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Executive Summary: 
We are a consulting firm in Bangladesh named PRITI and we do different kinds of research work for different types of industries and companies. Recently, the Radisson Blu Dhaka Bangladesh reached to us for one support. They informed to us, recently, they found their guest satisfaction is decreasing and they are losing their loyal customers. On the other hand, they also found they are not getting any repeat customers. They are only getting single time customers.
So, they gave us the task to find out why this types of things happening and we prepared one report after conducting some analysis in the hotels. The research was done with the help of the staffs, guests, guards, owners and all the stakeholders of the company.
This report has addressed the issue of declining guest satisfaction in Radisson Blu Dhaka near the Airport, Uttara area. This is an international chain of Radisson Blu. In spite of being a hotel of an international chain the Radisson Blu Dhaka has experienced a noticeable drop in their guest satisfaction. Also, they found they are not getting any repetitive customers in their hotel. Also, they are losing some of their loyal customers as well. But it should not be happened as its location, decoration everything is top notch. We have tried to focus on the factors like service quality, outdated facilities and limited guest engagement.
Key Findings:
· Guest Ratings: While the guest leaves the hotel, Radisson Blu generally provides a customer satisfaction form to all the customers. There they put on some criteria like service, foods, ambient, behavior etc. In the last year, Radisson Blu found their guest ratings reduced to 3.8 star from 4.8 star. Also, in the major platforms like booking.com. agoda it also decreased to 3.5 stars. Previously, it was more than 4.5 stars.
· Service Quality: As we mentioned in the earlier point, Radisson Blu provides a customer satisfaction form while the guest is leaving, from their they found the service quality has also decreased. The satisfaction form is a likert model scale. Most of the guests voted for dissatisfied in the service quality of the employees. This feedbacks indicated there is a lack of training among the staffs and engagement levels. It resulted in poor service quality for the guests.
· Facilities: The hotel facilities are mainly the amenities which are provided by the hotel. It can be the geyser, the Air condition in the room, the lifts, the swimming pool facilities etc. Even the decors of the hotel can also be called the facilities. From discussing with the customers, we found out the amenities and décor which are being in the hotel are aged and detract from the luxury experience.



Recommendations:
· Staff Training: As the staffs are found that they do not have enough training and the customers are not happy with the service the staffs are providing, we informed Radisson Blue to discuss with the guests and to find out the service gap from the staffs and hold training from all the staffs to increase customer satisfaction. As the ground staffs and the receptionists mostly encounter with the guests most, so they should be given the highest priority for the training program. The training program should focus on the service consistency and guest engagement.
· Facility Renovation: In the key findings we already mentioned about the amenities which are old and not giving a luxury feeling. Some of the customers complained that the geyser is not working properly, some of the foreign guests informed the air condition is not giving proper service. It is not conditioning the air how it should be. Some of the foreigners also complained about the decorations of the hotel. There are some decorations which does not go with the theme. So, the hotel should change the air conditions of the rooms, the geysers which are creating problem and also should assign one decoration firm who will help them to suggest which changes are needed to be brought in the decorations.
· Guest Engagements: In the introduction, we mentioned about one problem, where Radisson Blu found that, there in less guest engagement. If we elaborate this topic, we can tell that, there is no repeat customers, and also some of the loyal customers are shifting to other five star hotels like Westin, Renaissance etc. For reducing this, Radisson Blu can introduce some guest engagement program for its client. For instance, it can introduce customer loyalty card for its regular client. If they live in the Radisson Blue hotel for 15 days in one quarter, they will get 3 days free accommodation in the hotel. Also, they can offer Air port pick up and drop service for free for its loyal client. Also, for the first customers, they can offer some additional discount for their second visit but the visit should be within one quarter.
Conclusion:
We already tried to explain the issues which we found from the guests, from the websites like Booking.com and Agoda. Also, we tried to figure out how the problems can be solved. As this is a five star rated hotel and the cost of living is much higher compared to the other hotels in Dhaka, customer has a higher expectation from the service from the hotel and its staffs. By addressing these core issues and the targeted strategies to solve those problems, the Radisson Blu Dhaka can improve guest satisfaction, enhance its position in the website and market and also ensure long-term relationship with its customers which will lead to higher profitability.


