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Executive summary 

This report has been produced for the marketing department and the sales department of the Conrad Algarve as a response to the issue off the seasonality of tourism in the Algarve region this is multifaceted issue as it could possibly affect areas such as profitability stainability brand reputation this may also leave the Conrad Algarve vulnerable to threats from competition a new entrance to the market In this report we aim to lay out a strategic plan to tackle this issue our plan is a three pronged strategic approach combating this weakness and turning it into a opportunity for growth. to solve this issue which is 1 affects the entire hospitality industry in Portugal and the wider Mediterranean may require a comprehensive approach which means considering issues that seem unrelated have great relevance to the problem caused by seasonality of tourism in this region. Issues caused by low visitor numbers during off peak times decreased profitability, low room occupancy numbers underutilisation of facilities and the fact that utility bills during this period may prove more of a burden. Another adverse effect of this seasonality of tourism in the Algarve is environmental a seasonal surge in guest numbers put extra stress on staff and services, also strain on natural resources. Increase in guest numbers may cause aggravation (due to noise pollution) in local population may cause negative feelings towards your hospitality brand reducing brand loyalty in the Algarve this in turn weakens the hotels market position. Another negative implication a failing to mitigate the negative impacts of or business could mean alienating ecofriendly guests. As the Algarve is well known for having a very delicate environmental balance and it suffers for many extreme weather events that are associated with climate change such as rising global temperatures fuelling wildfires heat waves and droughts and Algarve. In the eyes of this customer any hospitality brand seeking to profit from the environment without mitigating any damage caused by its process is or services would not be following correct CSR principles and therefore elicit a negative response. Also included in this report analysis of factors related to this issue under three-step plan to solve it. For any further inquiries such as pricing arrangement please contact us at the Robson and co consulting agency Perry Rd Nottingham, and I thank you for your time and I look forward to hearing from you.


























Introduction

 According to some accounts (e.g. Faust 2002), consultants have actually replaced academics, and even managers, as the leading ‘experts’ on business matters, and as such are influential in determining our understanding of contemporary organizational issues (Kipping 2012). A sentiment that is echoed by Richter and Niewiem (2009), “for instance, based on 86 interviews of client decision makers, find that gaining functional and industry‐specific knowledge was a key driver of hiring consultants”. That illustrates just how much demand there is for consultancies and their associated benefits. And did you also know that “Small management consultancies, which represent 97% of Western Europe’s consulting market (IBIS 2020), are a crucial part of this ecosystem and the growth of small consultancies are around 20 per cent per annum – four times the rate of the largest consultancies and their numbers are growing at around 10 per cent a year (compared to negative growth of large consultancies) (MCA 2019). (O’Mahoney 2021) which is a good point to note that size does of the consultant's organization does not determine the result of consultancy but has more to do with industry specific knowledge.

The term organizational consultant sometimes referred to as management or business consultants, there are many descriptions of this job role and there has been much debate and research into the specific roles this job entails. According to Newton (2013) a consultant’s role can be defined by seven responsibilities.
1. They provide advice and recommendation s to managers and may help with the implementation of recommendations.
2. They base their advice and recommendations on a set of skill or expertise or intellectual property they have available.
3. They consult, meaning consultants engage in dialogue with an organization and its staff and apply their expertise to develop recommendations, considering specific need and context.
4. They are involved with a client on a temporary basis.
5. They are independent, a consultant should be providing advice and recommendations irrespective of internal politics and vested interests of the organizations or managers who are their clients.
6. They are not paid from organization’s normal staff budget.
7. The add value to manager or client organization by helping them change. This value may take many forms such as improved decision making, faster change implementation, reduced business risk and so on. Newton (2013)


