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[bookmark: _Toc150801797]Executive Summary
The Syntharion Consultancy Firm report provides a comprehensive analysis of the issues faced by the Steigenberger Hotel in Berlin, Germany. The main areas of concern are high prices, suboptimal monitoring systems, customer service issues, lack of flexibility in short-term reservations, lack of a pool facility, and long queues at reception and check-in counters. Our team ran a PESTEL and SWOT analysis to explore all the external and internal factors that contribute to these issues. After extensive research into all of these elements affecting the hotel’s operations, our team concluded that there are multiple solutions that can help address these identified problems. The most viable options include price reduction strategies, the introduction of incentive schemes for both customers and staff, improved monitoring systems, implementation of quality assurance measures massive increase in flexibility for short-term reservations in terms of bookings availability dates/periods-frames, Construction Swimming Pool Facility plus Improved Queuing System reception combo check-in graduate counter modification activities implementation.
The PESTEL Analysis highlighted the political environment within Berlin or Germany that affects hospitality businesses. It also showcased how economic conditions such as growth rates and exchange rates can affect customer spending and subsequently hotel prices. Social/cultural factors are also an important consideration as tourist destination preferences often change over time. Technological advances have had major implications for the entire hospitality industry with customers being able to book rooms at discounted prices quickly via apps or sharing economy ventures; this has forced hotels like Steigenberger to re-evaluate their market pricing strategies for long-term success. Lastly, environmental considerations should not be ignored as customers become increasingly mindful about sustainable practices in their holiday breaks such as energy efficiency measures when selecting certain amenities from hotel providers. 
The SWOT Analysis revealed that whilst the location was well suited to what customers were looking for it left much to be desired in other areas such as customer services and access to modern amenities such as Wi-Fi or telephone services. In terms of strengths, the pricing being offered by Steisenberger was competitive in comparison to local hotels allowing customers access to affordable luxury accommodation packages; however not without tailback from competitors who applied similar discounts and promotions making it difficult for Steigenberger to meet profitability margins long term if these trends magnify particularly in Berlin metropolitan vicinity.
Based on our analysis of Hotel Steigenberger’s current situation and potential opportunities, we have identified eight key recommendations that the hotel should consider: 1) Price Reduction; 2) Introduce an Incentive Scheme; 3) Staff Training; 4) Monitoring System; 5) Quality Assurance; 6) Increase Flexibility in Short-Term Reservations; 7) Construct Swimming Pool Facility, and 8) Improved Queuing System at Reception and Check-In Counter. Ultimately, with the proper implementation of these recommendations, Hotel Steigenberger will be able to improve both its customer service quality and profitability. This will help implement the transformations within an agreed period of time, successfully meeting the goals and targets set by the client. This is in accordance with local, national and international legal personal personnel rules, regulations and provisions. It is also in line with the variable’s commands personalized commands wood commanding set forth, following the fulfilment of efficient deliverables and deadlines, and redemptive objectives initially concerted expressed intentions, meaningfully following a mutual agreement between the client-side and our firm. 
The firm's findings through researching the hotel’s market have led them to conclude that there are a few major areas that need improvement. With appropriate change planning implementation, Hotel Steigenberger will be able to provide more value-added services to its customers while increasing its market share overall. This finalized action plan outlines how all suggested changes can be integrated into the current functioning system while paying particular attention to cost minimization when possible. They hope that this report will serve as a roadmap for the hotel so they can move forward with caution & confidence while understanding any potential risks related to each action it takes towards achieving the desired result which is to increase profitability without sacrificing customer service excellence which is essential for hospitality businesses. It is believed that if the pilot tested along the proposed action plan & continual feedback mechanism providing senior management with timely facts and figures necessary to make meaningful decisions effectively controlling any grey areas might raise successfully io successful adoption amongst stakeholders involved towards end results therefore offering customers satisfaction accompanied budget friendly premiums leading Economy Cagr index revenues growth year over year alongside ROI calculations necessary for other readings investors financials alignments. This will enable them to achieve better operations management while increasing customer-aimed outcomes objectives. 