Introduction: 
Radison Blu is an international hotel chain. It has hotels in two different locations in Bangladesh. One in Dhaka near the airport and the other one is Chittagong. We are discussing about the hotel situated near the airport. It was established in the year 2006. It has amenities like Health Club, Health Spa/ Message, Hot Tub, Pool for children and adults both, Tennis court and near there is a golf course but one has to pay to play golf there. The check in time is 1400 and check out time is 1200. It has total 8 floors. 
Consultancy Background:
PRITI Consultancy is a renowned research and consultancy firm who works for different renowned firms for finding out the problems and tries to give proper solution to those problems. PRITI started its journey in the year of 2016 with outsourcing research works. Through PRITI is a young company but has a vast experience with several sectors using different methodologies.
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Figure: Customer Feedback of PRITI [Reference no. 69] Source: PRITI Website
The main mission of PRITI is to cooperate the business groups, national and multinational companies, development agencies & entrepreneurs to explore existing scenarios of their relevant fields in the decision making process or in the implementation initiatives. 

The Issue at Hand:
A hotel’s main asset is its guest. So, the main concern of any hotel should be satisfying its guest with proper service and everything. The decline in guest satisfaction poses significant threats which will include decrease in the repeated booking, lose of loyal customers, negative online reviews and losing the brand image nationally and internationally. We will utilize the frameworks like PESTEL analysis, SWOT analysis and TOWS. These analysis will provide a comprehensive analysis of the external and internal factors contributing to the issue which is decreased customer satisfaction. 
PESTEL Analysis: PESTEL analysis focuses on the Political, Economic, Social, Technological, Environmental and Legal issues. We will focus on these issues in the later chapters of the report. PESTEL analysis is a framework used by the researchers or marketers to analyze and monitor the macro environmental (external marketing environment) factors that have an impact on any kind of organization, company or industry. It examines the five factors called political, economic, social, technological, environmental and legal issues. 
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Figure: PESTEL Analysis [Reference no. 70] Source: Research Gate
SWOT Analysis: SWOT analysis is a tool understand the strength, weakness, opportunities and threats of an organization. This is a framework to understand a company’s competitive position and to develop strategic planning. In the SWOT analysis there are four factors in total. If we study in more details, we will find out two factors are internal and other two factors are external. For instance, the Strength and Weakness of a company is their internal factory and on the other hand weakness and threats are external factors. The company should focus on the internal factors and find out how to best utilize those for the betterment of the company and also as the threats are external factor, the company should find out how to mitigate the threats of the market.
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Figure: SWOT Analysis [Reference no. 71] Source: Unilever Vietnam 
TOWS Analysis: TOWS analysis framework is an extension for the SWOT analysis. It identifies the strength, weaknesses, opportunities and threats but then it goes further in looking to match up the strength with opportunities and threats with weakness. It is a next step to complete the SWOT. If the researcher completes the SWOT and TOWS together it will help the research firm to reduce threats, take advantage of opportunities, exploit the strengths and remove the weakness.
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Figure: TOWS Analysis [Reference no. 72] Source: Lucidity Website




Analysis: 
In the report, we have found that, our task is to find out the reasons of decreasing customer satisfaction and how to overcome the situation. If we want to solve the stated problem, first we have to find out what is satisfaction. 
Customer Satisfaction is a measurement that determines how happy customers are with a company’s products, services, and capabilities. Customer Satisfaction information including surveys and ratings, can help a company determine how to best improve or changes its products and services. 
An organization’s main focus must be to satisfy its customers. This applies to industrial firms, retails, producti oriented organizations, service oriented businesses, government bodies and every subgroup within an organization.
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Figure: Model of Customer Satisfaction [Reference no. 73] Source: Asq.org
In the report, we found Radisson Blu Dhaka is facing a severe problem. It has been found that, its guest satisfaction is decreasing and as a result its loyal customers are moving to other hotels and also it is not getting any repeat customers. 
The decline in guest satisfaction has been linked to various operational issues most of them are operational shortcomings and from the feedback form and website we found notably these are from service delivery. The surveys which was conducted among the recent guests revealed a persistent complaints about long wait times during check in, a lack of staff responsiveness, old fashioned decorations, geyser not working properly in the rooms etc.