The Robson and Co consulting firm was established in 2021 by founder Andrew Robson. The head office is located at 333 perry road, Nottingham, NG51GQ. They are mid-size consultancy firm specializing in the hospitality sector, the firms previous experience consulting for the top brands in the industry such as Marriot hotels, Premier Inn and Accor hotels group. The benefits for any organization of consultancy have been proven in this and other forms of business. “Recently work by researchers of MIT, Yale University, the World Bank suggests that the payoff (because of consultancy) from better management is even higher in small organizations…Author found that the resulting increase in profits was such that consulting fees would pay for themselves. Fisman (2014)  
The Robson and Co. consulting firm was approached by “the manager of the Conrad Marco Cogollos“(www.sulinformacao.pt 2024) to consult and provide recommendations and advice to solve problems specific to the Conrad Algarve hotel. The problem of seasonality of tourism in the algarve. By using the organizations data, the monitoring of key performance indicators (KPI’s) financial data, customer and staff feedback coupled with analysis of external market factors to determine. What is the issue/issues? What are the causes? Is there a feedback problem? Reputation? Income? Scope of issue. This will be backed up by a thorough analysis of micro and macro factors by using the following analysis frameworks, STEEPED, TOWS and SOAR.
The Conrad Algarve located Estrada da Quinto do Lago, Almancil, Portugal and managed by Marco Cogollos, is a luxury five-star hotel resort located in the heart of the Algarve Portugal which is one of Europe’s most desirable destinations. According to Sovereign luxury travel the hotels design is inspired by historical “eighteenth century Portuguese palaces.” (www.Soveriegn.com 2024) “the Conrad Algarve has been opened 2012 and is rated 5/5 on trip advisor”.(www.turningleftforless.com 2024) “The hotel is a stunning luxury complex set in Quinta do Lago, surrounded by idyllic landscapes, and is approximately four kilometres from the sandy coast line and sixteen kilometres from faro airport.”( www.onthebeach.co.uk 2024) “ The Conrad Algarve has 154 rooms.”( www.travelermade.com 2024) Amenities “ 3 swimming pools, multisport court tennis/basketball, spa and wellness centre, free Wi-Fi, free parking, family room, meeting rooms, airport shuttle, tea and coffee maker in every room, bar, and private beach area”( www.booking.com 2024) the Conrad Algarve also has a 3 Michelin star restaurant on sight “ Gusto by Hienz beck.”(www.hilton.com 2024) 
The Conrad brand is a part of the Hilton worldwide holding incorporated (HWHI) “this brand was established in 1982 by Barron Hilton and named it after his father, Hilton’s founder, Conrad Hilton” (Conrad hotel 2024)
 The Hilton worldwide inc. operates 7165 properties with 1,127430 rooms, under 19 brands in 123 countries. As of December 31,2022 (HWHI) operated 52 owned or leased properties with 17612 rooms. Also manages 778 properties with 2444037 rooms and 6355 franchised properties with 865781 rooms. The HWHI classifies its operations into three segments Management, franchise, ownership and others. (HWHI 2024)
The company reported revenues of (us dollars) $8.773 million for the financial year ended December 2022 (FY 2022) an increase of 51.6 % over (FY 2021) in (FY 2020) the companies operating margin was 23.9% compared to a margin of 16.3% in (FY 2021). In (FY2022) the company recorded a net margin of 14.3% compared to a net margin of 7.1% in (FY2021). The company reported revenues of $ 2.673 million for the third quarter ended September 2023, an increase of 0.5% over the previous quarter. (HWHI 2024)










