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[bookmark: _Toc119780618]Executive Summary 
This report is for Solberri hotel, a publicly-traded company that owns and operates several luxury hotels throughout the Caribbean. The collection includes 12 resort hotels located around Europe. Starting in the 1980s, it ran smoothly until 2003. Yet, it experienced losses between 2005 and 2006. Solberri made several strategic adjustments to the hotel's infrastructure, such as raising room rates and beginning a restoration project, to address the issue. The situation has greatly improved due to these measures, and it is anticipated that substantial funds will remain at the end of the current fiscal year. Major issues in human resources are causing the hotel chain significant difficulty at the moment. Table 2 in the report includes a SWOT analysis that highlights these issues. With the help of management software, Solberri can better understand the situation at hand, achieve its revenue targets, boost its stock value, and satisfy its consumers. Due to its many difficulties, Solberri is making slow progress toward its aims.
Tourism and travel are huge, complex industries (Gooroochurn & Sugiyarto, 2005, pp.25-43). In addition, this industry has a great deal of challenging competition. Hotels with well-known brands differentiate themselves from one another by the superiority of the experiences they provide their guests. The concept of a "package holiday" emerged in the 1960s and soon gained momentum in several locations (Walton, 2009, pp.783-793). There have been many developments and enhancements to the tourism industry since then. People's vacation planning practices have evolved significantly since the turn of the millennium. Because more and more people are making reservations via the internet. Holiday visitors are getting more selective, and there are many ways for them to learn about the services offered by a hotel before deciding to book a room. The temperature, amenities, cost, and general comfort of a hotel all play a factor in determining where a traveler stays in Europe (Portolan, 2013, pp.74-82). There are typically many more visitors during the high season, with special events and holidays. The months of May through September constitute Europe's high season. There are many hotel chains worldwide, and each varies in how much they provide in the way of convenience based on the standard "star" grading system (Rhee & Yang, 2015, pp.576-587). A common amenity offered by many hotels that cater to tourists is the opportunity to partake in various sports and explore the resort's surrounding area (Wall-Reinius et al., 2021, pp. 28-46). Golf courses and numerous water sports are common features. Resort hotels are a special category that typically offers their guests greater facilities and services. Resort hotels are increasing in popularity all over the world (Torres, 2002, pp.87-116). These resort hotels may be found worldwide in tourist hotspots, designed specifically for guests' comfort and convenience. The hospitality industry depends significantly on its workers and the information technology systems it has in place to provide the level of service that customers expect from hotels (Shaw et al., 2011, pp.207-214). As fewer people booked flights in 2001, hotels attempted to differentiate themselves from the competition. Most people still use reputable travel firms to organize their trips in Europe, despite the growing popularity of making direct hotel reservations either in travel agent stores or on travel agents' websites.
The number of guests and positive feedback from Solberri's regular customers dropped. There were operating losses for the fiscal year ending in September 2006. Over 60% of reservations were made through travel agents. 9 percent or so of previous customers returned for booking. After extensive market research, the Board of Directors at Solberri decided that new rates were necessary. The new rates are competitive with other resorts offering similar "all-inclusive" packages. Clients will not be charged additional fees unless they participate in optional activities or receive specialized treatments. On the other hand, customers are expected to bring in additional funds for spa services. The 12 Solberri hotels are categorized into three distinct "tiers" based on their range of services. Two hotels, now rated "Superior," will undergo renovations during the offseason of 2022 and 2023. Accommodation rates can be as much as 45 percent cheaper if customers travel at a time other than the peak of the busy season. Spa services are an increasingly sought-after amenity, according to market studies. Solberri's "Premier" hotels spent a combined 6 million Euros on renovations during the 2022–2021 off-season. The massive upgrades to the spa facilities resulted in massive increases in sales. Each hotel must make unique capital enhancements to support the spa's operations.
This report also focuses on two different ethical concerns. Staff mistreatment which, on average, senior executives and key managers put in more than sixteen hours of hard work each day. Solberri raises the ethical issue of underpaying workers who are diligent in their tasks. They don't have enough managers, so it's unlikely that the amount of work they have to do will go down quickly. This means the hotel must double down on its efforts to compensate for the lost time. When solving this issue, Soberri needs to hire more elites, which means they need to hire more long-term employees. The other issue of concern is how tips were given out. When Solberri added up all the tips and gave them to the staff, it raised questions about how fair and clear the process was, which are both important parts of making ethical decisions.






