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[bookmark: _Toc166085701]Executive Summary
“Hotel Tre Stelle” is in the vicinity of Rome, Italy in the middle of the Tuscan hills which are at a distance of a few kilometres from Montepulciano. The hotel is famous for its beautiful location and attracts the attention of tourists from all over the world. The tourists stay there when they visit Rome as it is near to the railway station and surrounded by scenic beauty. The hotel advertises to provide quality service to the visitors and guests who stay there and promises to provide them with a lot of facilities and amenities at affordable prices. The issue which is faced by the hotel is that the customers are not happy with their services, and they made the complaint to the housekeeping, reception and with the management of the hotel as well. The hotel lacks cleanliness and maintenance and the customers have also complained about the lack of security within the hotel. Due to this, the guests seem unsatisfied and unhappy and even after complaining about the lack of quality in the services they are facing the same issues. Consequently, the customers have provided negative feedback and reviews regarding the services of the hotel which has impacted the reputation of the hotel badly. The old customers are not likely to visit the hotel again and their negative reviews have restricted the potential customers from approaching “Hotel Tre Stelle” to take the services and book a stay there. The hotel is facing a shortage in the number of guests which is impacting the profitability of the business. The hotel’s management has contacted “M.K. Consultants” to use their skills and expertise to analyse the situation and present strategies which can be applied to retain the customers. The consultants have used their expertise and analysed the micro and macro environment of “Hotel Tre Stelle” with the help of PESTEL analysis and SWOT analysis. 
The analysis done through the PESTEL tools presented that the preferences of the customers related to the quality have changed over time and they want more hygiene and cleanliness in the place where they like to stay. Moreover, the hotel is not following the legal laws to provide the required security to the customers. In addition to this, the SWOT analysis has presented the details regarding the strengths and weaknesses of the hotel. It is evaluated by guests that the location of the hotel is quite attractive for the tourists and the hotel has promised to provide lots of facilities to the customers with a variety of rooms where they can stay. The customers can book the room online from the website by checking the pictures available there. The issue starts when they check in at the hotel and stay in the rooms as the rooms are dirty and have few facilities as promised by the hotel. The housekeeping service is also inadequate as the staff do not listen to the needs of the guests and do not try to solve their issues. Thus, these things have made numerous customers unhappy and dissatisfied which is why they leave negative reviews and feedback on different online websites. Along with this, the TOWS matrix was developed to provide the strategies that can be followed by “Hotel Tre Stelle” to work on their service quality. The suggestions made can be applied and a change can be brought into the organisation to make the customers satisfied by providing them the promised services. 
The management of the hotel can invest in the maintenance and repair of the things which are damaged and create an appeal to attract the guests. Sustainable and quality accessories can be provided to the guests during their stay at the hotel and the housekeeping staff must consider the timely cleanliness of the rooms and bathrooms to maintain hygiene. Additionally, the hotel can provide training to the staff members to make them proficient in their jobs. By doing so, the staff can listen to the queries and concerns of the guests and fulfil their desires to make them satisfied. “M.K. Consultants” have advised “Hotel Tre Stelle” to bring change in the vision of the employees and communicate the change with the staff members. The advantages of change must be communicated to the employees which can reduce the resistance to change and enhance the efficiency to improve the quality of the services. The hotel management can use the NPS score and compare them to analyse the before and after feedback of the customers to understand and have insights into the effectiveness of the applied strategies. The managers can conduct meetings with the staff members to track the progress and analyse the feedback of the customers from time to time. Furthermore, the hotel management can instruct the marketing department to expand the online presence and share the reviews and feedback of the guests along with the original pictures of the rooms and surroundings of the hotel. By doing so, the customers will have a clear picture in their minds, and they will not expect extra things when they enter the hotel. On the other hand, the hotel management will get more customers if they improve the quality of the service and upload the content on social media and digital media. Thus, the suggestions must be followed by “Hotel Tre Stelle” to enhance and improve their performance to retain loyal customers for longer future benefits. 



	


[bookmark: _Toc166085702]1. Introduction
The aim of the consultancy report is to identify and address the problems faced by the marketing and management department of “Hotel Tre Stelle.” The quality of the service is inadequate, and the customers seemed dissatisfied due to the inability of the hotel. The turnover rate of the customers has been elevated which has marked a question on the loyalty level of the customers because the number of negative reviews, feedback and comments regarding the service has increased. In this regard, the management of the hotel has considered the situation and has assessed the competition in the market along with the brand reputation which has been severely affected. The hotel management has anticipated that the business will be affected if the situation remains the same and the hotel will encounter huge losses. 