Analysis 
 The analysis frameworks being used are the SOAR, STEEPLED and TOWS matrix. 
” (SOAR) framework enhances strategic planning and implementation of processes by using a positive guiding approach to inquire into strengths, opportunities, aspirations, and measurable results”. Khavarian-Garmsir(2015)
The Strengths of the Conrad Algarve
The Conrad Algarve hotel a beautiful building designed in the style of a 18th century Portuguese palace very spacious and luxurious setting.
The Conrad Algarve is in quinto do largo, Algarve surrounded by several bars, restaurants, golf courses, sandy beaches, and local attractions. The area offers a wide range of tourist and leisure activities.
The reputation, as a part of the Hilton hotels the Conrad Algarve has an excellent reputation not just as a Hilton brand as they have been at the forefront of the luxury hotel industry for over half a century. the Conrad Algarve has won several awards such as Europe's Leading Luxury Resort & Spa 2015 and World's Leading Luxury Leisure Resort 2015 www.worldtravelawards.com(2024)
As one of the top brands the Hilton hotel has a history of service excellence, and their good brand reputation has been based partly on the quality of service and the Conrad Algarve meets and exceeds brand and industry standards.” Since the end of 20th century, with the development of technology, the service market of hotel is developed rapidly. Hilton, which has all operations, is the provider of hotel service developed under this advantaged circumstance.” Chen(2011)
The food and beverage in addition to several bars and restaurants in the close proximity to the hotel there is a 3 Michelin star restaurant Gusto by Heinz Beck “Explore innovative seven and nine-course tasting menus presented by Heinz Beck, one of Europe’s most esteemed Michelin-starred chefs. Enjoy premium wine pairings alongside our lively open kitchen or head outdoors to the terrace for pool views and Cuban cigars”.(Conrad Algarve 2024)and more traditional louro restaurant describes as Experience a modern take on traditional Algarvian cuisine presented by our talented Chefs. Explore fresh ingredients beneath a glass atrium or head outdoors for an intimate dining experience with an enclosed fireplace. (HWHI 2024)(Conrad Algarve)

The Opportunities of the Conrad Algarve
Expansion into new market or market segments such as corporate conferences and expositions or wellness retreats. “Spending on events and brand experiences within the corporate sector is expected to rise by as much as 83 per cent according to the Annual ICE Report.” mitmagazine.co.uk (2022)
Digital presence, by taking advantage of technological advances in digital connectivity and the rise of social media marketing as a means to reach more potential guests as digital marketing has now become a vital tool in any business. “Consequently, these developments are influencing marketing practices, both strategically, and tactically. Nowadays, social media has developed in an essential part of marketing strategy for its ability to generate co-created value, to interactively connect brands to consumers, to monitor brand-related discussions and sentiments, to guide consumers in the decision-making process, to instigate customer-to-customer interactions, and transform consumers into brand advocates” Vinerean(2017)
Sustainability has long been a topic for concern in the hospitality industry as the environment and natural beauty is sold as a park of the package, so it is inherent that those who seek to profit from the environment play a greater role in conserving of protecting it. Hence all of the top hospitality brands have their own sustainability programs or initiatives call CSR or corporate social responsibility initiatives. Since the formation of the Sustainable hospitality alliance in 1992 sustainability has been at the top of the agenda in the hospitality industry. This has been mirrored by in the customer trends as the is a growing segment of ethical or environmentally aware hospitality consumer. “Green products and services are only a niche market today, but they are poised for strong growth. Already, 33 percent of consumers say they are willing to pay a premium for green products, and another 54 percent care about the environment and want to help tackle climate change. Entering the green market can also improve companies’ reputations, thereby increasing the value of their brands.” Bonini (2008) further underlines the potential profitability of this growing market segment.
Local assets, taking advantage of all local attractions such as the sandy beaches, local historical attractions and collaborating with other local tourism business as a means to adding value for customers and collaborators and can have positive effect on brand reputation and loyalty in local area.
Creating a culture of continuous learning and innovation to keep pace with the ever evolving hospitality industry changing customer trends and to avoid becoming outdated in the view of the customer and to maintain the hotels competitive advantage.









The Aspirations of the Conrad Algarve
As with any organization that exists in a volatile or competitive market the main aim is to maximise profits (good return on investment for investors) without it affecting sevise quality. To maintain competitive advantage and achieve good market positioning. 

To meet and exceed guest expectations by delivering a high-quality service consistently with special emphasis on personalization and authenticity to create unique “one in a lifetime” memorable experiences for the guests. Which should lead to repeat business and greater brand loyalty among guests.

