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Executive Summary
The problems to be faced or VOYA is facing are lack of customer experience in the domestic region and too much dependence on the international site and the premium price of the services is bothering post-pandemic
VOYA did work with boutique experiences in Cuba, and Havana and with luxurious offerings. It is evaluated that VOYA is bound to face some of the problems that are identified with the PESTLE analysis. It is evaluated that international tourism has been shrunken during the pandemic which bothered the attention of the tourism organisations. The hotel is impacted by all the problems economically and socially as well. For example, VOYA with offer of luxurious offerings fails to reach out to a wider audience and obtains only those who can be able to pay the premium prices. Thus, a wider segment is evaluated to be left out which could help in maintaining and leveraging the net income. On the other hand, with the changes in the customer's preferences, the reputation of the organisation is also impacted which is getting segregated being focused on the premium users only. 
The scope is also affected due to not being able to reach the wider segment of the customers. The scope of tourism organisations is to provide necessary services to all the users without any kind of discrepancy however VOYA is failing to meet the scope. Hence, with the premium customers being focused, the income is affected since it is confined to certain customers only while not approaching the niche segments or domestic users. As per the UN World Tourism Organisation, it is found that tourism arrivals have faced a loss of around 2.6 billion from the period 2019-2022 (Statista, 2024). 
The lookout for three-star holidays or four-star holidays has been found to be dipping since travellers have been opting for those which are affordable and even transparent in their information (Thwala and Dube (2023). It is thereby found that the pandemic did lead the world to struggle and have changes in their mindset and living styles too. For example, the demand for essential commodities did rise along with the pandemic where non-essential were kept aside. The demographic having lower disposable income and even squeezed conditions of living are opting for those vacations which are affordable and at least meet their tourism needs. Therefore, the offering of premium-priced products or services does tend to be challenging for the customers after the pandemic. Hence, it is idealized that the change in the shift is needed towards the offering and selection of the pricing decisions. 
Therefore, the decisions of the organisation would be expected to face the change as well. 
Thus, the pandemic has incurred change in the business model and allowed time for organisations to refocus and take time on what can be changed and how it can be changed. The Marketing Mix is one of the strategic suggestions that could be drawn in by changing the price and focusing on the domestic market. It can be analysed from the PESTLE analysis, that the economic, social and technological factors did impact the organisation in positive and negative ways. The SWOT thus indicate how the organisation could interpret the changes with the capabilities and competencies that would help to draw in the TOWS Matrix. As a consequence, the TOWS Matrix has helped too in knowing how the strengths and weaknesses could be turned into opportunities and those that can still be a threat and the organisation should be bothered of. Change is therefore bound to take place to sustain the performances in the tourism industry and create a presence both domestic and international presence as well. Change with external events is bound to happen to drive future directions for brands and focus on the services or product lines to be catered to. Change does bring in positive outcomes by mapping what went wrong and even knowledge on which areas could be touched as well. It is henceforth found that change is necessary for the growth of businesses.
Thus, the Action Plan would be constructed which would help in knowing a change in the marketing mix, the focus on the domestic market and the change in the premium to economic pricing. Therefore, the social media tool Facebook could be utilized to gain the attention of the domestic customers and maintain the GDP and net income too. 
Thus, the conclusion can be drawn that the tourism industry should speculate on the market trends and then integrate means with the help of the application of the theories and models. The sector has got the scope to look back and reflect on what changes would suit the performances. Here, thus VOYA should take the initiative of looking at the domestic picture and then reflect on how strategic performances could be obtained. For the domestic market to be focused, social media tools should be even nurtured to attract the attention of the local market and let them know how they can make the best use of the hotel experiences and increase the domestic tourism experience.
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The report would consider discussing in detail the issue that is being experienced by the chosen case study company. The hotel chosen is namely VOYA Boutique Hotel which is located in Cuba. With its online webpage, "https://www.voya-havana.com/", the brand has made itself accessible to users to reach out and place their bookings (voya-havana, 2024). The hotel itself has created and crafted an experience which is more than a hotel rather it offers luxurious lifestyles that meet the 21st-century requirements in Havana, Cuba. It is also said that the brand performs in a way which has helped to maintain the charm of Cuba by preserving its heritage. By being set up in 1925, VOYA offers the look of a completely restored mansion thus working on areas that would serve the cultural expectations. It is claimed to be the first boutique hotel which has steeped in the service called laid-back luxury.