[bookmark: _Toc119780619]Introduction 
Solberri is the name for a group of resort hotels that are spread out across Europe. Richard Berriman founded the company in the mid-1980s. Both of the original Solberri hotels were constructed on different sides of the Mediterranean. The two Solberri hotels have received high marks for their accommodating staff and convenient locations. At the close of the 1980s, the two Solberri hotels had become the benchmark for which many of the world's leading hotel brands strived. After the success of its first two hotels, Solberri was able to expand. This allowed the company to expand into the hospitality industry. This success paved the way for the development of additional resort hotels, which provided guests with access to activities and services such as golf, water sports, spas, and even beauty salons. At these hotels, guests could select from a wider variety of accommodation types (Scott, N., Laws, E. and Boksberger, P., 2009, pp.99-110). Given the organization's rapid expansion, more funding is urgently required. The only source of funding for the company is loans which seems to be unsustainable in the long term due to fluctuations in interest rates. The company's stock was listed on a European stock exchange in 1998, at which point it may be bought and sold by the general public. Starting with just two hotels with fewer amenities, the Solberri company expanded to eleven resort hotels by the end of the year 2000. These 12 hotels are spread throughout several countries in Europe. All of these locations are near the coast of the Mediterranean Sea. People back then considered the 10 hotels that make up the Solberri resort to be some of the best in all of Europe. The company has a regular plan for remodeling and invests in new buildings so that it can keep up with the high standards its customers have come to expect.
Solberri uses three main roads to serve the industry.  The "holiday package" option provided by a travel agency is by far the most popular way for customers to make reservations (Munar & Jacobsen, 2013, pp.1-19). The customer pays one upfront price that includes all airfare and lodging directly to the hotel. The commissions earned by Solberri from sales made through travel agents are lower than those earned from sales made directly through the company's website. This is because the agreed-upon discount is deducted from the payments made to the travel agency. A new customer interested in making a reservation visits the Solberri website. This is mostly influenced by Solberri's advertising, where these customers are ultimately responsible for reserving their own flights. Regular guests of Solberri save money by reserving their rooms directly with the hotel or using the hotel's website. During the fiscal year that concluded in September 2007, over 60% of reservations were made through travel agents. New consumers placed about 30% of their orders directly with Solberri. 9 percent or so of previous customers returned for more. The number of outside guests that booked a room was relatively small.
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From 2003 to 2005, it was clear that the Solberri hotel chain had become too comfortable. The number of guests and positive feedback from regular customers dropped. The top management were confident that it would maintain its profitable trajectory and expand into new markets. The previous CEO left the company in early 2006 after the first annual deficit was recorded in 2005. There were operating losses for the fiscal year ending in September 2006. A new CEO was appointed at Solberri in September 2006, that is, Johan Alnetti.
[bookmark: _Toc119780621]Price changes of May 2007
Although the Board of Directors recognized the importance of increasing Solberri's guest count, previous management had been reluctant to adjust room rates. Johan Alnetti and Richard Berriman collaborated closely when Alnetti initially started working for Solberri in an effort to increase bookings at the company's hotels. More and more hotels in the Mediterranean region begun providing all-inclusive rates in the past decade. Thus, customers booking a hotel room, would have an offer of all-inclusive rate, where the room rate already included food, drinks (both alcoholic and non-alcoholic), and sometimes even activities (McAllister, 2014, pp.161-179). Location and quality of amenities are two of the main factors in determining a room's cost. This plan also counts on there being a couple in residence. Clients will not be charged any additional fees unless they choose to participate in optional activities or receive specialized spa treatments.
The Board of Directors at Solberri decided after extensive market research that new rates were necessary before the busy season began in May 2007. The new rates are competitive with those of other resort hotels offering similar "all-inclusive" packages. It has also contributed to Solberri's rise to prominence as one of Europe's preeminent "all inclusive" hotel resort brands. Johan Alnetti and Piers Lui settled on which hotel services would be included in Solberri's "all-inclusive" tariff and which would be available for an additional fee in May 2007. Hotels in the Solberri series, for instance, all provide extensive spa facilities and a menu of therapeutic services. The amenities include swimming pools, hot tubs, saunas, and steam rooms (Elshaaer & Elsayed, 2016, pp.167-182). These spa services are included at no additional cost. Customers, on the other hand, are expected to bring in additional funds and pay for any spa service that necessitates the assistance of highly educated and professional employees (Humphreys, 2014, pp.29-54). These spa services are in high demand among customers because of their popularity. There is a vast variety of sports available in Solberri, many of which have financial potential (Peric & Wise, 2015, pp.1000-1016). All these various streams of revenue combined with the "all-inclusive" hotel fee to bring in an additional €21 million (or 15% of total revenue) during the fiscal year ending in September 2007. At the start of 2007, Giorgi Kahle launched a massive advertising campaign for the Solberri brand (Goldsmith & Tsiotsou, 2012, pp.139-146). Media such as radio and television commercials, as well as other forms of media, were employed in this campaign (Oh et al., 2004, pp.425-447). The average number of visitors during the Peak season increased by 4% from the Peak season of 2006 to the Peak season of 2007, demonstrating the efficacy of the strategy. 
[bookmark: _Toc119780622]Summary of Solberri Hotels
Currently, the 12 Solberri hotels are categorized into three distinct "tiers" based on the range of services they offer. The hotels Solberri provides are comparable to those rated by the international star system, as shown in the table below. It shows the average room rate and the number of available rooms during 2007's busiest season. All-inclusive resorts charge the same amount for a room as they would for two people because their rates cover food, drink, and entertainment.

