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The following consultancy report consists of detailed activities and management advice for improving the competitive advantage of Meliá Barcelona Sky, the luxury hotel in Barcelona. This study involves assessing the current conditions of the hotel, the dynamics of the market, the hotel’s competitors, and the constraints it faces in operation by JLL Hotel Consultancy. This work focuses on assessing the hotel's strengths and weaknesses and finding strategic intervention points to enhance operations, overall revenue, guests’ satisfaction, and market share.
Problem or Issue at Stake
Meliá Barcelona Sky has been experiencing a tough increase in its competitive forces within the luxury hospitality segment in Barcelona, owing to the new entrants and stirred customer expectations and tourism trends. Although the hotel occupies a strategic area since it is located near the University of California San Diego; it has a spa, 24-hour fitness center, and a banquet and conference service, it has not always achieved optimum occupancy and RevPAR in comparison with its nearest competitors. Also, evolving customer behaviours about responsible and individualistic consumption of travel and accommodation services pose new threats and opportunities for the hotel. 
Findings
The consultancy’s findings reveal several factors affecting Meliá Barcelona Sky's current performance:
1. Market Analysis: Barcelona's luxury hotel industry is quite competitive in terms of hotel supply, room occupancy, and growth in the number of international tourists and new extensions of luxury hotels. These trends for business and leisure have guided the demand as well as the fiercer competitive environment for luxury hotels. 
2. Competitive Landscape: Other competitors include other luxury hotels with unique selling propositions such as belonging to an era, thematic, or privy rendering special services. Keeping up with the competition seems to be Meliá Barcelona Sky’s weakness: while its design and height are unique to the area, personalised guest services and practices can be seen where the hotel wades into sustainability, where experiential travel and caring for the environment are on the rise.
3. Operational Performance: The RevPAR and the average daily rate for the hotel have been volatile, constrained by seasonality and little distinctions in services being offered. Despite offering efficient business offerings, such as meetings and banquet services, the hotel does not cater to the leisure traveller, who forms a core target market. 
4. Sustainability Trends: Concerns about the environment are emerging as key factors influencing expectations by guests in luxury travel. These are the strategies like more effective energy consumption, and evoking local culture and food, which the competitors have started implementing and which appeal to the increasing niche of tourists. 
Analysis of Findings
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Based on the data, the issues to be addressed in further work are the necessity for conscious differentiation, the need for properly developed marketing strategies, and the necessity of improving the volume of sustainable solutions applied by Meliá Barcelona Sky. At the moment the hotel focuses primarily on business travellers while the leisure segment is essential to maintain the hotel fully occupied throughout the year. However, hotel amenities are what stayers regard as high quality thus conflicting with the adequate articulation of the hotel’s value proposition to clients. Industry rivals are currently using experiential marketing, customer loyalty, and sustainability communication strategies to develop consumer brand associations.
To address these problems, it is necessary to use a complex of activities including elaboration of the new services to be offered by the hotel, training of the staff to improve focused services, the enhancement of sustainability initiatives to improve hotel performance, as well as the need to work on the right choice of the company’s hotel’s price strategy for increasing RevPAR and ADR. 
Recommendations to the Client
To address the identified challenges and capitalise on market opportunities, the following recommendations are proposed:
1. Service Differentiation and Personalisation: Improve guest satisfaction while increasing the use of data analysis technologies to further tailor even the services provided to a guest. Offer tour packages bonding spa, food trips, and sightseeing that best fit corporate market and tourist’s leisurely visit.
2. Enhanced Sustainability Practices: Introduce a corporate social responsibility by automating various features in the hotel through energy-efficient systems, engage local and organic farmers for the supply of food and beverage products for the hotel guests, and get accreditations that are suitable to environmentally friendly tourists. 
3. Targeted Marketing and Branding: Redesign the hotel to target other marketing segments, such as luxury leisure travellers, based on the vertical building concept, the hotel’s spa, and the stunning views from the first high-rise tower. Optimise guest experience promotion through viral web platforms, and employ user-generated content to appeal more to the intended guests’ emotions.
4. Operational Improvements and Staff Training: This called for the development and implementation of staff training programs, which entailed providing permanent guest services that engaged customers. Introduce the regular feedback form to capture customer’s impressions and respond to them immediately. 
5. Dynamic Pricing Strategies: Adopt dynamic pricing models that allow firms to control their prices by changing the prices based on demand patterns, events, and seasons. It will also assist in achieving the highest levels of RevPAR and sustaining a competitive presence within the known market.
Conclusion
The implications of the recommendations made in this report for Meliá Barcelona Sky are that the company needs to make strategic enhancements to its current operation to enhance its competitive position and improve its future performance. The hotel must follow the evolving trends within the luxury hospitality market and respond to current challenges with priorities such as service differentiation, sustainability, targeted marketing, operational efficiency, and dynamic pricing. 
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Meliá Barcelona Sky is a 5-star hotel surrounded by avant-garde architecture and offering a uniquely higher level of accommodation in Barcelona (Proença, Ramos, and Pessanha, 2021). This facility has an impressive high-rise structure which makes the guests find the trial attractive since they are endowed with spectacular city and Mediterranean Sea views. As situated in the proximity of most of the known interesting sites, the hotel targets both business and/or leisure travellers who are in search of comfort and elegance.