However, with the occurrence of COVID-19 as one of the major uncertain events experienced by tourism companies, VOYA has not been left behind. Some of the contemporary issues which the organisation has encountered are:
· Customers experiences have been shaking
· Luxurious prices are failing to reach to average disposable household income tourists
· Too much focus on premium services is impacting the operations and profit margin of the hotel
Undoubtedly, the hospitality industry has faced many upheavals among which Covid-19 did turn out to be a catastrophic event (Slaoui, 2021). It is projected that VOYA hotel will perform in the luxurious market which is now not in demand so far due to external events. VOYA has been certainly performing with premium pricing scope but in the current era, travellers are looking for stays which are within their reach. In the opinion of Ongsakul et al. (2022), it is projected that COVID-19 brought with it a number of questions among which the economic turmoil, the social pressures and environmental concerns did panic the hotels. VOYA has not been exceptional and it has faced the same situations which has shaken the customer's experiences too. To analyse the problems, however, some of the models will be used such as PESTLE analysis, SWOT and TOWS analysis. Through the use of the theories, the internal and external environment analysis could be conducted which impacts the industry and its outcome (El-Garaihy et al., 2024).
Therefore, the consultancy firm Elite Travel Management which is performing as one of the best global consultancy firms is being rated 4.7 stars. Due to being a global corporate travel firm, the firm can measure the business environment with a global perspective and can research various information. It is projected that travel firms with global experiences have the role of understanding the situation due to having cross-cultural knowledge of the business environment and helping the hotel industry. The tools and theories used in the analysis, it is portrayed that the hospitality industry can learn from the challenges and ensure how they can grow by overcoming the issues. Kusumaningrum and Wachyuni (2020) argued that from external events, a change has been noticed in the businesses and customers' preferences. Therefore, it is necessary for the firm to know how to overcome the problem and sustain a long-term future in the hospitality industry. 
[image: ]
Figure 1: The logo of VOYA Boutique Hotel, Havana Cuba
(Source: voya-havana, 2024)
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The issue identified by the hotel
Changes in customers demands: With the occurrence of the pandemic, it is found that there has been a sudden change noticed in the customer's preferences and travellers' experiences. In the opinion of Craig and Karabas, (2021), it is found that customers faced challenges in opting for hotels and decisions towards it with the complex business environment. The concern for hygiene and safety did bother the travellers to choose the hotels after the pandemic. 
Price fluctuations and economic condition: The economic condition of any country determines the operations of the company present within the country and even while expanding to international locations too (Ghauri et al., 2021). With the pandemic as one of the major external events and crises, the economic crisis has been witnessed globally. It is found that travellers as customers did face challenges with the disposable income being average and with the prices of the hotels being premium making it impossible to purchase the services. COVID-19 brought with it many shocks among which the demand for affordable stays was the most chosen one. In the opinion of Peco-Torres et al. (2021), it is found that customers are found to be looking for purchase intentions to be changed and going for stays which are budget-friendly without compromising the quality. The picture before the pandemic and post has seen a wider change where the economic conditions have played a crucial role. Balancing household income and opting for luxurious travel options were impossible post-pandemic (the Guardian, 2024). [image: ]
Figure 2: The tourism pattern changed post-pandemic
(Source: Statista, 2024)
The lookout for hygiene and safety in hotels: During the pandemic, tourism companies have seen a wider change where customers do look for hygiene and safety concerns. Thereby, hotels are now facing a change in the business model due to the changes observed in the traveller's purchase intention. 
In the contemporary era, apart from affordable prices, quality is also the outlook of the travellers (Orîndaru et al., 2021). Thus, with the undertaking of the PESTLE analysis, a clear picture can be drawn of what has been causing challenges to the firm. 
	Political 
	Mainly Cuba is a part of Northern America and thereby it can be stated that it is dominated by the democratic form of Government (Arévalo, 2023). The political climate is therefore found to be stable and does not have much impact on the operations of the companies. However, the urgent decision that was taken during the time of the pandemic did cause concerns for tourism-related companies. It is reported that the GDP of the Caribbean contracted by a volume of around 9.8% in 2020 which was in comparison to a 7.4% regionally (wilsoncenter, 2021). The devastating impact of Covid-19 was witnessed across the country and it did bother the net income too.
The post-pandemic outcome is too dangerous for Cuba which has been deprived of tourists (LeoGrande and Hershberg, 2023). The food shortages, the medicines being not available and even the anti-government protests have been impacting the minds of the tourists (Frank, 2022).

