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[bookmark: _Hlk182110380]Executive Summary 
The main issues identified in the Alhambra Palace hotel include lack of knowledge of digital marketing strategies, poor service quality and customer experience, lack of initiatives towards sustainability and lack of staff retention.
Considering the data from different sources, it is found that in the past years, the utilisation of digital marketing tools has become increasingly important and pervasive as resources are progressively migrating to digital environments. This has resulted in profound innovations in the communication and sharing business maxim regarding product and service capabilities and values. However, the Alhambra Palace Hotel still lacks knowledge of digital marketing strategies, and due to this, the Hotel is experiencing a downturn in business. Furthermore, due to a limited digital presence, Alhambra Palace has not been able to fully utilise its potential despite the region's growing tourist traffic. Insufficient exposure to digital media leads to a reduced number of visitors, which has a direct impact on the business's growth and profitability.
Moreover, it is also found that the Hotel lacks a defined, well-founded digital marketing strategy because they haven't indicated which market category they are aiming for. However, the Hotel staff emphasised the issue of poor communication between the various departments, which resulted in a waste of time and resources.
Furthermore, considering the issue of poor service quality and customer experience, it is found that increasing service quality and customer experience is crucial for Alhambra Palace, as it ensures the business remains competitive in the hospitality industry. Research indicated that service quality is a contextual dynamic that varies across industries, geographies, and cultures, although there are several stylised observations. In this vein, Alhambra Palace Hotel is lagging behind in considering guest functionality needs, automation, moments of truth, and competitive performance. Therefore, there are many customers who have shown negative reviews about the Hotel in terms of the service quality and experience provided by the Hotel. In addition, the other two issues that have been highlighted by the finding include a lack of initiatives towards sustainability and a lack of staff retention. Sustainability today is one of the important elements nowadays as it is difficult to run a business in a world that can no longer sustain itself due to severe weather events or customers who have completely converted to a sustainable way of life. However, sustainability also has a significant business appeal. However, there are no such initiatives that Alhambra Palace Hotel put in place to adopt sustainable practices in the organisation. Therefore, the Hotel is somehow lacking in meeting the demand of eco-conscious travellers, resulting in losing operational savings and a positive brand image. Considering the lack of staff retention, it is found that at Alhambra Palace Hotel, the staff turnover rate is very high. The main reason that FTI Consulting found it is because the Hotel does not consider employees in terms of their career expectations and needs. Moreover, there is a lack of recognition that leads to demotivation, resulting in employees becoming disengaged and less productive.
Therefore, considering the discussed issues, the recommendation is provided to the Hotel to overcome the identified issues. Firstly, considering the issues of lack of knowledge of digital marketing strategies, it is recommended that the Alhambra Palace Hotel develop a digital marketing in which it must consider designing and updating the hotel website, implement Search Engine Optimisation (SEO) for better search results, improve and work on its Email and Mobile marketing. Furthermore, the Hotel must work on increasing its presence on social media by developing creative content and online videos that can enhance its brand image among customers.
Moreover, considering the issues of poor service quality and customer experience, it is recommended to the Hotel that it work on adopting strategies such as personalising the customer experience, offering free meals or dinners at the restaurant, implementing technological resources in the rooms such as Doors with electronic locks that open by simply placing a mobile phone on them, messaging apps that allow to ask questions from bed, or even check out without going through reception. 
In addition, considering the issues of sustainability measures so at Alhambra Palace Hotel is required to gain certification such as "ISO 14001 and SGMA-14001 Environmental Management System". Nowadays, customers are more divergent towards sustainable tourism. Therefore, to increase its brand image, Alhambra Palace Hotel is required to adopt practices such as efficient resource management, waste minimisation, recycling practices, engaging guests in sustainable practices and adopting locally sourced food and drink.
Lastly, to resolve the issue of lack of employee retention, it is recommended that Alhambra Palace Hotel should work on its policies considering competitive employee compensation, offering career opportunities, maintaining work-life balance employee recognition, providing open communication channels, offering employee well-being programs and transparent career paths.
Thus, it can be concluded that this project not only lays the foundation for the Alhambra Palace Hotel's commercial success but also highlights the importance of integrating organisational, human and sustainable elements into the tourism offering, contributing to the economic and cultural development of the Alhambra Palace hotel. In conclusion, the analysis carried out of all the factors, strategies, and actions described and the summary of costs and budget for implementing the developed recommendations are key to the implementation of the Alhambra Palace Hotel in the Spanish tourism sector. 

1. [bookmark: _Toc182058076]Introduction 
The following consultancy report is based on the identification of the issues that Alhambra Palace Hotel is facing, such as lack of knowledge of digital marketing strategies, poor service quality and customer experience, lack of initiatives towards sustainability and lack of staff retention. Therefore, for this purpose, the consultancy firm FTI Consulting presents this report with the aim to provide recommendations to the Alhambra Palace Hotel to overcome the mentioned challenges as these are impacting the image and profitability of the Hotel among customers. 
FTI Consulting, with over four decades of industry experience, brings together unique capabilities and profound technical expertise. The team comprises more than 8,000 professionals situated in 33 countries and 87 cities worldwide. The firm provides an extensive array of services, including business transformation and strategy, restructuring, transactions, investigations, risk and compliance, policy and regulation, dispute resolution, strategic communications, Environmental, Social, Sustainability Governance (ESG) initiatives, e-discovery, and cybersecurity (FTI Consulting, 2024). Moreover, for the purpose of analysis, the main theories and frameworks considered include PESTLE, SWOT and TOWS.
[bookmark: _Toc182058077]1.1 Background of The Hotel and Age 
The emblematic Alhambra Palace Hotel, founded by the Duke of San Pedro de Galatino and built according to the project of Modesto Cendoya Busquet and Mr Lowet is an eclectic and historicist building that mixes various styles. Its facilities were inaugurated on 1 January 1910 by King Alfonso XIII1 (Hotel Alhambra Palace, 2024).
Among the numerous changes that the building has undergone throughout its history, it can be highlighted that the opening and subsequent closure of its Casino, after the prohibition of gambling in 1923 by the President of the Government and General Primo de Rivera, or the donation of the Hotel to the military forces, without inventory or any formality, by the widow of the Duke of San Pedro de Galatino, Doña Fernanda de Salabert y Arteaga, in 1936 (Hotel Alhambra Palace, 2024). During this period, the Junior Suites on the second floor were renovated, as well as the lobby and dining room. This phase saw the definition of the neo-Arab image (in the Alhambra style), which dominates the design of its interiors (Booking.com). 
The Alhambra Palace Hotel is one of the oldest hotels in Granada, a city in Spain. It is part of the 'Historic Hotels of Spain' (Hotel Alhambra Palace, 2024).
[image: ][image: ] 

[bookmark: _Ref179491763][bookmark: _Ref179491738]Figure 1: Historical structure of Alhambra Palace Hotel 
Source: (Hotel Alhambra Palace, 2024) 



[bookmark: _Toc182058078]1.2 Location
For its location, Duke chose the place with the best views of Granada at the top of the Alhambra Forest Figure 2. It combines Alhambra shapes with volumes taken from the Torre del Oro and the Walls of Ávila Figure 3. 