Key Amenities
1. Spa: The spa in the hotel is also a great opportunity for guests to take a break and pleasure themselves with numerous kinds of massage (Stevens, 2020).  There will be massages, facials, and more extensive body treatments, mainly featuring professionalism and the best equipment to make guests calm and happy. They make it possible for tourists and or business people to relax especially after sightseeing, or having prior business meetings.
2. 24-Hour Gym: Another bonus for active resting – the hotel’s guests have an opportunity to work in a spacious 24-hour gym (Marin-Pantelescu, 2018). The gym is also fixed with equipment necessary for aerobics and weight lifting, as well as balancing and stretching. The importance of the gym which is open to the guests 24/7 provides the clients with an endless possibility to continue with their training regimes even if their working schedules prevent them from exercising in their local gym.
3. Banquets and Event Spaces: The banquet services of Meliá Barcelona Sky are both suitable for business events as well as for social events (Song and Riera, 2019).  In addition, the hotel has accommodated meeting solutions that include flexible meeting rooms and event areas that may be used by companies, for weddings and various other functions. Every room is intended flexible to accommodate the needs of the conference and/or meeting, as well as furnished with ergonomic chairs, current IT devices sound visual equipment, wiring, and capacity to handle both banquets and congresses (Briscoe and Ramster, 2019). 
Unique Selling Proposition
The slogan of the Meliá Barcelona Sky is quite telling: ‘Visit Barcelona and touch the sky’. The building’s architecture and height create unique surroundings in which the guests can have a breathtaking view of the city from almost anywhere in the hotel (Ebejer, 2021). The luxury, the strategic location, and the offering of a wide range of services and facilities make the Hotel an ideal choice for corporate guests, tourists, and MICE planners.
Pricing
Luxury is not cheap and at Meliá Barcelona Sky guests can enjoy their luxurious accommodation from 162 USD per night including taxes (Jang, 2024). This price range makes it easier to compete for the clients who expect comfort at a reasonable price as well as compete directly with the hotels of the highest category. Through the approaches to pricing, the hotel is able to attract as many guests as possible with favourable charges that accord a premium service.
Conclusion
Meliá Barcelona Sky embodies comfort associated with modern equipment and magnificent views, for business and leisure, for individual guests and large companies (Pozuelo Barceló, 2018). Be it the services of a spa, fitness at the 24-hour gym, or event venue, a tourist experience will be defined by an energetic vibe that celebrates Barcelona.
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Introduction
Meliá Barcelona Sky is considered one of the luxury hotels in Barcelona, known for its modern architectural style and magnificent views it provides to the guests and as a high-rise building (Warner, 2018). Its various facilities include a rooftop bar, fine dining, spa, and meeting rooms, which make this hotel a prime destination for both tourism and business purposes. As with most hospitality businesses, Meliá Barcelona Sky has many problems it faces operationally and in the market that affect its business performance (Knodel, 2022). A cursory analysis of these problems, along with their causes and effects, will be explained in terms of their impacts on hotel reputation, customer satisfaction, revenue, and service offerings. The situation will be analysed now using PESTEL, SWOT, and TOWS frameworks that will assess the situation and find where growth opportunities are availed.
Operational Challenges and Impact
Maintaining quality in services has always been an issue for Meliá Barcelona Sky (Song and Riera, 2019). One obvious cause of inconsistency and differences in guest perception has been the lack of proper training among employees, which again is a common problem in the hospitality industry (Hight, Gajjar, and Okumus, 2019). Inconsistencies in levels of service have often been criticised by customers, not only giving a bad reputation to the hotel but also hampering repeat business (Sepula, 2019). Unstable revenues ensue due to fluctuations in occupancy rates during off-peak seasons. While demand is, therefore, very high during the peak seasons, the hotel suffers a dearth of occupancy during low seasons, which renders little room for revenues.
Financial Performance and Cost Efficiency
High operating cost is the other source of concern. Labour and maintenance costs, added to the consumption of electricity, are among the cost factors that increase the profitability of the hotel (Ahmad, Ahmad, and Papastathopoulos, 2019). The current high incidences of resource utilisation and overstaffing, especially during low-demand days, increase cost inefficiencies. If cost-cutting measures and staff optimisation could be implemented to eradicate such inefficiencies, it would bring about the improvement of the bottom line of the hotel (Mathews, 2024). Also currently lacking are targeted promotions of off-peak periods for bringing guests throughout the year.
Reputation Management and Online Review
The reputation of the hotel online is another serious issue since customer reviews reflect dissatisfaction with the check-in process and standard maintenance (Fernandes and Fernandes, 2018). Bad reviews through online reviews could deter potential customers; therefore, an improved reputation management strategy that involves responses to reviews within a reasonable timeline with proactive service recovery is inevitable (Nazifi et al., 2022).
PESTEL, SWOT, and TOWS Analysis for Strategic Approach
External factors also give rise to some kind of externality that adds up to the difficulties of the hotel. The PESTEL depicts an economic downfall, particularly in the post-pandemic recovery scenario, and has indeed had an impact on traveling behaviour and hotel demand (Ramely et al., 2023). Growing concerns for the environment increase demand choices among consumers, pushing further toward sustainable practices (Sheth and Parvatiyar, 2021). Social trends have been associated with increased demand for highly customised and unique experiences in traveling, which the hotel can exploit (Buhalis et al., 2019). Other regulations about hospitality standards might have an impact on the operations.

