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[bookmark: _Toc129585735]EXECUTIVE SUMMARY
One of the most prestigious names in town when it comes to housing is the Grand Hotel, Spa & Marina, which is located on the beautiful Michigan. The Grand is ideal for a romantic weekend escape, a family vacation, or a special celebration due to its 193 luxury rooms, first-rate facilities, and authentic "Down East" friendliness. It provides an ideal setting for a holiday and caters to all of one's needs and requirements. The 5-star Grand Hotel in Michigan Harbor was recently taken over by the new administration of Land Containers Incorporated from the same contractors. Despite this, the hotel's performance dropped after the new owners gained control, which caused the board to conduct a meeting when it was agreed to give management a deadline to either resuscitate profitability through a "survival action plan" or sell the property. The greatest concern is when the hotel's costs are not comparable with the quality clients enjoy. It's possible that a lack of communication between management and employees is to blame for inefficiency in the workplace. The higher expenses and amount of time needed to solve these problems is a challenge for management, who will have to work hard to meet those demands. The issue, the recommended course of action, the project's scope, the proposed solution, the data requirements, a SWOT analysis, and other pertinent information is included in this proposal, which gives the survival plan for a hotel.
This consulting report studies The Grand Hotel in depth and proposes strategies to enhance its efficiency and competitive position. The Grand Hotel is a five-star facility that can be found right in the middle of the action in the city. The hotel, which has for a long time been renowned for its grandeur and elegance, has lately been beset by challenges such as declining occupancy rates, poor reviews on the web, and an inability to differentiate itself from the other hotels in the area.
Throughout the course of our study, we came across a variety of options that may improve the hotel's operations as well as its ability to compete. Investing in social media and digital marketing is the first step that we recommend the hotel do to boost its online exposure and the level of interaction it has with its guests (Kandampully & Suhartanto, 2013). Second, we believe that the hotel should give its employees with training and set up a system for dealing with complaints from visitors to enhance the level of service that is offered to the patrons of the establishment. We recommend that the hotel reevaluate its pricing strategies and the rates it charges for individual rooms to improve its revenue management and attract a greater number of customers. In addition, we suggest that the hotel differentiate itself from the rival establishments by giving customers unique and unforgettable experiences.
In the end, we have the expectation that the hotel will be able to enhance its service to visitors because of our ideas, therefore attracting a bigger audience and resulting in an increase in revenue. By implementing these strategies, the Grand Hotel will be able to bolster its position in the market and maintain its status as the most prestigious hotel in the city.
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[bookmark: _Toc129585736]INTRODUCTION
This consulting report's objective is to assess the current state of The Grand Hotel and to provide recommendations about how it may be made more desirable for guests. The Grand Hotel, located in the center of the city, is a five-star hotel that caters to rich customers who are looking for exceptional amenities and service. Despite this, the hotel has been having problems as of late, including falling occupancy rates, low evaluations for its internet service, and an inability to differentiate itself from the other hotels in the area.
This research will investigate every facet of the hotel's business, from its marketing approaches and customer service procedures to its room pricing and the general public's opinion of the establishment. The findings of this analysis will serve as the basis for our recommendations for ways in which the hotel's productivity and capacity for competition may be enhanced. To get things off, we'll provide you with an overview of the competition that the hotel faces, both historically and now. After this, an analysis of the hotel's plan for marketing itself and selling rooms will take place, with a particular focus on the hotel's internet presence and the way it interacts with customers. We are going to evaluate the customer service methods of the hotel, which will include the training of personnel as well as the management of criticisms from guests. The next step is an investigation of the room rates, pricing strategies, and revenue management procedures used by the hotel. In addition to this, we will assess the brand image of the hotel and provide recommendations on how to differentiate it from the other hotels in the area. Just before we part ways, we're going to go over what we've learned and provide some suggestions for how things may be improved. The ultimate purpose of the research is to provide practical suggestions with the intent of improving the overall customer experience at the Grand Hotel, growing the hotel's client base, and increasing the hotel's financial return.
[bookmark: _Toc129585737]SCOPE & ANALYSIS
To compile this consultation report on The Grand Hotel, we investigated a variety of facets of the establishment's business, including its operations, advertising, customer support, pricing, and brand recognition. Among the components of our analysis were the following:
1. Market Positioning: After doing a market study of the other hotels that compete with The Grand Hotel, we found areas in which The Grand Hotel may distinguish itself from the other hotels and increase its ability to compete.
2. Marketing and Sales: We examined the hotel's presence online as well as its marketing initiatives, which consisted of its website, several social media platforms, and various advertising campaigns.
3. Customer Service: We conducted an analysis of the hotel's expectations for customer service, which included a review of the staff's training, a reaction to comments from guests, and an overall assessment of their experience.
4. Pricing of rooms and management of revenue: We conducted an analysis of the pricing tactics used by the hotel as well as the room rates to identify potential areas for revenue enhancement and expense reduction.
5. Brand Image: We conducted an analysis of the hotel's corporate image and made recommendations for how it might be distinguished from similar establishments and improved upon in general.
6. Recommendations: As a result of our research, we have presented suggestions that may be implemented to boost the hotel's overall performance and increase its ability to compete effectively in the market.
In general, the purpose of our research was to provide The Grand Hotel a full grasp of the condition it is in right now as well as prospective areas for development. Our suggestions are geared on assisting the hotel in enhancing its customer experience, attracting a greater number of clients, and boosting its overall income.
[bookmark: _Toc129585738]THE GRAND HOTEL PESTEL ANALYSIS
A PESTEL study is a helpful method for assessing the potential effects of environmental variables on a company's daily operations. A PESTEL study of The Grand Hotel is as follows:
	Political factors
	The hotel's business and profits may be affected by political unpredictability and government policies (Choi & Mattila, 2021). The amount of visitors who visit the town and the hotel may be affected by changes in visa and tax policies.