[bookmark: _Toc180202482]1.3 Room Size
Since its renovation, the Hotel has four suites equipped with two bedrooms, two bathrooms and a living room, three of which have a bathroom. Another feature that this fifth star brings with it is the addition of 6 Deluxe rooms to its catalogue, which join the 11 junior suites, 45 classic city view rooms and 46 classic rooms, incorporating bathrooms adapted to regulations without giving up its classic essence (Hotel Alhambra Palace, 2024).



[image: ]
Figure 2: Structure of Alhambra Palace Hotel
Source:(Vílchez, 2020).
[image: ]
Figure 3: Figure 2: Location of Alhambra Palace Hotel 
Source: (Vílchez, 2020).

2. [bookmark: _Toc182058080]Analysis 
[bookmark: _Toc182058081]2.1 Identified Issue in The Alhambra Palace Hotel
[bookmark: _Toc182058082]2.1.1 Lack of Digital Marketing Strategies
As per Ferrer-Rosell et al. (2020), in recent years, tourism has been characterised as a great driving economic force for the different cities and countries of the world; this is derived from the new context of information acquisition given that due to the arrival of technology and Internet new communication links have been developed between people and other entities that are related. In addition, one of the countries that have distinguished itself by its great diversity in relation to tourism is Spain. Being one of the countries that have developed a breakthrough in relation to its positioning in the market hand in hand with each of the development measures that have been implemented in the different destinations and localities (Rodríguez-Antón et al., 2020). 
Therefore, the main issue that Alhambra Palace is currently facing is the lack of implementation of digital marketing strategies to improve the Hotel's positioning on online social networks. Despite the increasing flow of tourists in the region, Alhambra Palace has not managed to maximise its potential due to its limited presence in the digital sphere. Therefore, the lack of visibility in digital media resulted in a lower influx of tourists, directly affecting the profitability and growth of the business (Alhambra of Granada, 2024).
It was revealed by Ferrer-Rosell et al. (2020) that Alhambra management does not have a structured, well-founded digital marketing strategy since they have not specified the market segment they are targeting. 
[bookmark: _Toc182058083]2.1.2 Poor Service Quality and Customer Experience 
Vargas-Calderón et al. (2021) discussed that nowadays, trade is very variable at all stages in which it develops due to the constant growth of industries and the new alternatives that are offered both products and services, which make the market highly competitive, which means that staying in the market over time is a challenge for today's companies (Chittiprolu et al., 2021). Lajante et al. (2022) discussed that many of the Alhambra customers showed bad reviews considering the quality of services and the experiences they had in the Hotel. However, the main challenges that the organisation must face in terms of bad service quality and customer experience can impact the organisation's image, as shown in (Figure 3).
[image: ]
[bookmark: _Ref179491862]Figure 4: Elements That Are Affected by Poor Customer Services 
Source: (Chittiprolu et al., 2021).
Moreover, the rise of new accommodation options is the result of the increase in needs and demands for the quality of service. Therefore, to compete in this environment, Alhambra requires new sales strategies, greater investment, strategic alliances, and applying the alternatives offered by the Internet that allow obtaining truthful information that can be analysed to find effective solutions that allow successful development in the accommodation and lodging service (Paulose and Shakeel, 2022). 
[bookmark: _Toc182058084]2.1.3 Lack of Initiatives Towards Sustainability 
According to Gardini et al. (2021), the Alhambra hotel is now facing new challenges, including the pressure exerted by a possible global recession, inflation and geopolitical uncertainty and the growing physical and economic threat of climate change, which could scare away tourists. 
The hotel and tourist accommodation sector in Spain is one of the most important sectors because tourism has become an essential source of wealth for the country. In the words of Hassanein and Dale (2019), it is a moment of systematic change in hotel activity and the tourism sector as a whole. It is a sector that has already experienced a radical change in supply, demand and marketing channels, which makes it a more dynamic and less predictable sector. Changes in the sector will be aggravated and drastically modified due to COVID-19, a pandemic that has increased the demand for small establishments located in places far from large cities, in rural areas, in nature, etc (Arnedo et al., 2021).
As per Blanco-Romero and Blázquez-Salom (2023), the tourism sector contributes approximately 14% to the Spanish GDP, although the weight of hotels is not very large, around 1%. It is considered a strategic sector because it is one of the main elements that make up the tourism product and generates significant income in other sectors. For example, in the food sector, in the distribution of extra-domestic food expenditure, hotels consume approximately 2,377 million pounds of food. Due to climate change, the habits of the population are changing in order to help stop the spread of this phenomenon. For this reason, tourism is also changing towards new, more ecological and sustainable forms (Sharpley, 2022).
Moreover, sustainability is becoming increasingly important to holidaymakers. According to Booking data for 2022, 70% of global travellers intended to travel more sustainably in the coming year, while 35% said sustainability efforts by accommodation and transport providers play an important role when making bookings (Korstanje et al., 2022). According to the World Tourism Organisation, sustainable tourism is one that addresses the needs of visitors, the industry, the environment and local communities from three interdependent factors: social sustainability, environmental sustainability and economic sustainability (Figure 4). Therefore, working in these three areas will help Alhambra achieve long-term viability (Fyall et al., 2019). 
[image: Ultimate Guide to Sustainability in the Hospitality Industry]
[bookmark: _Ref179492236]Figure 5: Preferences of Consumers Towards Sustainability Tourism  
Source: (Fyall et al., 2019).
[bookmark: _Toc182058085]2.1.4 Lack of Staff Retention 
Another difficulty that affects the turnover of Alhambra Hotel staff is the problem of retaining new employees. This issue concerns staff hired relatively recently and deciding to quit within the first year (Zámečník and Kožíšek, 2021). Employees with no work experience (university graduates) and employees with no experience in the hotel industry are especially susceptible to this trend. They cite the reason for their dismissal as poorly organised adaptation programs in hotels, where they had no desire to stay for a long time, much less build a career (Marco-Lajara and Úbeda-García, 2013). The lack of competent procedures for introducing a new employee not only to the position but also to the specifics of Alhambra and its corporate culture, the lack of a professional mentor and the necessary development program ultimately led to the young employee leaving the company as shown in (Figure 5) (Garcia Mestanza et al., 2019).
[image: 5 ways to regain staffing stability in your hotel - HotelFriend]
[bookmark: _Ref179492281]Figure 6: Drivers of Lack of Staff Retention 
Source; (Zámečník and Kožíšek, 2021).
[bookmark: _Toc182058086]2.2 Scope
In the competitive world of tourism and hospitality, visibility and the ability to attract tourists are crucial factors for the success of any establishment. In this context, the main issues that are identified in the Alhambra Palace Hotel include 
· There is a lack of knowledge of digital marketing strategies in the organisation makes the Hotel face challenges in building its online image among the customers.
· There is Increasing demand for quality and customer experience from the consumer Hotel's lack of fulfil.
· The increasing trends and perception towards sustainable tourism are affecting the Hotel's image among consumers and decreasing sales.
· There is a lack of staff retention strategies that are implemented by the Hotel, due to which the hotel turnover rate has increased.
Therefore, this report aims to present change management strategies for Alhambra Palace that allow it to reach more potential guests and improve its profits by overcoming the above-mentioned issues.
[bookmark: _Toc182058088]2.4 PESTEL Analysis
To carry out the analysis of the general environment, it is necessary to identify the factors and variables that will have a significant impact on the development of the Alhambra business activity and those that will not (Yusop, 2018). This analysis will be carried out through the PESTEL analysis; this instrument facilitates the study of the company's environment, analysing a series of factors whose initials are those that give it its name (political, economic, sociocultural, technological, environmental and legal) (Carlo, 2021). Therefore, the PESTLE analysis of the Alhambra hotel is shown in Table 1 below.
[bookmark: _Hlk182106820]Table 1: PESTEL Analysis of Alhambra Palace Hotel 
[bookmark: _Ref179492325][image: ]
Table 2:
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[bookmark: _Toc182058089]2.5 SWOT Analysis 
SWOT analysis is a tool used by companies to evaluate their business factors internal (Weaknesses and Strengths) and external factors (Threats and Opportunities), and It is actually a schematic representation of the conclusions obtained from the analysis of the environment (Macro environment and Microenvironment, including Internal Analysis) (Benzaghta et al., 2021). This analysis is essential to contribute to making more informed and effective decisions long term. The SWOT analysis of Alhambra Palace is shown below in Table 4.