	Solberri Hotel Category
	No. of Hotels
	Number of Rooms at Each Hotel
	Total Number of Rooms Available
	Average price per room per night (peak season)

	Premier (equivalent to 5 star)
	2
	250
	500
	650

	Superior (equivalent to 4 star)
	7
	200
	1400
	525

	Super plus (equivalent to 3 star)
	3
	150
	450
	350

	Totals
	12
	
	2350
	


Table 1
Accommodation rates can be as much as 45 percent cheaper if customers travel at a time other than the peak of the busy season. The above-average price for a hotel does not consider any discounts, such as those offered by travel agencies or for repeat guests. Two hotels, now rated "Superior," will undergo renovations during the offseason of 2022 and 2023, adding more rooms and other amenities. As soon as this is finalized, they will be upgraded to "Premier" for the 2023 High Season. Johan Alnetti is concerned about the three "Super plus" hotels since they charge less for "all-inclusive" rooms despite providing fewer amenities like a spa or water sports.
[bookmark: _Toc119780623]SWOT Analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	· Brand Recognition
· Suitable location of hotels.
· High customer review.
· Good management structures.
· Established infrastructure and other amenities such as spa.
	· Human resource issues
· Bookings Management Systems Problem.
· Lack of well-established IT systems.


	· Growing demand for spa facilities.
· International travelers to Europe seeking shopping and adventure experience.



	· High competition.
· Increased debts levels.
· High operational costs.
· Unfavorable local policies and regulations.




