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[bookmark: _Toc136086512]Executive Summary 
The findings, analysis, and recommendations linked with the high pricing review of the Milan Marriott Hotel are summed up in this report that was conducted by a consultant. The findings of the research are presented in the form of recommendations regarding ways in which the hotel's performance and pricing strategy could be improved. Concerns have been raised regarding the high costs of staying at the Milan Marriott Hotel. As a result of this, the hotel's revenue, as well as its competitiveness, as well as the contentment of its customers, have all taken a hit.
The results of the PESTLE study illustrated how the hotel business was impacted by elements outside its control, such as the COVID-19 epidemic. The price of hotels has increased significantly as a direct result of both limitations placed on travel and a subsequent drop in demand. The hotel was subjected to a SWOT analysis, the results of which highlighted both its strengths and its vulnerabilities. The hotel's brand reputation, location, customers' perceptions of the pricing, and customers' dissatisfaction were among these factors. The TOWS study revealed ways to capitalise on the hotel's strengths and reduce the dangers associated with the high-price plan. These conclusions were aligned as a result of the findings of the study, which aligned the conclusions.
Because of the high cost, there has been a reduction in the number of people looking to stay in hotels. Because it has such expensive rates, the hotel is avoided by customers who are price-conscious because of it. Because of this, both the level of satisfaction that the customers feel and their perception of the value has decreased. The hotel's reputation has suffered as a direct result of this situation. The inability to make instantaneous adjustments to room rates shortens the length of guests' stays, which in turn removes opportunities to maximise revenue.
Adaptive pricing takes into account several different aspects, including demand, seasonality, and length of stay, among others. Even during times of low demand, the hotel can retain flexible pricing and provide customers with prices that are competitive by offering these services. As a result, the hotel can optimise its revenue. Researching the pricing methods that other hotels in the area are doing constantly is required for the hotel to keep its position as the industry leader. The hotel will be able to keep its edge over the competition if it closely monitors the trends in pricing and makes modifications whenever they are required. Increasing the quality of the hotel's services and amenities will lead to increasing levels of happy guests. Customers will have an exceptional time patronising your business if you give them customised experiences, enhanced amenities, and additional incentives to take advantage of while their time there.
It is important to offer packages for extended stays; they should contain reductions on the total cost of the stay as well as additional amenities to attract guests to extend their stay. Packages for extended stays should be promoted. The hotel can raise both its occupancy rate and its revenue per guest if it allows guests to stay at the property for extended periods.
The hotel should actively manage its reputation on the internet by reading reviews and comments written by guests and reacting to such reviews and remarks. It is possible for the hotel to properly manage its reputation on the internet and boost the number of clients it attracts by providing timely and thorough problem solutions.
The Milan Marriott Hotel's costly lodgings have had a negative influence not only on the hotel's capacity to compete in the market but also on the pleasure of its customers and the amount of money it brings in. The hotel will be able to address these challenges and attain higher levels of performance if they put into action the remedies that have been proposed. Adopting techniques such as flexible pricing, competitive price analysis, value-added services, longer stay packages, and proactive online reputation management will help the hotel increase its capacity to boost its income, client base, and brand image. These tactics include flexible pricing; value-added services; longer stay packages; and proactive online reputation management.
Because of this piece of paper, the Milan Marriott Hotel has a complete solution to the issue of its extremely high rates, which has long been a source of concern for the establishment. As a consequence of these suggestions, we are certain that the hotel's market position, the level of satisfaction experienced by its customers, and the amount of money it generates will all go up.