[bookmark: _Ref179492367]Table 4: SWOT analysis of Alhambra Palace Hotel 
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[bookmark: _Toc182058091]2.6 TOWS Analysis 
The objective of a TOWS analysis is to systematically assess the interconnections among various elements of a business or individual. Typically, these elements include threats and opportunities, as well as strengths and weaknesses, or a combination of both (Benzaghta et al., 2021). Therefore, the TOWS analysis of Alhambra Palace is shown below in Table 5.

[bookmark: _Ref179492430]Table 5: TOWS Analysis of Alhambra Palace Hotel 
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Table 6:
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3. [bookmark: _Toc182058093]Recommendations and Change Management
[bookmark: _Toc182058094]3.1 Recommendations 1: Create a Digital Marketing Strategy for Alhambra Palace Hotel
[bookmark: _Toc182058095]3.1.1 Change Management Strategies for Recommendation 1
For managing the change in the Alhambra Palace Hotel for implementing digital marketing strategies, FTI Consulting advises the organisation to implement the following strategies as per Kotter's (2012) model of change.
3.1.1.1 Design and Update to The Hotel Website
 The hotel website must be updated with offers, promotions or packages and content on all its channels (conventional website, mobile, social). It must have an accessible and compatible design that is easy to navigate.
3.1.1.2 Search Engine Optimisation (SEO)
A process that will improve the quality and traffic of the Alhambra Palace Hotel website from search engines through natural results or positioning.
3.1.1.3 Email Marketing
An action that interests the Hotel to retain customers since it is one of the simplest and most affordable ways. To achieve this, a database will be created that will be refined, obtaining the data through the different platforms and with a good HTML design (it is a markup language that is used for the development of web pages. This is the acronym for Hyper Text Markup Language (i.e., Hyper Text Markup Language for the web page) on the Hotel's website.
3.1.1.4 Mobile Marketing
 A combination of push and pull campaigns will be carried out, depending on the moment and action to be carried out. With push campaigns, messages of 160 characters maximum will be sent through online distribution channels to carry out special promotions (contests, raffles, last-minute offers, etc.).
3.1.1.5 Social Media
This will be used to share content (content marketing), and relevant, valuable, interesting content, experiences, and offers that respond to user needs will be created and distributed. Through these actions, the company will create content and distribute it appropriately on social networks to achieve the desired positioning. Initially, Alhambra Palace Hotel will create content on Facebook, Instagram and YouTube. It will also be present on other social networks for reservations, such as Tripadvisor, Google+, Boking.com, and Trivago.
3.1.1.6 Online Videos
High-quality audiovisual content will be created to reinforce the brand, gain an advantage over competitors and allow the image, tag, and title to be chosen through the web map, allowing Google to direct visitors to the page's player instead of through an external one (YouTube).




[bookmark: _Toc182058096]3.1.2 Estimated Budget 
Therefore, a budget estimate will be necessary for the actions that have been contemplated for the actions. The approximate costs aimed for this are as follows in Table 7.
[bookmark: _Ref179492492]Table 7: Estimated Budget for Implementing Digital Marketing Strategy 
	
	
	Price £
	Frequency

	Local marketing

	Advertisements
	To promote the Hotel carried out by a specialised external company
	2.000
	One-time cost at the start

	Marketing in the Hotel
	Inbound marketing, Neuromarketing, Ambient marketing, Brand content marketing, Sensory marketing
	100
	Monthly

	Public relations

	Events
	Gastronomic workshops, tastings and other events
	800
	Monthly

	Press releases
	The announcement in local and regional media of the opening of the Hotel
	200
	Annual

	Social networks

	Instagram
	Content creation and planning, management specialised company
	100
	Quarterly

	Facebook
	Content creation and planning, management specialised company
	100
	Quarterly

	YouTube
	Content creation and planning, management specialised company
	300
	Quarterly