[bookmark: _Toc150801798]Introduction
The Steigenberger Hotel is situated in the city of Berlin, Germany and is considered a luxurious setting for travellers and tourists who come to explore the attractions and sites of the city. This prestigious establishment, started in 2014, is located in Ella-Trebe-Straße 5, 10557 Berlin and has been offering luxurious accommodation services to visitors for many decades (Seanus, 2023). Having been in business for over 9 years, this hotel accommodates customers with rooms ranging from a standard Economy room to an Executive Suite (Sheth and Bukata, 2018). With such a wide variety of services to choose from, it boasts a growing client base through word-of-mouth or online reviews. However, due to people voicing their dissatisfaction with aspects such as higher prices, lack of modern amenities unprofessional customer service, insufficient monitoring of services provided and lack of flexibility in terms of short-term reservations have caused increased complaints received from potential and existing customers.
In order to provide effective solutions on how to minimise the issues mentioned above, a comprehensive report will be produced with collaboration from the Syntharion Consultancy. The firm uses innovative approaches and frameworks like PESTEL analysis, SWOT Analysis, and TOWS Matrix Analysis which will be used to measure different aspects that contribute towards customer satisfaction within the hotel industry providing useful insights into how they can improve customer experience at the Steigenberger Hotel. 
The PESTEL framework will identify political, economic, social/cultural, technological, environmental and legal factors that can affect business operations regarding hospitality businesses like this one while analyzing external market forces. The SWOT analysis will focus on identifying the hotel’s strengths (such as convenient location and pricing structures), weaknesses (inadequate customer service), opportunities (such as digital technology used conveniently) and threats (competitors present) which could influence their performance in the long run. Additionally, Findings from the TOWS Matrix will give recommendations on how hotel management can develop strategies to manage external forces effectively. This will motivate efforts leading to successful results by tackling identified problematic areas, rather than focusing on short-term solutions. Emphasis should be placed on generating positive long-term results and having sustainable, profitable, and advantageous outcomes. The relationship between stakeholders should be visible in the context of the environment, both worldwide and in the local vicinity. An internal review and external assessment should be done to understand the current situation. Going forward, hotel staff policies should be promoted to allow for a competitive advantage and to achieve desired targets and goals. Corporate and organisational objectives should be considered achievable in order to have a sustainable method of forging ahead.  
Hospitality businesses like Hotel Steigenberger must remain competitive while delivering quality services. Proactive measures must be taken to maintain high standards and monitor performance key indicators. This will help to attract core desired customers and target a segment of products and services, including holidays, trips, and airport surroundings. This report provides an in-depth analysis of how these frameworks can help address the challenges facing Hotel Steigenberger and presents detailed practical recommendations that can be adopted by managers of this establishment for improving their performance objectives while gaining a competitive advantage in the highly dynamic international hospitality industry.
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[bookmark: _Toc150801800]Key issues: 
The Steigenberger Hotel in Berlin, Germany is facing some key issues which are damaging its reputation and impacting its income. Customers have raised different complaints. These issues can be further analysed to determine their causes and assess their impact on the hotel.
Higher Price: Customers are unhappy with the high prices charged by the Steigenberger Hotel. The price of rooms at the hotel ranges from 95 euros for single occupancy, 115 euros for double occupancy to 214 euros for executive suites per night (Fetzer and Dinger, 2019). This high pricing prevents customers from making reservations as they can find cheaper alternatives in the vicinity. A survey conducted by TripAdvisor reveals that almost 60% of customers state that affordability is one of their major considerations when booking a hotel room (Wen et al., 2021). Thus, the high prices charged at the Steigenberger Hotel have impacted customer satisfaction as well as earning potential.