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The pricing increases at the Milan Marriott Hotel are the subject of this study. The conflict between Ukraine and Russia has harmed tourism and travel, making it challenging for the hotel to acquire new clients (Balli, Billah and Chowdhury, 2022). The plan is to investigate the pricing strategy of the hotel and come up with ideas for mitigating the negative effects of the battle on the hotel's ability to attract customers and make money. 
To conduct a comprehensive analysis of the issue, we will employ PESTEL, SWOT, and TOWS analyses (Worthington, Britton and Thompson, 2018). These approaches were selected because they provide a comprehensive understanding of both the external and internal components of the pricing strategy utilised by the hotel. Observation of the workplace could be utilised as a tool to improve the analysis. The hotel sector is examined using the PESTEL framework, which considers political, economic, sociocultural, technological, and environmental as well as legal factors (Surridge, 2020). It will provide light on legislative, political, economic, and sociological shifts that may have an impact on the cost of staying at the hotel. By taking all of these factors into consideration, the consulting team can provide pricing solutions that are in line with the market. A SWOT analysis was performed on the hotel to determine its advantages, disadvantages, opportunities, and threats (Lucas, 2015). It will shed light on both the strengths and drawbacks of the Milan Marriott Hotel. This study will uncover competitive advantages, areas for improvement, and ways for the hotel's pricing strategy to be differentiated from those of its competitors.
The information from the PESTEL and SWOT analyses will be utilised in the construction of the TOWS matrix. OptiPrice Hospitality Solutions investigate how the hotel's pricing strategy might help it make the most of possibilities, improve on weaknesses, and counteract potential threats. Despite the conflict between Ukraine and Russia, this matrix will assist in optimising the pricing strategy of the hotel and attracting tourists.
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[bookmark: _Toc136086515]Milan Marriott Hotel
Business and leisure travellers frequent Milan's Marriott Hotel. Because it is located close to important tourist destinations, business districts, and transit hubs, this hotel is perfect for vacationers looking for convenience and accessibility. The Milan Marriott Hotel features 321 rooms, including exquisite suites and well-appointed ordinary accommodations, to cater to the varied needs of its guests and satisfy their expectations (Milan Marriott Hotel, 2023). Guests will have a wonderful time staying in the contemporary and comfy accommodations. As a result of the hotel's excellent meeting and event facilities, it is an excellent choice for hosting conventions, seminars, and other social gatherings (Ollila, 2023).
The Milan Marriott Hotel has been around since 1998, giving it a significant amount of experience (Business Traveller, 2023). It is well-known for both the quality of its service and the sophistication of its ambience. The friendly staff, clean rooms, and overall enjoyable atmosphere of this hotel have all received high praise from previous visitors. The conflict between Ukraine and Russia is harming the hotel's reputation. Because of the violence, there has been a decrease in tourism and travel, which is bad news for the hotel business (Josiassen et al., 2023). The war has caused confusion and safety concerns among potential tourists to Milan and the Marriott since media coverage of the conflict has influenced their travel decisions.
A large number of weddings take place at the Milan Marriott Hotel each year. Its breath-taking views, exceptional service, and flexible package options make it an excellent choice for a wedding location (The Telegraph, 2019). Despite the ongoing conflict, the hotel has been successful in attracting customers thanks to the specialised business it serves.
According to the findings of some prior research, the Milan Marriott Hotel is well-known for the outstanding service that it provides as well as its handy location. Despite the conflict between Ukraine and Russia, the hotel's reputation as a site for weddings may help it attract customers (Webwire, 2023). This study will investigate both the external and internal aspects of the hotel's pricing strategy to mitigate the consequences of the conflict and increase the level of customer involvement.
[bookmark: _Toc136086516]PESTLE analysis 
	PESTLE Factor
	Impact of COVID-19
	Effect on Milan Marriott Hotel

