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[bookmark: _Toc96097377]Executive Summary
This report is devoted to the study of factors at the intersection of which a rapidly developing company is forced to adapt to new conditions. The covid-19 pandemic and its impact on the hotel and related industries, the irreversible change in the mentality of consumers, the development of technologies that exacerbate competition - all these factors have caused the Student Hotel (TSH) to rethink its priorities regarding positioning and locations, as well as room interior design. The growth of the remote form of employment and study requires the modernization of hotel rooms in such a way as to organize work and study comfort in them. Despite the industry downturn, it makes sense for the company to continue expanding the network, taking into account the already new requirements for safety and health. Thus, growth will ensure TSH's position as a leader in the segment of an affordable and high-quality product against the backdrop of weakening competitors.
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[bookmark: _Toc96097378]Introduction 
The purpose of this report is to assess the current situation of the Student Hotel (TSH) in the context of the current business environment and to identify a strategic gap as a guide for change and the development of a new strategy. The impetus for this study is the rapid decline in market demand as a result of the lockdown due to the spread of the deadly Covid-19 virus that is sweeping the world (Joshi & Bhaskar 2020). The company's specific problem lies in several contradictions that have arisen at the intersection of its current business model, strategy, target audience preferences, and market dynamics. The first contradiction lies in the promotion of informal communication between guests in the hotels of the chain and the security requirements of social contacts due to the spread of a dangerous virus. The second contradiction revealed in the course of the strategic analysis is the contradiction between the need to grow the network and the decline of the industry as a result of the lockdown. To overcome the identified contradictions, a plan is proposed for adapting the company's strategy and business model in the new conditions and accordance with the growth goals.
Analysis using SWOT and PESTEL has been included in this report for better visibility of the company's situation, market, and macro environment, and as an evidence base for the proposed recommendations. SWOT analysis is a tool for analyzing the current situation in the company and external opportunities and threats that directly have a significant impact on the company's business (Takacs & Vaduva 2017). Such an analysis allows one to build a strategic matrix, where the strategy will be more focused on solving problems. The ease of application of analysis is its advantage for the decision-maker when the information is semi-structured and the deadlines are tight and there is a possibility of missing something important. 
PESTEL analysis is used in this analysis to assess the broader context of the company's activities (Matovic 2020). As one knows, events are taking place in the world today that affect every consumer and every business. Moreover, entrepreneurial trends are also actively developing or accelerating against the backdrop of such events. PESTEL analysis allows a company of any size and stage of the life cycle to track trends and develop business more purposefully and efficiently.
[bookmark: _Toc96097379]Scope & Analysis
The Student Hotel (TSH) is a company that provides accommodation services in comfortable accommodation for students, employees, travelers, and other hotel guests. The company was founded by Charlie MacGregor in 2006 in the Netherlands, in the tourist city of Amsterdam (Thestudenthotel.com. 2022). The business model of the company is to provide not just housing, but a place where a person with broad views will feel comfortable. The diversity of the target audience and the student spirit are the features of the atmosphere in the company's hotels. Guests stay at the hotel not just for an overnight stay, as is the case in ordinary inexpensive hostels. They form a community here and spend time at various events as part of the TSH business model. The founder of the hotel saw it as an environment for creativity and intellect to flourish by promoting the mobility of creative, intelligent, and courageous people. The exchange of views, experiences, and inspiration accompanies the conversations of neighbors in special rooms of increased comfort. With all this, the price of stay remains affordable, which is consistent with the principle of social non-discrimination of mobility. Today TSH is a chain of hotels all over Europe and even more. This is a special community of dedicated travelers who are relieved of the anxieties associated with finding accommodation that can meet their needs. 
A typical TSH hotel is a complex that, in addition to the rooms, includes guest spaces for comfortable rest and communication, offices, mini-classrooms, a swimming pool, a gym, a restaurant, and other amenities. The company's annual revenue reached $31 million thanks to the efforts of 471 employees in thirteen cities in six European countries such as the Netherlands, Italy, Germany, Spain, France, and Austria (Thestudenthotel.com. 2022). 