	Economic
	The economic condition certainly was and is impacted the external events like the pandemic that shrunken the economy and the financial crisis was observed (Barua, 2020). With the shutdown of tourism, the net income of the companies was impacted. The annual inflation rate of Cuba is around 30% annually that is almost twice than that of America's regional average. Certainly, behind the economic crisis, the missteps of the Government could not be overlooked in Cuba along with the stringent US Sanctions (theconversation, 2024). The Caribbean being an international destination was adversely impacted despite the vaccination programs had started. However, on the whole, the USA has been experiencing a rapid change with respect to its economic position. Due to the purchasing power parity, it is observed that the economic position may be affected by the USA being a world leader.

	Social
	The social pressures have been caused due to the Covid-19's long-lasting impact on the region. However, slowly changes are being observed like in the outlook of the citizens where domestic emphasis is being given to drive the economy and scale of performances of the companies. On the other hand, deeply focusing on the regional aspect of the Caribbean, it is found that the country does have diversity embedded which helps in economic potential to rise (World, 2024). The ocean resources which are also referred to as the "blue economy" made high use of attracting good capital investments by firms (Benzaken et al., 2024). The positive side is that slowly the tourism visits and the statistics are indicating a rise in the number. In the year 2023, it is marked that there have been around 2.4 million visitors in Cuba itself.

	Technological
	The growth of technology has contributed to adding to the positive aspect of the region and enhancing the performances of companies in a global context (Wen et al., 2021). In the Caribbean too, the same experience is driven where it is found that technology has been highly made use of. The integration of ICT and other digital tools has led organisations to make use of it and foster better-advanced performances (Garrido-Moreno et al., 2024). In the context of the organisational value being gained, the hotel industry is flourishing through the use of technology (Floričić, 2020). 

	Legal
	The legal aspect is crucial for any region however in the Caribbean, the democratic system is found to be influential in shaping the decision-making process (World Bank, 2024). The legal policies and regulations are characterised by the decisions of the Government and even by the role of the state parties interfering in the decisions. 

	Environment
	The environmental condition of the region is marked to be not so good which has been due to the unsustainable use of the natural resources. This has been tailored to the degradation observed in the environment and even with climate change affecting the operations of the firms. The climate effects though are found to be causing a detrimental impact on the Caribbean which has been classified as be most tourism-dependent region globally. The impacts of the reduced rainfall, the heat waves and the deterioration observed in the natural resources have led to such impacts (CFR, 2024). However, the better picture is that the Caribbean has been taking the initiative to build on climate resilience which was reported in 2020. 
In 2020, it was found that Jamaica was known to be one of the first Caribbean countries that submit the updated form of the climate action plan. Hence, the better picture as is stated is found to be coming in the region which can bring out many opportunities in becoming sustainable and environment conscious.