SWOT analysis 
The hotel's strengths the hotel possesses a prime location, brand recognition, and quality of amenities (Lai, 2019). 
Weaknesses- Poor consistency in services coupled with the high cost need an improvement.
Opportunities- In this analysis, tapping into sustainable tourism and enhance able digital marketing form part of the opportunities (Borden, Coles, and Shaw, 2019). 
Threats- Competition from other luxury hotels and economic downturn can pose serious threats.
The TOWS matrix provides a model through which such weaknesses can be turned into strategic advantages such as using sustainable practices that will reduce the operational costs of the place, one of the main areas Meliá Barcelona Sky can use to have a competitive advantage; is training of personnel to enhance service quality (Dandage, Mantha, and Rane, 2019). 
Identified Issues
The following problems have been affecting the business of Meliá Barcelona Sky (Song and Riera, 2019). These are issues such as customer satisfaction deterioration, reputational risks, changes in income, and issues related to operations scale. These problems will be discussed below, individually.
1. Customer Relations and Comments
· Impact: Regarding the service, the hotel has interesting feedback with certain elements including, room maintenance, customer service attentiveness, and a/c to price ratios (Sutherland, Sim, and Lee, 2021). When people go online, especially on social review sites such as TripAdvisor and Google Reviews, they post negative comments and reviews with recurring complaints, which contribute to a poor reputation and subsequently, fewer bookings for the hotel (Hernández-López, 2022). This is the key reason why customer satisfaction translates directly to revenue; because consumers are likely to be guided by the feedback given by their fellow travellers.
· Causes: The causes for dissatisfaction may be as follows; less staff training, slow process of response to customers’ service requests, and improper maintenance of rooms (Sangpikul, 2021). Such issues may stem from managerial poor working procedures and implications of not training staff or investing in programs that train them.
· Supporting Data: Self-generated questionnaires and material from global websites show that approximately twenty percent of consumers complained about some aspects of hotel services over the past year (Gritskova, 2019). Also, the customer service ratings have gone down by a further 15% in the last two years and that is a trend.
2. Reputation Management
· Impact: Reputation management is not an easy process and negative feedback is detrimental to any business management in this line (Lin-Hi and Blumberg, 2018). Due to rising competition and the purchasing of franchises, it is important for the hospitality to maintain its reputation in order to avoid customers being discouraged by negative comments from travellers who were once guests at the hotel, which would reduce the occupancy level substantially. There has also been a slight decline in the hotel’s reputation score on most of the booking sites.
· Causes: Another major cause is a delay in how the individual treats negative feedback (de Jong et al., 2021). There are still comments about the hotel's positioning and the beneficent features of the views, nevertheless, complaints about the compliance of services and the quality of the rooms are significant (Domanski, 2020). One only worsens a situation by not immediately responding to issues raised by the guests, or by taking long to fix these problems.
· Supporting Data: The online reputation score audit pointed to a 10% depredation in scores attained from customers over the last 18 months with the reputation suffering worst in the luxury niche which entails high customer anticipation (Koščak and O’Rourke, 2023). 
3. Income Fluctuations
· Impact: Developments have also recorded volatile income patterns, especially during the low-season periods (Coglianese and Price, 2020). While the variation has implications on financial stability and supply of funds for maintenance and services improvement.
· Causes: Other factors which has and may keep affecting this industry include; changes in customers’ demand during different seasons, occurrences in the macro environment such as economic instabilities, and competition from other kinds of lodging services like Airbnb. Further, changes in other factors such as global events such as the COVID-19 pandemic have affected travel leading to minimum room turnover rates (Abdou et al., 2022).
· Supporting Data: Financial reports reveal that the occupancy dropped to 60% during the off-peak period as compared with an average of 85% during the peak periods (Hou, Pawlak, Sivakumar, Howard, and Polak, 2020). There has also been a reduction of 25% in the sales from events and banquets caused by a reduced number of business travellers.
4. Operational Scope and Efficiency
· Impact: The operational scope includes catering options that include but are not limited to a spa, a gym, an event, and a housing facility (Robson, 2022). Management of these areas can therefore cause a rise in operating costs resulting in poor service delivery.
· Causes: Some of the operational problems include; Fixed human resource utilisation during peak demand and fluctuating service delivery. Measures such as service multiplication which the hotel has embarked on to ensure it offers as many services as possible, erode the drive to help make sure quality is standard (Hampton, 2018).
· Supporting Data: A careful examination of the staffing strategies reveals that the staff and customer interaction ratio become skewed during these high traffic times and this results in customer dissatisfaction whereby the time taken to attend to their needs increases by 18 percent.
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	Factor
	Description
	Impact