	Political
	Government-imposed travel restrictions
	The decline in international and domestic travel

	Economic
	Global economic downturn
	Reduced travel budgets and decreased demand for hotel services (Halim and Choiriyah, 2022).

	Socio-cultural
	Increased health and safety concerns
	Changes in consumer behaviour and preferences

	Technological
	Accelerated adoption of digital solutions
	Integration of contactless services and enhanced marketing

	Environmental
	Focus on health and safety measures
	Investments in enhanced cleaning protocols and sustainability (Prete and Crippa, 2022).

	Legal
	New health and safety regulations
	Compliance costs and operational adjustments



The Milan Marriott Hotel has been profoundly affected by the PESTLE factors, particularly the COVID-19 pandemic (Deng, 2022). Due to political factors, travel restrictions and lockdowns imposed by the government have led to a decrease in both international and domestic travel. As a result, the number of guests staying at the hotel has decreased. As a result of the pandemic, travel budgets and hotel demand have decreased, placing pressure on the pricing strategy of the hotel to ensure it remains competitive.
The outbreak caused a shift in consumer behaviour as well as societal preferences. Travel and hotel bookings are now heavily influenced by health and safety considerations (CUACA, 2020). The epidemic has sped up the process of digital technology and contactless service acceptance, both of which the hotel needed to implement to satisfy the expectations of its guests and to continue to ensure their safety. Additionally, technology has made it easier to communicate with and promote to guests.
Travellers are looking for hotels that are sustainable and kind to the environment. To better protect its visitors from the pandemic, the hotel had to invest in more advanced cleaning and air filtration equipment (Iman and Valent, 2022). The pandemic has mandated the implementation of new health and safety regulations, which will have an impact on the hotel's operations and may lead to an increase in expenses.
The Milan Marriott Hotel has a hard time maintaining its high charges due to the widespread COVID-19 outbreak and several other external factors (Hariyanto and Shandra, 2022). To maintain its position as a competitive business and continue to draw clients in the face of declining tourist and travel demand, the hotel must reassess its price structure. Price considerations have also been influenced by the costs of health and safety measures. For the hotel to achieve optimal pricing and successfully adapt to shifting market conditions, these aspects require thorough analysis.
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	Strengths
	Weaknesses

	· Brand reputation
· Prime location
· Diverse room options
· Event facilities
· Positive guest feedback
	· High pricing
· Vulnerability to external factors
· Potential seasonal fluctuations

	Opportunities
	Threats

	· Niche market (weddings)
· Domestic tourism
· Upselling and value-added services
	· COVID-19 pandemic
· Competitive landscape
· Economic uncertainty