	Economic factors
	Hotel revenue and occupancy rates may be affected by macroeconomic factors including recessions and expansions. The hotel's bottom line may also be impacted by fluctuations in exchange rates on the cost of goods.

	Social factors
	The demand for and popularity of various features and services at the hotel may rise or fall in response to changes in cultural norms and fashions (Choi & Mattila, 2021). Changes in the hotel's clientele and demand might be influenced by demographic shifts like an aging population or shifting family patterns.

	Technological factors
	Online booking systems, smartphone apps, and automated procedures are just a few examples of how technological improvements may affect the hotel's operations. To maintain its competitive edge, the hotel must adopt new technologies as they become available.

	Environmental factors
	The hotel's activities have the potential to influence the environment, and compliance with legislation addressing that impact might have repercussions for the hotel's business and image. Guests' brand perception and happiness may be affected by the hotel's sustainability initiatives as more people become concerned about environmental issues.

	Legal factors
	The hotel must follow several rules and regulations concerning worker and guest safety and protection. Alterations to the legislation or legal action against the hotel might also influence business.
The Grand Hotel must consider the external elements that may affect its operations and adjust appropriately if it wants to be competitive and successful.
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The SWOT analysis helps identify and evaluate the opportunities, threats, weaknesses, and strengths of a company. The Grand Hotel's strengths, weaknesses, opportunities, and threats are as follows:
	Strengths
	Weaknesses

	•	Excellent central position within walking distance to major sights and commercial hubs (Yuksel, Yuksel & Bilim, 2020).
•	Attracts affluent customers because to its well-deserved reputation for refinement and comfort.
•	a reputable name in the hotel industry with a rich history.
•	Guests may take use of the hotel's many services, which include dining options, a bar, a spa, and a gym.
	•	Recent years have seen a decline in occupancy rates.
•	The hotel's internet reputation has taken a hit due to negative guest reviews (Kandampully & Suhartanto, 2013).
•	A failure to set itself out from the competition.
•	Some rooms have antiquated design and aging amenities.

	Opportunities
	Threats

	•	The city's tourist business is booming, and high-end hotels are in high demand.
•	More and more people are using the internet and social media to plan their vacations and book their accommodations.
•	Possibilities for the hotel to stand out from the competition by providing guests with memorable experiences.
	•	There are other high-end hotels in the area, providing competition.
•	Recessions and downturns in the economy, which affect tourism and hotel occupancy.
•	Variations in the tastes and habits of modern vacationers.