Unsatisfactory Monitoring: Customers have highlighted that there is no proper monitoring within the Steigenberger Hotel which can lead to various inconveniences for them (Almeida and Pelissari, 2019). Poor monitoring of housekeeping staff performance affects cleanliness within the hotel room and non-functioning amenities such as air conditioners can be time-consuming to repair if not addressed early on. Customers tend to find these issues extremely annoying especially if no suitable compensation is offered which reflects poorly upon the hotel in online reviews (Dhawan, 2023).
Unsatisfactory Customer Services: The customer service provided by hotel staff has been reported as dissatisfactory by consumers who prefer an enjoyable experience during their stay at hotels (Riad, 2019). Complications such as taking a longer time to respond to customer requests due to lack of training and insufficient knowledge about various hotels’ offerings such as restaurants or other special packages play major roles in affecting customer experiences hence more need Dante addressed properly with better training programs or outsource appropriate customer service personnel in order to successfully cover this issue adequately.
Lack of Flexibility in Short-Term Reservations: Customers have further complained about a lack of flexibility when it comes to short-term reservations, making it difficult for them to book rooms at short notice times without having pre-booked them several days before their desired date (Mount, Pitsis and Clegg, 2021). This became an even bigger issue during increased demand periods such as holidays when people wanted more flexible products & services from hotels like these but with no return either financially or quality leaving customers very frustrated indeed plus being very costly too (due to higher demand) (Baker, Eziz and Harrington, 2020). Additionally, some customers report long queues at reception upon check-in which only adds more frustrations & time-consuming problems thus generating more negative reviews online (and even offline!). 
Lack Of Pool Facility: The absence of a pool facility is also a major disadvantage for guests looking forward to recreational activities during their stay at the Steigenberger Hotel (Soliman, 2017). Many compare these services across different locations they visit rather than just assessing accommodation features alone allowing having a variety its possible amenities would significantly improve feedback results received from potential guests visiting this argues severely hampering guests' scenarios hence creating negative impressions felt through surveys completed later upon departure (Huo et al., 2021).
Long Queue at Reception and Check-In: Customers are also unhappy with long queues faced during reception and check-in periods usually caused by overstocking crowds’ uneven distribution and lack of human resources allocated to greet guests faster while maintaining scheduled arrival times slated by management (Tomašević, 2018). This leads to extreme frustration and heated conflict between receptionists acting overtly passive towards guests following tutorial conversations slowing the process down and thus aggravating everyone involved leading to no more poor rankings raved online within social media platforms leading macros customers dropping rates steadily decreasing profits drastically enjoyed before (Altin et al., 2018).
The key issues identified by Steigergerger Hotel all cause greater impacts on its overall reputation, income, scope and feedback thus losing trust completely among consumers directly exposed dissatisfaction concerning services received combined with quality delivery solutions due to poor undertaking mismanaged core areas requiring management attention complex permanent resolution changes alongside needless temporary patches failed expectations creating brand connotation around unreliable source disable setting demand loyalty attention growing meantime. 
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According to Sönmez et al. (2017), the global hospitality industry is dynamic and complex. External factors such as political, economic, social/cultural, technological, environmental and legal (PESTEL) can all contribute to the problems that Hotel Steigenberger is experiencing.  
	Political
	To begin with, the political environment has a great influence on hospitality businesses (Roy and Chowdhury, 2021). As a hotel situated in Berlin Germany, Steigenberger should be aware of the current political climate in the country and region. This would help them to evaluate their strategies based on not only their local context but also the international political environment (Riad, 2019). If there are any changes happening in policy or regulations for the hotel industry it will affect the way in which the business runs its operations (Cook, Hsu and Taylor, 2018).