Strengths: The SWOT analysis of the Milan Marriott Hotel reveals several factors that contribute to the hotels expensive room rates. Customers are drawn to the hotel in large part due to its brand reputation as well as its perfect location in Milan (YAPICI and BÜYÜKKARAGÖZ, 2023). A variety of guests are drawn to the hotel because of its extensive lodging options, which include stunning suites and lodgings that are tastefully decorated. The hotel's reputation improves thanks to the feedback of its guests.
Weaknesses: The study also highlights the risks that contribute to price inflation. If the economy is in a slump or there is a low travel demand, the hotel's high pricing may discourage price-conscious guests from staying there (DEMİR et al., 2021). The hotel is more vulnerable to pandemics and geopolitical crises as a result of increased tourism. Pricing and income are both sensitive to shifts in demand.
Opportunities: Locating potential prospects helps with finding solutions to price problems. Couples who are looking for an experience they will never forget will be attracted to the Milan Marriott Hotel because of its reputation as a leading site for weddings (Bölcskei, 2022). Domestic tourism has the potential to alleviate the limits placed on foreign travel and access the local market. The hotel can justify its high costs by engaging in practises such as upselling and providing services that add value.
Threats: The hotel's pricing strategy faces several problems, as uncovered by the SWOT analysis. The COVID-19 epidemic has caused a decrease in demand for travel and tourism, which has necessitated the adjustment of prices to attract tourists (Folinas and Metaxas, 2020). Another danger is competition from similarly premium hotels in the city of Milan. Uncertainty in the economy can also affect consumer spending, the price of hotels, and income.
To find a solution to the problem of exorbitant rates, the Milan Marriott Hotel needs to analyse its strengths, prospects, and dangers. A pricing strategy that takes into account current market conditions and the preferences of guests could potentially increase revenue (Cvrtak, Zekan and Vranješ, 2022). To keep the hotel's pricing plan competitive, it is necessary to capitalise on the hotel's brand reputation, excellent location, and distinctive features while simultaneously resolving shortcomings and minimising risks.
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[bookmark: _Toc136086519]Current pricing scenario at Milan Marriott Hotel
The management of the Milan Marriott Hotel has taken several measures to address the issue of the hotel's excessively high pricing (Barreto and Mayya, 2022). These tactics are designed to maximise not only hotel profits but also the level of satisfaction provided to customers. The hotel conducts an analysis of the market as well as the prices of its competitors. This study assists the hotel in identifying pricing gaps and making data-driven improvements.
[image: MILAN MARRIOTT HOTEL - Hotel Reviews, Photos, Rate Comparison - Tripadvisor]
Figure: Milan Marriott Hotel
Source: (Barreto and Mayya, 2022)
Dynamic Pricing at the Milan Marriott Hotel means that room rates are constantly being adjusted based on factors such as demand, seasonality, and occupancy levels (Neves, 2022). Monitoring market demand allows the hotel to set prices dynamically, allowing them to maximise revenue and tempt clients even when demand is low. The hotel provides enticing bundles of services, amenities, and activities under the category of "packages." Guests will profit from these bundles, while the hotel will be able to charge a higher rate (Correia, 2022). For instance, the hotel might provide an affordable package deal that consists of a room, breakfast, and access to the spa.
Pricing specials are available at the hotel during slower times of the day or during off-peak hours when occupancy is lower. These time-limited incentives stimulate booking, which helps fill unoccupied rooms and brings in revenue (Ampountolas, Shaw and James, 2019). Discounts, exclusive deals through partnerships with travel agencies or online travel platforms, and special offers tailored to specific consumer groups are some of the types of promotions that may be offered. The loyalty programme at the Milan Marriott Hotel provides its members with access to exclusive perks and discounts (George, 2021). Some hotels provide unique room types or discounted rates for example. By offering discounts and other perks to frequent visitors, the hotel can maintain a positive value proposition for both new and returning consumers.
The hotel has formed partnerships with other local businesses and points of interest to provide packaged or reduced vacation packages (Ji, Jiang and Sun, 2022). By forming partnerships with neighbouring eateries, tour operators, and entertainment venues, the hotel can provide experiences that are both unique and affordable. This strategy will increase the value of the hotel, which will allow for increased room rates to be justified. The Milan Marriott Hotel keeps an eye on the latest market trends, as well as competitive pricing and feedback from guests. The hotel can swiftly detect shifts in consumer preferences and fluctuations in demand (Simões, 2021). Being flexible and attuned to the needs of the market enables the hotel to offer prices that are comparable to those of its competitors while also exceeding the expectations of its guests.
The hotel provides visitors with information regarding prices upon request. The website of the hotel, the booking procedure, and all communications with guests provide comprehensive information (Sanvitale, 2020). Guests are more likely to trust a business that is transparent because it helps them comprehend the value they receive for the money they spend. The Milan Marriott Hotel addresses the issue of high pricing by employing dynamic pricing, delivering attractive package offers, offering special discounts, capitalising on its loyalty programme, developing strategic partnerships, always monitoring the market, and maintaining open lines of communication with customers (Zheng, Ke and Li, 2023). Because of these methods, the hotel can retain market-competitive prices and value while simultaneously optimising income and focusing on the enjoyment of its guests.