The Grand Hotel offers several advantages, such as its convenient location, excellent reputation, and luxurious facilities. Yet it must fix its flaws and make the most of its chances if it is to keep up with the competition and grow its consumer base. The Grand Hotel can strengthen its position in the market and increase its productivity by distinguishing its brand, bolstering its online presence and customer service, and modernizing its facilities.
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[bookmark: _Toc129585741]ANALYSIS OF THE GRAND HOTEL
Our investigation into The Grand Hotel has led us to conclude that the following qualities are essential to the success of the hotel in the following ways:
Location: The hotel's location in the heart of the city is one of its biggest strengths since it enables visitors to reach the many areas of interest and economic centers of the city in a brisk and uncomplicated manner. If the Grand Hotel wishes to maintain its dominant position in the local luxury hotel market, it will need to continue to differentiate itself from the growing number of other upscale hotels in the surrounding area.
Reputation: The Grand Hotel is a legendary establishment in the field of hospitality, with an illustrious history that dates back quite a few decades. As the reputation of the hotel has suffered because of declining occupancy rates and negative remarks made online, the staff members should concentrate on improving the quality of service provided to guests.
Amenities: The Grand Hotel provides its visitors with a wide variety of amenities, some of which include dining establishments, pubs, a spa, and a fitness center. Unhappily, some of the hotel's facilities have seen better days, which may influence the level of satisfaction experienced by visitors as well as the hotel's capacity to compete (Guillet & Law, 2013).
Pricing Strategy: The pricing strategy of the Grand Hotel must be adjusted if it is to achieve the goals of maximizing earnings while simultaneously minimizing losses. This may be accomplished by, among other things, adjusting prices in response to shifts in supply and demand, expanding existing discounts and promotions, and optimizing business processes to realize cost savings.
Sustainability: The Grand Hotel has the potential to improve both its image and its customer base by drawing attention to the fact that it is committed to environmental responsibility.
If the Grand Hotel wants to improve its performance and find a solution to these problems, it must optimize its pricing strategy, improve its customer service, expand its online presence, separate itself from the competitors, and put a greater focus on sustainability. If these steps are taken, the Grand Hotel will be able to improve its standing in the market, broaden the scope of its customer base, and raise the bar for its level of competitiveness.
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Increase Operational Efficiency
As a result of the increased degree of competition, many businesses have begun to search for methods of cost reduction that lie outside the organization. One method that companies may distinguish themselves from one another is by lowering the costs associated with the supply chain. There is a tremendous desire to lower the costs associated with the supply chain, but not nearly enough study has been done to develop a plan that is both logical and effective for doing so. It is vital, to reduce costs, to have a solid understanding of the architecture of a supply chain (Lee, Back & Kim, 2016). the temptation to enhance profits as much as feasible by searching for vendors that can provide services at lower costs and by standardizing as many procedures as possible. In this scenario, the constraint is that the influence on reducing the costs that suppliers charge is only somewhat reduced. Subsidies provided by the government are a popular strategy used to encourage the adoption of more environmentally friendly energy practices and the reduction of emissions. The use of game theory is becoming more common in this area of research. Since a long time ago, the academic world has taken a keen interest in the decision-making processes that take place inside the green supply chain for items that make use of government subsidies to reduce their energy consumption. Because of this, costs can be reduced, corporate social responsibility requirements might be satisfied, and a dependable supplier might be found. It's possible that the upfront expense will be an obstacle.
Improve Customer Satisfaction
It is crucial for managers to implement successful customer satisfaction and loyalty programs to maintain current consumer relationships and maintain a competitive edge in the market (Xue, 2019). The quality of service that hotel customers get has a direct bearing on how happy they are with their stay at the establishment. A management strategy that places a priority on the experiences of visitors may result in an increase in return visits and a boost to the destination's overall appeal. While making a reservation, one should keep in mind the customer's top preferences in terms of the facilities offered by the hotel. Since a basic makeover is all that is required to satiate existing clients and attract new ones, we won't have to go very far to find a design company that is up to the task of working with us. The fact that there are insufficient resources to work with would be the limiting issue. Since there are few channels through which to collect input from customers and address administrative hiccups, there will be restrictions brought on by the combination of these two variables.
Improvement in Staff Productivity
Numerous hotels have made significant expenditures in information technology (IT), yet they have not seen any productivity increases because of these efforts (Yuksel, Yuksel & Bilim, 2020). This has led some people to wonder whether this is a "productivity paradox." Figuring out how to accurately assess productivity in the hospitality industry and the service industry is one of the most difficult tasks. Increasing happiness and morale among staff members may be accomplished with very little effort by enforcing policies that promote acceptance among workers. The implementation of various change-related measures will involve an extra expense, which will act as a barrier since it will slow things down. By thoughtful network selection, setting up access points may be made simple and effective. In this situation, we are unable to go further without a reliable practice run and backup mechanism.