[bookmark: _Toc96097380]PESTEL Analysis
The hotel industry is woven into a system of various social factors, economic, political, and other factors. Moreover, it is highly dependent on the development of the tourism and entertainment industry, as well as educational and labor mobility. 
Political Business Environment. TSH operates in the Schengen zone. This factor provides significant benefits for a network of promotion-oriented mobility between countries. The advantages of the Schengen agreement include the absence of border controls between 26 European countries (Migration and Home Affairs). In other words, travelers are free from the bureaucratic delays and unnecessary costs associated with obtaining a visa at each border crossing.
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Figure 1. Risks to the hotel industry in Europe in the next five years as of 2019 (Lock 2022)
Economic Environment for Business. TSH is located on the territory of developed countries, where tourism is one of the strategic industries. Despite the sectoral decline as a result of its seasonal nature, economic and social shocks, tourism remains a priority source of income for the budget of every European country (Statista Research Department: Travel and tourism 2022; Sanabria-Díaz, Aguiar-Quintana, & Araujo-Cabrera, 2021). As a result, TSH is in a state of support for tourism, infrastructure, and other related industries necessary for the chain's business to flourish.
Social Business Environment. Now the whole world, in general, and European countries, in particular, are experiencing a social shock from the consequences of the spread of the covid-19 pandemic. Because of the spread of the deadly virus, older age groups of the population are at significant risk (Sadarangani et al. 2021). Particularly large-scale cases of virus spread in Italy, Germany, and France have demonstrated the danger of large crowds in the squares during various festivals and sporting events (Elflein, 2022). 
Technological Business Environment. The accelerating penetration of communication technologies into business and people's lives was also the result of the need to reduce social contacts (International Telecommunication Union 2021). Virtual reality and remote communication have replaced live communication and travel for many people amid the boost of the film and online gaming industry (Sablich 2019). As a consequence, such industries offer substitute products that exacerbate competition in the travel and hospitality industry. On the other hand, technology has significantly improved infrastructure and service in the hotel business (Mongin 2020). In particular, Internet intermediary platforms between homeowners and travelers have created additional conditions to meet demand (Bearne 2016). However, such services have also increased competition, which has actively involved not only hotels but also individual owners of extra space (Attala 2019). Thus, technological trends have a dual impact on the hotel business.
Ecological Business Environment. TSH exists in the context of a longer-term environmental trend. Concern about global warming has become part of the consciousness of modern people. Health problems because of living in industrial cities are causing people to look for more sustainable travel options and increasing the frequency of recreation in nature or in places that can offer an opportunity to improve health and restore energy (Girard & Nocca 2020). 
Legal Business Environment. The hotel industry, in general, and, TSH in particular, is subject to the laws of the European Union. The advantage of legislative unification is the predictability of the legal field of the countries where the company operates (Hospitality On 2020). Despite cooperation and participation in joint international treaties, political panic has led to some disunity of countries about how to respond to the situation. However, as this panic subsides and the means to prevent the spread of the epidemic emerge, countries once again find a basis for joint action. Thus, for example, in the Schengen area, there is mainly a single standard of vaccination (ECC-Net 2021). In other words, there is no need for travelers to duplicate unexplored vaccinations from different manufacturers.
Thus, the hotel business is a service sector, where the service is provided directly in the process of its production. In other words, remote consumption at any convenient time, as in the commodity sector, is not available here. TSH's business is more influenced by social, politico-legal, and economic factors than current technological and environmental trends. However, technology plays an essential supporting role in allowing businesses to be more efficient and streamlined for their seasonal nature. 
[bookmark: _Toc96097381]SWOT Analysis
Strengths:
The company's revenue is generated and growing due to an attractive offer and network structure in Europe. Having chosen a hotel once, a traveler or an active businessman becomes a loyal guest in any of the locations of the network. High comfort, attractive interior and location, affordable price, and friendly atmosphere - all of these combine to make TSH a competitive advantage that increases the cost of switching guests. 