	Political
	Local regulations on tourism and business operations may influence hotel policies.
	Compliance costs and operational restrictions may increase, affecting profitability.

	Economic
	Economic downturns and inflation can reduce travellers’ spending power.
	Affects room bookings and event sales, leading to fluctuating income levels.

	Social
	Changing customer expectations for sustainable and health-focused accommodations.
	Requires adaptation in service offerings to align with evolving trends in wellness and sustainability.

	Technological
	Growth of online booking platforms and mobile apps (Kapoor and Vij, 2018).
	Offers opportunities for digital marketing but increases competition from alternative lodging platforms.

	Environmental
	Emphasis on eco-friendly practices and sustainability in the hospitality industry.
	Requires investment in sustainable practices to attract environmentally conscious customers.

	Legal
	Stricter health and safety regulations in response to global events like pandemics.
	Necessitates additional measures and costs to comply with health standards.
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	Strengths
	Weaknesses

	Prime location with panoramic city and sea views.
	Declining customer service satisfaction levels.

	Strong brand reputation in the luxury segment.
	Income fluctuation during off-peak seasons.

	Comprehensive amenities (spa, gym, banquet halls).
	Inconsistent service quality across departments.

	Opportunities
	Threats

	Expanding wellness services to attract more guests.
	Competition from alternative accommodation options.

	Leveraging technology for personalised marketing.
	Economic downturns reduce tourism spending.

	Increasing demand for sustainable travel options.
	Stringent health and safety regulations.



TOWS Analysis
	Internal Strengths / External Opportunities
	Strategy

	Leverage prime location to expand wellness offerings (Alaithan, 2019).
	Invest in high-quality spa treatments and wellness packages to attract health-conscious travellers.

	Use brand reputation for targeted marketing efforts.
	Implement personalised digital marketing strategies based on customer preferences.



	Internal Weaknesses / External Opportunities
	Strategy

	Address customer service issues to boost reputation.
	Introduce comprehensive staff training programs to improve service quality.