	Economic
	The economic environment also has repercussions on hotels such as Steigenberger's performance and impacts its ability to attract customers domestically and internationally (Dhawan, 2023). Economic conditions such as growth rates, exchange rates, and inflation levels have an effect on customer spending enabling them to determine how much they can spend on goods and services like those provided by hotels (Della Corte, 2016). If there are an economic downturn people tend to restrict their spending activities aimed at leisure or vacations which in turn could be a contributing factor to Steigenberger's higher prices issue (Karic, 2023).

	Social/cultural
	Social/cultural considerations also influence tourist destinations making it difficult for hotels to keep up with the changing trends and preferences of their customer base (Pan, Chen and Zhan, 2019). In Germany, tourism has been strongly affected by factors such as cultural clashes between different German states and acceptance of different cultures by the local population influencing tourist’s decisions when deciding where to stay during their visits (Soliman, 2017).  Furthermore, tourists’ expectations in terms of room facilities and product offerings depend hugely on what culture they come from since various cultures place different interpretations on various facilities like pools etc. causing customer needs and wants to change frequently (Ivanov and Webster, 2019).

	Technological
	Technological advances have been revolutionary around business operational processes affecting how they provide services like hotels often providing flash sales via apps etc. together with sharing economy ventures affecting traditional companies like Steisenberger allowing customers quick access and booking ability of rooms at discounted prices which affects market pricing strategies long term (Paramadita, Sasongko and Candra, 2019). This makes it difficult for them to compete price-wise due to the lack of margin prices available online causing these companies to invest more in something other than offering discounts (Arifin, Ibrahim and Nur, 2019). This can be expensive over the long term such as customer service training rather than undercutting competitors’ rates – something that Steinberger may need to look at regarding their dissatisfaction with services present currently regarding customer services lacks experienced employees so this seems a viable option for them (Yassin et al., 2022).

	Environmental
	Environmental considerations have become increasingly important especially due to applications of sustainable practices around areas like energy-saving efficiency measures as customers are requiring more traditional inner- amenities etc. (Seyitoğlu and Ivanov, 2020). The opportunities for increased sustainability practices are beneficial for hotel locations trying competitively make themselves stand out and work well when attracting new clients’ environmentalists who want eco-friendly accommodation options something which Steisenbergers may wish to consider including if not already operating since this will boost reputations environmentally speaking (Herzallah, Mohamed and El-Aal, 2018).

	Legal
	Legal implications obviously vary per country, so maintaining compliance with local guidelines, regulations, and laws can be demanding (Sijabat, 2019). This can cause business rescue to blatant disregard when providing certain products or services, leading to negative results or non-compliant decisions. Senior management must be aware of this when making good decisions (Dhawan, 2023). Regulations do however protect organizations against unfair competition from external forces, so decision-makers should consult legal advice when tackling questionable issues that arise from funders or code statutory (Salvioni, 2016). 
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	Strengths (S)
	Firstly, the location of Hotel Steigenberger is convenient and suitable for travellers and tourists who come to explore Berlin city’s attractions and sites. Moreover, the pricing structure offered by this establishment is compatible with other hotels in the area; thus, allowing guests an affordable accommodation option while staying at this luxurious setting. Furthermore, guests can enjoy special discounts during certain periods or when they book through partnering websites (Gehrels, 2016). Additionally, the cleanliness standards of Steigenberger Hotel have been maintained at a high level due to its associate housekeeping staff that ensures that all rooms are cleaned thoroughly after each guest’s stay.

	Weaknesses (W)
	One primary area includes inadequate customer service from its staff which has caused many customers to express their dissatisfaction with their experience at this particular establishment (Mucharreira et al., 2019). In addition, those customers have also identified that there is a lack of modern amenities in every room or telephone line for international calls during their stay at this particular place thus making it difficult for them to communicate with family members back home (Yassin et al., 2022). Another major downside of this hotel is its unattractive pricing structure as compared to other hotels in similar categories thus causing potential customers to look elsewhere for luxury accommodations when they visit the Berlin city centre area.

	Opportunities (O)
	It can be observed that digital technology has been used efficiently by this establishment allowing visitors to make bookings easily via online reservation systems or banking transfers once they decide which room package, they want before their arrival at the main lobby desk; thus, speeding up the overall process considerably for all parties concerned (Strob, 2022). The restaurant located inside this building offers various types of cuisines from international chefs which allows foodies and gourmets alike to savour unique flavours every time they visit the Berlin city centre area; hence adding additional value to services provided by Steigenberger Hotel and helping increase return visits significantly within existing customers base itself already established in recent years.