TSH has been nominated and won several awards (Thestudenthotel.com. 2022). This recognition has provided the company with visibility, which as a result fuels its popularity and demand. Competing in nominations is the best way to save money and gain a price or growth advantage from freed up advertising and promotional funds. 
CSR and security are company competitive strengths that could be central to the network during and beyond COVID-19. The COVID-19 pandemic and its devastating and wide-ranging effects in European countries have instilled fear in travelers (Yang, Altschuler, Liang, & Li, 2021). This fear is the main barrier to business growth, and now the company is forced to fight for a share of a rapidly fading market. At the same time, TSH is distinguished by its stated commitment to ensure the safety of guests on site. In addition, the spacious and inviting interior, as well as a unique and exciting community, serve as an additional benefit for TSH guests in case of restrictions on their movement around the city. 
Weaknesses:
Coverage of chain locations is still very limited, which negatively affects the retention of loyal consumers (Thestudenthotel.com. 2022). Even if they want to stay in the hotels of the network, they are forced to look for other accommodation in places where the company has not yet penetrated. Thus, TSH is losing profits due to lost opportunities because its business model has proved to be winning, while the growth rate is insufficient to realize it fully.
The location of the chain is focused mainly on crowded places, business and cultural centers (Thestudenthotel.com. 2022). At the same time, the company loses sight of the benefits of natural attractions, which are valuable for both international travelers and domestic ones. The concentration in the city center narrows the company's target audience. At the same time, distance-learning trends are becoming threatening for a company that focuses on students as the main target group.
Although the company is growing in popularity due to its successful business model, it still needs more media coverage as the growth strategy continues. In fact, its popularity should grow in parallel with the growth of its living space and network density. In the face of increased competition and reduced demand, a passive network promotion strategy will not bring the desired results. 
TSH is a small chain with relatively little revenue. In particular, such revenue is not enough to fully meet current trends and realize the company's potential. Thus, there is a gap between the potential of the company's business model and its resources to implement it. Therefore, the company may become a target for a merger with a stronger player in the market.
	Strengths
	Weaknesses

	· Strong brand identity
· Active CSR
· High quality and affordable product
	- Insufficient growth rate
- Lack of financial resources

	Opportunities
	Threats

	- Growth in domestic travel
- Restoration of international travel in the long term
	- Competition
- Decline in international travel dynamics


Table 1. TSH’s SWOT-Analysis
Opportunities:
E-business activation is an opportunity to promote hotel services through advertising on social networks and on the websites of popular Internet locations with the maximum number of search queries made by the TSH target audience. Although promotion does not have a direct impact on a company's profitability, it is an essential tool to maintain and grow market share in the face of an industry downturn. Active promotion is preferable to passive promotion.
Against the backdrop of a decline in international tourism due to the spread and danger of COVID-19, there is an increase in domestic tourism (Statista Research Department 2021). Consumers are increasingly choosing country holidays as an alternative to traveling abroad ) (Statista Research Department 2021). Short trips are perceived as safer, more comfortable, and more affordable. At the same time, the decline in international tourism is also rather temporary. As statistics show, international travel is again gaining positive momentum (UNWTO 2022). Affordable TSH prices are in line with this trend. European countries are distinguished by the presence of a large number of recreational areas, including on the embankment, near lakes, in forest areas, and so on. For example, Italy and Spain have many attractive beaches.
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Figure 2. Number of domestic arrivals in tourist accommodation in the European Union (28 countries) from 2008 to 2019(in millions) (Statista Research Department 2021)
The most promising countries in the domestic travel segment are France, Spain, and Italy, while Germany supports international travel (Statista Research Department, 2022). At the same time, Germany is the leader in terms of travel spending, whether domestic or international.
Threats:
The main threat now comes from measures to ensure the security of movement, including through the borders of neighboring states. The COVID-19 pandemic has affected not only the hotel and entertainment business but also the mentality of travelers (Meng et al. 2021). Overshadowed by thousands of deaths, tourism has ceased to be exciting. Many travelers now perceive a previously carefree journey as an extreme decision with significant risks (Meng et al. 2021). Consequently, changing travel motives threaten TSH's business significantly as the cost of mobility for travelers has risen substantially even with the chain's consistently affordable room prices. 