	Stabilise income by targeting the sustainable market.
	Develop packages promoting eco-friendly and sustainable travel experiences.



	Internal Strengths / External Threats
	Strategy

	Enhance technological capabilities for competitive edge.
	Invest in advanced booking platforms and mobile apps to provide seamless customer experiences.

	Use amenities to counter economic downturn effects.
	Offer bundled services such as gym access and spa discounts to maintain revenue during slow periods.



	Internal Weaknesses / External Threats
	Strategy

	Improve operational efficiency during peak times.
	Optimise staff allocation using data-driven scheduling to meet demand fluctuations.

	Implement stronger health compliance measures.
	Ensure readiness for regulatory changes by adopting comprehensive health and safety protocols.



Positive Performance Areas
Despite these challenges, Meliá Barcelona Sky excels in certain areas:
· Location and Views: The hotel’s location and spectacular views add appeal to the building and its environment, accolades guests emphasise (Flock, 2018).
· Amenities: The full-service features, such as a spa, a gym that operates round the clock, and banquet services, draw many customers.
· Event Hosting: The hotel continues to be used for functions, because of the versatility of the meeting places and services offered (Ziyadin et al., 2019).
Conclusion
Meliá Barcelona Sky experiences several objectives in delivering customers’ satisfaction, income generation, and operations. However, presenting deep-rooted strategic assets like the site, image, and a variety of services as core forces helps the hotel to focus on these problems. Thus, concerning the strengths, the hotel should focus on how to use it for effectively utilising opportunities Accentuating the weaknesses and threats, and, as a result, enhancing the general performance of the hotel, which will ensure its further development. Recommendations will critically address issues of customer services, revenue issues, and operations productivity.
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Following the overall evaluation of the current problems at Meliá Barcelona Sky Hotel, it is possible to point out that the hotel encountered some problems and those are customer dissatisfaction, managing reputation, unpredictable income, and, finally operating effectiveness. These problems result from issues such as quality of service, quantum, and control of feedback. Hence the following recommendations seek to eradicate the above challenges but at the same time try to implement them whilst applying the most appropriate change management strategies. Recommendations will be spiced on increasing overall customer satisfaction, guaranteeing more revenues, and efficiency will be coded and scored alongside the costs and the attendant benefits.
1. Improving Customer Service
Recommendation: Launch Staff Development Initiative
For improvement of the customer service, there should be a comprehensive training that should be taken by all people working in the shop. These training should encompass the key areas of: communication, conflict solving, and service delivery because it is an opportunity to standardise services offered to the customers by the various departments.
Sample topics that are relevant to training ideas include: How to explain a guest complaint, ensuring customers get immediate attention, and understanding customer needs (Wilson et al., 2020). Additional to the actual skills focused training, group motivation, refresher and update should also be included to ensure that the staff is fully aware of current hospitality standard.
Implementation Plan:
· Phase 1: Use questionnaires and information gathered from guests and any superior to evaluate current skills of staff.
· Phase 2: Produce training material with the help of a hospitality training specialist through funding of about €30, 000. These are the online course modules and practice workshops to introduce various aspects of customer service.
· Phase 3: Begin implementation with the employees that interact directly with the customers, for example, the receptionists and the cleaning services, and then to the rest of the organisation’s sectors (Nardelli and Broumels, 2018).
· Phase 4: Assess training impact by conducting customers’ feedback questionnaires and performance appraisals.
Change Management Strategy:
· Communication: To change the staff members’ understanding of the training it is essential to stress the goal – the improvement of guests’ experience.
· Involvement: Engage employees to contribute to aspects that need to be improved about training modules (Sitzmann and Weinhardt, 2018).
· Support Systems: Maintain a structure in which staff members can run if they are overwhelmed by change procedures. Consultation can be through a mentor or coach system.
· Addressing Resistance: Expect some resistance for instance from highly qualified and long-serving employees who might think they do not require training. Overcome this by demonstrating how their work would be easier and satisfying with those new skills on the job (Noordzife, 2014).
Measurement of Success:
· Measures of success include changes in customer service ratings, whereby an average service rating should be enhanced by 10% within the first six months only (Wang and Chaudhry, 2018).
· There is also going to be a consideration of the feedback on the training from the employees to continually improve it.