[bookmark: _Toc136086520]Issues faced by Milan Marriott Hotel
The high price at the Milan Marriott Hotel raises several concerns, each one of which has the potential to impair business operations, customer pleasure, or profitability. Issues include:
Decreased Demand: Demand for hotels drops when room rates are high. Travellers who are sensitive to costs might opt for less expensive rooms, which would reduce hotel occupancy and revenue (Mcguire, 2016). There is a possibility that only guests willing to pay a premium rate will stay at the hotel, which would bring both occupancy and profitability down.
Competitive Disadvantage: The high room rates at the Milan Marriott Hotel may work against the hotel in terms of its standing in the market (Vinod, 2022). If other establishments offer the same services at lower costs, guests are free to seek accommodations elsewhere except the hotel in question. This may be detrimental to the hotel's market share as well as its ability to attract clients, particularly those who are price-conscious.
Perception of Poor Value for Money: Guests who find the hotel's rates to be unreasonable may form the impression that the property does not provide good value for the money spent (Ivanov, 2014). This concept can result in negative reviews, unhappy guests, and a reduction in the amount of customer loyalty. If a guest does not believe that the high prices of the hotel are justified by the excellent service, amenities, or experiences offered, they may choose to stay somewhere else.
Reduced Length of Stay: Customers may be dissuaded from remaining for longer if the prices are too high. There is a possibility that customers who paid a premium rate will shorten their visits, bringing the hotel's overall average length of stay down (Mauri, 2013). This may result in decreased revenue from guests as well as an impediment to upselling over an extended stay.
Negative Word-of-Mouth and Reputation Damage: The damage done can be attributed to poor word-of-mouth both online and offline. High costs can have this effect. Unhappy guests or prospective customers who believe the hotel charges too much may share their opinion with others, which is detrimental to the establishment's reputation (Cross, 2021). The unfavourable reviews may cause a loss in revenue for the Milan Marriott Hotel.
Increased Price Sensitivity: When costs are high, customers become more price-conscious and are more likely to consider alternative lodging options. Because of their sensitivity to prices, customers may feel compelled to actively seek out better discounts or promotions, which makes the market for hotels more competitive (Roberts, 2022). If the hotel wants to attract guests who are budget aware, it could need to offer lower rates or additional incentives, which would have an impact on sales and profitability.
Impact on Revenue Optimisation: Pricing that is too high makes it difficult to maximise revenue. The hotel needs to carefully manage its premium pricing to generate income while minimising the risk of turning away customers (Nair, 2018). If the hotel charges excessive rates, it runs the risk of losing customers. It is essential to devise an optimal pricing plan to optimise both income and occupancy.
Perceived Lack of Flexibility: If the hotel's rates are too high, it may give the impression that it is unable to meet certain requirements or financial constraints (Sanvitale, 2020). Prospective guests may look elsewhere for accommodations that provide more flexible prices or are willing to haggle. For the hotel to cater to the requirements of the guests, it could be necessary to offer variable pricing or individualised service packages.