[bookmark: _Toc166085703]1.1 Hotel Tre Stelle
“Hotel Tre Stelle” is in the middle of the Tuscan hills which are situated a few kilometres from Montepulciano near Rome, Italy (Hotel Tre Stelle, 2024a). The hotel was founded in 1980 and it was completely renovated in 2005. The hotel offers three types of rooms “economy, comfort and superior” including “air-conditioning, telephone, bathroom, toiletries, satellite TV, hair dryer, heating and minibar” (Hotel Tre Stelle, 2024b). The Economy and Single rooms can accommodate only two persons, Comfort. Triple and Superior can accommodate a maximum of three persons while Quadruple can accommodate a maximum of four persons (Hotel Tre Stelle, 2024c). The charges for the rooms vary according to the facilities and amenities provided by the hotel. The hotel provides services of free Wi-Fi, 24-hour reception, bar service, restaurant service, and a continental breakfast buffet which includes homemade cakes. Moreover, the hotel has also a restaurant where the guests can enjoy typical Tuscan dishes. Additionally, the hotel also offers a free parking area and is pet friendly. 
[bookmark: _Toc166085704]1.2 M.K. Consultants
One of the renowned consultant companies is named “M.K. Consultants” which has been working to help different businesses by providing consultancy to them. The company has a diverse team of experts and the experience and expertise of the team provide insights into the business and its strengths and weaknesses which are required to enhance the business of the clients. “M.K. Consultants” analyse the nature of the problems and issues and provide valuable solutions to them. The aim of the company is to provide solutions to businesses to improve their performance, optimise the model of the business which can help in delivering quality products and services and retain the employees and customers for a longer time. 
[bookmark: _Toc166085705]1.3 Theories and Frameworks
“Hotel Tre Stelle” is facing issues which have been analysed using different frameworks and theories which has helped in getting insights into the problem and providing valuable solutions to the client. The level of satisfaction of the customers has been assessed using Oliver’s theory of service quality which was given in 1980. Srivastava and Gosain (2020) highlighted that according to the theory, customers judge the quality of the service based on their expectations. Additionally, a SWOT analysis which stands for “Strengths. Weaknesses, Opportunities and Threats” has also been performed. Astika and Suharyo (2021) evaluated that the inner and external environment of an organisation is assessed by the SWOT analysis. Along with this, TOWS analysis has also been performed which is an extension of SWOT analysis. A business can propose strategies by developing a TOWS matrix as stated by Dachyar and Sahir (2020). Lastly, PESTEL analysis was used which is an acronym for “Political, Economic, Social, Technological, Environmental and Legal” to examine the external factors affecting the business of the hotel. The frameworks and theories helped the consultants to provide the solution for the issues faced by “Hotel Tre Stelle.”
[bookmark: _Toc166085706]2. Analysis
[bookmark: _Toc166085707]2.1 Overview of the Problem
“Hotel Tre Stelle” has been putting efforts into providing quality services along with numerous facilities and amenities to the guests but still it is getting negative reviews from them which is impacting its reputation. The prevailing conditions can get worse and affect the revenue generation of the hotel if not mitigated on time. The hotel’s management is showing concern because the number of negative comments and feedback is increasing. “Hotel Tre Stelle” has contacted “M.K. Consultants” to investigate the matter and solve the issue to sustain the existing customers and the reputation of the hotel. The consultancy company has thoroughly assessed and evaluated the situation of the hotel, its performance and the level of service provided to the guests. The experts of the team have analysed the issue and found out the reasons for the negative feedback from the customers. It has been evaluated that the hotel is unable to satisfy the customers due to the lack of quality of the service. A report by Booth (2022) analysed that the hotel does not provide the convenience to the guests as it promised to give and label itself as the popular and best three-star hotel in Rome. The customers do not agree with the claim of the hotel to provide three-star hotel services and convenience to the customers. Approximately 37% of the customers gave it a terrible rating, 21% rated it as poor, 23% gave an average rating, 14% rated it as good and only 5% gave it an excellent rating (Tripadvisor, 2024). 