Table 2
[bookmark: _Toc119780624]Growing Demand for improved spa facilities
Richard Berriman and Johan Alnetti think that the hotels' spas are a major selling point for Solberri. Spa services are an increasingly sought-after amenity, according to market studies (Tabacchi, 2010, pp.102-117). Johan Alnetti would want to increase the variety of spa services offered at each Solberri hotel by expanding or renovating the existing spa facilities. Each hotel will have to make unique capital enhancements to support the spa's operations, and there will be a greater requirement for trained personnel (Tabacchi, 2010, pp.102-117. According to Johan Alnetti, if Solberri were to invest in modernizing the spas at its resort hotels, the company would generate enough revenue to pay the spas' operating costs and entice even more guests to stay at Solberri properties.
[bookmark: _Toc119780625]Investment and refurbishment program
Since both of Solberri's "Premier" hotels now offer spa services, relaxing at a spa has become one of the city's most sought-after activities. These two "Premier" hotels spent a combined 6 million Euros on renovations during the 2019–2020 off-season. As part of these makeovers, there were also improvements to the areas immediately surrounding each hotel. The massive upgrades to the spa facilities resulted in massive increases in sales, allowing the spas at both "Premier" hotels to remain open throughout the first busy season (Ivanovic et al., 2011, pp.59-68). Richard Berriman reports that bookings at these two "Premier" hotels are at an all-time high. There could be a correlation between this and improved spa services. Both "Premier" hotels in the Solberri network have received a lot of praise, mostly due to their spas. The most recent five-year plan was approved in May 2022 and covered October 2022 to December 2025. Two additional hotels will receive annual investments of 12 million Euros as the firm pursues its goal of transforming them into Premier hotels. And better spa facilities mean more cash from customers booking spa services. According to Richard Berriman, only the Premier hotels in the Solberri group are up to the criteria he has set for the entire chain.
As the off-season winds down in April 2023, two brand-new Superior hotels are renovating to boost the number of available rooms and spa treatments. By 2023's Peak season's beginning, four "Premier" hotels built by the Solberri company to accommodate Richard Berriman's Demand for "world-class" spas will have opened. As a result, there will only be five instead of ten "Superior" hotels during the 2023 Peak Season. The problem is that Richard Berriman doesn't have the funds to do that. The spas in the remaining eight Solberri hotels must be upgraded and expanded as quickly as feasible. The increased occupancy and revenue from spa services, in the opinion of Johan Alnetti, more than justify the expansion expenses. However, the budget and timeline for this study have not yet been settled. So that he does not have to take out any additional loans from the bank, Antonio Skrip is not planning on upgrading the spas at the eight remaining Solberri hotels. He is sure this can be done with the money from running the business over the next few years.