Figure: Issues
Source: (Roberts, 2022)
To mitigate the adverse effects of the high price problem at the Milan Marriott Hotel on occupancy, revenue, the satisfaction of guests, and the hotel's reputation, careful consideration and strategic action are required (Wu et al., 2020). The hotel can find a pricing equilibrium that balances profitability, guest value, and market competitiveness if it addresses these challenges and then searches for that equilibrium.
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Establishing Flexible Pricing: The Milan Marriott Hotel can provide adaptable pricing to boost demand (Roma et al., 2021). By providing non-refundable, advance purchase and package pricing, the hotel can cater to guests with a wide range of budgets and preferences. This flexibility enables guests to choose the best available option and may increase customer numbers.
Adjustments and Comparative Pricing: The hotel needs to routinely research the prices of its rivals to overcome its significant pricing disadvantage. By conducting market research and making appropriate price adjustments, the hotel has the potential to maintain its competitive edge while avoiding financial loss (Sánchez-Pérez, Illescas-Manzano and Martínez-Puertas, 2019). This proactive attempt will assist the hotel attract guests who are concerned about their financial situation.
Enhance Features That Provide Value-Added Benefits: The Milan Marriott Hotel has the potential to increase its value by enhancing the quality of its value-added services and amenities (Roma, Panniello and Lo Nigro, 2019). If the hotel invests in high-quality amenities, individualised experiences, and additional complimentary services, then it may be able to justify charging a premium for its rooms. Guests will be better able to appreciate the value of the experience if these offerings are communicated.
Promote Extended Stay Bundles: The availability of extended stay accommodations may encourage longer stays. The Milan Marriott Hotel may provide discounts, freebies, or one-of-a-kind experiences to entice guests to book longer stays (Ivanov, Del Chiappa and Heyes, 2021). These packages can be marketed to customers as being within their price range, drawing attention to the savings they make by staying for longer.
Management of Reputation: To mitigate adverse word-of-mouth, the hotel had to emphasize proactive reputation management. Keeping a vigilant eye on reviews and comments left by customers on social media and review sites and responding to them when necessary (Arabadzhyan, Figini and Zirulia, 2021). The Milan Marriott may be able to reduce the number of bad reviews and maintain a positive image by promptly responding to complaints, demonstrating a dedication to the satisfaction of guests, and putting an emphasis on the hotel's positives.
Strategic Partnerships for Value-Added Packages: The hotel can consider forming partnerships with other local businesses to bring in more guests and bring down room rates. The Milan Marriott Hotel may put together discounted value-added packages in collaboration with local restaurants, spas, and travel agencies (Boccali et al., 2022). These agreements provide customers with one-of-a-kind experiences while also increasing the marketability of the hotel.
Optimise revenue management systems: To maximise revenue, the hotel requires more sophisticated systems for managing revenue. Effective pricing strategies are produced as a result of data analysis and forecasting, and these strategies are based on demand patterns, market trends, and guest behaviour (Sutherland, Sim and Lee, 2021). These technologies assist the Milan Marriott Hotel in maximising revenue while maintaining a balanced occupancy level and making price decisions based on data.
Personalised Costing and Bargaining: To make up for the seeming lack of flexibility, the hotel might be willing to negotiate prices or offer individualised pricing options (Mantovani, Piga and Reggiani, 2021). The hotel can personalise room rates by examining the interests and patterns of its guests regarding bookings. Providing guests with options and the ability to tailor their experience can be accomplished by giving front-line staff the authority to negotiate pricing within predetermined parameters.
The Milan Marriott Hotel will be able to overcome difficulties caused by excessive prices with the help of these strategies. The hotel can strike a balance between profitability, guest satisfaction, and market competitiveness by offering flexible pricing options, analysing and adjusting rates in a competitive manner, enhancing value-added services, promoting extended stay packages, actively managing its reputation, forming strategic partnerships, optimising revenue management systems, and providing personalised pricing and negotiation flexibility (Duan, 2022).
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	Issues
	Solutions
	Analysis

	Decreased Demand
	Implement Flexible Pricing Options
	By providing guests with a selection of different rate plans and customization options, the hotel has the potential to draw in more customers and compensate for falling demand (Wang, 2021).

	Competitive Disadvantage
	Competitive Pricing Analysis and Adjustments
	If the hotel routinely monitors the rates of its rivals and makes adjustments, it will be able to entice customers who are price-conscious and reclaim some of its market share (Sims, Ameen and Bauer, 2019).

	Perception of Poor Value for Money
	Enhance Value-Added Services and Amenities
	Customers can be made to feel that the higher cost of their stay is justified by providing them with high-quality amenities, tailored experiences, and additional complimentary services (Guillet and Chu, 2021). This can improve the pleasure of passengers as well as address the concept of poor value for money.

	Reduced Length of Stay
	Promote Extended Stay Packages
	By providing guests with discounted room rates, complimentary amenities, and one-of-a-kind experiences in exchange for longer stays, the hotel will be able to raise the average length of stay as well as the revenue generated from each guest (Darsin et al., 2019).

	Negative Word-of-Mouth and Reputation Damage
	Proactive Reputation Management
	By routinely monitoring and responding to the reviews and feedback provided by guests, the hotel may reduce the likelihood of negative word-of-mouth and protect its reputation.

	Increased Price Sensitivity
	Strategic Partnerships for Value-Added Packages
	Guests who are sensitive to costs can be attracted to the hotel through the creation of value-added packages in collaboration with local businesses (Deraman et al., 2021).

	Impact on Revenue Optimization
	Optimize Revenue Management Systems
	The hotel can examine data, predict demand trends, and make intelligent price decisions with the help of advanced revenue management systems. These decisions allow the hotel to optimise income while maintaining optimal occupancy levels, which guarantees effective revenue optimisation and minimises missed revenue opportunities.