Reaching New Customers
When it comes to marketing to consumers, businesses have traditionally prioritized the recruitment of new clients above the maintenance of existing relationships. When it comes to research and planning, customer retention is fast becoming more crucial than customer acquisition in today's business climate, which is characterized by sluggish economic growth and intense competition. Specialists in marketing have the potential to strengthen relationships with current clients by assembling a flawless customer portfolio, conceptualizing an original marketing mix, and instituting organizational shifts within the marketing department. During the decade of the 1980s, it was imperative for marketers to strike a balance between bringing in new clients and retaining the ones they currently had (Zhang, Law & Li, 2016). You will need the assistance of knowledgeable members of your team to keep track of the always shifting circumstances of the firm and the industry. Inadequacies in administrative capabilities and issues with the budget are also visible in this instance.
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Increase Operational Efficiency
The authors analyzed and compared the levels of happiness and value that consumers of 46 different hotel brands reported experiencing. According to the findings of the DEA investigation, 23 of the 46 companies investigated supplied less customer satisfaction and value to their clients than their more successful competitors did with the same amount of financial expenditure. In the competitive and inefficient hotel chains, there was an increase in the number of customers who filed complaints, as well as lower-quality hires, bad upkeep, and price rises that the market would not have supported.
The approach of analysis may be used to the market of the supply chain to locate suppliers that are dependable as well as affordable. A sensible objective would be to cut costs by twenty percent. Investing in the services of a knowledgeable storage monitor may assist you in more effectively monitoring your stock, which might result in financial savings. One must do study on the most recent electrical advancements in both online resources and the market in order to get the finest LED device that is capable of saving the largest amount of energy possible (Zhang, Law & Li, 2016).
Enhance Customer Satisfaction
The retention of customers has been the focus of a great deal of research and effort because of the clear contribution it has been shown to make to the growth of hotels. The current study offers a substantial addition to the existing body of literature on the topic of the marketing of hospitality services by focusing on the linkages that exist between customer loyalty, customer pleasure, and brand perception (Choi & Mattila, 2021). The findings of this study indicate that the chance of a visitor returning to a particular hotel is significantly influenced by several criteria connected to the public's impression of the hotel and the overall satisfaction of the guest. According to information gathered from hotels that are part of a chain, customer loyalty is closely connected with opinions of a hotel's level of cleanliness, the friendliness of its employees, the quality of its food and drink, and the value it provides. On the other hand, customers who often stay in hotel chains put a high value on the thoroughness of the housekeeping services they get.
Interviews, surveys, and secondary data from various sources may be used to make a comparison between the hotel's facilities and those of its competitors. To improve the overall ambiance of the hotel as well as the level of service that is provided to visitors, professionals give advice and conduct assessments of the key sensory aspects, which include sight, sound, taste, smell, and touch.
Enhanced Productivity
If working circumstances may be improved in terms of safety, education, and perks, it may be possible to enhance morale and attract new employees. It is feasible to achieve this goal by engaging in dialogue with members of the staff (Lee, Back & Kim, 2016). Innovation in the Domain of Information Exchange: Study the use of internet technologies and have face-to-face gatherings with workers to uncover methods of communication that are both practical and cost-effective.
Obtaining New Client
Employ the individuals you find online who are qualified for the position by getting in contact with them.
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Every day, the hotel industry interacts with millions of visitors, each of whom has their own specific requirements. At every point in the reservation process, data is generated, beginning with the initial booking, and continuing through the guest's stay and the following social sharing of their experience. Incorporating data into strategic business choices and processes to generate results that increase top-line income and loyalty is now the most challenging issue that hotels are currently facing. Incorporating data into key business choices and processes to generate results that boost top-line revenue and customer loyalty is now the most challenging issue that hotels are currently facing (Choi & Mattila, 2021). In the normal course of our work, we seldom recognize data as a useful instrument. Instead of studying the stats, we'd rather concentrate on the level of contentment experienced by our customers. We can raise revenue and occupancy levels while simultaneously ensuring that visitors have a wonderful time by doing in-depth research on the pertinent data. In recent months, the number of guests staying at the Grand Hotel has decreased, which may be related to both severe competition from surrounding five-star hotels as well as poor evaluations posted on major travel websites. There are several aspects of the hotel that, to meet the requirements of modern tourists, need modernization. These aspects include the guest rooms as well as some of the services. The Grand Hotel is a well-known name in the hospitality industry; however, recent negative reviews posted on the internet have caused the hotel's reputation to suffer. These reviews highlight the necessity of concentrating on the satisfaction of customers and improving the level of service that is offered. The hotel may raise its revenue and minimize its expenditures by adjusting its room prices in accordance with the seasonality and demand of the market, by offering unique packages or deals, and by improving its operational performance, among other possible strategies. It is possible that an audit of the Grand Hotel's website, the addition of professional photography, and the implementation of a social media plan would be beneficial to the hotel's online presence. These changes would make it easier for customers to communicate with the hotel and improve the hotel's brand image. Customers who are environmentally sensitive may be drawn to the hotel if it highlights its commitment to sustainability by taking actions such as reducing energy consumption and garbage production and increasing exposure about the hotel's sustainable operations.