The second related threat to the company is increased competition amid a sharp drop in demand. On the one hand, the location of the chain is beneficial in terms of attractions, entertainment venues, sports, cultural, and business events (Thestudenthotel.com. 2022). On the other hand, these places are characterized by an increased concentration of hotels and hostels, each of which is desperately vying for visitors during a period of decline in the industry. Thus, despite a successful business model, TSH is currently in a situation of significant competition and struggle for market share.
[bookmark: _Toc96097382]Alternative Growth Strategies 
As the analysis of the company's situation and scanning of the external environment showed, the main problem of the hotel chain is the discrepancy between its life cycle and the life cycle of the industry. In particular, TSH is in a growth phase and needs additional financial injections, while demand is on the decline and cannot meet the company's need for sufficient funds for refinancing. Given this gap, alternative strategies will be proposed below at three levels including the corporate, business, and functional levels. 
The first obvious strategic alternative for TSH is rapid growth through going public and attracting investment. Even though the industry is in a downturn, during this period, capturing a larger market share guarantees a strong competitive advantage for the network in the future when entry barriers become high due to the company's popularity and loyalty to its target audience. As one knows, an industry downturn combined with tougher competition is, first of all, a financial test for a company. The market leader in the next industry cycle will be the one whose financial position was strong enough to grow and invest in innovation and adaptation to new conditions. Therefore, TSH's growth strategy must be accompanied by an adequate funding strategy.
A company can choose from one of the growth strategies, including a penetration strategy, a diversification strategy, or an international expansion strategy (Hussain, Khattak, Rizwan, & Latif 2013). Each of these strategies has its own advantages and disadvantages, depending on the influence of the most significant environmental factors. 
[bookmark: _Toc96097383]International Expansion
The strategy of international expansion remains inaccessible for the company with its current financial leverage. In other words, for its implementation, the company needs to attract external investors and, therefore, is forced to give up managerial decision-making freedom. From the moment of becoming public, the leader of the company will have to take into account the interests of shareholders and be largely guided by such interests. In turn, investors are interested in maximum profit with minimum risk. Such conditions significantly limit the creative initiative of business development, especially during periods of industry turbulence. However, TSH has excellent potential for international expansion in the near abroad. Its reputation, vision, and product quality allow it to rapidly gain loyalty in European countries. As for the far abroad, TSH still lacks experience and knowledge of the market, the dynamics and preferences of which may differ significantly from the European one (García-Almeida & Yu 2015).
[bookmark: _Toc96097384]The Penetration Strategy 
The penetration strategy has significant benefits for the company's business. Its essence is to increase the share of the current market. It should be noted that such a strategy has specific features in the hotel business. In particular, an increase in the current market share could mean attracting more guests to its current hotels, as well as an increase in the number of hotels of the chain in those cities and countries where it already has a presence (Durmaz & İlhan 2015). The first version of the penetration strategy has its limits and is limited by the number of rooms in each hotel. The moment a company reaches its maximum room occupancy, it will begin to lose value due to missed opportunities arising from the gap between the company's demand and supply. 
The second option of the strategy is a natural continuation of the first variant when the company densifies the network of hotels in places with maximum demand within the country. In this growth option, it is important to take into account the company's opportunities and weaknesses, as they are key to the implementation of this alternative. In particular, the company needs significant capital investments to expand its network. Its current financial leverage is not enough to meet the need for investment. Therefore, TSH will need external financial assistance to implement its penetration strategy. However, it is important to take into account the growth trends of domestic tourism and the growing popularity of suburban locations. Expanding the network to include such locations will allow the company to be the first to occupy a rapidly growing market niche and compensate for the losses from the reduction in international travel.
[bookmark: _Toc96097385]A Diversification Strategy
A diversification strategy becomes a viable alternative when a company has sufficient resources in the face of insurmountable threats to its current business. In essence, a diversification strategy is a flight into a more favorable business environment. In particular, this strategy may be appropriate for TSH in the event of overwhelming competition or lost time to capture market share in a new environment. 