Environment stewardship/sustainability, in the wake of the historical Paris agreement became legally binding in 2016(UNCCC 2024) all 197 parties, government and business leaders aim to reduce negative impacts on the environment. In the hospitality industry leader have been working toward “net 0” and “net positive” hospitality as set out by the sustainable hospitality alliance in their literature sustainablehospitalityalliance(2024)
To create and enforce a culture of continuous learning and improvement in order to maintain competitive advantage and uphold brands reputation as a to hospitality brand.

To become a desired destination of the discerning guests in the luxury hotel market segment where guests are willing to pay a premium for excellent accommodation, food and beverage and guests services and expect indulgence, relaxation and comforts.

The Results
The Conrad Algarve has become one of not just Portugal’s, but one of the worlds best five star luxury resorts and since opening in 2012 has won several awards the following is a list of the more notable award the hotel has received.

Portugal's Leading Hotel 2023
Portugal's Leading Hotel Suite 2023
Europe's Leading Lifestyle Resort 2022
Portugal's Leading Hotel Suite 2022
World's Leading Luxury Leisure Resort 2021
Europe's Leading Lifestyle Resort 2021
Portugal's Leading Hotel Suite 2021
World's Leading Luxury Leisure Resort 2020
Europe's Leading Lifestyle Resort 2020
Portugal's Leading Hotel 2020
Europe's Leading Luxury Lifestyle Resort 2019
Portugal's Leading Hotel Suite 2019
World's Leading Luxury Leisure Resort 2018
Europe's Leading Lifestyle Resort 2018
Europe's Leading Luxury Lifestyle Resort 2017
World's Leading Luxury Leisure Resort 2016
Europe's Leading Luxury Resort & Spa 2016
Portugal's Leading Hotel Suite 2016
World's Leading Luxury Leisure Resort 2015
Europe's Leading Luxury Resort & Spa 2015
World's Leading Luxury Leisure Resort 2014
Europe's Leading Luxury Resort 2014
World's Leading Luxury Leisure Resort 2013
Europe's Leading Luxury Resort 2013
World's Leading New Resort 2012
Europe's Leading New Resort 2012
Portugal's Leading New Luxury Resort 2012 www.worldtravelawards.com(2024)

These awards couple give some idea to the levels of success the Conrad Algarve has achieve in the international hospitality industry.






The STEEPLED Analysis of the Conrad Algarve

“STEEPLED stands for sociocultural, technological economic, environmental, political, legal, educational, and demographic factors. Each of these factors is used to look at an industry or business environment and determine what could affect an organization’s health.” Myshachenko(2023) These are factors that require greater research as their may be multiple issues for each of these categories.
The first category is the Sociocultural aspect of operating the Algarve Portugal.
Portugal is located in western Europe flanked by the Atlantic Ocean of the west coast and the Mediterranean to the south. The current population is 10,223,348 and the current population growth rate is -0.242% for the year. “According to the latest data Portugal is set to decrease in population size by -24,707 people. Database.Earth(2024)

“If you plan to work in Portugal, it is important to learn and research the job market, look at the work culture and set realistic expectations before applying. Portuguese companies are hierarchical, with importance on age and seniority. The work culture focuses on building long-term relationships with clients, suppliers and partners. Portuguese people often prefer face-to-face meetings over conference calls and emails. Employees usually work 40 hours per week, spanning over five days. Office hours are from 9:00 a.m. to 6:00 p.m., while some businesses may additionally operate on Saturdays from 9.30 a.m. to 12:30 p.m”. indeed.com(2023)
 the above statement gives an example of the common working traditions of Portuguese employers and employees along with the fact that all businesses operating in this country are expected to strictly adhere to all workplace health and safety legislation. “Employers have the duty to respect and apply as a minimum the general principles of occupational health and safety “(Portuguese Employment Code, Arts. 281 to 284)(2024). Also “With respect to preventive measures, employers must provide their workers with information on aspects relevant to protecting their own safety and health and that of others. They must also ensure that workers have adequate training to prevent any risks related to their work”.eportugal.gov(2024)
 