PESTEL Analysis:
We already mentioned on the previous part of the report about the PESTEL analysis in details. What is PESTEL analysis and how it has to be done. Now, in this part we will analyse how PESTEL analysis can be used in solving the problems which is decreasing customer satisfaction.
Political Factors:
· Regulations and Compliance: Every country has different rules and regulations. Radisson Blu has its branches in different countries. For all countries, they can not follow a single rule or regulation. The hotels must adhere to the local rules and regulations regarding safety, health and labor laws. If they do not follow the local rules and regulations, they will be penalized. For instance, during the covid-19 period and also after the pandemic, many new rules and regulations were imposed. So, for this kind of reasons, if any of the problem occurs which causes customer dissatisfaction, the hotel should inform the customer accordingly.
· Government Stability: A stable political environment encourages tourism. On the other hand, an instable government can deter travellers from travelling and also has an impact on the hotel occupancy. For instance, if we take the example of the student demonstration in July in Bangladesh, at that time, very less visitors visited. If any guest cancelled his accommodation due to the movement, Radisson Blu should have made the refund or should have offered them something for the next visit to their hotel.
Economic Factors:
· Economic Condition: The country’s or the worldwide economic downturns can reduce disposable income for leisure travel, affecting revenues. For instance, in the covid-19 pandemic time, many people lost their job and the salary payment was uncertain. So, in that time many visitors cancelled their visit and might not get the refund which might cause dissatisfaction.
· Exchange Rates: Exchange rate is an important factors for the international visitors for a hotel. For hotel that caters to international tourists, fluctuating exchange rates can impact pricing and attractiveness. For instance, two years earlier the exchange rate from USD to BDT was 86 per dollar. So at that time, the payment should have been more than now. Currently, the exchange rate is around USD to BDT is around 120. So now, the dollar payment rate will be less than previous year which might be a factor to encourage the new tourists.
Social Factors:
· Changing Customer Preference: Every customer has different preferences. They require customized services. Some might like the old decorations, some might like the new furniture. So, the hotel should have options for both. They can customize the experience for both the clients which might result in increased customer experience.
· Demographic Shifts: The tourists should be from different countries and should be of different age groups. The young tourists who are teenagers or in their early twenties, will be more tech savvy. They will require a good wifi, internet connectivity all over the hotel. So, Radisson Blu must keep in mind that as well.

Technological Factors:
· Online Reviews and Bookings: In the earlier portion of report, we informed that we found the customer review is decreasing in Bookin.com and Agoda. This is a effect of technological factors. This type of reviews are critical for foreigners who never visited Bangladesh. Negative reviews can significantly affect the new visitors. So, Radisson Blu should focus on these issues as well.
· Automation Technology: Now, the world is moving towards automation. Hotels that invest in technology like automated check in through mobile, smart rooms can enhance guest experience. Also, if there is smart check in the waiting time to be checked in will be reduced. Also, if Radisson Blu shifts towards automation, they should be more focused on regular maintenance.
Economic Factors:
· Sustainability Practices: Now, customers are more focused on environmental issues. If Radisson Blu can increase customer awareness in environmental sustainability it will attract more tourists. For instance, Radisson can stop using papers, they can use pens made with bamboo and also it will encourage eco-tourist to visit.
Legal Factors:
· Liability and Insurance: The Radisson Blu must have liability laws and maintain adequate insurance coverage which will protect against accidents. This security will increase customer satisfaction.
· Labor Laws: Compliance with labor laws is crucial to avoid disputes and ensure employee satisfaction. If the employees are satisfied, they definitely will give proper services.
SWOT Analysis:
SWOT analysis is a framework used to evaluate a company's competitive position and to develop strategic planning. SWOT analysis helps a company to assess internal and external factors as well as current and future plans. 