A diversification strategy may or may not be related. Related diversification is the expansion of business, for example, in the restaurant and entertainment business popular with tourists (Le 2019). For example, today TSH offers bike rental services in the context of supporting mobility in the city (Thestudenthotel.com. 2022). This service can be expanded and separated into a separate business in the company's portfolio. Unrelated diversification is the initiation of a business in essentially any industry where the company can monetize its strengths. However, according to the SWOT analysis, the company does not have significant financial resources or experience in any other area. The company is relatively young and now needs more competencies in its current business.
Thus, of the three alternatives analyzed, the penetration strategy is the most appropriate for a young growing company with a winning business model and a good reputation. The growing demand for out-of-town camping among locals and students as a weekend getaway option is a good opportunity to invest in low-cost mobile equipment and accommodation for camping. However, the issue of financing such growth remains relevant for TSH. 
[bookmark: _Toc96097386]Generic Strategies
With regard to generic strategies, a hotel chain may choose a focus strategy, cost leadership, a differentiation strategy, or a combination of the two. Although in many ways these strategies are controversial in different market segments, they can generally increase the network's growth potential, strengthen its competitive advantage, and contribute to business resilience during times of industry turbulence. 
The cost leadership strategy is an alternative in the context of two or one of the following company goals. The first goal is to maintain managerial and strategic decision-making independence. In particular, tight cost control and optimization of the business model will allow the company to generate a fund for growth and modernization faster (Islami, Mustafa, & Topuzovska Latkovikj 2020). Another goal as a cost savings motive is to increase the company's price advantage in the face of increased competition. Therefore, optimization and savings are one of the company's priorities in the current environment. Having a well-designed company website helps implement a cost leadership strategy (Thestudenthotel.com. 2022). Thanks to modern communications, the company can simultaneously solve several problems. First, posting a link to the company's website and social media pages promotes TSH at no additional cost. 
Collaboration with medical institutions is mutually beneficial and consistent with global sustainability goals. In other words, such cooperation does not require any investment. The establishment of close contacts is possible through the conclusion of agreements on mutual obligations. Therefore, this alternative is consistent with a cost leadership strategy. 
A differentiation strategy is the opposite of a cost leadership strategy in relation to spending. Its essence is to invest in innovation and product improvement in such a way as to attract more affluent consumers. This strategy contradicts the very mission of the company and its successful business model, according to which the network provides comfortable living conditions at competitive prices for a wide target audience of students, employees, and tourists (Islami, Mustafa, & Topuzovska Latkovikj 2020). Nevertheless, the development of the company's brand is part of the differentiation strategy, and, in this respect, it can be partly included in the set of strategic measures.
The awards of the company and the publication of photos of the interior and exterior of the chain's hotels contribute to the development of the company's image thanks to modern communications and their penetration. To date, there is not a single student or employee who would not have a smartphone with good opportunities for watching photos and video publications. Therefore, TSH can use this resource to promote its brand and build its reputation. 
The company has a good reputation not only for hotel design and atmosphere but also for social values. Greater emphasis on the coverage of the company's CSR in Internet publications will contribute to the differentiation of the company, that is, the creation of a unique image of the company that will distinguish it from competitors. It is worth noting that TSH is already different from its competitors, for which it was awarded (Thestudenthotel.com. 2022). Hence, the differentiation strategy is integrated into the company's product.
The third alternative in the list of generic strategies is the strategy of focusing on a certain end target group of consumers with specific needs. The main advantage of this strategy lies in the company's ability to avoid direct competition in this way (Islami, Mustafa, & Topuzovska Latkovikj 2020). This strategy is a viable alternative for a company that does not have a competitive advantage or sufficient resources to participate in a large-scale competition for market share (Islami, Mustafa, & Topuzovska Latkovikj 2020). TSH is indeed in a weak financial position in the face of growing competition. Consequently, the company could focus on growth in a particular area. At first glance, it may seem that the company is already focused on students as the main target audience. However, in fact, the company offers a fairly wide range of related services from sports training to rental vehicles around the city. As long as this business model is profitable for the company, the focus strategy is TSH's backup escape plan.