Table 1: PESTLE analysis
(Source: Created by learner)
Therefore, from the conduct of the PESTLE analysis, it is found that there are bothering and positive factors both present in the Caribbean zone and that has led to consequences faced by VOYA too. For example, the lower financial stability due to COVID-19 and the region being mostly tourism-dependent did cause turmoil in the operations (Tasnim et al., 2023). However, the focus being on the international tourists, it is observed that domestic focus is not looked up and this has led to problems in managing the tourism operations. With the application of the SWOT analysis, the positive side that VOYA is performing is drawn in. 
	Strengths 
· The preservation of the culture and the heritage of the country adds to its uniqueness
· The continuous journey from the period of 1925 itself has been interesting and worth remembering
· The personalized services, the laidback luxury and impeccable designs do add to the effectiveness
· The guest’s experiences are managed by the 24*7 reception desk being maintained (voya-Havana, 2024)
· The distance from the Havana International Airport which is around 15 minutes does add to the effectiveness
· The offering of three different kinds of rooms Superior room, Deluxe and Terrace Junior Suite do draws the attention
	Weaknesses
· The premium price structure of the hotel is affecting negatively
· The lack of focus on the domestic market is bothering tourism operations
· The low promotional strategies deployed are affecting the blogs and articles on the internet


	Opportunities
· Making use of the promotional platforms for enhancing more on tourism experiences offered by VOYA could be done
· Make use of digitalized tools for better experiences and draw the attention of the domestic market
· To make use of a cost-leadership approach for lowering the pricing scheme to attract the niche and domestic segments
	Threats
· The long-lasting impact of Covid-19 has been a threat to the long-lasting consequences of tourism 


Table 2: SWOT analysis
(Source: Created by learner)
The positive impacts have been that technological aspect which has been driving international tourists to know what Cuba has been offering post-pandemic. With the use of personalized experiences or accessible information, customers are being guided on how they can enhance their tourism experiences. As identified from the PESTLE analysis, it is drawn that hotels like VOYA have been offering tourism unique experiences through sea-side offers and this has been capturing the attention of the users. For example, lately, a change in the traveller's perception is observed which is towards adventures and attaching to nature (Telbisz et al., 2023). Thus, VOYA has taken this as an opportunity to be impacted by resourcing more tourists’ attention. 
Currently, being a luxurious hotel operating in Havana, Cuba, the hotel has gained many positive reviews from the end of the customers. From different platforms such as Tripadvisor, the best reviews on the experiences have been posted online. 
[image: ]
Figure 3: VOYA Experiences for Tourists
(Source: voya-havana, 2024)
	TOWS Matrix 
	External factors

	
	Opportunities 
· The use of a revised marketing mix for focusing on the domestic market and international tourists as well after a pandemic
· The use of Cost-Leadership approach 
· Change in the product offerings and services 
	Threats

	Strengths 
· The cultural dimension and the preservation of the heritage
· The historical presence of the brand and matching with current needs through Boutique experiences
· Personalized services using digital tools
· The offering of different kinds of rooms for guests

	Strengths/Opportunities 
· The use of digital tools for drawing the attention of the domestic market by lowering the price scheme and creating awareness too
· The use of a Cost-effective leadership approach for changing the business model from premium to economic pricing or at least competitive pricing 
	Strengths/Threats
· Digitalisation not being able to promote various changes could fail to draw the attention of the domestic market

	Weaknesses
· The occurrence of the Pandemic and financial crisis
· The premium price for the luxurious offerings’
· The lack of focus on the domestic market
	Weakness/Opportunities
· The pandemic could be taken as a lesson for focusing on domestic segments and not being dependent only on the international tourists
	Weakness/Threats
The premium pricing if not changed could be a threat with a change in the purchasing intention of users