Strengths:
· Established Brand: Radisson Blu is already a renowned brand which is accepted worldwide. With the long-lasting reputation in the community, it can be used to attract new customers.
· Location: The location of Radisson Blu is very near to Airport. So, going to airport and coming to hotel will not take much time.
· Diverse Amenities: In the introductory paragraphs we already mentioned the amenities of Radisson Blu which can cater various customer needs.
Weaknesses:
· Declining Customer Satisfaction: This is the main findings of the report. The reasons are poor service from the staffs, outdated facilities and lack of maintenance of electronic appliances.
· High Operating Cost: As this is an international hotel business chain, the cost of operation will be much higher. Rising cost without a corresponding increase in revenues can strain financial resources.
· Limited Marketing Efforts: If the marketing strategy is not effective, it may fail to attract new customers and also it might lose the existing customers.
Opportunities:
· Market Expansion: Currently, Radisson Blu has hotel in Chittagong and Dhaka only. They have opportunities to expand the markets in different divisions as well.
· Partnerships: Radisson Blu can collaborate with local attractions like the golf course near them, old town attractions etc. or businesses. This collaborations will help Radisson Blu to enhance the guest experiences and will help them to prepare attractive packages for its guests. 
· Technological Advancements: As mentioned earlier, Radisson Blu can shift to technological advancements as well. For instance, mobile check in, customer relationship management system, customer database for each customers etc. But in that case they will have to maintain it a lot.
Threats:
· Intense Competition: New hotels or alternative accommodation like Airbnb can pose a threat for the Radisson blu. Some Koreans have been renting flats for themselves and staying there. Also, many renowned brands like holiday inn, intercontinental, pan pacific are also present in the market. 
· Economic Instability: The fluctuation in the economic indexes like exchange rates can reduce travel budgets which will lead to decreased occupancy rates. For instance, in 2008 when worldwide recession occurred, the travellers from different countries to Bangladesh decreased a lot. Same happened in the time of Covid-19 as well.  
· Changing Customer Expectations: The hotel industry is changing very fast. The trends in hospitality management is also changing almost every year.  If Radisson Blu fails to adapt the change, it might result in losing market share.
TOWS Analysis:
Both SWOT and TOWS analyses are critical tools to serve an organization. It dissects internal and external business factors. SWOT finds out and TOWS dives deeper. TOWS analysis focuses on interconnecting the internal and external factors, turning perceived challenges into breakthrough strategies. 

	Internal Factors

	External Factors
	
	Strengths
	Weaknesses

	
	Opportunities
	Strength Opportunities (SO) Strategies:
-Radisson Blu can offer Customer Loyalty Program and also can start referral program for attracting new client.
- Radisson Blu can Promote tailored packages for new market segments such as wellness retreat, eco-friendly gateways etc.
- It can invest on the technologies such as mobile apps and room reservation controls and also 24*7 online helpline.
	Weakness Opportunities (WO) Strategies:
- Radisson can use customer feedback to identify its areas to be improved. Radisson can prioritize the updates that directly address declining satisfaction.
- Radisson can focus on the enhance marketing strategies. It can increase marketing efforts to focus on hotel’s strengths and utilize digital platforms.
- From strategic partners development with local businesses and attractions Radisson Blu can use joint promotions.

	
	Threats
	Strength Threats (ST) Strategies:
- Radisson Blu can emphasize on unique selling points like locations, amenities. This should be focused on the marketing program as well.
- Radisson Blu can actively get engaged with its customers through social media. It will build a strong community and address concerns promptly.
- Radisson Blu can implement regular training and feedback systems for staff to ensure high level service standards 
	Weakness Threats (WT) Strategies:
- For managing cost, Radisson can conduct a thorough review of operating expenses which will help to identify areas where costs can be reduced without compromising the service.
- Radisson can develop on crisis management plan. This crisis management plan will quickly address the negative publicity or customer complaints. They will act accordingly and will work as a safeguard for Radisson’s reputation.
- Radisson can establish a continuous training program for staffs to enhance service quality.  