Portugal health status
Life expectancy in Portugal in 2020 was half a year higher than the EU average, although it fell temporarily by 0.8 years between 2019 and 2020 because of deaths due to COVID-19 – a reduction close to the EU average. Before the pandemic, life expectancy in Portugal had increased by more than five years between 2000 and 2019. The burden of non-communicable diseases is high, and cardiovascular diseases and cancer are the leading causes of death. eurohealthobservatory (2021)

Other Cultural factors
In the article for Viveurope.com are described as being “kind and accommodating even to strangers”. Hopkins (2022) list some key cultural traits of Portuguese society.
· They are very proud of their country’s history.
· Soccer/football is a national passion.
· Being late is ok. 
· Family matters
· Traditional views are conservative and prefer a hierarchical structure.
· Face to face business is preferred.
· The emphasis is on building long-term business relationships.
· English is a compulsory second language in schools thus younger generations are bilingual. Hopkins (2024)


Are there any Cultural Barriers for a multinational hospitality organisation?
There may not be a barrier but there are some “cultural dimensions” Hofstede (2011) that must be considered. Historically the first would be a major issue as English is widely spoken in Portugal. Another dimension is the traditional view on the hierarchy. More specifically their positive feeling toward this type of hierarchical organizational structure which may make them resistant to a more modern workforce where not every decision is send up the chain of command before decisions are made. Punctuality may be an issue as they believe that it is ok to be late. Combined with the fact the prefer to socialise before getting down to business may cause issues nevertheless these issues are not significant enough to be a deterrent. on the other hand, they are proud of their history and prefer building long-term business relationships and are welcoming and friendly, these could be leveraged by an astute hospitality brand to improve brand reputation and brand loyalty. So avoiding any cultural Fau pars would be may improve profitability.


Technology 
Lisbon and the country of Portugal as a whole have become one of Europe’s biggest hubs in terms of tech companies and technological innovation. Some have made comparisons between Lisbon and Silicon Valley in California, USA. theportugalnews.com (2022) Portugal’s technological infrastructure is on a par with any of the worlds leading nations so there should be no issue to be concerned within this area. 
level of innovation
Analysing Portugal performance in terms of innovation in the past four decades, it is possible to say that there has been an increase in expenditure of R&D activities, from 2.2585 (Euros-Million) in 2013 to 2.5851 (Euros-Million) in 2017.....s 1.3% of the GDP in expenditure on research and development activities, in 2017...In Portugal, several incentive measures have been created to stimulate innovation, as presented in Figure 2:The Agenda Portugal Digital is a strategic tool for promoting the digital economy at the national level, aligned with the priorities set out in the Digital Agenda for Europe and the Europe 2020 Strategy, to ensure convergence with the implementation period of the Partnership Agreement, Portugal 2020.sousa (2020) further illustrating the commitment of this country to technological innovation. 








Economic factors
looking at the overall performance of 2023, the Portuguese GDP grew by 2.3%, following a remarkable 6.8% rise in 2022, which was the strongest since 1987. Both private spending and investment slowed, and both exports and imports eased but net trade continued to make a positive contribution to the overall growth. tradingeconomic.com (2023) the Portuguese economy has been experiencing year on year growth and most economic forecasters have a positive outlook towards the future of the Portuguese economy.