	Social media and SEO
	Management and maintenance by external company
	150
	Monthly

	Online

	Web page
	Creation, specialised external company
	2.400
	One-time cost at the start

	
	Maintenance
	150
	Monthly

	
	Total
	2000
	


[bookmark: _Toc182058097]3.1.3 The Impacts/Success Rates Be Reviewed and Measured
Once the activity has started, Alhambra Palace Hotel will have a series of control mechanisms to determine whether the digital marketing strategies are working correctly. The degree of compliance with the objectives will be monitored, errors and deviations will be detected for their correction, and solutions will be sought (Whittington et al., 2020). To this end, monthly sales analyses will be carried out, monitoring of customer satisfaction and annual measurement of the effectiveness of advertising and promotion actions. Annual review and adjustment of the marketing budget (Burnes, 2014).
[bookmark: _Toc182058098]3.1.4 Expected Benefits 
· Increase the number of clients by promoting the brand image and reputation
· Better market positioning
[bookmark: _Toc182058099]3.2 Recommendations 2: Promoting Quality and Customer Experience within the Organisation
[bookmark: _Toc182058100]3.2.1 Change Management Strategies for Recommendation 2
Furthermore, Mavridopoulou and O'Mahoney (2020) consider that getting a good customer experience is very important since, in addition to repeating their experience in the Hotel, it will be key to recommending it to other potential clients. To do this, in addition to having the premise of offering them personalised treatment, with the purpose of receiving feedback (García-Hernández et al. 2023). Regarding the service, facilities or activities, loyalty programs will be carried out where customers, after a certain number of nights staying at the Hotel, get free meals or dinners at the restaurant (Casado-Aranda et al., 2022). To evaluate customer loyalty, we must try to have at least 20% of customers repeat at least once in the first two years of activities. If so, our goal will be carried out. However, if the figure is lower, then FTI Consulting will have to look for other programs' loyalty cards such as membership cards (O'Mahoney, 2021).
[bookmark: _Toc182058101]3.2.2 Actions 
· Offering free meals or dinners at the restaurant.
[bookmark: _Toc182058102]3.2.3 Estimated Budget 
This action has no specific budget as the survey will be created by the hotel manager, and the offering of the free meals will be dependent on the number of customers that are eligible to participate in the loyalty programs that will be carried out where customers, after a certain number of nights staying at the Hotel, get free meals or dinners at the restaurant (Kipping and Clark, 2012).
[bookmark: _Toc182058103]3.2.4 The Impacts/Success Rates Be Reviewed and Measured
To know the level of customer satisfaction and the loyalty they have to the Hotel, FTI Consulting will use the NPS (Net Promoter Score) metric (Fisher et al., 2019). This system serves to measure the perception that customers have of the Hotel and consists of the formulation of different strategic questions, which clients must answer by assigning a score from 0 to 10 for each of them, where 0 is "very low/very bad/no chance", and 10 "very high/very good/confident". Therefore, from the average of the responses in this survey firm will obtain detractor clients (rating between 0 and 6) who have not had a good experience and will not speak well of the company, passive customers (between 7 and 8), who for certain reasons have not been completely satisfied with the services provided, and they will promote not the Hotel; and promoter clients, (between 9 and 10) who have enjoyed the product to the fullest, so they will not only be loyal customers to our enjoyed our product to the fullest, so they will not only be loyal customers (Baehre et al., 2022).
To obtain these answers, the firm will send an email (which will be obtained during the check-in) to each of the guests at the end of their stay with four questions (Appendix B). The results must be evaluated every quarter. If these have been positive for the Hotel, that is, of all the responses, 40% are promoter clients (between 9 and 10), another 40% are passive customers (between 7 and 8), and only the remaining 20% are detractors (between 0 and 6), the objective to satisfy the customers will be fulfilled. Otherwise, the firm will have to make decisions such as investing in the training of the staff or offering additional services that satisfy the customers (Baehre et al., 2022).

[bookmark: _Toc182058104]3.2.5 Expected Benefits 
· Increased customer loyalty 
· Enhancing customer experience 
· Evaluating the number of satisfied customers.
[bookmark: _Toc182058105]3.3 Recommendations 3: Making the Organization and Employee Shift towards Adopting Sustainability Measures Within the Hotel
[bookmark: _Toc182058106]3.3.1 Change Management Strategies for Recommendation 3
3.3.1.1 Gaining Sustainability Certification 
Within the Spanish regulatory hierarchy, there is no type of law or regulation that explicitly regulates sustainable hotels (Heras-Saizarbitoria, 2021). However, regional environmental regulations (orders, decrees, laws and agreements) on waste, water, environmental information, natural spaces, strategic environmental assessment, etc., are applicable to be considered a hotel of this voluntary type and as a way of fulfilling ecological and sustainable responsibility, Alhambra Palace Hotel should adhere to the ISO 14001 (International Organization for Standardization) standard to obtain certification in an SGMA-14001 Environmental Management System (Subramaniam et al., 2011). The ISO standard aims to implement environmental management and energy-saving measures in hotels. Compliance with this standard requires establishments to develop their own actions. Actions that are currently guided by the Association of Ecological Hotels (Heras-Saizarbitoria, 2021). Ecological practices in hotels establish the following criteria: commitment to environmental practices, energy efficiency and conservation, lighting, management of hazardous and toxic substances, pest management, purchasing, recycling and reuse, transportation, and water efficiency and conservation. Another official certificate that Alhambra Palace Hotel can apply for is the Spain Green Building Council (Subramaniam et al., 2011).
3.3.1.2 Efficient Resource Management
Rossidis et al. (2021) showed that efficient resource management is essential for the sustainability of any hotel. It involves optimising the use of resources such as water, energy and materials in a way that minimises waste and maximises efficiency.
First, efficient water management is crucial. Alhambra Palace Hotel should implement water-saving technologies such as low-flow faucets and showers, water recirculation systems, and the reuse of greywater for irrigation or toilet flushing. Additionally, guest awareness programs can be established on the importance of conserving water and promoting its reuse during their stay (Arasli et al. 2020). 
3.3.1.3 Waste Minimisation
Tansel et al. (2021) discussed that waste minimisation is key to the sustainable management of a hotel. It involves reducing the amount of waste generated during hotel operations, both internally and externally, and implementing measures to effectively manage the waste generated. One of the strategies to minimise waste in Alhambra Palace Hotel is to reduce the number of disposable products used. In addition, shampoo and soap dispensers can be offered instead of individual containers in the rooms, and the use of reusable bags can be promoted in the shopping and laundry areas (Rossidis et al., 2021).
3.3.1.4 Recycling Practices
Recycling practices in hotels are essential to promote sustainability and reduce the environmental impact of their operations. This involves collecting, separating and properly processing recyclable materials to give them a new life rather than sending them to landfills (Tansel et al., 2021). One of the most common recycling practices that can adopted by Alhambra Palace Hotel is the separation of waste into different containers for later recycling. This includes specific containers for paper, cardboard, plastic, glass and metal located in public and private areas of the Hotel. In addition to waste separation, Alhambra Palace Hotel can implement recycling programs for various materials. 
3.3.1.5 Engage Guests in Sustainable Practices
Alhambra Palace Hotel can actively engage its guests in sustainable practices by providing education and encouraging their participation. Displaying signage in guest rooms and common areas that promotes energy and water conservation tips can raise awareness and inspire behavioural change. Offering incentives, such as discounts or loyalty program points, to guests who make sustainable choices like reusing towels and supporting local businesses can further encourage sustainable behaviour (Olya et al. 2021).
3.3.1.5 Locally Sourced Food and Drink
Furthermore, supporting local farmers and suppliers not only stimulates the local economy but also reduces the carbon footprint associated with food transportation. Implementing the "farm-to-table" concept in the Alhambra Palace Hotel restaurants can ensure that fresh, seasonal product is sourced locally, promoting sustainable and healthy dining options for guests. Additionally, reducing food waste through effective inventory management and donating excess food to local charities can further enhance a hotel's sustainability efforts (Arasli et al., 2020).
[bookmark: _Toc182058107]3.3.2 Estimated budget 
Table 8: Estimated Budget Adopting Sustainability Measures 
	Detail
	Cost £