The Grand Hotel understands to maintain its current foothold in the market and attract new customers, it will need to emphasize environmental responsibility, modernize its infrastructure, improve its customer service, differentiate itself from its competitors, and increase its online visibility. Additionally, it will need to fine-tune its pricing.
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The Five Forces Model developed by Michael E. Porter is a simple but powerful framework for examining the attractiveness of your market environment and the potential profitability of your strategy considering the pressures exerted by the competitors. This is useful because it will enable you to modify your approach considering the newly acquired information on the external aspects in your environment or market that may have an influence on your profitability. This is something that will be of great assistance to you. One option is to make the most of the situation by using all its potential.
Michael Porter, a professor at Harvard Business School, was the brains behind the methodology that was developed to analyze the degree to which certain sectors are competitive and profitable (Xue, 2019). From its first publication in 1979, it has grown to become one of the tools for strategic business planning that is respected the most and used the most often.
Competitive Rivalry
This index takes into consideration the variety of your rivals as well as their level of expertise. When there is nothing that differentiates one competitor from another and switching costs are cheap, competition for market share reaches a fever pitch and becomes more intense. The hotel industry, for example, is very competitive due to the significant costs involved with maintenance and upkeep, which are incurred in most the world's most populous cities. Every day of the week, except for weekends and holidays, there is a significant demand for the purchase of energy at reduced prices.
Supplier Power
This relates to the ease with which your suppliers are able to raise the prices that they charge. Customers may be less likely to transfer providers if there are significant one-time expenses involved with making the transition. In addition, if the change results in a perceived deterioration in the quality, image, or quality of the items supplied by the provider, this will have a negative influence on the quality of the service provided to customers.
Buying Power
The management of the Grand Hotel must have a better understanding of how easy it is for guests to assist you in reducing your expenses. The hospitality industry is characterized worldwide by high capital costs and a high ratio of fixed expenditures to total costs. These two aspects contribute to the industry's overall high costs (Yuksel, Yuksel & Bilim, 2020). The hotel industry in the region has significant economic advantages because of its presence. Considering the enormity of the initial investment, it is vital to engage in thorough planning from the very beginning to guarantee that all areas of the hotel's construction, furnishing, and equipment acquisitions, as well as pre-operational expenditures, are optimized for efficiency.
Because of the exclusive nature of their business or the volume of rooms they purchase, buyer groups like that have greater negotiation leverage when it comes to the cost of hotel rooms. Big clients, such as those that organize conferences, are one form of these consumers. Tour operators, local and international airlines, and event planners are all examples of this kind of customer.
Threat of Substitution
This is a reference to the possibility that customers may learn about another service that is comparable to yours. Even if you have a one-of-a-kind software solution that automates a crucial function, for instance, individuals will always find a way to get around it. This may include their carrying out the procedure on their own, or it may involve them paying a third party to carry it out on their behalf.
There is no risk posed by alternative goods to the hospitality industry in any large city, even when the economy is in a slump. Considering the current state of the economy, it is possible that local vacations may be favored over trips to exotic areas overseas. In terms of cost, the ones that are the most expensive (Buhalis & Law, 2018). In principle, replacement goods provide the same purpose as the original good but at a cheaper cost. Due of developments in technology and/or to produce items of higher quality while simultaneously improving service.
Threat of New Entry
The degree to which people are interested in participating in your market is a significant aspect in defining your position. The management of the Grand Hotel shouldn't lose sight of how simple this duty is.
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The first day of May 2023, marks the beginning of the timeframe for the survival efforts, which run until the first day of July 2023. To guarantee that the action plan is carried out in the most effective manner, it will first be dissected into its component pieces.
1. Problem Identification: The hotel's high prices contrasted to its low value, there was poor internal communication, and personnel weren't particularly productive.
2. Data Collection Method: To assemble the data, we employed a variety of methods, such as questionnaires, interviews with real people, and sources from the internet.
3. Analysis: In response to the conclusions of the analysis, there will be several improvements put into effect, some of which include improved operational performance and customer service, as well as expanded client bases and increased worker productivity.
4. Expert Opinion: Member 1 completed the required background research, Member 2 gathered and reviewed the data, Member 3 handled budgeting, and Member 4 made sure everything was done on time.
Here is an action plan for the recommendations for The Grand Hotel:
	Num
	Problem
	Solution
	Desired outcome
	Time scale
	Completion
Date
	Planned
Budget