Exchange rate 
As a part of the European Union Portugal’s currency is the Euro, and it is currently valued as equal to 0.85-pound sterling to one euro and is worth 1.08 US dollars. MSNMoney (2024) Obviously exchange rates change quite frequently, but this currency has been a stable performer and is second only to the pound sterling in value among worlds currencies.
Interest rates
These rates may affect customer spending habits, cost of any debts or loans and investment decisions as there is a relationship between higher interest rates and low customer spending. Portugal Long Term Interest Rate is at 2.96%, compared to 2.86% last month and 3.13% last year. This is lower than the long-term average of 4.90%.ycharts.com (2024) the interest rates are relatively low at present which means conditions in this economy are conducive with investment.
Inflation rates 
In 2020 the world bank stated the Portuguese rate of inflation was 7.8%.wordbank(2020) The annual inflation rate in Portugal rose to 2.3% in January 2024, the highest in four months, from 1.4% in December, in line with preliminary estimates. Tradingeconomics(2024) Inflation refers to the increasing prices and erosion of purchasing power over time. And lower rates of is usually desirable to both organization and customer.
Income and disposable income
The average annual wages in Portugal is currently 20,323.3. Statista(2024) The total net worth of households as a percentage of disposable income in Portugal increased by 32.2 percentage points (+7.59 percent) in 2020. Therefore, the total net worth of households as a percentage of disposable income in Portugal reached a peak in 2020 with 456.29 percent.
The total net worth of households is used to compare the wealth of different groups, and consists of the value of the total assets of a household minus the value of the total outstanding liabilities. Total net worth is then measured as a percent of the net disposable income. Statista (2024)
Unemployment rate 
Following their favourable 
evolution in 2021, the main labour market 
indicators strengthened further, in most cases improving beyond pre-pandemic levels. In 2022, the unemployment rate stood at 6%, below the EU and euro area average. Similarly, the employment rate (age 20-64) was at historically high levels (77.5%). Less positive developments were recorded for youth unemployment (age 15-24) which, although it improved, remained high (19%) and above pre-pandemic levels. Additionally, young people in employment often face precarious job conditions. Reducing youth unemployment is key to reaching the national employment target by 2030. European commission (2023)


Environmental 
Due to its geographic location Portugal suffers from many effects of climate change. Effects outlined in the 2020 report done by climate analytics. They are divided in three categories temperature increases, precipitation and sea level rises, the extreme weather events in Portugal may not be directly linked to these issues they help to produce the conditions under which make the extreme weather event possible, these events are as follows.
Heatwaves
The two-week heat wave event in August 2003 counts as the warmest August on record for the country in terms of mean air temperature (Sousa et al., 2019). Moreover, it is counted as one of the 10 costliest natural catastrophes in Europe between 1980 and 2010 (Hov et al., 2013). During this event, a total of 12,300 million Euro was lost and 70,000 fatalities were recorded (Hov et al., 2013).

Wildfires
During the extreme wildfires of 2017, a record 500,000 hectares were burned in Portugal and120 human lives were lost (Turco et al., 2019)


Droughts
The mainland of Portugal has experienced severe droughts over the past 30 years – especially in the years 2004-2005, 2011-2012 and 2017-2019





Storms 
Extreme short-term events like coastal storms have become more intense and frequent and constitute a threat for coastal environments in Portugal, mostly during winter periods (Gomes et al., 2018)

Precipitation 
Increases in extreme precipitation are expected mainly over north-eastern Portugal in winter and spring (Santos et al., 2019) precipitation is one of the main triggers of natural disasters, such as urban inundations, soil erosion, crop destruction and flash floods (Santos et al., 2019).

Environmental resource management

Portugal and the nuanced dynamics involved.  From a historical perspective, it highlights the challenges posed by sole reliance on state control or privatisation, stressing  their  limitations  in  achieving  sustain-able natural resource use. Tavaris (2024) The country has made progress in the area of the circular economy, marine conservation and water management. It is above the EU average in terms of the proportion of protected land. Nature conservation, waste and water management, urban sprawl and sustainable development remain challenges. www.sgi-network.org (2022) this shows that this country has got its house in order and have good resources management in place.
Environmental policy
Portugal agrees to and participates in EU-wide policies on the environment. Portugal signed the Kyoto Protocol and, in September 2016, ratified the Paris Agreement. www.sgi-network.org (2022)


Political
The political considerations of multinational hospitality organizations operating in portugal are as follows. 
Government policy 

The mission of the Portuguese Development Cooperation policy is the eradication of poverty, the fight against inequalities and the promotion of sustainable, equitable and inclusive global development, based on the respect for human dignity and leaving no one behind. Portuguese Development Cooperation (2024) they set out their aims in their publication as cooperation strategy 2030 and express the Portuguese government’s openness to global commerce as long as it is mutually beneficial.