	Perceived Lack of Flexibility
	Personalized Pricing and Negotiation Flexibility
	Guests are given a sense of personalization and pricing flexibility, which increases their level of satisfaction and the likelihood that they will choose the hotel over its competitors (Helmold, 2020). Addressing the perception of inflexibility can be accomplished by providing customised pricing options and allowing front-line employees to negotiate rates within limits.



The Milan Marriott Hotel analysis table contains problems, solutions, and analysis. These research and their findings highlight the particular difficulties brought on by excessive prices and provide workable answers (Petricek, Chalupa and Chadt, 2020). The hotel's issues are resolved by the table. By offering a range of prices, the hotel can draw in more guests with diverse spending abilities and preferences. The hotel maintains competition and draws in price-conscious visitors via competitive pricing analysis and changes. Including services and amenities can raise the value. The entire guest experience can be enhanced by providing high-quality facilities, customised activities, and additional complimentary services.
Packages for extended stays encourage visitors to stay longer and spend more money. To encourage longer stays at the hotel, this strategy offers discounted rates, free facilities, and exclusive experiences (Neupane and Khanal, 2022). Reputational harm and negative word-of-mouth are reduced by proactive reputation management. The hotel can handle problems promptly, manage its internet reputation, and keep up a favourable market image by keeping an eye on and responding to guest reviews and feedback. Through clever partnerships with nearby businesses, the hotel provides value-added packages to tourists with limited budgets. This sets the hotel apart from rivals and enhances value and experiences (Park and Lehto, 2021). Hotels can make data-driven pricing decisions to maximise revenue and maintain a balance in occupancy by optimising revenue management systems. Revenue is maximised, and missed opportunities are decreased.
The perceived lack of flexibility is addressed with personalised pricing and negotiation flexibility (Chu and Hsu, 2021). Giving customers a sense of customization and flexibility through personalised pricing based on their preferences and allowing front-line staff to negotiate rates within predetermined parameters increases customer satisfaction and increases the likelihood that they will choose the hotel. The studies' findings highlight the numerous issues with high pricing and suggest workable solutions. These techniques can raise the Milan Marriott Hotel's competitiveness, customer satisfaction, and revenue potential while lowering its high cost.
TOWS analysis 
	
	Strengths (S)
	Weaknesses (W)

	Opportunities (O)
	SO
· The growing tourism industry in Milan
· Increasing demand for unique experiences and personalized services (Buhalis and Sinarta, 2019).
· - Collaborations with local businesses for value-added packages
	WO
· Perception of poor value for money
· High pricing compared to competitors
- Potential inflexibility in pricing and negotiation

	Threats (T)
	ST
· Competitors offering lower pricing
· - Price sensitivity among customers
	WT
· Negative word-of-mouth and reputation damage (Wu, 2021)
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	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Decreased Demand
	Implement Flexible Pricing Options
	Attract a wider range of customers with varying budgets and preferences, increasing demand and occupancy levels (Walters, 2022).
	6 months
	27/11/2023
	£5000

	2
	Competitive Disadvantage
	Competitive Pricing Analysis and Adjustments
	Regain a competitive advantage by offering competitive rates that attract price-sensitive guests
	3 months
	27/08/2023
	£1000

	3
	Perception of Poor Value for Money
	Enhance Value-Added Services and Amenities
	Improve guest satisfaction and address the perception of poor value for money by investing in quality facilities and personalized experiences (Mody et al., 2020).
	6 months
	27/11/2023
	£100,000

	4
	Reduced Length of Stay
	Promote Extended Stay Packages
	Encourage guests to extend their stay, increasing the length of stay and potentially boosting revenue per guest
	3 months
	27/08/2023
	£10,000

	5
	Negative Word-of-Mouth and Reputation
	Proactive Reputation Management
	Manage online reputation effectively, address guest concerns promptly, and mitigate the negative impact of word-of-mouth and reputation damage (Lee, Deale and Lee, 2022).
	Ongoing
	-
	£1500

	6
	Increased Price Sensitivity
	Strategic Partnerships for Value-Added Packages
	Collaborate with local businesses to create value-added packages, attracting price-sensitive guests and differentiating from competitors
	6 months
	27/11/2023
	£50,000