[bookmark: _Toc119780626]Key Performance Indicators
[bookmark: _Toc119780627]Occupancy Levels
The occupancy rate is the most influential factor in a company's profitability. Solberri's management does not care if there aren't many guests during the peak seasons as long as the business makes enough money to cover its costs. During the busiest season of 2023, it is expected that 85% of the rooms will be occupied. For the fiscal year ending in September 2025, Giorgi Kahle has committed more than €22 million to marketing. The goal is to increase interest and, ultimately, occupancy levels. This expenditure will be made during the year. He has used the funds for a wide variety of promotional activities, including marketing materials, direct mail, and broadcast and cable television commercials. To attain the greater occupancy rate, he desires for the busy season of 2023, he is currently embarking on a fresh follow-up marketing campaign. A promotional effort will be launched between the close of 2022 and the beginning of 2023. A marketing budget of 22 million Euros was considered and agreed upon, and this sum will be used to fund all of the many advertising initiatives planned. Half of all guests who book a 10-night stay at a Solberri hotel end up leaving after only seven nights. Between 8 and 14 nights is the typical duration of stay, with 37% of visitors staying for more than 14 nights. Management at Solberri claims that two of its major rivals-maintained occupancy rates of 90% to 95% throughout the 2022 Peak season. In reality, responses to queries posed by Giorgi Kahle's market research team revealed that some resort hotels operated by Giorgi Kahle's rivals were completely booked at 100% occupancy during a variety of weeks during the 2022 Peak season. The Solberri team did its best, but they could not fill all the hotel rooms during the 2021 Peak Season.
[bookmark: _Toc119780628]Revenue Targets
For the fiscal year that ended in September of 2008, an expected revenue target of 193 million euros was set. The Peak season average occupancy rate is predicted to be greater than usual, contributing significantly to the income increase during this time. Two hotels will be closed for renovations during the low season, which ends in April 2008; as a result, only four "Premier" hotels will be open for business during the Peak season that year (as described in Investment and refurbishment scheme). Prices for "all-inclusive" lodgings that were set for the 2007 Peak season are not expected to change due to the rivalry. In the fiscal year ending in September 2007, an additional fifteen percent of the hotel's "all-inclusive" tariff revenue came from the various fees that customers were required to pay in addition to the base rate for room and Board. Revenue increases for the company when guests use services beyond those included in their "all-inclusive" accommodation charge. This includes customers who take advantage of the spa and pay to participate in various sports (Ahani et al., 2019, pp.52-77). For 2007–2008, the income forecast shows that extra costs from "all-inclusive" hotel rates make up 17% of total sales. This is a significant increase from the previous year.
[bookmark: _Toc119780629]Operating Costs
Every hotel has a General Manager who reports to Johan Alnetti, the Chief Executive, and the other Directors. Johan Alnetti oversees the daily operations of the hotel as a whole. Johan Alnetti has instructed all general hotel managers to examine operational expenses and identify cost-cutting opportunities without sacrificing the quality of service or the guests' overall impression of the resort. Furthermore, there is increasing pressure for each GM to achieve the targets outlined in the Solberri CSR report. Each hotel's General Manager is ultimately responsible for purchasing decisions, and corporate provides little guidance in this area. However, it is Piers Lui's responsibility to determine which spa services and optional sports activities to provide and their respective prices. Each General Manager is in charge of the spa and sports facilities in their part of the hotel. Most hotel general managers could reduce the number of administrative workers as intended after they switched to "all-inclusive" room rates at the beginning of 2021. Every hotel plan to minimize costs while implementing cutting-edge IT to streamline operations.
Laundry, property care, pool maintenance, and sporting facility upkeep are just some of the day-to-day operations that Solberri has outsourced. Solberri required Service Level Agreements from the companies it contracted with to maintain consistent quality. In some establishments, however, it has proven difficult for the general managers to maintain the agreed-upon level of service quality. Priority disputes continue to hamper the quality of some outsourced activities. To make repairs, for instance, a general manager requested that the contracted maintenance business keep the water running during particular times. The outsourcing firm has expressed concern that this will delay the completion of the contracted task beyond the agreed-upon dates. Each hotel will have solar panels installed; these panels are projected to reduce electricity costs by 30%. There will be savings in part because of this. However, the Investment that is required is getting delayed. Putting solar panels on the rooftops of all 12 hotels would cost 6 million Euros. Due to Richard Berriman's desire to invest in the portions of the building that are most visible to clients, he has temporarily suspended the installation of solar panels.