Political stability
Portugal a present is a very politically stable country but has a trouble political past which culminated in the revolution in 1974 gave birth to the establishment of a constitution in 1976. Portugal became a democracy and has enjoyed decades of political stability.” Portugal’s newly acquired maturity means it now faces the same dilemmas as advanced western nations(falling electoral turnout, immigration, drug abuse, rising criminality etc) Syrett(2017)
Taxation
“For tax planning operations, Results show that foreign subsidiaries are more capitalized - i.e., have higher equity financing in their capital structures than locally owned firms. In face of these results, it can be ventured that thin capitalization does not seem to be a problem for Portuguese tax authorities, and that the elimination (in 2006) of the rule when the parent company is in another EU country, imposed by the EU after the European Court.” Martins (2009) With the parent company not being from a EU the Hilton may have taxes and debt may have specific structure in line with latest governmental regulations. 

Foreign trade
“Foreign trade is important for regional growth in Portugal as it is important for the whole country, not sharing the argument that capital flows from the central government to solve the problem of regional trade imbalances”. Along with Portugal’s development cooperation statements illustrate that portugal is welcoming to foreign as it benefits for this in a major way. 


Legal considerations
As a multinational hospitality organization the Conrad Algarve will be required to comply with all legislation and laws of Portugal.



Ethical considerations
The main ethical considerations of the Conrad Algarve is to be a good corporate citizen and not to under take any action deemed unethical. Some examples of unethical behaviour are, misleading customers, bending terms in user agreements, creating unfair competition, manipulating financial statements and causing harm to the environment. www.quickscream.com (2024) Among others, these are like cardinal sins of the industry and can have serious ramifications such as long-term damage to brand reputation and some forms of unethical behaviour may even lead to criminal prosecutions and fines for individuals and the organization.
 



Demographic

Age distribution is as follows:
Age structure: 0-14 years: 13.58% (male 716,102/female 682,582)

15-24 years: 10.94% (male 580,074/female 547,122)

25-54 years: 41.49% (male 2,109,693/female 2,164,745)

55-64 years: 13.08% (male 615,925/female 731,334)

65 years and over: 20.92% (male 860,198/female 1,294,899) (2020 est.) indexmundi.com (2020)



TOWS matrix

TOWS Matrix for matching the environmental threats and opportunities with the company's weaknesses and especially its strengths. These factors per se are not new; what is new is systematically identifying relationships between these factors and basing strategies on them.Weihrich(1982)









	The Conrad Algarve
	Opportunities
	Threats 

	Strengths 

	Expand into new market segments such as corporate conferences or events and wellness retreats as the Conrad Algarve possesses all the requirements at the highest standard.
	Collaborating with local attractions and hospitality business would serve to add value to for the hotels guest, create a culture of collaboration not competition and improving brand reputation and loyalty to ward off the threat of new entrants.

	Weaknesses 
	Leveraging brand reputation and using digital marketing to attract more out of season guests, the benefits of which could be two-fold as both high operating costs and seasonal business make it desirable to improve the profitability of the hotel
	Sustainability initiatives, a good CSR/ESG programs involve and empowers local cummunities in addition to their environmental stewardship that helps to preserve the very fragile beauty of the area. May double as a great marketing for attracting environmentally aware guests(Ethical/green consumer)





Recommendations and change management

Creating traditional a modern social media-based marketing campaign and pricing strategy to lure guests during off-peak season. Offering incentives such as special off-peak prices and unique perks such a loyalty points to stimulate business during the quieter periods of business.” The world tourism organization considers tourism seasonally as a fundamental concern in relation to the sustainability of tourism.” Gkarane (2024) this illustrates the extent of this problem to the world’s tourism destinations. The problem is the large concentration of guests and services during peak times leading to strain on natural resources and noise pollution. And in off-peak times many facilities are underutilised and in this time for many brands in this sector is a time of low profitability and hence low investment. This also poses problems for the sustainable development off the local area due to the “uneven distribution of tourist arrivals for the year.” Gkarane (2024) another great marketing opportunity is to use local traditional cultural seasonal events that are local to the hotels during off peak times to chat more customers. Events such as the “medieval paderne, the contraband festival or FIESA or the international sand sculpture festival”. algarvefun.com(2024) alongside the marketing of any other outdoor activities such as nature hikes and sporting events and even Wellness retreats during the colder months in a bit to spread the distribution of guests arrival more evenly. And to maximize room occupancy year-round.