Table 3: TOWS Matrix
(Source: Created by learner)
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[bookmark: _Toc164605929]Identify recommendations for the hotel
From the above models being used, both internal and external pictures can be drawn that have affected the performances of VOYA. When the management has the power of the decisions to be taken and frameworks to be formed, the external and internal environment is studied which gives broader knowledge on how to map the change (Bag et al., 2021). In the context of organisational performances, changes are found to be impacting the employees and the operations too (Alolayyan and Alyahya, 2023). Hence, any organisation should encourage change to happen but with the engagement of the stakeholders. VOYA therefore from the analysis of the internal and external environment should undertake some of the changes like:
Change in the pricing decision with change in the Marketing Mix: The Marketing Mix element followed by VOYA does need to be changed seeing the adverse impacts of the external and internal events. The pricing decisions do turn out to be a crucial aspect where it is visualized that customers' purchase intentions do matter and even depend on (Majeed et al., 2024). It is the responsibility of the companies to know what mainly draws the attention of the customer's purchase intention. Among the driving factors, it is culminated that the prices on which the products are sold must be in consideration (Simatupang and Sunitiyoso, 2023). For example, in the case of VOYA, it is obtained that they have been offering the boutique experience which has been of the premium standard. However, the external conditions have been indicating a different picture post-pandemic. It is visualized that the pandemic brought down the economic condition of the majority of the citizens with the financial conditions (Shammi et al., 2020). In the Caribbean region and across the world, it has been observed pandemic has struck the financial position which has impacted the disposable household income of the citizens. In this condition from the economic and psychological aspect, it can be evaluated that paying for premium services has been toughest. Across the world, such conditions have been evidenced where it is found that the demand for package holidays went down post-pandemic (Javed et al., 2024). Accurately the demand for premium holidays and even for low-cost locations like the UK, Turkey and others have been facing challenges and is within the concern (Makartoff, 2022).
The pricing decisions of VOYA had been good pre-pandemic when there were customers who did look out for the five-star treatment and services but the pandemic changed the entire picture. It is identified that VOYA had been working with boutique experiences which lured the customers and even it helped in gaining net income too along with revenue. According to the study of Orden-Mejía et al. (2022), it is portrayed that the pandemic has changed the entire tourism scenario. Post-pandemic is identified to be finding a change among tourists where they are adjusting their priorities and social values too. The attitudes of the tourists have been in going to destinations which will be pocket-friendly and even they can maintain their disposable income too.
It is identified that travellers have been going for such criteria which they have not even thought of in the past. It is noted that the change has been due to the financial crisis which has diverted the attention towards the essential services and not the non-essential services (Goede, 2021). In the context of the mindset of human beings, the pandemic has brought forward many questions among which the price had been the major one. From the perspective of Abbas et al. (2021), it is identified that differences in the attitudes have even hinted many organisations to incur a change in the decision-making process and business models too. The attitudes do matter in knowing the customer's purchase intention and deciding on what to integrate and what should be removed from the operations (Sharma, 2021). Therefore, as a part of the Marketing Mix, VOYA should reconsider changing the pricing decisions offered to the customers post-pandemic. VOYA do need to emphasize conducting market research where the trends among the customers can be known and even how the organisation has continued with its operations too. If the customers are focused, then it will integrate in creating a better presence and sustainable performances in the long run of the corporate era. In the opinion of Sun et al. (2022), it is marked that income inequality did turn out to be one of the concerning issues for the tourism industry to be cautious of post-pandemic. 
In the context of the market evolution and changes, tourism organisations do need to have knowledge of how they can maintain or attract the needs of the travellers post-pandemic. VOYA if continued with the premium priced services, would incur lower net income and this could cause a challenge in the continuing of the operations. 
Integrate digital assets in promotions for the local market: The company should make use of promotional tools like Facebook to reach out to the wider segment of the audience and bring to their knowledge of what VOYA is actually undertaking. It has been the time for VOYA now to consider creating awareness of the changes or even with new models or practices being incorporated. For example, with the focus on the promotional strategy, VOYA could engage in knowing the accurate needs of the users and even how they are looking at future scenes. The real-time response would help in culminating better results and even changes in the performances of the organisation. Digital assets or the use of social media platforms for the creation of awareness have been considered to be dynamic in the current era (Mele et al., 2024). 
The use of social media can be used for different purposes to brief of the services offered, to access online engagement with the users or even to know of the current trends in the market (Appel et al., 2020). Therefore, it would induce knowing how different changes can be witnessed through the click of social media. The attitudes have even changed of the customers making use of digital media to the most where more knowledge on the attitudes, preferences and service adoptions can be gained (Kaur et al., 2021). 