Table: TOWS Analysis






Recommendation and Change Management: 
Recommendation for Improvement:
1) Staff Training and Development: 
Rationale: Service quality mostly depends on the person who is offering the service. Employee training and development is a strategic tool for improving business outcomes by implementing internal and educational programs that advance employee growth and retention. 
The training can be done in several ways like, in house-training, third-party training, AI training etc.
Implementation:
· Radisson can conduct a TNA (Training Need Analysis) to find out in which areas trainings are needed mostly. Based on that they can arrange training on enhancing skills, training on mitigating conflicts or training on customer satisfaction.
· Radisson can introduce role playing model among the employees. It will help the employees to practice and develop their skills in real-world situations.
· Radisson can schedule regular training programs for the freshers who will join the company newly. This will help the employees to understand what is expected from them.
Expected Outcome: If these types of trainings are conducted on a regular basis, it will increase the staff’s interaction with the guests. The increased interaction will lead to enhanced satisfaction and customer loyalty. The loyal customers will spread positive word of mouth which will also attract new customers.
2) Enhanced Cleanliness Standard:
Rationale: Cleanliness is one of the most important criterions of any hotel. People can compromise with foods and other things but can never compromise with the cleanliness. Radisson should focus on the cleanliness of the hotel as well.
Implementation:
· Radisson can introduce clear cleaning protocols for its cleaning staffs. Also, it can hang one check list in each room and washroom. The cleaner will tick the check list and will give signature. So, if any guest has any problem, the person who is responsible can be found out easily.
· Radisson can make an audit team. They will be assigned to move around the hotel on a regular interval and will investigate all the possible areas. If they find anywhere any standard is not met, they can take necessary actions and also can suggest training for the employee.
· Radisson can invest in high quality cleaning products. There are several cleaning products available in the market. Some products are locally made and some products are imported. Radisson can focus on the imported products and also can use it as one of their marketing tools. Also, for cleaning, they can use high value products like vacuum cleaners.
Expected Outcome: If the cleaning activities are done on a regular basis everyday it definitely will increase the cleanliness of the hotel. Constant cleanliness will enhance the guest satisfaction and increase positive reviews.
3) Upgrade Amenities and Facilities:
Rationale: With the passage of time, the facilities and amenities are changing. Previously, people were not interested in internet in hotel rooms. But now the first thing they do after arriving at the hotel is to check in. Also, now they will need geysers, split type air conditioners etc. in their rooms. The decorations also play a vital role in shaping the mind of a customer.
Implementation:
· Radisson should assess the current amenities like pools, gyms, parking facilities etc. If the find the current amenities are not enough to support the guest, they should expand the facility. Also, if they find it enough, they should find out whether there is any problem in those facilities or not. If there is any problem, they should look into that issue and should solve it in the soonest possible time. 
· In the first point, we already mentioned if any amenities has to be upgraded, they should do it in the soonest. For this, they should allocate budget for renovations. But the allocation will focus on the high priority areas such as guest rooms, common areas like swimming pools and gyms or restaurants or parking.
· Last but not the least, they can introduce modern technologies. Like QR code scan to enter the room, high speed internet all over the hotel. So that from anywhere the guest can access the internet. 
Expected Outcome: If the amenities are monitored regularly and taken necessary steps to upgrade when needed, customers will think the hotel authority thinks about the customers. This will attract a wider range of guests and enhance overall satisfaction.
4) Improve Value Perception:
Rationale: When we use the term value we understand the benefits customers/buyers receive from the items/products that meet their needs. In other words, value is what customers get by purchasing and consuming a company’s offerings. 
[image: A diagram of value and delivering
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Figure: Value Model [Reference no. 74] Source: Course Sidekick
Rationale: Radisson needs to make its guest feel like they are receiving good value against the amount they have paid. We already mentioned several times that the Radisson Blu is an international chain hotel. So, the cost of living and room rent will be much higher compared to the other competitor’s hotel. So, if customers are paying high value, they will be requiring highest support from the hotel.
Implementation:
· Radisson can conduct a market research. The research will be conducted between all the local and international hotels. From the research they will find out the cost of living, services offering and what Radisson is offering with the higher price. If the amenities and other facilities are same as other hotels, then Radisson should focus on the extra value they are providing to the customer.
· Radisson can introduce some value addition services to its customers. For instance, free parking facilities for the guests who drives by himself, a membership card so that it can be used to access the swimming pool any time he wants even if he is not staying in the hotel. From the second stay in the same fiscal year, Radisson can offer free airport pick up and drop service for the guest.
· Implement a loyalty program for its loyal customers. It will give its repeat customers some extra benefits like additional discounts, free lunch, free transportation upto certain kilometers. Also, they can introduce some membership card by which the guest can access hotel even if he is not staying at the hotel.