Collaboration with local tourist attractions and other tourism organisations

By building long term business relationships with the operators of local attraction tours museums and galleries and the operators of other o organisations in the local area as a means to offer more value to our guests and improve brand reputation and brand loyalty I'm long local businesses and in the local area. This may include joint marketing campaigns cross selling of hotel rooms cross promotional activities I'm bundle packages that could consist of local tours or attractions that could be sold alongside the hotel’s accommodations and services. To do this will be essential to establish a dedicated concierge service to provide personalised recommendations collaborate with over tourism operators to provide a unique an authentic Algarve experience. Strategy may provide multiple benefits as not only does it increase the value off the hotels offerings also is beneficial over local tourism attractions and organisations therefore improving the improving the brand's reputation on brand loyalty among businesses in the local area. Intern this would make the Conrad Algarve hotel more resilient to the threat of competition under threat of new entrance into the market.


Sustainability initiatives

The Conrad Algarve hotel already has existing CSR initiatives but for this recommendation the aim is to expand on these activities by liaising Local government agencies an non-governmental organisations that are involved in Environmental Conservation. Activities could include advocacy investing in more sustainable energy sources and streamlining any outdated operational processes in a bid to reduce the hotel's carbon footprint. Educating guests on the impacts of climate change on the Algarve and encouraging them to get involved in eco-friendly activities engage in collaborative research and advocacy initiatives that raised awareness of the effects of climate change on the al golf and enhance resilience to the extreme weather events in the Algarve dot com be associated with climate change. These actions should positively affect the brand's reputation to eco-friendly gas on the wider Algarve region and improve brand loyalty in the Algarve.

Action plan 

	Number 
	Problem 
	Solutions 
	Desired outcome
	Time scale
	Completion date
	budget

	1
	off peak season low profitability low room occupancy underutilisation facilities
	dynamic pricing strategy and incentives lure off peak travellers 
	Increase profitability.
Increase room occupancy during off-peak times.

	3
months
	30/07/2024
	45,000
Euros

	2
	threat of competition in local area a new entrance into markets
	Collaborating with existing competition or other hospitality organizations and local business in the Algarve
	Improving brand reputation and brand loyalty in the Algarve to improve resilience to competition and threat of new entrants to markets
	4 months
	30/08/2024
	80,000
Euros

	3
	fragile environmental state of the region prone to extreme weather events
	increase CSR activities and collaborate with government agencies and non governmental organisations in an attempt to mitigate the impact of climate change on the Algarve 
	Increase the number of eco friendly guest and improve environmental Ressiliance of the hotel and the Algarve  
	6 weeks
	16/04/2024
	20,000
Euros




Please note that the programs are to be run concurrently to be most effective to solve the main problems caused by the seasonality of tourism in the Algarve.




Conclusion
In conclusion, by taking the initiative and adopting proactive approach to strategically to tackle the future issues of the industry before it is too late. The challenge of seasonal tourism and its limitations and its negative impacts on the destinations and hospitality organizations problems such as low room occupancy rates, lack of profitability and strain on natural resources, staff, services and facilities pose serous concern. Collaboration with other hospitality organization in the local area and local attractions can be leveraged to add value to our offering and the benefit of local businesses and the region on a whole. the Conrad Algarve through collaboration will be able to provide a uniquely authentic and more personalised holiday package. Prioritizing environmental stewardship, activism, investment into research and development of sustainable energy sources and may increase profitability and brand reputation among eco-friendly tourists. And solving the issue of the seasonality of Algarve tourism. thank you for your time.
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