	Threats (T)
	The main competitive element present here refers primarily to a number of competitors operating within the same industry and catering towards the same target market group, mainly consisting of business travellers or tourists searching for affordable luxury accommodations while visiting Berlin city centre (Kotsakis et al., 2023). These competitors require similar amenities to those provided by Steigenberger Hotel, potentially resulting in price wars causing a challenging situation to raise profitability margin levels not only inside the hotel side but also affecting transportation companies working together with hotels. Commission fee reductions also impact negatively the whole sector operators found actively marketing their offerings around the Berlin metropolitan area general vicinity (Brondoni, 2017). 
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TOWS Analysis for Steigenberger Hotel: 
	Strengths-Opportunities (SO)
	The Strengths-Opportunities (SO) Matrix gives us an idea of the strong competitive advantage that Steigenberger Hotel can leverage in order to capitalize on opportunities in the market (Saleh and Zohry, 2022). The SO Matrix suggests strategies like targeting a particular customer segment, offering attractive packages and discounts, strategic collaborations, etc., in order to gain a long-term competitive advantage. The SO matrix also highlights strategies for leveraging the hotel’s current resources in order to gain customer loyalty and satisfaction. 

	Weaknesses-Opportunities (WO) Matrix
	The Weaknesses-Opportunities (WO) Matrix gives us an idea of how Steigenberger Hotel can turn its weaknesses into strengths by taking advantage of existing opportunities (Nurulita Sahir and Dachyar, 2021). The WO Matrix provides strategies such as improving customer services, developing flexible short-term booking options, introducing pool facilities, reducing wait times at reception and check-in desks and so on. These proactive measures will improve the satisfaction level of customers and achieve higher returns due to higher occupancy rates (Prebensen and Chen, 2018). 

	Weaknesses-Threats (WT)
	The Weaknesses-Threats (WT) Matrix provides Steigenberger Hotel with strategies to manage risks associated with external environmental factors which it cannot control (Szeliga-Duchnowska and Goranczewski, 2017). These include continuously researching external trends that may influence their competitiveness, creating contingencies for rapid response to market changes and exploring new distribution channels that can help it increase its market penetration. Strategies mentioned in this matrix can help Steigenberger Hotel prepare better for any eventuality based on possible changes or threats associated with their industry environment.

	Strengths-Threats (ST) Matrix
	The Strengths-Threats (ST) Matrix is about how they can use their strengths to stay ahead of the competition and withstand outside threats that are beyond their control (Pirnar, Kurtural and Eriş, 2019). Examples of ST strategies include expanding their reach through strategic partnerships, leveraging their strong brand image through focused marketing campaigns and motivating employees through incentives or training programs etc., which will strengthen their position in the industry against potential rivals or external competitors entering the market.