	Renewable energy infrastructure
	2,000,000

	Waste management systems
	500,000


	Water conservation technology
	500,000

	Organic landscaping and gardening
	200,000

	Sustainability certifications and audits
	100,000

	Total
	3,300,000


[bookmark: _Toc182058108]3.3.3 The Impacts/Success Rates Be Reviewed and Measured
Success in implementing sustainability measures in a hotel can be measured using various methodologies, with Return On Investment (ROI) being a fundamental approach. ROI evaluates the net gains from sustainability initiatives relative to their costs, providing crucial data on economic advantages (Lado-Sestayo and Vivel-Búa, 2020). Alhambra Palace Hotel can assess whether the development budgets have turned into profits by contrasting savings achieved through energy and water efficiency with the implementation costs. Considering its alignment with financial performance, ROI quantifies fiscal consequences and validates the feasibility of sustainability actions.

[bookmark: _Toc182058109]3.3.4 Expected Benefits 
· Positive brand image
· Cost savings
· Regulatory Compliance 
· Attracting investors
· Conservation of natural resources
[bookmark: _Toc182058110]3.4 Recommendations 4: Providing Training to Employees to Increase Staff Retention Rates.
[bookmark: _Toc182058111]3.4.1 Change Management Strategies for Recommendation 4
Through the analysis carried out on Alhambra Palace Hotel, it was possible to observe that the hotel staff have issues such as the lack of knowledge in customer service. Therefore, it is necessary for human talent to receive training in all areas concerning all activity since it depends on them to increase the hotel income as well as it will increase the motivation of employees as they will learn and there will be an opportunity for them for their career progression (Ghani et al., 2022).
Therefore, for this purpose, hotels should make agreements with public and/or private institutions to establish permanent seminars for hotel employees on optimising customer service and friendliness. The training will be held from 6 to 8 pm, for three days so that they do not interfere with their daily work, and thus they can attend all. Moreover, the firm will hire a team of technical staff specialised in hotel management for training. The main activities that will be included are 
· Train the human talent that works in the Hotel in customer service.
· Establish a semi-annual training plan for all those who work in the Hotel; being totally mandatory for everyone.
· Implementing policies in the organisation such as offering competitive compensation, career opportunities,
work balance, employee recognition, open communication channels, employee well-being programs and transparent career paths to employees. 
[bookmark: _Toc182058112]3.4.2 Estimated Budget for Execution of the Training
Table 9: Estimated Budget for Execution of the Training 
	Detail
	Cost £
	Time/hours
	Total £

	Staff training and human relations, customer service customer.
	120
	8
	960

	Acquisition of trainers
	25
	
	25

	Refreshments for the trainees and trainers
	1.50
	8
	15

	Total
	1000


[bookmark: _Toc182058113]3.4.3 The Impacts/Success Rates Be Reviewed and Measured
Key performance metrics, encompassing staff turnover rates, employee engagement scores, and guest satisfaction ratings, play an instrumental role in such measurements (Djajasinga et al. 2021). Furthermore, regular employee surveys can help capture the sentiment and engagement levels of hotel staff, providing valuable insights. Another critical aspect lies in guest satisfaction ratings. Improved guest satisfaction indicates the manifestation of retention strategies, directly influencing service quality (Kim et al., 2020). Analysing guest feedback and comment forms can help identify correlations between staff stability and guest experiences.
[bookmark: _Toc182058114]3.4.4 Expected Benefits 
· Increased Employee Satisfaction
· Increased hotel income
· Increased profitability


4. [bookmark: _Toc182058115]Action Plan 
Table 10: Action Plan 
	Number
	Problem
	Solution
	Desired outcome
	Time scale
	Completion Date
	Planned Budget


	1
	Lack of knowledge of digital marketing strategies
	To agree on the development of a digital plan for the Hotel to enhance brand image among customers
	Increase the number of clients by promoting the brand image and reputation and build up a better market positioning
	Three months
	1/ 1/ 2025
	£2000

	2
	Poor Service Quality and Customer Experience

	To offer free meals or dinners at the restaurant and create a survey to evaluate the NPS metric from the customer at the time of check out.
	Increased customer loyalty, customer experience and evaluating the number of satisfied customers.

	Four months
	2/2/2025
	No cost

	3
	Lack of Initiatives Towards Sustainability
	To implement practices such as efficient resource management
waste minimisation,
recycling practices,
engage guests in sustainable practices, and
locally sourced food and drink
	It will allow to build of a positive brand image, save costs, regulatory compliance, attract investors and conservation of natural resources.