Some of the customers complained of having malfunctioned showers which are covered with moulds. Additionally, the TV attached to the room is also old somehow a decade old and sometimes the AC does not work. Along with this the report of Booth (2022) also identified that some of the customers complained about the lack of cleanliness in the rooms as the bedsheets were not clean and had holes in them, also the walls were covered with dirt. It has been observed that the cleanliness in the hotel leaves a positive impact on the customers and they are likely to return to the same hotel for services (Knezevic Cvelbar, Grün and Dolnicar, 2021). Other than this, the reviews of the guests presented that the mattress was not comfortable, the sink and mirror were cracked, and they rated a hostel better than this hotel. One of the guests also reported that the hotel was closed on New Year's Eve and did not inform the guests which was quite disturbing for them. Also, the guests complained about the staff because they were not helpful at all. Annarelli, Battistella and Nonino (2020) evaluated that organisations that do not take the complaints and concerns of the customers seriously face huge losses and negative feedback. Some of the customers were scared due to the lack of security within the hotel and reported that the hotel was only advertising the good things but not providing adequate services to them. 
[bookmark: _Toc166085708]2.2 PESTEL Analysis
“M.K. Consultants” have conducted the PESTEL analysis of “Hotel Tre Stelle” to assess the macro-environmental factors and their influence on the hotel. Buye (2021) stated that the PESTEL analysis is a framework used to evaluate the influence of external factors on an organisation. The PESTEL analysis of “Hotel Tre Stelle” has been discussed below which has helped the consultant to propose strategies for the future. 
[bookmark: _Toc166085709]2.2.1 Political Factors
The performance of the hotel can be affected due to the regulations and policies made by the government of the region. Ivanov et al. (2022) assessed that health and safety laws, and taxation policies can have an impact on the hotel’s performance. 
[bookmark: _Toc166085710]2.2.2 Economic Factors
It has been observed that tourism activities impact the hotel industry which is why an increase in the number of tourists can have an influence on the businesses of the hotels (Provotorina et al., 2020). Along with this, the profitability of the hotel can be impacted by the cost invested in the labourers as this industry is labour-intensive (Schwartz, 2022). Due to this, the hotel can work on the skills of the employees and provide them with attractive packages as per labour laws. 
[bookmark: _Toc166085711]2.2.3 Social Factors
With the passage of time, the preferences of the customers are changed which can also create variations in their demand. Foris, Crihalmean and Foris (2020) stated that customers look for advanced, sustainable, and hygienic options when they opt to stay in a hotel. 
[bookmark: _Toc166085712]2.2.4 Technological Factors
The business of the hospitality industry has also been impacted due to the advancement in technologies (Pillai et al., 2021). It is identified that customers are likely to rely on technologies while staying in a hotel which includes making reservations and payments. 
[bookmark: _Toc166085713]2.2.5 Environmental Factors
Han (2021) found that the customers associated with the hospitality industry are shifting toward options which are sustainable and environmentally friendly. The hotel can attract customers who are conscious of the environment by incorporating sustainable practices.
[bookmark: _Toc166085714]2.2.6 Legal Factors
According to Mzembe et al. (2020), hotel management can attract customers by adhering to the laws and regulations made by the authorities. In this regard, the hotel can enhance the security system because guests like to stay in hotels where they feel safe and secure. 
[bookmark: _Toc166085715]2.3 SWOT Analysis
The consultant company has conducted a SWOT analysis of “Hotel Tre Stelle” to identify and analyse the internal and external factors that influence the hotel’s performance. According to Benzaghta et al. (2021), an organisation’s internal strengths and weaknesses can be identified with the help of SWOT analysis which also presents the external opportunities and threats impacting the business. The SWOT analysis of “Hotel Tre Stelle” has been presented below:
[bookmark: _Toc166085716]2.3.1 Strengths
The hotel is in such a place which is quite attractive for the tourists as the hotel is surrounded by a lot of scenic beauty and it is also easily accessible from the nearest railway station. According to Frendo (2024), Rome is a quite popular tourist destination in Europe where 7-10 million tourists visit every year. Along with this, the hotel offers a variety of rooms which makes them accessible for a vast number of people with different budgets. The hotel offers multiple facilities and amenities to the guests. The facilities and amenities provided by the hotels attract a vast number of customers and increase their revenue generation (Ilyas and Mustafa, 2022). Moreover, potential customers can check the availability of rooms on the Internet and can book the room prior to their stay in the hotel. The website of the hotel is very professionally managed, and it includes basic information which is needed by the customer before selecting the hotel for the stay. A well-designed website can attract several customers by providing them with the required information and contact details (Kwaku and Antwi, 2021).