[bookmark: _Toc96097387]Functional Improvements
The following enhancements to the functional areas of the company will allow you to simultaneously realize the benefits of several strategies. Indeed, in the reality of the activities of the international network, it is advisable to combine different strategies according to business goals. For the purpose of growth and development of competitive advantages, TSH should focus on product adaptation to current consumer preferences, financial fuel, and popularity growth. In fact, such goals are in the area of implementing a differentiation strategy. Therefore, whatever the company does, it must maintain its uniqueness and develop the brand as a pioneer in quality and affordable housing.
[bookmark: _Toc96097388]Product Development
Product development through collaboration with medical services will help differentiate the company's brand and save costs on the way to gaining more market share. One of the mental barriers to restoring international travel is the fear of being infected away from home and the guaranteed and affordable health care that citizens typically receive at their place of registered residence (Kim & Liu 2022). 
The company's own efforts to cooperate with medical institutions. Such cooperation is beneficial for all stakeholders. First, consumers receive security guarantees not only for preventive measures but also in the event that misfortune does overtake them away from home. Secondly, medical institutions and governments of the countries of the European Union will be able to see in such cooperation a way to overcome the epidemic in the context of implementing a social strategy together. In addition, the government will be interested in such an initiative that will not only control the spread of the virus but also restore the strategically important tourism industry as a significant source of GDP (Dinu 2017). Finally, TSH will gain a competitive edge and further consumer loyalty, strengthen its business model, and fuel rapid growth.
[bookmark: _Toc96097389]Promotion Strategy
For a growth strategy to be profitable in the short term, TSH must take a proactive stance on social media, its website, and other channels. The company's digital strategy and promotion strategy should serve such goals as increasing the recognition of the company and its product, strengthening the company's brand image, and attracting the attention of investors (De Pelsmacker, Van Tilburg, & Holthof 2018). In the context of such tasks, TSH should refine its site by adding relevant pages to it, as well as displaying attractive and interesting content on social networks.
[bookmark: _Toc96097390]Technology Integration
Modern technologies in the hotel business make it possible to achieve significant savings through efficient energy use. Automation systems are installed to optimize the costs of heat, electricity, and water supply (Dyshkantiuk et al. 2020). They not only save money but also provide comfort to guests, as well as comply with the safety and social responsibility protocols of the company (Ercan 2019). The company must also integrate technologies for effective real-time communication, which will significantly improve the level of service. Through effective feedback, the company will rapidly build on the industry expertise it will need as it expands its business. 
[bookmark: _Toc96097391]Financing Strategy
Expansion of the network in the suburban area requires the development of a financing strategy through the involvement of external investors and lenders. Therefore, the development of a business plan and the organization of events for its presentation should be included in the improvement schedule. The financing strategy may include the resolution of legal issues related to the change of ownership and limits of responsibility. In addition, going public, the company needs to change the organizational structure, create a board of directors, and expand staffing. Thus, the growth strategy will entail significant structural changes in the company, subject to gaining access to investments.
[bookmark: _Toc96097392]Findings & Results
The analysis of the company's internal and external environment revealed the main problems, including the gap between the company's resources and the necessary growth rates, the design flaws of the rooms, which should meet the needs of remote employees and students, and the need to change the hotel location strategy. This section provides insight into the following pillars of the company's business:
Product Design. The product of the hotel, namely Leisure Facilities & Services for extended stays in the atmosphere of a diverse community of neighbors, has the distinctive characteristics and quality that allow TSH to compete successfully in the European market (Thestudenthotel.com. 2022). The main distinguishing feature of the product is the cutting-edge creative interior design (Thestudenthotel.com. 2022). This design goes beyond simply optimizing space to increase hotel occupancy. On the contrary, the interior is designed in such a way as to create an atmosphere of relaxation and pleasant pastime in the company of neighbors. Special panoramic seating areas offer guests wonderful views. 