	Six months
	1/4/2025
	£3,300,000

	4
	Lack of Staff Retention

	To train the human talent that works in the Hotel
	This will increase Employee Satisfaction, Increased hotel income and profitability
	Two months
	1/12/2024
	£1000




5. [bookmark: _Toc182058116]Conclusion
Alhambra Palace Hotel, located in beautiful Granada, Spain, boasts a rich history and unique charm. However, it faces challenges concerning digital marketing, customer experience, Sustainability and Staff Retention. Therefore, the management of the Hotel must recognise these flaws and take immediate measures to rectify them. 
Firstly, for issues related to lack of digital marketing knowledge, Alhambra Palace should develop a digital marketing plan as discussed in the report, as doing this will allow the organisation to personalise content and offers for each user. Using data and analytics, the Hotel can tailor its messages and offer individual customer needs and preferences. Not only does personalisation increase the relevance of the message, but it also improves conversion rates by providing a more customised and engaging experience. Furthermore, digital marketing will facilitate direct interaction with customers through various channels, such as social media and email. This interaction will allow Alhambra Palace Hotel to strengthen relationships with customers and respond quickly to their queries or concerns, improving customer satisfaction and loyalty.
Secondly, Alhambra Palace Hotel should focus on improving service quality and customer experience. This entails conducting thorough staff training to meet and exceed customer expectations. Moreover, regular assessments and actionable suggestions can ensure sustained customer experiences over time. An organisation needs to understand that effective customer experience and service quality is not just an interaction; it is a strategy for building trust and loyalty that requires a thoughtful approach and a scientific understanding of human relationships.
Thirdly, considering the issue of sustainability measures therefore Alhambra Palace Hotel should take into account that in today's world, sustainability has become a crucial aspect for any business, including the hospitality industry. Therefore, implementing sustainable practices not only benefits the environment but also results in financial savings and improves the overall guest experience in the organisation. Thus, Alhambra Palace should implement practices such as efficient use of resource management, waste minimisation, recycling practices, engaging guests in sustainable practices and adopting locally sourced food and drink.
Fourthly, consider the issue of lack of staff retention; therefore, the organisation must consider policies such as offering competitive compensation, career opportunities, work balance, employee recognition, open communication channels, employee well-being programs and transparent career paths as this will allow the organisation to have many benefits, such as increasing cost efficiency, preservation of knowledge and skills, boosting employee morale, increasing competitive advantage and increasing customer satisfaction and loyalty. 
Therefore, effectively managing and implementing these recommended strategies can help overcome the challenges faced by the Alhambra Palace Hotel. By investing in these areas, the Hotel can boost its online presence, attract more clients, and abide by its historical standing.
Lastly, I would like to express my sincere gratitude to the Alhambra Palace Hotel for the opportunity to collaborate on this project. This project proved to be a resounding success, largely due to the remarkable hospitality services you and your team consistently delivered. Your organisation's unwavering support and excellence were instrumental in this project and I cherish our partnership and look forward to future opportunities to work together.
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- Bad Reviews about Alhambra Palace Hotel
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NPS Survey to Measure Alhambra Palace Hotel Customer Satisfaction. 
1. On a scale of 0 to 10, how satisfied have you been with the services provided by part of the Hotel?
2. On a scale of 0 to 10, how likely are you to recommend the Hotel to a friend or friend?
3. On a scale of 0 to 10, how likely are you to repeat your stay at "Alhambra Palace Hotel "?
4. On a scale of 0 to 10, what did you think of the hotel experience in general?
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As per Gonzalez-Torres et al. (2021), tourism policy encompasses the
different ways in which the public administration infervenes in this activity.
and contributes to its promotion, development and correction of the
problems that this activity can generate. Tourism policy is considered part
of economic policy since it must help improve the well-being of citizens
through the creation of wealth, job creation, ofc. Also, du to is great socio-
economic impact, it must be considered as a trategic clement in the actions
of the administrations.

‘Taxes are detrimental to Alhambra Palace. Tn addition to the uncertainty of
being something that can change depending on the Government in power
at any given time or due to a crisis such as COVID-19, the Hotel as a
company will have to pay a series of state and municipal taxes (Moxon-
Browne, 2024).

Furthermore, the Inter-Professional Minimum Wage (SMI) sefs the
‘minimum amount of pay, or the value of the minimum wage, that a worker
‘must receive for the legal workday, regardless of the fype of contract they.
‘have (Sanchez et al, 2023).

Tn 2022, the Ministry of Labour, Migration and Social Security set the SMI
at £905/month, considering 14 payments throughout the year or
£1,1083/month, considering 12 payments per year. This represents an
increase of 5.6% compared to the 2019 salary (Vizcaya Atienza, 2022).

The hotel industry market size in Spain is estimated at £26.84 billion in
2024 and s expected to reach £31.33 billion by 2029, growing at a CAGR
of 3.14% during the forecast period (2024-2029) (Lépez-Bonilla et al
2021).

Spain is the fourth most visited nation in the world. The Spanish tourism
sector is expected to continue to play an important role in the country’s
cconomic  development in the coming years. However, due fo
‘macroeconomic uncertainty, high price pressure in the fourism industry and
a decline in long-distance tourism, international tourism could take some
fime to return to pre-pandemic levels (Blazqusz-Salom ct al 2020).

In addition, the hotel sector is booming duc to the increasing establishment
of new hotels in the country. The number of luxury and high-end hotels has
grown significantly in recent years. Last year, the Spanish tourism industry
saw a 130% increase in international visitors as travellers returned to the
country afier fwo years of strict fravel resirictions. Despite 2 decline in
disposable income in many European countries over the past year, shoppers
coninued to splurge on travel (Fernandez-Morales ct al., 2024).

Returning to business travel in Spain after the pandemic, international
business travel increased by 48% in the first three months of the current
year compared to the same period last year. Since the beginning of the year,
‘business travel has been increasing steadily. The Spanish economy, which
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has recovered strongly from the effects of the energy crisis, grew by 0.5%
in the first quarter of the year (Mslian-Gonzilez and Bulchand:Gidumal
2020).

The hotel industry is expanding rapidly and is recording s
In addition, there s 2 shift in developments from urban regions to locations
closer to the islands, representing shifting inferests in customer preference
for more relaxed travel and stay experiences. The upmarket and hxury
categories have recorded the most growth in recent times, which is a very
good factor for Alhambra (Romero and Tejada, 2020).