By properly implementing these strategies recommended by TOWS analysis from strengths, weaknesses, opportunities and threats attained from SWOT analysis respectively; Steingenberger hotel can establish a sound sustainable future direction which will uplift customer service levels, efficiency as well as loyalty, occupancy rate & revenues simultaneously. 
[bookmark: _Toc150801804]Recommendations and Change Management
The following recommendations are suggested: 
1. Price Reduction
Price reduction is the most effective way to increase hotel occupancy and customer satisfaction. To achieve this, the hotel could consider reducing prices for certain types of rooms or offering discounts to long-term customers (Guizzardi, Pons and Ranieri, 2017). Additionally, the hotel should review its selling strategies by setting flexible rates for different seasons, days and room categories. Furthermore, since the price is frequently influenced by the source of reservations, the hotel should make sure that it is receiving the best deals from online reservation platforms and travel agents. Last but not least, putting loyalty programs in place will pay visitors financially for their loyalty and encourage them to visit more often (Nain, 2018). This suggestion may lead to more occupancy as the rooms and services are now more reasonably priced. Moreover, the execution of loyalty programs may lead to increased client loyalty. This advice may include expenses related to price reductions or discounts, which might lead to lesser revenue. These expenses, however, have to be evaluated against possible advantages like heightened client retention and greater occupancy rates, which will eventually result in larger earnings (Kim, Barber and Kim, 2019).  
2. Introduce an Incentive Scheme
Offering incentives to guests who have recently made day visits or stays at the hotel may be advantageous and raise customer satisfaction (Hwang, Baloglu and Tanford, 2019). Discounts or loyalty points can be awarded to patrons, which can then be redeemed for future hotel services. Customers will have a real incentive to keep utilizing the hotel's services as a result, which will raise customer satisfaction. Additionally, this could help to reduce prices in response to customer complaints about higher rates (Nastasoiu and Vandenbosch, 2018). Potential benefits of introducing an incentive scheme include increased customer loyalty and satisfaction, leading to greater levels of repeat business and brand promotion. Costs associated with this recommendation would be minimal as it works entirely in incentives.
3. Staff Training 
To ensure high levels of customer service are consistently provided throughout the hotel premises, staff training should be focused on developing soft skills such as communication with customers about their needs and expectations, customer service skills and resolving problems in a constructive manner. By providing training that focuses on corporate culture and customer service standards, staff can become confident in their roles within the organization and gain a better understanding of how they can contribute toward creating an excellent experience for customers (Abdelhamied, 2019). Furthermore, providing regular feedback from managers/supervisors should also form part of staff training so employees can strive to consistently improve their services to guests in accordance with changing customer preferences and needs. The potential benefit of this recommendation is improved staff morale which can help enhance overall productivity while striving towards meeting guests’ requirements efficiently leading to greater customer satisfaction ratings which in turn reflects positively on the hotel’s reputation within the marketplace (Yao, Qiu and Wei, 2019). The potential costs associated with this proposal include those related to employee training programmes such as staff wages during training periods as well as additional materials required during sessions.  The costs however must be balanced against potential benefits associated with the delivery of better service leading to higher profits over time due to increased occupancy rates resulting from greater customer satisfaction ratings.    
4. Monitoring System 
It is essential for any business activities carried out by hotels (e.g., receiving complaints from customers) to be monitored accordingly in order to assess performance levels across all departments within the organization both internally (employee performance) and externally (customer feedback). Therefore, it is important for a monitoring system to be implemented that collects real-time data related to guest complaints, operational efficiency, guest satisfaction scores, employee performance etc. (Kansakar, Munir and Shabani, 2019). Thereby enabling managers/supervisors to analyze areas, where improvements can be made in order for business activities within the organization, are be carried out at optimum efficiency. Additionally, such a system could also help alert management whenever there are discrepancies or changes that need immediate attention such as maintenance issues or any discrepancies relating to guest services etc. leading to improvements if necessary (Dyshkantiuk et al., 2020). It also allows supervisors/managers to keep track of employee contributions within operational activities by highlighting employees who go above and beyond what’s expected thus rewarding promotions when necessary. 
5. Quality Assurance 
A quality assurance & monitoring system should be established at Steigenberger Hotel to address complaints relating to inadequate monitoring procedures within operations. This system should enable staff members to continually assess their performance against predetermined goals and objectives (Al-Ghaswyneh, 2020). Internal policies, procedures, guidelines or protocols should be developed based on legal requirements and/or applicable safety standards. This will allow staff members to gain clarity on expectations regarding their roles within daily operations including quality control parameters.
The system will also serve as documented evidence confirming that standards have been adequately monitored and maintained when external organisations such as environmental health inspectors or fire safety professionals visit for special inspection visits related to compliance regulations applicable within the hospitality industry. Customers may have peace of mind knowing that product/service delivery has been subject to approval from competent authorities held accountable through independent auditing processes (Malik et al., 2020). A continuous monitoring system will enable changes to be identified at an early stage and traceability measures can be implemented whenever necessary. Potential benefits associated with implementation include improved image positioning among loyal customers, detailed analysis providing scalability options and improved time-management functions needed across different teams (Deflorian, 2020). Costs may vary depending on the extent needed, but overall, it is relatively low considering the ratio between capital expenses allocated versus gains-related potential returns during the operation uptake phase. 