1. Potential Benefits:
· Improved guest service results in improved ratings, favourable customer reviews, and more bookings. It also assists in selling more of its luxury services like those in the beauty and spa business.
· Based on experiences from other projects the initial investment will increase revenues especially as tenants are retained and new ones occupy the space (Cocola-Gant and Gago, 2021).
2. Stabilising Revenue
Recommendation: Offer Information on and Promotions for Yearly Cruises
Overall, Meliá Barcelona Sky should bring into realisation permanent promotional offers to cover income fluctuations depending on certain seasons and chains of customers. These may include; a room with free access to the spa, discounted rates for people with families, and specially offered package tariffs for people on business trips (Whittington et al., 2020). 
Implementation Plan:
· Phase 1: Study current bookings’ flow and estimate which days or weeks are less popular.
· Phase 2: Promote customer-specific, assortments of products with suitable variants of customers targeted. For instance, a health package that will entail discounted operations such as a spa can be appealing to fitness-concerned tourists during low seasons.
· Phase 3: Sold them through other means of advertising such as program and website marketing, local affiliation, and loyalty programs (Nastasoiu and Vandenbosch, 2019).
· Phase 4: Assess sales and then modify the packages for sale depending on what customers have to say always and the sales statistics.
Change Management Strategy:
· Involvement of Marketing Team: The marketing team should therefore be deeply involved in the designing and communicating of the packages. They should collect information from the front-line employees who come across the guests to know what customers consider as valuable.
· Training Sales and Reservations Staff: Make sure the packages are known to the staff and the personnel are taught to convince clients to purchase them (Hayes, Hayes, and Hayes, 2021).