Basic values and belicfs of sociey are positive variables since the afifudes
of Spanish society towards consumption, leisure and travel are active. Also,
1aking into. account the maintenance of the environment, as well as safety
and hygiene, these aspects will be promoted more or less depending on the
concept that society has of them (Caballero, 2023)

Companics in the tourism sector, such as Alhambra Palace, will be affected
by changes in society's lifestyle, as s currently happening, and will have to
adapt their activity to these. Nowadays, there is a concern about health and
the cult of the body. Therefore, having a spa or a wellness centre has
become a requirement in hotel demand. In cconomic terms, it must be
considered that health touists fravel out of season and spend befween six
and ten times more than a conventional tourist (OECD, 2024)

Travel seasons are a variable that is somewhere between balanced and
positive. Even before the pandemic, a decrease in seasonality had been
observed, mainly due fo 4 reasons: fragmentation of holidays (less
possibility of long holidays), the possibility of short rips, "complementary”
products to "sun and beach" tourism, and climate change (Tour Spain,
2024).

Consumer protection is a posifive variable since, due to the global
cconomic crisis and globalisation, consumer and user protection
organisations are working more actively and cnsuring much more
protection of consumer rights. In addition, there are many other variables
within the socioculfural factors such as, for example: language, value of
free time, beliefs/religion, cultural level, etc. (OECD, 2024).

‘As per Tour Spain (2024), over the past years, the online travel sector in
Spain has seen significant expansion driven by increasing_internet
accessibility, widespread adoption of smartphones, and the case of booking
travel through online platforms. Spain has cmerged as a favourite online
travel platform for both domestic and international travellers. Popular
domestic destinations such as Barcelona, Madrid, Seville, and the Balearic
Islands are frequently searched online. The availability of multilingual
support makes it even casier for international travellers to efficiently plan
their trips through online travel platforms.

The popularity of Online Travel Agencies (OTAS) within the online travel
i o e R e e e e e s | G e
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flight bookings accounting for a significant portion of their sales,
approximately 87% (Abella-Garcés et al., 2024). However, OTAs are also
expanding their offerings beyond air travel to include accommodation,
ground transportation such as buses and trains, and other related services
(Garcia et al., 2022).

Today, OTAs play a crucial role in driving hotel revenues by serving a
diverse global customer base by offering flexible payment options such as
digital wallets, contactless payments, instalment plans, and other
innovative solutions to meet the changing needs of travellers (Tour Spain,
2024).

7 has become a strong priority for travellers.
‘aring for the ecosystem is one of the priorities of Spanish tourists. Now,
66% of those surveyed by Eurostar Hotel Company also say that they
into.account the environmental impact of the establishment before booking
a hotel (Romero and Tejada, 2020).

In an increasingly aware society, this has become one of the main issues of
the moment and one of the axes that will mark the sector in the immediate
future. Its survival depends on adapting to this concern since the industry
must get up to date as soon as possible in order not to lose potential
customers (Vizcaya Atienza, 2022).

Environmental

Although itis true that transformation in this area brings with ita significant
cost derived from the changes, it is necessary. The change project also
requires an investment in resources, qualified personnel and time. For all
these reasons, it is necessary to keep in mind which measures have the most
value for guests and whether they are willing to assume the increased cost
associated with the commitment to the environment (Caballero, 2023).

Local tax laws can have a profound impact on Alhambra Palace's
profitability. Property tax rates, sales taxes, and other levies are factors that
hoteliers must consider when calculating their operating costs (Fyall et al.,
2019). Moreover, Labour regulations are another essential area that affects
the Alhambra Palace. Local laws regarding minimum wages, working
hours, and working conditions can vary considerably from one location to
another. Hoteliers must ensure that they are following these regulations to
avoid potential penalties (Belmonte-Martin et al., 2021).
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Strengths
High hygiene in rooms and facilities in
general.

The team is committed to the high
quality of its work, which is verified
through daily supervision.

The Hotel is in an advantageous
position to negotiate with its guests due
to the high quality of the rooms on
offer.

There is a large private parking lot
inside the Hotel for guest service.
Implementation of a more strategic and
analytical management model based on
revenue management.

Self-service for some tasks: electronic
keys, online reservations, self-check-in
machine, etc.

‘Weaknesses
The Hotel lacks digital marketing
strategies
There is a lack of advertising, both
digital and traditional.
Shortage of qualified labour in
some positions.
Delay in the application of
technologies due to lack of access
or the ability to have it.
Staff with a low level of languages
for foreign tourism.
The absence of a brand image
makes it necessary to create one in
line with the Hotel's philosophy.

Threats
Existence of unfair competition with
low prices.
Government entities that control and
verify sustainability standards and
labour regulations
New technological trends.
High seasonality of demand.
Large international hotel groups in
different areas of Spain

Opportunities
Take advantage of online
commerce to offer hotel services.
Generate a digital marketing plan
to improve positioning profitability
and gain market share.
Emergence of a demand sensitive
to attributes related to
environmentalism and
sustainability.
Social networks allow for greater
customer  knowledge, better
adaptation of the offer, greater
lovalty, and a communication tool.
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Where NOT to stay when visiting Alhambra

This must be the most overpriced tourist trap in Grenada accompanied by the least friendly
staff. To not include the buffet breakfast in a €300/night off season rate is egregious and they
are unapologetic asking €25 for a buffet that prioritises quality over quantity. They have a
residents bar without a single seat which closes promptly at 1lpm. When we asked if we could
have a drink in the lobby (where we could be seated) we were told it was impossible. €25 a night
to park your car but you can't retrieve it before 8.20 in the morning.

Read less ~

Date of stay: January 2024
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A 5-star hotel with a room that smells of sewage

My family stayed two nights in this hotel on a tour of Alhambra Palace. The outside common
area of the hotel, including the dining room, was very well maintained and could deserve a 5-
star rating. The rooms inside were a different story. We occupied two rooms. One was a “superior
deluxe room,” and the other was a “classic city-view double room.” Both had the same price tag.
The deluxe room was spacious and well-lit but had an odd arrangement with a useless bathtub
in the center. Moreover, the room smelled of sewage when we entered the room—which | notified
the management. They disagreed and claimed there was no sewage smell. | did not appreciate
the response, as all four of our family members smelled of sewage. Nor did | escalate the issue,
as our stay was short. The city-view room had a small window overlooking the city without much
viewing space. The room was tiny, with two twin beds packed in the room, and was poorly lit. It
felt like being in a prison cell. The shower doors in both rooms did not close fully, so the water
splashed out. In short, both rooms were substandard and did not deserve the price tag at all. My
recommendation to travelers is to stay elsewhere, and if you need to stay there, avoid the small
“city-view” rooms and Deluxe Room #331 that smells of sewage. | got to love Spain and its people
who are very friendly and helpful, but not this hotel.