6. Increase Flexibility in Short-Term Reservations: 
The hotel should allow customers to make flexible short-term reservations with an easy cancellation process while also allowing them to modify their existing booking details if required. To implement this recommendation, the hotel could offer mobile applications with up-to-date booking information for customers as well as self-service check-in kiosks that enable users to book and manage their own bookings (Garrido-Moreno, García-Morales and Martín-Rojas, 2021). Additionally, the hotel should also create a rewards program for frequent guests that offers discounts, incentives or promotions for those who book early or make multi-day reservations. Furthermore, the hotel should promote online booking options that enable customers to make quick changes or cancellations without having to contact a staff member directly. As this would require changes in current policies, a comprehensive change management process should be designed and implemented by the hotel’s management team (Baker, Eziz and Harrington, 2020). These changes would need to be carefully communicated to staff members as well as customers before they are put into practice in order to ensure a smooth transition and implementation of these strategies. 
The potential benefits of implementing these strategies include increased customer satisfaction due to flexible booking options which can result in higher customer loyalty leading to an increase in revenues; greater efficiency due to automation of processes which can result in time-saving; improved customer relations with more personalised services allowing more opportunities for direct contact; and increased sales through incentives such as discounts and reward points offered through the rewards program leading to greater profits for the hotel (Guo, Wang and Wang, 2019). The potential costs associated with this recommendation include investing in new technology such as self-service kiosks as well as additional human resources needed to maintain them; setting up rewards programs may also require some upfront costs associated with advertising and promotional activities; finally, additional monetary investments may also be needed if staff training programmes need to be set up. 
7. Construct Swimming Pool Facility: 
The construction of a swimming pool facility can provide guests with recreational activities during their stay at the hotel thus improving their overall experience there (Goryushkina et al., 2016). A pool does not only serve leisure purposes but is often seen as a status symbol by guests thus an investment in it can generate high returns after some time has passed since its inception (Gabarda-Mallorquí, Garcia and Ribas, 2017). For successful implementation of this recommendation, thorough research must first be conducted into regulations, safety standards and other factors that will determine whether constructing a pool is feasible or not. The cost involved needs proper evaluation while also accounting for possibilities of revenue generation from corresponding facilities such as saunas etc. by the poolside alongside renting out lifeguards etc. on a contract basis if deemed beneficial by the board of trustees/decision makers at each level within accepted level within affirmative inputs from concerned authorities accordingly. Furthermore, an adequate time frame needs to be allocated for planned operationalization post-successful construction. Proper change management techniques must be employed while introducing these new policies to ensure full compliance from employees who may feel overwhelmed given the sudden introduction, especially during the present pandemic situation (Xu and Li, 2016). A comprehensive communication strategy will need to be deployed along with appropriate involvement/coordination between all relevant stakeholders on different verticals. 
Potential benefits associated include enhanced customer satisfaction ratings and higher status of property amongst investors, thus boosting headquarters revenue & income generation (Dzhandzhugazova et al., 2016). Emergent opportunities creating diversified revenue streams through facilities such as saunas and contractual lifeguard hire can improve services leading towards more relationships between the company & patrons, forming strong bonds amongst parties and making even stronger future trust relationships. This can profoundly help satiate patrons' needs by focusing towards longer stays/distance periods over economical charges available at mutually acceptable rates & conditions. The potential cost involved contains both capital expenditure & operational expenditure including taxes, accepting a relatively long-time frame involving timely completion prospectively on certain aspects (Ivanov, 2019). These costs could involve costs associated both nationally & internationally, thereby conclusively bringing favourable outcomings. 
8. Improved Queuing System at Reception and Check-In Counter: 
For efficient customer service, an improved queuing system can contribute hugely towards faster service at the reception counter (Khalili and Mosadegh Khah, 2020). This makes their checking process stress-free, allowing more convenience and comfort, accommodating approvals relatively swiftly, leading towards smooth embarkation and voicing notable efficiencies. To achieve this, functional criteria need to be addressed thoroughly, ensuring a complete overhauling of the general framework, and enabling quicker journeys further flowing towards the desired destination responsively. This fosters a high productivity paradigm, quite vociferously recently heralding cinematic accomplishments, reinventing paradigms and imagining awe-inspiring possibilities (Raina et al., 2023). Moreover, ample scope exists involving a few volunteers too, fully guided under a head supervisor beforehand. Custom designs have been ventured innovatively, depicting stories against regular mundane encounters, demonstrating contrasting approaches and engaging mature levels impressively (Sever, 2018). This germinates glory altogether, replicating ceremony upon prevalent ideals artfully, diffusing quintessential lyrical facets and urging paramount imagery extensively. Reconciling largely vocalisation records inventively, thrusting galvanising confidently and enrapturing heartfelt activities ardently facilitates optimum efficiency. Switching regimes mightily, comprehending facts pragmatically and exhibiting traits perspicaciously complete virtuous rounds sincerely. This characterises impressive witness, thereby eventually bringing overwhelmingly rightful justice amicably. 
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	Number
	Problem
	Solution
	Desired outcome
	Time
scale
	Completion
Date
	Planned
Budget