[bookmark: _Toc119780630]Solberri Loan Finance
By the end of the fiscal year on September 30, 2014, Solberri had borrowed €33 million. One such loan was for €12 million, and it was due in full by the end of the fiscal year of 2021. Six hotels owned by Antonio Skrip's Solberri firm have pledged to secure a new 20-million-euro loan. These hotels include four of the seven "Superior" hotels and two of the three "Premier" hotels. This brand-new loan is due to be paid back in December 2030, and the interest rate is 10% per year. Because of this, Solberri owed a total of €41 million by the end of December 2022. This fresh loan of €20 million was used to repay debt, freeing up €8 million for additional capital expenditures. The spas at the two "Superior" hotels being renovated to the "Premier" level will be updated and improved with these 8 million euros and some operating cash flow that will be made available.
[bookmark: _Toc119780631]Improvements to Solberri IT Systems
In April of 2006, Pietro Heys was hired by Solberri. After being hired, the Board of Directors ordered him to audit the company's information technology. The BMS (Bookings Management System) provides the administration with room rates and availability information (Owonibi et al., 2015, pp. 73-80). When Solberri decided to switch to a new BMS system in November 2006, it was required to pay a license fee every year to continue using a bookings software system that conformed to international standards. The brand-new hotel management system (BMS) is intended to boost occupancy rates and customer service (Haaker et al., 2021, pp.126-136). There are also accounting and billing services, highly developed tools for searching availability, assistance with making reservations for itineraries (including spa, restaurant, and sports bookings), and more. In August 2021, this strategy went into effect. As a management tool, the Corporate Information System (CIS) communicates with both the hotel's upper management and the company's upper echelons. The CIS tailors recommendations based on a buyer's typical spending habits, ideal location for family and friends, and availability of leisure amenities. The fact that travel agencies can now access consolidated booking information is even another advantage.
Business intelligence systems (BIS) are similar to executive information systems (EIS) in that they provide the entire organization with access to many resources for conducting strategic analysis and developing tactical plans (Singh et al., pp.71-85, 2002). It integrates with Solberri's other IT systems to make data analysis easier. Industry-standard key performance indicators are provided to both individual hotels and the corporation through the business intelligence system. The BIS generates figures for Return on Expenditure (ROCE) and Revenue per Available Room (RevPAR), two of the KPIs previously discussed (Tabacchi, 2010, pp.102-117). This group of KPIs is calculated once every week so that the business can track its progress closely. In addition to key performance indicators, the Board can also look at the overall aggregate revenue generated by the hotel portfolio and compare it to publicly available data on competitors' performance. After investing €6 million in hardware and software over the previous two years, Pietro Heys is pleased to announce that Solberri now has effective information management systems. When Solberri finally finishes its remaining IT projects, it will only be able to seize the market lead. It's doing this to catch up to rivals in IT infrastructure. The next stage of development involves the implementation of software that will provide prospective guests with a virtual tour of standard hotel rooms, views, and amenities available at any of Solberri's 12 properties. This will be the next stage of the process. Estimates put the price tag for this project at 5 million Euros, but Pietro Heys is demanding that the full sum be allocated in the current fiscal year.
[bookmark: _Toc119780632]Human Resource Issues
Solberri's policy on human resources is explained in the company’s manual of how the company works. This includes making appointments, handling interactions between customers and employees, following a code of conduct, taking advantage of leave benefits, quitting a job, and ensuring the workplace is safe and healthy (Chang et al., 2011, pp.812-818). Suzanne De Loore is revising the procedure manual to conform to the most recent European regulations relating to working conditions and employment terms. This approach includes strategies to combat stress, sexual harassment, substance addiction, alcoholic behaviour, and theft (Ones, 2002, pp.1-4). The new policy will include information technology use guidelines and green practices. The new standard operating procedures will begin functioning as of April 2008. The new HR policy will also provide managers with specific guidance on fairly compensating and scheduling their employees (Houger, 2006, pp.26-31.