[bookmark: _Toc166085717]2.3.2 Weaknesses
It has been identified that “Hotel Tre Stelle” lacks cleanliness in the rooms and bathrooms which is quite unacceptable for the guests and badly impacts the reputation of the hotel. The report by Booth (2022) stated that the customers have provided negative feedback about the low level of customer service and lack of cleanliness they experienced during their stay at the hotel. Moreover, the management of the hotel does not spend money on maintenance which eventually affects the experience of the guests. Putra, Wendri and Budiarta (2020) stated that the guests feel happy and likely to take services again from the hotel which is well-maintained and clean. Additionally, the online presence of the hotel is quite limited, and the website lacks detailed information related to the cost of the rooms and additional services which makes it difficult for the customers to make decisions. 
[bookmark: _Toc166085718]2.3.3 Opportunities
The hotel can invest in maintenance and improve the condition of the hotel by working on the cleaning activities and repairing the broken things. According to Ali, Nurin and Mohi (2023), customers get attracted to and appeal to a well-maintained and clean hotel because people like to stay in a calm and cosy place. Furthermore, training can be provided to the employees to provide the required services to the guests to make them satisfied. Along with this, the hotel can improve the content on the website and display the things they offer to gain the trust of the customers. The companies that deliver the services advertised by them can build a high reputation in the eyes of the customers (Sundaram, Sharma and Shakya, 2020). 
[bookmark: _Toc166085719]2.3.4 Threats
The competitors of the hotel can grab the market share, reduce their profitability, and take advantage of the weakness of the hotel. Filieri, Raguseo and Vitari (2021) stated that negative reviews from customers can damage their reputation and people go towards the competitors who offer quality services. Moreover, Eldor (2020) assessed that organisations can make more profits by maintaining a competitive edge in the market. 
[bookmark: _Toc166085720]2.4 TOWS Analysis
TOWS analysis is an extension of the SWOT analysis which is conducted to overcome the weaknesses and threats by making strengths and opportunities useful for the business (Fitriani, 2022). The TOWS analysis of the “Hotel Tre Stelle” has been presented in Table 1. 
[bookmark: _Toc166085752]Table 1. TOWS Analysis
	
	Strengths
1. Location
2. Facilities and amenities
3. Online booking service
	Weaknesses
1. Poor hygiene
2. Lack of quality service
3. Lack of maintenance
4. Unresponsive staff
5. Limited online presence

	Opportunities
1. Investment for maintenance
2. Improvement in service quality
3. Training to the staff
	SO, Strategies
1. The management of the hotel can improve the quality of the service and invest in maintenance to attract more customers (S1, S2, O1, O2).
2. The staff can be trained to provide quality service to the customers which can make the stay of the guests memorable (S2, O2, O3P).
	WO Strategies
1. The hotel can invest and enhance the quality of the service and create hygiene in the hotel (W1, W2, W3, O1, O2).
2. The staff can be trained, and the online presence can be increased to attract an increasing number of customers (W2, W5, O2, O3). 

	Threats
1. Negative Feedback
2. High competition
	ST Strategies
1. The hotel can improve the quality to provide required services which can reduce the number of negative feedback (S2, T1).
	WT Strategies
1. The competitive edge can be gained by improving the quality of the service and providing training to the staff (W2, W4, T2).