The company offers rooms for one tenant, two, and for a family with different levels of comfort (Thestudenthotel.com. 2022). Comfort implies the presence or absence of a separate kitchen. In addition, the complex has games rooms where guests can hold parties and various events. Rooms are offered for any period at the choice of the guest. Focusing on students and employees who will spend a lot of time studying and working remotely, that is, in a hotel room, the company has the opportunity to improve comfort by introducing soundproofing. Indeed, being in the confined space of a cluster of neighbors can interfere with the normal work or study process. Guests and residents should be able to focus and avoid unnecessary distractions and events. Soundproofing and organizing the working space in the room contribute to meeting this need. Today, the rooms are equipped with only basic furniture, including a wardrobe, while a comfortable desktop is often lacking there. Therefore, a product improvement strategy should consider such refurbishment measures. 
Product Price. The average price of renting a home in TSH is 900 euros per month (Thestudenthotel.com. 2022). This price covers a comfortable room with a double bed, neat interior, private bathroom, basic furniture, TV, and air conditioning (Thestudenthotel.com. 2022). For this price, visitors also get access to Wi-Fi and a bike to get around the city. Thus, TSH offers not only comfortable but also affordable housing. However, this price may still be out of reach for international students and travelers from developing countries. 
Locations. To date, some locations, including those in Italy and France, are not available for booking (Thestudenthotel.com. 2022). On the one hand, the share of the network in these countries is insignificant. On the contrary, in Germany, the company offers only one location in the presence of access and growth of the tourist flow to the country (Thestudenthotel.com. 2022). Therefore, the expansion of locations in Germany is a priority for the company's growth. In addition, numerous TSH hotels in Amsterdam are also not available for booking. Due to the lack of information, the prospect of reorienting booking in this country to domestic needs remains unclear. Therefore, a thorough and speedy review of the company's locations and a change in the international network structure is a priority for TSH in response to measures to prevent the spread of COVID-19.
The location of the chain in the city center was previously relevant for the convenience of students and employees who could get to their place of work or study on a bike. However, as the trend of remote learning and work intensifies and becomes the social and economic norm, the company has more strategic freedom to locate hotels in more remote areas, depending on new consumer priorities.
Related Services. The hotel chain offers a wide range of related services. All such services are paid separately, which preserves the autonomy and flexibility of visitors of different social statuses and wealth. The company's associated services include gyms, swimming pools, meeting rooms, games rooms, and restaurants. The price of the room also includes utilities, Wi-Fi, and bikes (Thestudenthotel.com. 2022). In other words, TSH is characterized by a closed cycle of services and provides guests and residents with everything necessary for a comfortable stay for any period. 
To adapt to increased security requirements, companies need to include medical scanning and emergency assistance in the list of related services. The Student Hotel is not new to participating in social programs. The company is collaborating with WeForest, with which it is actively involved in a landscaping project (The Student Hotel 2021). The company also takes part in various social initiatives to counter the spread of covid-19 on a charitable basis. Numerous social programs also include housing benefits for low-income families and in support of breast cancer fundraisers (The Student Hotel 2021). 
Added Value (Reputation, Brand). Added value is generated by the brand's reputation, which is repeatedly enhanced by the corresponding awards for the interior and atmosphere. By booking a room at TSH, guests are free from worrying about the risk of unmet expectations due to the company's reputation and the opportunity to study product details published on the corporate website. The growth trend of remote employment and distance learning is likely to continue. Therefore, the company is adapting its positioning from a company that provides affordable accommodation for students and business travelers to a company that offers a unique opportunity to combine study or work with travel.
Promotion. The main channel for promoting the company is its corporate website. In other words, the company does not sufficiently use the power of social networks and content optimization to promote it through search engines. As a result, the company is losing market share due to a passive position in the promotion.
Financing. The company has published plans to expand the network, which are in various stages of implementation. Due to travel restrictions to contain the spread of covid-19, the company is suffering losses. Although its financial data is not public, it can be assumed that the company loses profitability of those premises that stand idle as a result of having to pay fixed costs. Although this situation is typical for all competitors in the industry, it can seriously slow down the development of the hotel. A young company with a small market share takes a long time to recover losses and restore profitability.