Change Management Strategies:
Change Management is defined as the methods and manners in which a company describes and implements change within both its internal and external processes. Change management includes preparation of employees and support them while establishing new changes. Also, it includes monitoring, pre and post change activities to ensure successful implementation. 
Implementation of the recommended changes require effective change management strategies to ensure smooth transitions and buy in from staff and guests.
1) Communication and Vision:
Strategy: For implementing change management, the Radisson has to make its vision clear. Why they want  the change and what benefits it will bring to the company, to the customers. These visions need to be articulated among the stakeholders. 
Implementation:
· Before going for any decision for change management, Radisson should hold several workshops and meetings among the stakeholders. So that, all the stakeholders can understand what type of changes are going to happen. Also, it will help the stakeholders and employees to get prepared and also they can act pro actively when the process will start.
· In the training or meeting maybe everyone will not be allowed. So, the employees who will not be allowed or able to attend the meeting a newsletter can be published for them so that they can understand what is going to happen. Also, on the other hand, from the newsletter, the customers will also understand about the change.
Expected Outcome: As everyone will be informed earlier, the team will be well-informed. A well informed team is more likely to embrace change and contribute positively to the changes.
2) Engaging Staff in the Change Process:
Strategy: Radisson can involve its staffs and employees in the decision making process. They can suggest what type of changes can be brought. Because the y are the employees who have the most encounter with the customers. So, they know it better than anyone else.
Implementation:
· It is tough to get individual feedback from all the employees. So, Radisson can create focus group from different departments to discuss proposed changes. From the feedback, they can prepare one summary sheet and can present in front of the board members.
· Also Radisson can encourage its employees to share their ideas and concerns. If the employees are felt valued, they will give their hundred percent for the organization. So, if Radisson takes regular feedback from its employees and staffs, they will feel valued and will be acting actively for the change.
Expected Outcome: The increase in participation from the staff will lead to smoother implementation of changes.

3) Training and Support
For the continuous change, and to support the change, adequate training will be needed for its employees. But for confirming the training programs, the management has to first complete the training need analysis. What type of training is required and how it should be done. 
Training need analysis is a carefully regulated process that analyses the organization's current and required skill levels to answer all the questions about successful training intervention in what competencies to train the employees and 	which employee will respond the quickest. The training process will also be decided in the same process. 
[image: ]
Figure: Step of Training Need Analysis [Reference no. 75] Source: Take This Course
Strategy: If any change occurs in the organisation, it is natural that no employee will be able to understand how to cope with the challenge. So, this TNA will help to understand the necessity of training and the implementation of training program will help to understand how the work will be done.
Implementation:
· First, Radisson has to conduct a TNA and prepare the training design. After preparing the training design they will have to finalize how they want to arrange the training. The training design can be online, can be offline, can be on the job and also can be AI generated.
· After deciding the training design, the Radisson has to schedule training sessions. The training session has to be designed in a way that it compliments the changes that are to be made in the future. Also, the training session should include the policies and procedures.
· Radisson should prepare a support system for its employees so that the staffs can ask seek assistance in the time of transition. The system should be made with people who are well aware of the rules and regulations.
Expected Outcome: The staffs and employees will be well trained to adapt the change.
4) Monitoring Feedback:
Strategy: Continuous monitoring in the changes and try to find out if there is any area to improve.
Implementation:
· Radisson can implement a system for tracking customer feedback or customer satisfaction metrics pre and post implementation of changes.
· Radisson can monitor with its staffs and guests regularly so that they can gather their perspective on the ongoing challenges.
Expected Outcome: If the approach is responsive, it will allow to adjust based on real-time feedback which will enhance overall effectiveness.

Addressing declining customer satisfaction in Radisson Blu hotel requires a multifaceted approach involving staff training, cleanliness improvement, amenities and facilities improvements and enhancing value perception of the clients. Effective change management strategies can play a significant role ensuring successful implementation of these recommendations. By nurturing a culture of continuous improvement by engaging both employees and customers, Radisson Blu not only can recover from declining satisfaction but also can position themselves for long term success in competitive market.