Most of Solberri's staff members are seasonal workers employed only during the busy summer months. Most of these part-timers don't stick around past the first Peak season. People in their twenties and thirties who are backpacking across Europe are the norm. They need to work to pay for their trip and don't have much expertise in the hotel sector. These workers are low-skilled but still perform various tasks, including cleaning, cooking, and even coaching sports (Zampoukos & Ioannides, 2011, pp.25-45). Besides running a restaurant, they also give sports lessons. Suzanne De Loore informed Richard Berriman of her concern that the temporary staff didn't have clear roles and responsibilities. Without clear job descriptions, employees may struggle to understand their roles and, in certain situations, if they possess the necessary knowledge and abilities (Alvesson, 1993, pp.997-1015). Her primary concern is that the new employees won't give the orientation session the attention it deserves. Half of the temporary workers are long-term Solberri employees who return every Peak season because doing so is their primary means of support in the community. These workers are part of the contingent labour force. Only a small fraction of the working population currently holds long-term employment contracts. Some of them have been with Solberri for over a decade. Contracts typically bind employees in this category, and job descriptions that detail their required hours of work, vacation time, salary, benefits, and other compensation, as well as their responsibilities regarding the protection of trade secrets and other proprietary information.
[bookmark: _Toc119780633]Customer Service and Quality Management Program
Short-term workers must attend a two-day orientation that focuses on health and safety awareness and proper hygiene practices, teaching them how to provide excellent customer service (Collier, 1987, pp.77-90). Even while most of Solberri hotels' temporary employees are dedicated to their work and friendly to guests, a few falls short of guests' expectations. Managers and owners of hotels can notice when certain employees aren't delivering the expected quality of service, even if they all received training. Richard Berriman has informed the entire hotel staff and management that something needs to be done.
Better service is now standard for Solberri consumers. This is a direct outcome of the top five-star hotels in the world constantly improving their standards. A hotel's customer service quality can influence the likelihood that a client will return. In 2023, just 7.5% of bookings are predicted to be made by returning guests during the Peak season, down from 10% in 2021. It's possible that poor service to customers was to blame. The training program for all Solberri staff is now being updated and implemented by Suzanne De Loore and Nik Silva. The company's policy is to continue providing all staff with the foundational training they need to provide outstanding service to all clients. Employees interacting directly with consumers, such as wait staff, front desk personnel, and even sports coaches, will need additional training to improve their customer service abilities. Annual training will be provided to long-term workers. Management and upper-level staff will learn stress management techniques and participate in an environmental awareness program beginning in June 2023. Two further actions are as follows. In September 2022, Suzanne De Loore initiated a quality management project to raise staff awareness of quality concerns. Everyone involved in the initiative must join one of the established high-caliber teams (Brannick & Coghlan, 2007, pp.59-74). These groups will meet once a month. People on the various teams at the hotel come from a wide range of departments and job levels, and each team is responsible for a specific aspect of the hotel's quality management. Each week, for an hour, these interdisciplinary groups discuss issues that have arisen in the preceding month and explore alternative solutions. Staff members don't have a favourable impression of quality assurance teams because their suggestions haven't resulted in many actual improvements, and some don't believe their suggestions even matter. This is one of the reasons why these excellent teams have been met with such a lukewarm reception. Another issue is that all workers must attend these sessions, even those who aren't scheduled to work.
[bookmark: _Toc119780634]Action Plan
	No
	Problem 
	Solution
	Desired Outcome 
	Time Scale
	Completion Date
	Planned Budget