[bookmark: _Toc96097393]Action Plan
Since the company has several significant problems, the proposed measures are presented in a ranked form from the highest priority at the top of the table to the lowest priority down. Priority was determined taking into account the short and long term. In the short term, the company should adapt the room furnishing and, if possible, install soundproofing to meet the new needs of distant students and staff (Table 3). Therefore, although such changes have lower significance in the package, they will allow the company to retain loyal customers and protect existing market share.
In the long term, the company must develop a business plan and attract external investors to build or lease new buildings and premises located in landscape areas and natural recreation areas. In this case, additional expenses will also be needed for staff expansion and advertising. 
Table 3
	N
	Problem
	Solution
	Desired Outcome
	Time scale
	Completion Date
	Planned Budget

	1
	Lack of workspace in the room
	Furnishings
	More long-term tenants, less industry risk
	2 months
	April 2022
	12% of profit

	2
	Health risks, fear
	Contracts with medical services
	Maintaining and growing market share, developing a competitive advantage and brand
	2 months
	April 2022
	Social project

	3
	Noise
	Soundproofing
	More long-term tenants, less industry risk
	6 months
	August 2022
	15% of profit

	4
	The rise in rent and utility costs
	Resource-saving technologies
	Cost savings, cost advantage
	7 months
	August 2022
	10% profit

	5
	Lack of vacant rooms
	Expansion of the hotel chain
	Flexibility and loyalty of consumers, growth of profitability due to economies of scale
	1.6 years
	August 2023
	$3 million

	6
	Lack of natural scenery
	Location of hotels in natural areas
	Flexibility and customer loyalty, greater market share, less competition
	1.6 years
	August 2023
	$3 million



More detailed analysis and accounting of expenses involve their breakdown into non-recurring and fixed costs. At the same time, for example, cooperation with medical institutions is a social project to achieve approval from the governments of countries. The participation of the company in such a project and its initiation will significantly improve its image and guarantee the safety of consumers. In the future, it is recommended to analyze the net cash flows of the investment project, the payback period, and other evaluation parameters. Such an analysis will be the basis for attracting external investors.
[bookmark: _Toc96097394]Recommendations
TSH's growth and differentiation strategy require the following short and long term measures:
· Creation of a favorable atmosphere for remote students and employees. Organization of study or workspace in a room or specially designated joint spaces include the purchase and installation of furniture and soundproofing, if necessary. Such events will fit its new positioning as a network that promotes in-service travel orи работы.
· Establishment of long-term mutually beneficial contacts with medical institutions with the support of the government. Although this initiative is social in nature and does not require any costs, it is extremely important for the hotel and those of its residents who prefer long stays.
· Implementation of technologies adapted for the hotel industry. Such technologies include automation of utility delivery with motion or occupancy sensors, as well as various community applications tailored to the interests of remote students and staff.
· Opening of new locations for hotels. This is a mid-to long-term expansion project for the company, which requires significant financial investment and will bring the company to a new level of profitability due to economies of scale.
Such key measures are in line with current trends and company growth goals. With its unique positioning, stylish interior design, pleasant atmosphere, and good reputation, the company will greatly benefit from business expansion.
[bookmark: _Toc96097395]Conclusion
This project is exciting for both an entrepreneur and a simple analyst. In particular, it is interesting that the life cycles of a company and industry are at opposite stages, which leads to a strategic choice in favor of growth even against the backdrop of an industry downturn. In other words, as long as competitors cut back on business in an attempt to stem the drain on fixed costs, TSH will be daring in its search for outside funding. Indeed, the company has potential that is only enhanced during a period of industry difficulties. In other words, the difficulties of competitors are an opportunity for the company to seize market share and establish its own leadership. TSH's unique offering is to provide affordable housing without compromising on comfort or ambiance. The hotel rooms look expensive, neat, and stylish. The social responsibility of the company enhances the spirit of goodwill and openness. All these strengths of the company can and should be scaled up to achieve an even greater social effect and the prosperity of the company itself. 
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