Source: (Own Illustration)
[bookmark: _Toc166085721]3. Recommendations and Change Management
The problem faced by “Hotel Tre Stelle” is that the customers are not satisfied with their services which is why they are leaving negative feedback and reviews on different online platforms. The negative word-of-mouth from the customers is damaging the brand image and the customers are seeking alternatives the competition is high in the region and most of the hotels are providing satisfying services. The quality of the service is not adequate, and the expectations of the guests are not met which makes them disappointed and they choose other hotels to stay. The guests do not feel secure as the security of the hotel is not strong. Despite providing a lot of facilities and amenities, customers are moving away from “Hotel Tre Stelle.” As indicated earlier in the theory of Oliver (1980) the service quality develops the satisfaction in the customers (Priatna and Roswina, 2020). The revenue generation of the hotel is being affected due to their inability to provide quality service to the guests which are why the management of the hotel is scared to lose their loyal customers. The reasons for the prevailing issue and the declining quality of the service have been assessed by using tools such as PESTEL analysis and the SWOT analysis which has helped to propose the strategies for the future using TOWS analysis. The management of the “Hotel Tre Stelle” can use these strategies to meet the desires and preferences of the guests by improving their service quality. According to Juwaini et al. (2022), trust can be built between the organisation and the customers by providing them with quality service and making them satisfied so that they can retake the services. Along with this, Kumar, and Rajan (2020) evaluated that the more the customers become satisfied, the more they are likely to return towards the brand and it creates lifetime value for the brand. Thus, the profitability of the hotel can increase, and the brand image will also improve due to the positive feedback of the customers. 
[bookmark: _Toc166085722]3.1 Recommendations
“M.K Consultants” have made recommendations for the “Hotel Tre Stelle” which can help them to improve their service quality to retain the customers. First, the hotel’s management needs to provide training to the staff members to improve and enhance their skills and abilities to provide quality service to the guests. Proper training must be provided to the housekeeping staff as they interact more with the guests as compared to other staff members. Rivaldo and Nabella (2023) highlighted that the skills and knowledge of the employees can be improved with the help of training sessions provided to them which can help in increasing the efficiency of the organisation. Moreover, the performance of the employees can be enhanced by the training provided to them which in turn results in the provision of quality service (Kurdi, Alshurideh and Alnaser, 2020). Along with this, the hotel’s management can plan an investment to repair the damaged accessories in the hotel and maintain the cleanliness and quality of the service provided to the customers. The hotel can replace the old bed sheets, linens curtains, set up new TVs, and mirrors and clean and repair the showers. Mandić, Panić and Šain (2023) assessed that the hotel maintenance streamlines the tasks and improves efficiency which leads to higher satisfaction levels of the customers. Regularly scheduled maintenance can avoid emergency repairs, prevent huge loss of money, and save time for the staff (Hauashdh, Jailani and Rahman, 2022). 
Additionally, “Hotel Tre Stelle” can provide a memorable experience to the guests during their stay at the hotel by offering them tailored and personalised services. Bariş (2020) evaluated that the data of the guests can be utilised to understand their preferences and to create offerings for them as per their desires. By doing so, the customers can have an unforgettable experience during their stay at the hotel. The hotel management can use this tactic as a token of sorry for making the customers angry with their services. In this regard, Creelman (2022) stated that the hotel can send emails, text messages or make calls to the customers to offer them personalised and discounted services as a gesture of apology and to make them retain the business. The staff of the hotel can welcome the guests on their next arrival at the hotel by presenting them with their favourite drink or snack. The management who makes the customers feel valuable elevates their image in their eyes (Frey-Cordes, Eilert and Büttgen, 2020). It has been observed that the guests who feel welcome and recognised remain loyal to their chosen brand and always prioritise the hotel. The satisfied customers spread positive word-of-mouth which attracts more customers and their profitability increases (Sun, Foscht and Eisingerich, 2021). Moreover, the hotel can increase its online presence on digital and social media platforms to share the positive experiences of the customers and the packages, and discounts offered by them. Nicolini (2024) evaluated that the online presence can help grab the attention of the customers and build up a captive audience of followers in the content published by the organisation. The reach of the business increases as the customers posts about their experience after taking the services from the hotel. 
[bookmark: _Toc159408159][bookmark: _Toc166085723]3.2 Change Management Process
According to Errida and Lotfi (2021), the change management process is responsible for providing a systematic approach which can help the organisation incorporate the strategies needed to bring the change. The purpose of the change management process is to eradicate the resistance from the individuals and provide enough knowledge to them which is necessary to bring change through the strategies (Burnes, 2014). Karpenko, Karpenko and Shudrik (2020) highlighted that managers are required to prepare staff to accept the change by creating their vision and setting goals and Key Performance Indicators (KPIs) to evaluate the progress. By doing so, the change can be properly accepted and implemented in the organisation and can be analysed over time to make it effective and sustainable (AlTaweel and Al-Hawary, 2021). 