	
	Upgrade Facilities
	•	Create a plan for the refurbishment of the obsolete rooms and amenities, as well as a timeframe for the project.
•	Set aside some money in the budget for repairs and enhancements.
•	To guarantee that the renovations are of a high quality, it is important to collaborate with interior designers and contractors.
•	Maintain open communication with visitors on the status of any ongoing construction.
	Better Facilities
	1 Week
	7 May
	$1000

	
	Improve Online Presence
	•	Do out an analysis of the website and look for areas where it might be improved.
•	Make an investment in professional photography so that the hotel's facilities may be shown in the best possible light.
•	Create a social media plan as well as a timetable to facilitate interaction with consumers.
•	Have a presence online to read and react to criticism and reviews.
	Better Online Presence
	1 Week
	14 May
	$1000

	
	Differentiate from Competitors
	•	Do out research on the market to locate potential chances for providing distinctive facilities and experiences.
•	Create a one-of-a-kind service or treatment for the spa that bears your name.
•	Hold special events like wine tastings and art displays for your guests.
•	Using marketing and advertising initiatives to draw attention to the distinctive features of your products and services.
	New and unique facilities
	1 Week
	21 May
	$1000

	
	Enhance Customer Service
	•	Provide a training program focusing on providing excellent service to customers and make it available to all employees.
•	Establish a method for gathering feedback from customers so you can keep track of how satisfied guests are.
•	Recognize and reward staff employees that provide great service to customers.
•	It is important to conduct frequent performance evaluations to pinpoint problem areas.
	Better Customer Service
	1 Week
	28 May
	$1000

	
	Optimize Pricing Strategy
	•	Carry out a price study to identify potential areas for improvement.
•	Create a plan for managing revenue that will modify prices depending on how much demand there is.
•	To attract clients, you should provide exclusive deals and bundles.
•	Enhance the effectiveness of the operations to save expenditures.
	Better Pricing Strategy
	1 Week
	6 June
	$1000

	
	Emphasize Sustainability
	•	Create a schedule and a strategy for sustainability to lessen the hotel's influence on the surrounding environment.
•	LED lighting and high-efficiency heating and cooling systems are two examples of energy-saving techniques that should be implemented.
•	Recycling should be encouraged as much as possible, and single-use items should be avoided wherever possible to cut down on waste.
•	By marketing and promotion, let customers know about the hotel's efforts to reduce its impact on the environment.
	Better usage
	1 Week
	15 June
	