Focus on the domestic market rather than being solely dependent on international tourists: Post-pandemic another changes which has been noticed is the focus on the domestic market due to the restrictions on international travel (Czerny et al., 2021). Due to international mobility being affected by the pandemic, many companies in the retail sector and even in other platforms, have a shift to expand in the domestic region. VOYA as one of the boutique hotels has been dependent solely on the international tourist's experience which affected the performances certainly during the time of the pandemic. The domestic market has been a great source of income opportunity after the pandemic which has helped in the sustaining of the net income (Song and Zhou, 2020). In the context of the business environment, it is evaluated that the domestic market has helped to turn the crisis into an opportunity (Stankov et al., 2020). Hence, VOYA as could be suggested should help in the integration of focus on the domestic market rather than being solely dependent on the international tourists. 
Wu et al. (2022) argued that with the domestic market being in focus, it is apparent that COVID-19 has almost taught a lesson to the world where the change in the business structure has been bound to happen. For example, it is identified that with domestic tourism leverage, the companies could continue with the earning of the net income. It is visualized thus that with the pandemic, businesses like in the tourism sector have even got the time to think of what change should be integrated and how it should be done. The sector has got the scope to look back and reflect on what changes would suit the performances. Here, thus VOYA should take the initiative of looking at the domestic picture and then reflect on how strategic performances could be obtained. For the domestic market to be focused, social media tools should be even nurtured to attract the attention of the local market and let them know how they can make the best use of the hotel experiences and increase the domestic tourism experience. 
The domestic market according to Wickramasinghe and Naranpanawa (2023) could help in increasing the economic portfolio and even assess increasing the economic condition. For example with domestic tourism, the vendors or local markets will also get the chance to perform and at the same time, the cultural value and heritage could be protected. 
Change management practices and procedures
From the evaluation of the different recommendations that VOYA could undertake, a change management model could be integrated which will help to know which one will suit the organisation and know how it should be progressed. 
The most suitable one is the change in the pricing scheme of the organisation by focusing on the domestic market. With the application of the Lewin Model, the change could be embedded. 
Unfreeze: The change to be needed will be to embrace low prices for the travellers in the domestic market which could bring an opportunity for VOYA. The demands in the domestic market could help VOYA to know what the local customers do need and even how it can help in the income of the profit. The domestic market for tourism in Cuba could be embedded so that tourism experiences could be enhanced. In the opinion of Gowreesunkar et al. (2023), the domestic market has been a new ray of hope for tourism which VOYA could invest in and therefore market research could be drawn on it as well. Here, the organisation can see the disposable household income and then decide on what pricing scheme should be integrated. From the period of 2021, the travel and tourism sector has drawn on the GDP through domestic performance.
[image: ]
Figure 4: The tourism contribution through the domestic focus
(Source: Statista, 2024)
Change: The change therefore to be integrated will be to use social media for the creation of awareness among the domestic market for tourism experiences to be offered. It is projected that VOYA could make use of Facebook for the creation of social media awareness on VOYA shifting the attention to the domestic and even boutique experiences to the citizens. In the opinion of Mahoney and Tang (2024), strategic marketing decisions do help to make use of social media platforms. It is apprehended that social media would help as a tool to promote organisational performance and accelerate the profit margin post-pandemic. 
It is found that VOYA had created good experiences for the international users which is obtained through the positive reviews in Tripadvisor. Thus, the same impression can be used the grab the attention of the local travellers and add to the experience too. Facebook can make reviews accessible to users and even inform them of the introduction of economic pricing for reaching the niche segment. The demographic preferences could be focused which will help the travellers to know what customers are wanting and even the organisation is making efforts to meet them. For focusing on the domestic market, the staff would be trained on how to shift the focus from the international to the domestic culture and give importance to the value. 
Refreeze: The plan could be monitored with the use of the KPI where the number of users liking the posts or sharing the posts could be measured. Facebook would be a cost-effective measure which would not incur much cost and be an active tool in measuring the success criteria. It is therefore found that with Facebook, live interactions could be done with the users and engage with the local users which would help to know what they feel, their attitudes and preferences too. VOYA already have the strength to make use of digital tools for impeccable designs and here also with the change, the same digital assets could be fostered. 
Thus, it could leverage in knowing how VOYA could maintain sustainability and even meet with the Sustainable Development Goals (SDGs). Goal 11 (sustainable cities and communities and Goal 1 (no poverty) by employing the local communities. Thus, in a way, VOYA could ensure sustainable goals are being met and address the issues too. Here the costs would not be high since Facebook as a cost-effective social media platform can be used and even within the budget too. 
[bookmark: _Toc164605930]Action Plan
	Number
	Problem
	Solution 
	Desired Outcome
	Time Scale
	Completion 
	Planned Budget