Read less ~

Date of stay: July 2023
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Disappointing - expected so much more

Great location however | don’t believe this is a 5* hotel. The hotel is very tired, they have tried to
upgrade areas such as the bathrooms but not to a 5* standard.

The staff are professional and friendly. Although, | haven’t seen a Manager walk around to ask
guests whether they are enjoying their stay.

Value for money - absolutely not! This is such a shame, | was so looking forward to my stay to
celebrate my anniversary with my husband. The extras you receive in the bedroom you would
getin a standard hotel chain. Two small bottles of water, tea and coffee and no branded
toiletries.

The quality of towels and dressing gowns aren’t great, the hotel decor could be more authentic,
fresh flowers in the lobby and bar area would be a nice touch rather than standard plants, the
hanging lights look cheap as do the standing lamps. It appears the hotel is trying to save money
by cutting corners.

| didn’t want breakfast and just asked for coffee. The bar was closed, | had to go to the
restaurant. It was a self service coffee machine at €6 for a small cup. 5* price but a 2* coffee.
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To spend €700 for a two night stay | personally feel robbed, it did not feel special and | did not
feel spoiled.

Read less ~

Date of stay: May 2023

Trip type: Travelled as a couple

.0988 \;alu»e Q0099 ® Location
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3-stars AT MOST

DO NOT STAY HERE IF YOU'RE EXPECTING A 5-STAR HOTEL.

The bed (2 twins pushed together to try to make up a king) was EXTREMELY uncomfortable - just
imagine the beds provided in a college dorm - hard and springy. The linens also were thin,
cheap, and stiff - the funniest thing was that the hotel got their cheap stiff linens embroidered
with their logo. The room was ugly with orange paint, but the bathroom was cute with tile mosaic.

Our nespresso machine didn't work and just put out water on 3 tries with 3 pods - | alerted staff
after the first night and nothing was done. The only thing you're paying for at this hotel is the
view and the terrace. The floor in the room was laminate, paint was scraping off and space was
tight. There are no other amenities. There isn't turn-down service. Our room wasn't even cleaned
the first day, but the 2nd day they came twice before 9am (after being told to come back after
10 the first time). The toiletries were some generic brand from a cheap hotel.

... It's basically a Best Western with a restaurant downstairs. | just had to warn someone after our
horrible experience. This is in absolutely no way whatsoever a 5 or even a 4-star hotel. You will
also be a 17-minute trek to the city and have to hike up a hill on the way back - | don't mind this,
but others might. If you're still committed to the area, | recommend another hotel in the same
area (there are at least 2 other nice ones).
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I wish | knew all of this before | stayed, but | wanted the view! Turns out the view is the ONLY thing
they have. This stay alone has made me question what star ratings even mean in the hotel
industry.

Read less ~

Date of stay: June 2022
Room Tip: Do not stay here if you're expecting a real 5-star hotel

See more room tips

.9988 \Slalu_e Q0000 Location





image23.png
00000

A property resting on its past laurels. Rooms need a major refresh.

While impressive from the outside, this hotel, though historic, is quite dated and needs a major
refresh. Perhaps they should close for a year with a plan to provide fewer, but larger and
brighter rooms. While the historic public areas are nice, the same cannot be said for the rooms,
which many in our group found dark and depressing. While we had a city view, it did not make up
for the old, stained carpet, the dark interior and the less than adequate service (we had to ask
for more shower gel as it wasn’t replenished when the room was cleaned, chocolate wrappers
were not discarded, etc.) For a five-star property, this hotel did not live up to five-star standards.
The place seems to be resting on its past reputation, but to be viable when the inevitable Four
Seasons or another like brand bring increased competition, this hotel will be left in the dust if it
doesn’t update its rooms with more modern baths and a brighter decor (think the Alphonso XIII
in Seville as an example.) The breakfast buffet was unimpressive with eggs cold and overcooked,
as they had been sitting in the warmer for way too long. Service was nowhere to be found at the
buffet. Cannot speak to the dinner as we ate off property. However, you can’t beat the location
as it is only a 15-minute walk to the Alhambra Palace historic site.

Read less ~

Date of stay: May 2024

Trip type: Travelled as a couple
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Needs Refurbishment!

Hotel Alhambra Palace is perfectly suited very close to the Alhambra, but you do not actually
be that close to the main attraction of Granada, since everything else is down the hill & in the
city. So, try to chose that is in other areas of the city and probably will end up paying less and
get more. The staff at the reception is very friendly and helpful at the hotel, but cannot say the
same for the ones working at the cafe/bar. As the hotel is in so much demand, and not very many
options (with its scenic view of Granada), it is not maintained well. The rooms are clean, but the
furniture and furnishing is old and very unattractive, together with the rest of the hotel.

Read less A

Date of stay: April 2023

Room Rooms with scenic view can be preferred.
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Not a five star hotel.

We stayed here for one night with the sole purpose of visiting the Alhambra.

The hotel, formerly the mosque of the Alhambra, is still in the original Arabic style; a matter of
taste if you like that. It took us a while top get used to. But the public spaces a nice and pretty
comfortable. Great views over the city and a stone throw away from the Alhambra.

The rooms are a different story. Small and very badly equipped. Definitely not worth the 5 star
hotel rating. Bathrooms were horrible and the bedroom needed a huge renovation (even while
remaining in the style) to be meeting expectations.

Read less ~

Date of stay: July 2023

Trip type: Travelled with family
Room Tip: No pool (pity with those heats). nor a gym.

See more room tips

:: :8 \Slalu_e Q0099 ® Location
ervice




image26.png
Sep 1, 2024

Fraud, that should be punished

This is just landing page, which belongs (or cooperates) to company
mytoptour.es in Spain. They pretend to be "official", but in fact they are
just tickets reseller with the 250% commission fee (we paid by mistake
45 eur per person instead of official price 18 eur for Alhambra visit). In
fact, they are not offering any "services" besides re-sending you the
official ticket. "Skip the line* promise is falsehood, because you should
o to the main entrance queue. Meeting point link to Google maps they
send is also wrong. Audio guide that they advertising - could be
downloaded for free inside of Alhambra with QR code. So it could be
asily considered as fraud.

The only normal thing was, that there was still real person in WhatsApp
chat, who answered some questions (which would not appear in case
of real official service). But almost everybody would like to "gain” 100+
eur for 10 min of work.

So we decided to make an official fraud compliant to Policia Nacional
and Oficina de Seguridad del Internauta (OSI).

Date of experience: August 31, 2024
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