	1
	Bookings Management Systems Problem
	Improve the Business Intelligence Systems (BIS)
	Boost occupancy rates and customer service.
	1 month
	25/12/2022
	€6 Million

	2
	Occupancy Levels  
	Increased marketing budget. The funds will be used for a wide variety of promotional activities, including marketing materials, direct mail, and broadcast and cable television commercials
	To achieve Occupancy levels of between 90% to 95% during the peak season of 2023.
	4 months
	30/12/2023
	€22 Million

	3
	Customer Service and Quality Management 
	All workers from junior to senior staff are required to attend various programs that focuses on health and safety awareness and proper hygiene practices in addition to teaching them how to provide excellent customer service. 
	Increased return clients above 10% in the peak season of 2022.
	7 months 
	24/12/2022
	€600,000

	4
	Human resource issues
	Initiate strategies to combat stress, sexual harassment, substance addiction, alcoholic behavior, and theft.
	High retention rates among employees.
Increased client returns rates.
	4 months
	2/3/2023
	€450,000

	5
	Operating Costs
	Outsource some of the some of the day-to-day operations such as Laundry, property care, pool maintenance, and sporting facility. 
	Increased client returns rates.
	12 months 
	20/11/2023
	€200,000


Table 3
According to the ERG theory, people who operate at different levels have different needs (Arnolds & Boshoff, 2002, pp.697-719). Most temporary workers have to live on less than they need to survive and rely on money from others to meet their basic needs. Bonuses and other monetary incentives would be quite useful for these casual laborers (Lin, 2007, pp.135-149). However, since most long-term employees are currently at the stage of relatedness and growth, it is reasonable to give them benefits like a promotion or an opportunity to help make decisions (Borg & Söderlund, 2015, pp.260-279). An additional €7.5 million in payroll expenses is anticipated due to the increased hiring, training, and incentive programs. This is a 12% increase over last year's prices.
[bookmark: _Toc119780635]Recommendations
· The main things that lead to bad customer service are workers who aren't motivated or who don't know enough (McGrath, 2010, pp.247-261). Most of Solberri's employees are independent contractors who have little or no experience or credentials in the hotel industry.  
· Additionally, temporary employees only receive two days of training at the outset, which is likely insufficient to get them ready for work. 
· To better serve customers, there are two different ways to go about it.  Customer service manager Nick Silva needs to immediately assess current employee numbers in light of projected growth. To guarantee the quality of your staff, the hotel should use rigorous vetting processes and continuous training programs (Toffel, 2016, pp.1493-1505).
· Given Solberri's limited resources, a cost-benefit analysis must be conducted to determine which proposals will result in the greatest financial return (Saez & Requena, 2007, pp.712-725). 
· Under Option A, the four "Premier" hotels would receive an additional 200 rooms and associated amenities. A five-year net present value (NPV) of €10 million is projected for each hotel based on an occupancy rate of 80%. 
· However, the hotel has become more crowded and uncomfortable as a result of the addition of new rooms and amenities. Perhaps this is a negative aspect. This means that estimates based on an occupancy rate of 90% should be treated with caution.
· Solberri also had a record number of guest nights this year, which has never happened previously. Adding more extra rooms is unnecessary. 
· The spas at the remaining hotels will be upgraded and enlarged as part of Plan B, an expensive venture. Each hotel is projected to cost around €6 million. That the four "Premier" hotels had a surge in bookings during 2021's "Peak season" demonstrates the success of the recovery strategy. 
· Due to this, implementing this method involves minimal risk. Also, the fact that a resort hotel has spa services is becoming an increasingly important selling point.
·  Solberri should start making a hiring and training plan as soon as possible so that all staff members are a good fit for their jobs and get good training.
· Employees who are unable to deliver satisfactory customer service should not be hired or assigned to less visible positions. 
· Solberri is also required to use things like bonuses and free vacations as ways to motivate its employees. 
· If Solberri wants to increase the number of permanent employees, it should provide some of its short-term workers with the training they need to succeed in their permanent positions.









[bookmark: _Toc119780636]Conclusions
In the past five years, Solberri has accomplished a great deal, positioning the business at a crucial stage. Many serious issues have recently arisen from it. Improving customer service and planning for the hotel's long-term expansion are the two most crucial factors in renting more rooms. These two issues need to be addressed without delay. Proposal B, which would cost €18 million and renovate the spa facilities at two "Superior" hotels and one "Super Plus" hotel, is where Solberri should invest its anticipated financial surplus. Solberri should make a financial commitment to this company. Given that this is Solberri's first truly profitable year, perhaps now is the time to put some money into the company. Until Solberri's financial situation improves, it will be necessary to delay future environmental initiatives. Put those 6 million euros toward installing solar panels in all 12 hotels. These two packages together are worth €6. The choice by Solberri to maintain a cash balance of $9 million will increase the company's flexibility. Solberri must communicate to the bank about easing the restriction. However, if this is not possible, Solberri may investigate whether or not a maturing equity issuance can be utilized to refinance a public offering or private placement. However, a private placement appears to be the greatest option for Solberri. If Solberri cannot raise further capital, it must explore all available options for reducing operating expenses. Solberri's high degree of uncertainty and hence poor share price. Solberri needs to improve how it stands out in the market by putting the spa facilities in the spotlight to attract more visitors.
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