The Grand Hotel's plan of action will allow it to modernize its physical space, strengthen its online visibility, set itself apart from rivals, expand its customer service offerings, fine-tune its pricing policies, and place more emphasis on environmental responsibility.
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Following are some recommendations that we have for The Grand Hotel based on the findings of our research:
1. Upgrading Facilities: It is necessary for the hotel to modernize its outdated rooms and the services it provides to meet the requirements of modern customers. To put it more simply, this may make the experience overall for the visitors better, which in turn may result in more income.
2. Improve Online Presence: The hotel has to raise the amount of money it invests in digital marketing if it wants to broaden its customer base and improve its reputation. It's also possible that this will make communication between the hotel and its visitors easier, which is critical for figuring out how to improve the overall level of service that's offered.
3. Differentiate from Competitors: The hotel must give its customers with great services and facilities if it wants to differentiate itself from other places that provide comparable amenities. This may be accomplished in spas by creating one-of-a-kind treatments, customizing services to the specific needs of clients, or hosting events that are by invitation only.
4. Enhance Customer Service: The hotel must make a greater effort to educate its staff members and cultivate a culture that is centered on providing exceptional service to its customers. As a direct consequence of this, the hotel's reputation will improve, and it will be able to bring in a greater number of customers.
5. Optimize Pricing Strategy: To maximize earnings and reduce losses, the hotel must conduct an analysis of its room rates and pricing techniques. These strategies include adjusting prices in response to shifts in supply and demand, coming up with deals that are only available for a short time, and improving the effectiveness of business operations to save costs.
6. Place an emphasis on long-term viability: The hotel might improve its impact on the environment and appeal to customers who are environmentally sensitive if it adopted sustainable practices such as reducing its use of electricity and rubbish.
If the Grand Hotel follows the recommendations presented in this article, it will be able to raise its revenue, broaden its customer base, and improve its standing within the industry.
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There is a demand for cutting-edge, energy-efficient central air conditioning systems since modernity has influenced the heating, ventilation, and air conditioning (HVAC) sectors for both homes and businesses (Lee, Back & Kim, 2016). Choosing the right central air conditioning system is a major undertaking in the building business, since doing so may have a significant impact on both the original and continuing expenses of the system, as well as the ability to meet standards for indoor air quality and occupant comfort. Realistically, determining the best central air conditioning system necessitates first evaluating the building type and available budget. Being the first meal of the day, breakfast deserves special attention at any hotel. There are great amenities at your hotel, like complimentary Wi-Fi, hot tubs, and a fitness center. Nonetheless, the trip would have been perfect if it included a delicious breakfast. As guests at B&Bs and other similar establishments get more individualized attention, it seems to reason that they would attract more customers than larger hotels. Hotel chains may not immediately recognize all the ways in which their guests will benefit from breakfast. The convenience and comfort of a guest's stay is greatly enhanced by the provision of a complete breakfast.
Even though other hotels have greater occupancy rates, the Grand has increased its own by two percentage points since the year 2000 (Choi & Mattila, 2021). While occupancy has increased somewhat at The Grand, there has not been a corresponding rise in accommodation rates. Despite this, if the Grand's rooms are renovated and a select number of two-room suites are made available, occupancy and average rate are forecasted to skyrocket, putting the Grand's performance in line with that of the competitors. The Grand Hotel is now part of the exclusive Southern Comfort Hotel Reservations and Business Cooperative.
The platform at the back of the hotel has plenty of potential for development should demand for its twin-bedded rooms continue to rise. The architect for Land Containers has speculated that a 50-room annex might be constructed on the platform with little impact on the existing hotel. It is unlikely to be challenging to get the necessary planning permissions. If the Grand Hotel were to build a "special level" or levels to take use of the expanded space, it would be following in the footsteps of many of its rivals. Lowering one's power bill by purchasing energy-efficient electric equipment. Meeting CSR guidelines and finding a reliable supplier are two additional benefits of doing so. The only barrier would be the high starting price.
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