Measurement of Success:
· Record the occupancy level of the facility in months when business is usually slow. The aimed intervention is to target how to get an additional 15% occupancy rate during the low-demand season.
· Concerning the business, the following metrics have to be tracked: the sales volume of packages, and average dollars per guest.
Potential Benefits:
· Both types of promotions can be acceptable in tourism management because year-round promotions help to earn money during the off-peak season as well. They also serve as a chance to acquaint the guests with certain types of services that will make them come again.
· Overall, projected incremental revenue from this method could average 10-15%; little cash outlay is required for formulating and publicising packages (Regan and Brown, 2021).
3. Improving Business Effectiveness
· Recommendation: Balance staffing and service delivery expectations and patterns of consumer demands
· Appoint personnel based on analysis of the number of staff required by various operations at different periods, for example, during the day, week, or season.
Looks at the possible off-compartmentalisation strategy during low-demand periods by sourcing non-core services like laundry, maintenance, etc. from specialised personnel to cut costs without necessarily affecting the quality of the services offered.
Implementation Plan:
· Phase 1: Critique occupancy patterns and ratings, service consumption rates, and employee and staff productivity (Li, Froese, and Brager, 2018).
· Phase 2: Basically, ensure proper staffing because the right number of workers should be hired during busy hours, and fewer workers should be hired during slow business.
· Phase 3: Identify service providers for outsourcing possibilities to work together with.
· Phase 4: Measure the effects of the change on guest satisfaction and the expense side.
Change Management Strategy:
· Staff Communication: Make sure that the staff understands that the process of schedule optimisation is to improve the efficiency to deliver services with better quality. Ensure those working under the contract agree to changes that may affect staff working hours and that they will be informed.
· Flexible Contracts: Arrange for staff who may most be affected by shift alterations to be provided with a schedule that will suit their needs.
· Performance Incentives: Introduce performance incentives for teams that can handle their work under the new schedules thus ensuring that organisation members adhere to the new schedules (Greene, 2018).
Measurement of Success:
· Use Labour cost as/self-employed persons as a percent of total sales to measure the reduction in operational cost (Amodio, Medina, and Morlacco, 2022).
· Originally, customer service performance indicators had to be measured in a manner that changes in the staffing would not have a detrimental effect on the guests.
Potential Benefits:
· Reduced operating expenses and optimised resource utilisation are major factors causing enhanced profitability, especially in off-peak circumstances.
· Overall cost savings would be between 5-10% which is a significant improvement to the hotel chain’s ability to reinvest in other areas such as improvements to customer service offerings.
4. Taking it up a notch in online reputation management
· Recommendation: The fear of the negative effects of an online campaign cannot be overemphasised which is why an individual or company should set up a Proactive Online Reputation Management Strategy (Mahoney and Tang, 2024).
· The hotel should establish a formal reputation management undertaking to engage customers where they are giving their feedback on the review sites and social sites. Taking the lead will make it easier to ensure that negativity is met with a response while positivity is reinforced (Buttrick, 2009).
Implementation Plan:
· Phase 1: It is recommended that every day there is a team or an [individual] that is assigned to check online reviews of your products. This person should be able to solve problems himself or refer them to higher management.
· Phase 2: Set some rules that need to be followed when it comes to responding to feedback promptly and professionally. This relationship calls for thanking such guests for providing positive comments and responding to guest complaints by offering solutions.
· Phase 3: Summarise feedback data to consider repeating problems that emerge from clients and change procedures as required (Krebs et al., 2018).
· Phase 4: Feedback should be used in service development and marketing any changes made as a sign of service response.
Change Management Strategy:
· Training: Brief selected few on how to communicate with customers reply to the online reviews and ensure that products are responded to in a similar manner.
· Incentivise Positive Reviews: In addition, guaranteed positive remarks to offer guests incentives like gift vouchers for complimentary on the next visits.
· Transparency: Share with staff some of the concerns that have been pointed out time and again in the reviews and find ways of dealing with them (Stevens et al., 2018).
Measurement of Success:
· Keep track of the hotel’s online reputation score and set a goal to raise the score by at least 10% in a year (Zervas, Proserpio, and Byers, 2021).
· Track positive feedback and the percentage of complaint handling for effectiveness.
Potential Benefits:
· The concept of online reputation management is critical for a hotel as it deals with creating a great reputation for the hotel so that more guests can be attracted by the hotel and therefore more bookings made. It assists in developing a competitive advantage for the hotel in an existing market.
· The estimated cost for the establishment of this strategy is a ballpark figure of €10000 a year for training and monitoring software (Caminer, 2018).
5. Sustainable Practices Integration
Recommendation: Integrate Sustainability in Any Operations
To capture the ‘green travellers’ it is recommendable that the hotel adopts green initiatives like energy conservation like the use of lightbulbs, waste reduction policies, and environmentally friendly products among others.
Implementation Plan:
· Phase 1: Do a survey of the environment in an organisation to determine where changes should be made.
· Phase 2: Substitute normal bulbs with energy-efficient LEDs; use water-saving lamps and clean with environment-friendly solutions (Yadapadithaya, Naik, and Nayak, 2022).
· Phase 3: Adopt a waste management policy, that includes but is not limited to recycling and the use of reusable products not plastic.
· Phase 4: Market the changes you want to make to guests as part of the hotel’s sustainable policy.
Change Management Strategy:
· Education and Awareness: Build staff and guest awareness and engagement toward sustainability and the hotel’s efforts towards a more sustainable future.
· Incentives for Staff Participation: Use incentives to get the staff involved and committed to sustainability measures in the organisation.
· Gradual Implementation: Implement change incrementally to give a chance to adapt to change (Kotter, Akhtar, and Gupta, 2021).
Measurement of Success:
· Actualisation of budgetary cutbacks in previous utility consumptions and observations of guest feedback on sustainable business practices.
· Measure the degree of carbon emissions of the hotel and endeavour to reduce it by 20% within the next two years (Sam-Amobi, Ekechukwu, and Chukwuali, 2019).
Potential Benefits:
Applying sustainability resolves the drawbacks of increasing costs over time and improves the perception of the hotel brand. The cost-saving estimate that could be anticipated is in a range of 8-12 % and the required start-up capital is estimated to be around € 50000 (Landälv et al., 2018).
Conclusion
All the above recommendations can help in enhancing the quality of customer service, increase ‘top-line’ or revenue diversification, optimise ‘bottom-line’ or cost management, branding and corporate image, and responsibility for sustainable development at Meliá Barcelona Sky. Implementation tools like communication, staff engagement, Stakeholders, Flexibility, and Rewards are special and essential in change management. Customers’ feedback, financial and sustainability goals, and indicators will be used to determine success. Funding such endeavours will help solve present problems as well as lay the foundation for future development in the highly competitive hotel industry.
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The following table represents the implementation strategy for the problems that were identified together with the recommended solutions, the expected outcomes on the time scales the completion dates, and the planned budgets respectively (Merrow,  2024). This plan gives a guideline on how the changes proposed in this paper will be implemented.
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inconsistent customer service
	Implement a complete staff training program focused on communication and service delivery skills
	Improved customer satisfaction and service ratings by 10%
	6 months
	31/05/2025
	€30,000