Action Plan: 
An action plan is a definitive checklist of tasks and resources needed to complete a project or achieve a goal. The management can think of it as a visual countdown to the project delivery breakdown of the list of tasks needed to achieve desired results.
The most significant difference between action plans and to-do lists is that action plans focus on achieving a specific goal. In our case, it is to increase the customer satisfaction like before. 
Following is the action plan for the Radisson Blu Hotel to increase the customer satisfaction:

[image: ]
Figure: Action Plan [ Reference no. 76] Source: LinkedIn





Action Plan Table:
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Poor communication of the hotel staff
	Conduct Training sessions among the employees
	Increasing staff interaction with the guests
	Two months
	June 2025
and December 2025
	BDT 1,500,000

	2
	Lack of clean environment
	Creating cleaning protocols and preparing a checklist for all the cleaners
	Increased cleanliness and easy to monitor with the checklist
	One Month
	November 2024
	BDT 100,000

	3
	Old Amenities and Facilities
	Investing on the amenities like gym, swimming pool parking
	Increase customer satisfaction
	Three Months
	January 2025
	BDT 1,000,000

	4
	Zero Knowledge on the changed vision
	Engaging all the stakeholders to let then know about the changes that might happen
	Everyone will react proactively
	Six months
	April 2025
	BDT 500,000

	5
	No need analysis of the training on the changed items
	Conduct a Training Need Analysis among the employees
	The employees will be acknowledged about the change from the beginning
	One month
	December 2024
	BDT 1,000,000

	6
	No monitoring tools to monitor the progress
	Develop a monitoring tool so that everyone can monitor whether there is significant progress or not
	If there is a monitoring tool, Radisson can easily monitor the progress. It will help to mitigate gap
	Twelve Months
	December 2025
	BDT 1,000,000



Table: Action Plan for increasing customer Satisfaction of Radisson Blu
In the action plan table, there are so many issues that can be addressed and can be described properly. If we want to address all the issues, a separate report on action plan can be made. 



Conclusion:
In today’s competitive travel and tourism industry, addressing customer dissatisfaction is not just a necessity; it is a strategic imperative. It can also play a vital role in preparing a competitive advantage against the other hotels. Radisson Blu is a world-wide renowned brand. This report examined the nature of customer dissatisfaction, the reasons of customer dissatisfaction through different competitive studies. These studies included SWOT and TOWS analyses and some change management report with an action plan. The insights gained from these studies provide detailed information which helped us to develop the foundation for developing actionable strategies which will aim at enhancing customer satisfaction. Before going to further details, we would like to the management of Radisson Blu Dhaka for giving us this opportunity to conduct the surveys and to prepare this report. We would also like to thank the employees and all the staffs and all the stakeholders of Radisson Blu Dhaka as without their support, it was not possible to complete the report.
Our SWOT analysis revealed the key strengths, such as the hotel’s prime location, and dedicated staffs which can be leveraged to foster great guest experiences. We also found out the weaknesses Radisson Blu like inconsistent service quality and outdated amenities and facilities. In the TOWS analysis, we focused on how we can tag the internal and external strength together to overcome the situation. The PESTEL analysis further found out our challenges in broader aspects like societal, economic and technological trends. From these analysis we found out the main reasons for customer dissatisfaction were lack of customer service, lack in the amenities and the urgency to implement change management. Also, we found in the report that if Radisson Blu wants to go for sustainability it might attract new customers. 
The change management report gave an emphasis on the importance of structured approaches to implementing all the strategies we discussed. Engaging all sort of stakeholders like customers, employees, staffs, owners is crucial for forecasting a culture of continuous improvement. By involving the staffs and employees, Radisson can cultivate a sense of ownership and accountability among its staffs and employees. This will eventually lead to enhanced service delivery. However actively seeking customer feedback will enable Radisson to make informed adjustments to the service.
In conclusion, decreasing customer satisfaction in any hotel is not a good thing. For a renowned brand like Radisson Blu it can cause a huge problem for its brand. To increase the customer satisfaction it requires a holistic approach that integrates the insights from various analytical frameworks. 
By actively engaging with our customers and employees, Radisson can build lasting relationships that will help them to increase customer satisfaction which will result in increased customer loyalty. Loyal customers will drive in repetitive orders. This is an era, where if we listen to the customers, can act based on their feedback, it will help us in defining our success. Implementation of strategies described in this report will increase customer satisfaction and side by side it will transform Radisson Blu a preferred choice for travellers.
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