	1
	Higher price
	To provide discounts and an attractive package with a reasonable price along with coupons for next time visit.
	Increase customer satisfaction rating, attract more customers, and strengthen the brand reputation. 
	6 months
	20/05/2024
	£50,000

	2
	Unsatisfactory Monitoring
	Introducing a real-time monitoring system that updates inspections and staff performance.
	Improved customer experience, along with a higher rating and more satisfaction feedback.
	3 months
	20/02/2024
	£15,000

	3
	Unsatisfactory Customer Service
	Introduce employee training for better customer service, introduce whole business customer satisfaction processes and strategies, and utilise customer service apps or chatbots. 
	Improved satisfaction rating and feedback from the customers.
	2 months
	20/01/2024
	£10,000

	4
	Lack of Flexibility in Short-term Reservations
	Incorporating real-time booking solutions to the website to offer potential customers the ability to book rooms with short notice availability. Distribute discounts and deals available on demand through specialized sales channels such as leisure travel websites, OTAs (online travel agencies) etc. 
	Increase occupancy rates during slow periods and turn uncommitted bookings into definite reservations.
	2 months
	20/01/2024
	£7,000

	5
	Lack of Pool Facility
	It is possible to introduce a high-end pool facility that features mod cons like wave machines & slides for an added fee to customers looking for aquatic fun during their stay at the hotel. 
	Increase revenue from Aqua Fun & help build brand loyalty with a highlighting features package selection that makes it stand out from competitors while justifying a higher price range based on advantages offered by this particular hotel as opposed to others in its proximity. 
	4 months
	20/03/2024
	£50,000

	6
	Long queues at reception & check-in  
	To introduce automated check-in machines, hire additional staff to reduce wait time and design the layout of reception to promote efficient movement of visitors.
	Improve customer experience regarding wait times and create a better-perceived value for customers. 
	2 months
	20/01/2024
	£35,000 
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The report aimed to provide Hotel Steigenberger with an in-depth analysis based on a PESTEL, SWOT and TOWS assessment. Through the analysis of the global hospitality industry, external factors such as political, economic, social/cultural, technological, environmental and legal were identified as key issues that the hotel needs to address in order to improve its performance and competitiveness in the market. In addition to identifying these external issues, it was necessary to consider the strengths and weaknesses of Hotel Steigenberger as well as opportunities available to capitalize on and possible threats within its industry environment. Consequently, the report presented several recommendations for improvement which would enable Hotel Steigenberger to address all of these matters effectively in order to become one of the leading hotels in Berlin. We would like to thank Hotel Steigenberger for giving us the opportunity to work with them on this project and look forward to working with them again in future. 
The recommendations proposed for improving the hotel operations focused on implementing change management strategies to revamp customer services, improving monitoring frameworks and revisiting customer preferences in order to meet their demands more effectively. An action plan was then developed which involved strategic steps to implement necessary measures quickly with minimal disruption to daily activities whilst maintaining budget constraints in mind at all times. This report has provided insight into how Hotel Steigenberger can project itself within the global hospitality industry giving emphasis on competitive positioning using relevant analytical tools. In addition to providing direction for change management initiatives allowing recovery in difficult times including an action plan with set milestones and deadlines assisting effective recovery intervention program implementation. Thanks to Hotel Steigenberger for giving us the opportunity to collaborate on this project in order to provide an insightful analysis where our recommendations could be considered by management in order to steer the company towards goals successes profitability objectives whatever environment brings their way.
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