[bookmark: _Toc166085724]3.2.1 Analysis of Customer Feedback and Reviews
“Hotel Tre Stelle” can consider the change management process suggested to it by the consultants and can analyse the feedback of the customers in a powerful way. As highlighted by Mio, Constantini and Panfilo (2022), it was observed that feedback and the reviews that are usually provided by the customers regarding the organisational performance also aims at highlighting the strengths and weaknesses of the business. The feedback also helps in analysing the preferences of the guests who usually stays and takes the services from hotel while also using them to improve the service quality (Padma and Ahn, 2020). The marketing department of the hotel also focuses on using the skills needed to collect the data that relates to the different activities and the preferences of the customers through different online sources. Moreover, the “Net Promoter Score (NPS)” is also used by the marketing teams to collect the exact information for the customer experience. Along with this, Baehre et al. (2022) focuses on evaluating the customer loyalty that helps in assessing using NPS which hence shows the experience related to the usage of the products and services that are offered by the organisation. Most of the customer usually opt for 0 to 10 numbers which also giving the ratings in the NPS survey that is usually based upon the experience of the customers. Lastly, a score of 9 or 10 implies that the customers are highly satisfied and loyal and can recommend the business to their circle. Therefore, the management of the “Hotel Tre Stelle” can use the NPS survey to get feedback from the customers in real-time to analyse and improve the quality of the service. 
[bookmark: _Toc166085725]3.2.2 Training Programme for Staff
It has been recommended that the “Hotel Tre Stelle” provide training to the employees working in the hotel because they are the ones who interact with the customers and make them satisfied by fulfilling their needs. Anwar and Abdullah (2021) stated that the competencies and productivity of the employees can be enhanced with the help of training provided to them. A report by Michalis (2023) found that accurate and appropriate training programmes can improve the performance of employees by 20%-28%. The hotel management can provide training related to improving their behaviour and customer service to the staff members. Buhalis and Cheng (2020) evaluated that the training related to customer service can help them communicate efficiently with the guests and provide them with exceptional service during their stay at the hotel. Additionally, it is suggested by Waqanimaravu and Arasanmi (2020) that service knowledge training can also provide to the employees to elevate their knowledge about the offerings, facilities, and amenities of the hotels. It has been analysed that training is one of the key elements that can be incorporated to empower employees to make them responsible for their jobs (Cheng et al., 2022). Thus, they would be able to provide quality services to the guests and satisfy them. 
[bookmark: _Toc166085726]3.2.3 Development of Change Vision
The assessment of the feedback provided by the customers and the training given to the employees can be fruitful when the hotel management is able to develop a vision for the staff members. The change incorporated within the organisation needed to be communicated to the employees to reduce the resistance (Neill, Men and Yue, 2020). The departmental heads and managers of the hotel can communicate the benefits of bringing change into the organisation and create awareness related to the acceptance of change. It has been stated by Whittington et al. (2014) that the vision can be delivered to the employees by having open and clear communication with them and demonstrating the justification and advantages of applying change within the organisation. The meetings can be scheduled and conducted with the teams of different departments associated with the hotel to build trust and engagement with the stakeholders. Roberson and Perry (2022) assessed that the opinions of the diverse team can be taken during the meetings to get different ideas related to bringing change to the organisation. Furthermore, the duties and responsibilities of the hotel’s staff must be allocated and communicated clearly which can help in achieving goals (Noordzife, 2014). Thus, the skills and expertise of the subject matter experts can be used to propose and implement the strategies to provide quality to the customers. 
[bookmark: _Toc159408164][bookmark: _Toc166085727]3.3 Reviewing Success Rates
The change implemented in the “Hotel Tre Stelle” can be reviewed from time to time through the evaluation of the KPIs set by the hotel’s management. Setiawan and Purba (2020) highlighted that the progress and success of a change that has been implemented within an organisation can be monitored with the help of KPIs. The KPIs can be assessed by analysing the feedback collected from the guests and comparing it with the feedback given by them before implementing the change. Khan, Saienko and Tolchieva (2021) stated that if customers provide positive feedback, then it implies that the organisation has brought fruitful change. Additionally, the NPS score can be compared to analyse the improvement in the efficiency and the service of the hotel. The change can be tracked by comparing the NPS score and a positive NPS score implies that the training sessions have enhanced the capability of the staff members (Dawes, 2024). 