	1
	Lack of focus on the domestic market
	Appeal to the local customers of the new change to be introduced
	Gain the confidence of the local users and foster domestic tourism experiences
	3 months
	4/5/2024
	£15000 (single site)

	2
	Premium price for the services 
	Change to the economic pricing and appeal to the niche market with the marketing mix being revised
	Use Facebook for a cost-effective measure and will not inculcate much costs as well
	4 months
	12/7/2024
	Nothing as far


(Source: Created by learner)
From the action plan, it can be identified that the two chosen action plans for the clients to be presented. The current demands of the tourism sector have been facing a wider change which is pointing towards the need for strategic marketing. It is apprehended that tourism has faced a change with the pandemic since travellers have shown a change in their purchase intention from non-essential to essential commodities. The boutique experiences offered by VOYA have been interesting and local customers may prefer to take advantage of it to take a break from their busy schedule and explore their own culture and travel experiences. However, this can be done with the use of the right promotional strategies and gain confidence too. 
The action plan like the use of an economic pricing scheme, can be ascertained that disposable household income of the citizens could be considered that can even add value to the audience’s experiences. It can be thus evidenced that change in the marketing mix could bring in better experiences and strategic outcomes. 
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Conclusion
The key finding that has been observed is that VOYA Has been working with truly phenomenal experiences among which the boutique has been the primary one. The way VOYA do perform does attract the attention of the audience’s majority of international visitors. However, the pandemic has changed the incurred questions on how the operations could be maintained. Some of the issues that have been identified were the change in the customer's demands, the financial crisis that is more concern with the premium price of the hotel and even with the low promotional strategies. For example, VOYA with offer of luxurious offerings are failing to reach out to the wider audiences and obtaining only those who can be able to pay the premium prices. Thus, a wider segment is evaluated to be left out which could help in maintaining and leveraging the net income. On the other hand, with the changes in the customers preferences, the reputation of the organisation is also impacted which is getting segregated being focused on the premium users only.
Therefore, VOYA is now going to experience the issue due to the pandemic and recommendations are suggested for the change to be integrated. The change in the marketing mix, the focus on the domestic market and even with the use of economic pricing change are some of the recommendations that could be drawn in. In the context of the business environment, PESTLE analysis has been drawn in to show how the external environments have impacted the organisational performances. On the SWOT analysis, the internal strengths have been good which can help to work on the opportunities. Therefore, the TOWS have been used to ensure that it can turn out as opportunities and operate in a strategy way. ). With the shutdown of the tourisms, the net income of the companies was impacted. Caribbean being an international destination was adversely impacted despite the vaccination’s programs had started. However, on the whole USA has been experiencing a rapid change in respect to economic position. Due to the purchasing power parity, it is observed that the economic position may be affected though USA being a world leader.
In the context of the social pressure, certainly when citizens are having low disposable household income, they will not be able to purchase products or services that are costlier and this has been a concern for the hotel industry and VOYA too. Pandemic certainly did bring with it an uncertain environment and insecurity among the tourism companies. A shift in the customers’ demands have been observed too where it is found that visitors are looking for budget friendly stays and experiences due to the financial crisis impacting the lifestyles. 
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