassadors and active contributors to the hotel service excellence objectives. As a result, the frequent rounds of similar events would lead to more consistent and memorable guest experiences, and Terrou-Bi would be widely perceived as one of the best luxury destinations in Senegal.
[bookmark: _Toc167140790]Establishing Service Standards:
Simultaneously with staff training and engagement projects undertaken, the Terrou-Bi Hotel should take a stance on clearly defining and successfully applying service standards that will be consistently followed by staff employees without ambiguity, i.e. the expected behaviours and performance levels of all staff members should be declared. The standards should not be made in isolation. The employees should be closely involved as they will be the ones performing the work to ensure they are achievable and relevant to the hotel's advancement, values and guest expectations.
The service standards will be based on multiple touch-points of the guest as demonstrated by their responses starting from the reservation to the check-in process, the quality of the accommodations and dining experience, as well as the departing procedures. The Terrou-Bi can set a complete criterion for the delivery of guest service by making everything from room check-in to the last farewell one bundle of perfection and high quality. Hereafter the customer service standard should be clearly explained to all staff members, coach them for this type of service and provide feedback constantly. Finally, the performance appraisal system will be used to keep track of the standards being followed by the staff. To evaluate the adherence to the standards and to get feedback on alterations, regularly evaluated processes and audits should be done, enabling the organization to refine and improve its services along the way.
[bookmark: _Toc167140791]Improving Interdepartmental Coordination:
To address the problems observed in the case of the Terrou-Bi Hotel as regards the lack of communication and coordination among the various departments, the management needs to implement strategies that will encourage greater collaboration and easier flow of information. It is feasible to establish regular cross-departmental meetings, create and adopt shared technology platforms (e.g., a centralized guest database, task management system within and across departments), and designate interdepartmental liaisons to enhance coordination between departments. The Terrou-Bi can only achieve the full alignment of all staff members on service operations excellence objectives and equip each staff member with the necessary information and resources through the removal of departments' barriers and the establishment of an integrated service approach, which will ensure consistent delivery of an exceptional experience to every guest. Moreover, this will create a platform for smooth interdepartmental coordination which will facilitate detection of any gaps and inconsistencies. Therefore, the hotel will be able to identify and address the problem and refine its operations. The key factor affecting the long-run prosperity of the Terrou-Bi Hotel will be the comprehensive implementation of a service quality improvement program, comprising staff training and engagement, the development of clear service standards, and cooperation between departments. Through its staff empowerment initiatives, creation of a culture of high performance, and provision of flawlessly guest-oriented services, the hotel can build on its reputation as the leading luxury destination in Senegal thereby maintaining a loyal customer base.
5. [bookmark: _Toc167140792]Action plan
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date 
	Planned Budget

	1
	Poor external signage, brand image, and outdated logo
	To find a branding agency to design a new logo, colour scheme, font and visual identity system for the organization that would be appropriate for the target audience, and would make the organization different from the competitors. Redo the outlines and the interiors of all the signages to give a comprehensive and unique identity to your brand.

	Establish a modern, visually appealing brand that enhances customer recognition and perceptions. Improve visibility and wayfinding through the new signage.
	6 months
	31/12/2024
	$150,000

	2
	Underutilized conference and event facilities
	Put together and implement a whole MICE (Meetings, Incentives, Conferences, and Exhibitions) marketing strategy that comprises targeted broadcasting, publicity campaigns, and the creation of customized event content. Enhance the communication and coordination between sales and operations teams to have the customer experience done in one piece.
	Increase awareness and bookings for the organization's conference and event spaces, maximizing revenue generation from this revenue stream.
	9 months
	31/03/2025
	$200,000

	3
	Inconsistent service quality across departments
	A complete evaluation of the already existing training programs for the staff and engagement programs for the employees. Outline and launch a well-rounded training program comprised of both technical and soft competencies. Set up distinct service standards and increase interdepartmental collaboration to make a truly unbeatable customer experience constantly.
	Foster a culture of service excellence, with empowered and motivated employees delivering consistently high-quality experiences to all customers.
	12 months
	30/06/2025
	$250,000


6. [bookmark: _Toc167140793]Conclusion
A comprehensive analysis done on the Terrou-Bi Hotel has highlighted several key areas where strategic improvements can be effected to boost the property's brand image, optimize the use of its conference centre, and ensure a consistently good experience for the guests.
The rebranding and website remake recommendations give a way for the hotel to make its visual identity look up to date, enhance its online presence, and highlight its competitive advantage in the right way to potential clients. By contracting with a reliable agency that specializes in the new and aggressive branding strategy for the Terrou-Bi, it is possible to position the destination in Senegal as a first-class luxury facility that will attract a diverse set of business and leisure tourists.
The MICE market is a complementary source of revenue that is poorly utilised in the hotel's conference and event spaces. The proposed MICE-focused marketing and sales strategies, enhanced by refined pricing and packages, offer a comprehensive approach for achieving a fill-rate improvement and consequently increased revenue generated from this source. Through the delicate collaboration between the sales team and the operations team, Terrou-Bi ensures it presents a coherent and attractive proposal to its prospective MICE clients, making the booking and event planning operations smooth.
Among other things, staff training and development should be comprehensively done to achieve consistency in guest service delivery. Setting clear standards of service and coordinating across the departments are also vital to creating a culture of excellence that will be evident in every facet of the customer experience. Through the workforce empowerment and workforce engagement strategy, the hotel can guarantee that the level of hospitality services is up-to-date and at all times reflects the high standards of Terrou-Bi. On behalf of Africa Hospitality Consultants, we are pleased to extend our warm regards to the management and staff of Terrou-Bi Hotel. Thank you for accepting our proposal to carry out this holistic study and plan for strategic change. It is our deep honour that the owner placed their confidence in our hands to assess the current challenges and opportunities. We assure you that the suggestions in this report will play a vital role in the hotel‘s continual progress and success. Following the entire time we spent together, our group is thoroughly impressed by the commitment the Terrou-Bi management and personnel implement. Their provision of extensive information, the inculcation of on-site visits, and the querying of them in a beneficial dialogue have been the best part of the development of this report. We wish for the Terrou-Bi Hotel to find the case analysis and the approaches presented in this report noteworthy and helpful accordingly. We stand by and we will be there for you for any further advice and assistance that might be needed to implement such recommendations. This opportunity also looks very attractive in terms of the emergence of any of the future and many projects that might be possible.
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