	2
	Fluctuating revenue during off-peak seasons
	Develop and promote year-round packages targeting different customer segments
	15% increase in occupancy during low-demand periods
	4 months
	30/04/2025
	€15,000

	3
	High operational costs and inefficient staffing
	Optimise staffing levels based on demand patterns and consider outsourcing non-core services
	5-10% reduction in operational costs
	3 months
	31/03/2025
	€10,000

	4
	Negative online reputation due to unaddressed feedback
	Establish a proactive online reputation management strategy, including regular monitoring and response
	10% improvement in online reputation score within a year
	1 month (ongoing)
	29/02/2025
	€10,000 annually

	5
	Lack of sustainable practices
	Integrate sustainable initiatives such as energy-efficient lighting and waste reduction programs
	20% reduction in carbon footprint over two years
	5 months
	31/05/2025
	€50,000



Summary
This critical action plan includes the steps that are required to be taken to address the hotel’s challenges, including time-based deliverables and the means of assessing its progress. The measures outlined above will assist in achieving organisational goals of improving customer satisfaction, revenue, and operational performance, increasing its online presence while also working towards being environmentally sustainable. These dates are synchronised in a way that enables transitions, as adequate time is provided in the implementation plans for training, promotion work, and system fine-tuning. The total cost was estimated to be €115000 which still seems viable depending on the revenue earnings of the hotel and its relative increase.
[bookmark: _Toc180102055]Conclusion
The consultancy report is a complete and critical analysis that acknowledges the challenges the hotel Meliá Barcelona Sky faces, identifies root causes, and brings forth some actionable solutions for improvement of operation, adding value to customers, revenue generation, and sustainability. The critical findings are that the client will face issues concerning lack of service consistency in customers, low occupancy rates during off-peak seasons, inefficiency in cost management, online reputation management, and most critically, the adoption of sustainable practices.
Thus, analysis of findings strongly pointed out that inconsistent customer service and fluctuating occupancy rates during low-demand times were the primary concerns affecting guest satisfaction and revenue. However, it is noticed that a few contributing factors exist here, such as targeting of less promotional packages and lesser training at the staff's own end. These will be addressed with an effective staff training program and strategic marketing. This will eventually increase customer satisfaction by improving service quality and promoting the place during off-peak times.
The report has also identified operational inefficiencies as another major area. High operational costs and staffing inefficiencies are resource wastages that can be halted through the optimisation of staffing schedules based on demand forecasts and consideration of the outsourcing of non-core services. The recommended measures would be expected to reduce operational costs by a factor of 5-10% within a couple of months after implementation.
Unaddressed customer feedback and negative reviews are what created an online reputation as an essential issue for the hotel. Online reputation management strategy will therefore assist in enhancing the image by means of immediate reactions to customer feedback with increased scores on online reputation, and guests. Such a move will prove instrumental in ensuring that public perception of the hotel matches the intended brand image (Burnes, 2014).
Although sustainability may seem like a long-term investment, it can in this scenario present Meliá Barcelona Sky with the perfect chance to outshine competitors in an already competitive market. It will reduce the carbon footprint of the hotel through energy-efficient technologies and waste reduction projects and attract environmentally conscious travellers. The 20% in two years is ambitious yet achievable to realize such changes.
In a nutshell, this report gives Meliá Barcelona Sky the roadmap to make all the necessary adjustments to its major challenges while making use of its strengths in certain areas. The strategies proposed are planned to be efficient, realistic, and within the operational capabilities and positioning of the hotel in the market. If followed, this will not only solve the above problems but also lay down the ground for growth on which customers will be satisfied for a long time and raise the reputation of the brand.
We particularly value the opportunity to work with Meliá Barcelona Sky on this project. Our experience has been truly enriching, and we are optimistic that the insights and recommendations made available in the report will support its continued success. Should the hotel require further support as regards strategy delivery or future consultancy needs, we would be delighted to engage with Meliá Barcelona Sky again.
Thank you for entrusting JLL Hotel Consultancy with the assessment of your business challenges and for solutions tailored to your unique needs. We look forward to the potential for further collaboration and wish Meliá Barcelona Sky all the best in its efforts to become better and grow.
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