	7
	Impact on Revenue Optimization
	Optimize Revenue Management Systems
	Implement advanced revenue management systems to analyse data, forecast demand patterns, and make informed pricing decisions for efficient revenue optimization (Zheng, Ke and Li, 2023).
	6 months
	27/11/2023
	£30,000

	8
	Perceived Lack of Flexibility
	Personalized Pricing and Negotiation Flexibility
	Offer personalized pricing options and empower staff to negotiate rates within limits, providing flexibility and customization for guests
	3 months
	27/08/2023
	£0
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1. Implement flexible pricing options: Flexible pricing might help Milan Marriott Hotel draw in more customers by providing off-peak rates or special deals for particular clientele (Wu, 2021). This adaptability enables visitors with various spending limits and interests to select options that work best for them, increasing occupancy and revenue.
2. Conduct regular competitive pricing analysis: The Milan Marriott Hotel should regularly review the price strategies used by its rivals (Wang, 2021). This research will assist the hotel in identifying pricing possibilities and gaps so that changes may be made to remain competitive. With reasonable rates, the hotel can draw tourists on a tighter budget.
3. Improve value-added amenities and services: To combat the perception of poor value, the hotel should upgrade its value-added amenities and services. Examples include modern facilities, enhanced room amenities, special experiences, or free services (Wu et al., 2020). By exceeding guests' expectations and offering exceptional value, the hotel can defend its pricing and increase customer satisfaction.
4. Promote extended stay packages: To counter shorter stays, Milan Marriott Hotel might provide possibilities for lengthier stays (Sutherland, Sim and Lee, 2021). Discounts for longer stays, additional services, and customised experiences could be included in these packages. By encouraging visitors to remain longer, the hotel may increase revenue and occupancy.
5. Proactively manage online reputation: A hotel's business could be harmed by unfavourable word of mouth. The Milan Marriott Hotel should keep track of customer reviews and feedback and respond as necessary (Sims, Ameen and Bauer, 2019). Maintaining a positive market image can be accomplished by swiftly resolving problems, promoting positive visitor experiences, and minimising the negative effects.
These recommendations focus on the special issues facing Milan Marriott Hotel to deal with excessive prices. By following these recommendations, the hotel may increase its clientele, competitiveness, and guest pleasure, which will boost revenue and brand image.
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Research on the Milan Marriott Hotel revealed several high-priced issues. These studies have shown how excessive prices harm hotel operations and patron perception. A thorough investigation produced several practical solutions to these problems and the high cost of goods. The PESTLE study identified COVID-19 as one of the outside factors influencing the hotel's pricing strategies. It emphasised the adaptability and flexibility of markets. SWOT analysis helped to clarify internal factors that affect the price by highlighting the hotel's strengths, weaknesses, opportunities, and threats. Based on the problems, workable and tangible solutions were developed. These suggestions included flexible pricing, competitive analysis, value-added services, promotions for longer stays, and reputation management online. Each recommendation was designed to raise the hotel's revenue, client satisfaction, and competitiveness.
The strategic alignment of the suggestions with the hotel's strengths, opportunities, weaknesses, and threats was furthered by the TOWS analysis. It assisted in comparing the viability and effect of each option to the objectives of the hotel. The suggested remedies will assist Milan Marriott Hotel in reducing high prices and streamlining its pricing strategies. By providing flexible pricing, doing competitive analysis, improving value-added services, promoting extended stay packages, and actively managing its online reputation, the hotel may increase its clientele, enhance visitor satisfaction, and maintain a positive brand image. Milan Marriott Hotel might refine its pricing strategies and deal with problems with high prices. By implementing the solutions, the hotel may enhance its financial performance, competitive position, and guest experiences. We appreciate the management of the Milan Marriott Hotel allowing us to conduct the analysis and offer suggestions. If properly implemented, the suggested ideas will assist the hotel in thriving in the fast-paced and cutthroat hospitality industry.
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