[bookmark: _Toc159408165][bookmark: _Toc166085728]4. Action Plan
 The issues identified by “M.K. Consultants” in the business of “Hotel Tre Stelle” have been analysed and the solutions have been presented in Table 2 below. The solutions can be implemented by the hotel’s management to improve the service quality. The table has included the problem, solution, and desired outcome along with the time scale, completion date and planned budget. Kitsios and Grigoroudis (2020) suggested that the action plan can help the hotel’s management to propose and implement strategies to improve the efficiency of the business. 
[bookmark: _Toc166085753]Table 2. Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1.
	Lack of service quality and poor maintenance
	The training can be provided to the staff to improve their skills and abilities to provide excellent quality service to the guests. 
	The staff will learn to maintain the cleanliness in the hotel and behave in a polite manner with the guests. 
	3 months
	10/08/2024
	£5000

	2. 
	Negative feedback from customers
	To provide the customers with quality services as per their preferences and desires to make them satisfied and happy. 
	The guests will become delightful and refer others to stay in the same hotel. Moreover, the customers will become loyal, and the retention rate will increase. 
	3 months
	10/08/2024
	£6000

	3.
	Limited online presence
	To create valuable content for the customers to grab their attention and provide them with discounts and referral bonuses through their social media and website. 
	The presence of hotels on social media platforms can keep the customers engaged and they can get timely feedback from them. 
	2 months
	10/07/2024
	£10,000


Source: (Own Illustration)
The recommended action plan will help “Hotel Tre Stelle” to enhance the efficiency of their business in a minimal time and on an affordable budget. The reputation of the hotel will improve, and the image will become positive in the minds of the customers by applying the proposed strategies at the right time. 
[bookmark: _Toc166085729]5. Conclusion
It has been concluded that the “Hotel Tre Stelle” was unable to satisfy the guests and entertain them with their desired services. The dissatisfaction level of customers increased over time as the hotel’s management was not paying attention towards their concerns and complaints. The hotel lacked cleanliness and maintenance which made the stay of the guests in the hotel worse, and they started putting feedback on different online platforms which turned out to be negative for the hotel. The hotel’s management was stressed as the negative feedback and reviews from the customers could damage their reputation and cause them loss in terms of low generation of revenue. The hotel’s management contacted “M.K. Consultants” to analyse the situation and propose solutions. The consultants thoroughly analysed the reports and the feedback provided by the customers and evaluated the factors affecting the business. The team used PESTEL analysis and SWOT analysis to assess the micro and macro environment of the hotel. Moreover, after the evaluation, a TOWS matrix was presented which included the strategies that can be used by the management of the hotel to improve their performance. It has been identified that the customers do not want to take services again from the hotel despite the facilities and the beautiful location where the hotel is situated. The rating of the hotel is average due to the lack of quality provided in the services which has made the customers. Additionally, the customers have posted reviews regarding the lack of cleanliness in the hotel’s rooms and bathrooms and the things were not maintained as communicated by the management. The Wi-Fi access was also limited, and the facilities were not up to the mark as marketed by the hotel on their website. Along with this, the staff was unprofessional, and they did not respond to the issues faced by the guests during their stay at the hotel. Lastly, they also complained about the lack of security in the hotel premises which has made customers scared. The suggestions followerd by the “Hotel Tre Stelle” therefore helps in improving the performance and retaining the customers.
“M.K. Consultants” have assessed the situation and issues and recommended some efficient strategies to “Hotel Tre Stelle” which they can implement to bring change to the hotel. The management of the hotel can provide training to the staff members to enhance their abilities to provide quality services to the guests. Along with this, the hotel managers should also focus on working on the expansion of their online presence needed to analyse the customers preferences while also providing them with the much-needed amenities and facilities. Therefore, by following the recommended strategies, the hotel should focus on improving their overall reputation and the service quality that satisfied the customers. In the end, “MK consultant” should be highly grateful to the management of “Hotel Tre Stelle” for further trusting them in terms of taking their recommendation for enhancing their services. The team worked hard along with putting extra efforts in terms of identifying the several reasons that have created problem and has provided with appropriate solutions to the hotel management.
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