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Executive Summary
This report presents a detailed analysis of the issue of decreasing customer satisfaction rates at Holiday Inn. This report aims to discuss the issue of the increasing customer dissatisfaction rate of the hotel and recommend appropriate solutions to overcome the issue. for a four-star hotel like Holiday Inn that has a reputed international presence, it is highly essential to keep its customers satisfied. however, after the pandemic, this rate has been seen to reduce every day. To ensure the growth and better business performance of the hotel it is crucial to increase its customer satisfaction rates.
Holiday Inn was established in 1952 and is part of the InterContinental Hotels Group PLC. It has 254 rooms with a 4-star rating on most tourism websites. However, the business is currently struggling to keep its customer satisfaction rates stable and hence has opted to seek assistance from Bain & Company in the issue. Bain & Company is a consultancy firm in the UK that has served 64% of the global equity funds.
The issue of increased customer dissatisfaction with Holiday Inn started right after the pandemic when it reopened. During the pandemic, the hotel lost many of its expert and experienced employees and that was the beginning of this issue. The shortage of employees and other factors have created disorientation in the management of the hotel. The lack of control and efficiency of the management has been reflected in many ways. Some of the major factors that have influenced customer dissatisfaction include the negation of customer and employee feedback, not being concerned regarding loss of reputation at the beginning of the issue, and decreased income due to negative reviews of customers on online platforms and not utilising scopes for improving the situations.
To further analyse the situation the external factors contributing to the problem have been presented through PESTEL analysis. The analysis showed that some of the political factors that have been influencing customer dissatisfaction and management disorientation are restrictions of the pandemic and political instability. The economic influence included an increased inflation rate and increased unemployment which led to degrading quality of life of individuals. The social impacts have been decreased quality of life and focus on saving rather than spending. The increasing expenses of technological advancements have also been impacting the management negatively by not allowing it to properly invest in advancements. The environmental pressure groups have been pressuring the business to adopt sustainability measures which also is a negative factor. Lastly, the employment laws have been creating challenges for hotel management to employ more employees.
To implement changes for resolving the issue, in addition to understanding external influences on the issue, it is necessary to also know the strengths, weaknesses and opportunities that the hotel has. to analyse these factors a SWOT analysis has been used here. The strengths identified in this analysis are internationally recognised hotels, global presence, implementation of technological advancements and strong strategic alliances and partnerships with other businesses. The opportunities available to the hotel include expansion opportunities to emerging markets, international strategic alliance and partnership opportunities and demand for environmental sustainability and growth opportunities by implementing those. In addition to these strengths and opportunities, there are also some weaknesses and threats that have been adding to the issue. some of the weaknesses include owning few properties compared to its competitors, keeping higher prices in crucial times and dependency on franchisees. The threats to the hotel are global economic uncertainty, increasing competition and changeable consumer preference.
After the PESTLE and SWOT analyses to have a clearer aspect of how this issue can be resolved a TOWS analysis was conducted. The TOWS analysis showed that the strong brand portfolio will help expand the business and increase partnerships, the expansion scope will help have a competitive edge for the business and the global presence will attract more customers. 
Based on these analyses some recommendations that have been suggested to the hotel are reducing dependency on franchisees, employing experienced and skilled employees, fulfilling customer demands, tending to customers’ queries and feedback in time, implementing new market strategies, improving food quality by changing suppliers and chefs and adopting environmentally sustainable approaches. All of these recommendations have been suggested based on the issue and needs of the hotel. The change management model that has been chosen to implement these recommendations effectively is Kotter’s eight-step change model. This model will help prepare the employees for the change, assess their performances and also ensure the change sustains in the long run.
Lastly, the report has presented an action plan that includes all the problems along with their solutions, desired outcome, time scale, completion date and planned budget. All the problems have been identified based on the analysis and the recommendations targeted to resolve the issue of customer dissatisfaction.
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The demand for the hospitality industry is increasing every day. The hospitality industry is one of the most flourishing industries in the world (Kaya, Yılmaz and Yaslan, 2022). There are many domestic and international brands operating in this industry globally and hence businesses here share high competition. However, the hospitality industry here recorded immense growth in 2021 after the COVID-19 pandemic both in terms of investments and performance. Nonetheless, the pandemic harmed many businesses, especially the hotel businesses in the world (Kumar, 2020). For hotel businesses, it got difficult to overcome the losses which is why many began to fall apart. Even big hotel businesses like the Holiday Inn faced a downfall and struggled to overcome that. 
Aim
This report aims to discuss the issue of increasing customer dissatisfaction in Holiday Inn and recommend appropriate solutions to overcome this issue. 
Rationale
Being a 4-star hotel Holiday Inn has had a good reputation for contributing to the local economy of the city greatly. The hotel employs over 1,000 employees and welcomes millions of guests annually (Golubovskaya, Robinson and Solnet, 2018). As an important part of the hospitality industry globally and in all the countries that it is situated in like the UK, USA, France and others, it is necessary for both the business and the local authority to have the business running successfully. However, in recent years after the pandemic, the business has been facing a radical decrease in its customer satisfaction rates and customer ranges. The business now welcomes 13% fewer guests than before and this rate is only increasing. This decreasing customer satisfaction and increasing negative reviews regarding the poor management of the hotel has been the reason behind its increasing loss (Morgan and Hunt, 2020). It has become crucially essential for the business to identify the reasons behind its customer dissatisfaction to address the management issues specifically and increase customer satisfaction rates. 
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Holiday Inn is an American chain of hotels based in Atlanta. It is a part of the InterContinental Hotels Group PLC and was established in 1952 (Holiday Inn, 2023). There are 254 rooms here and the rates are between £100 to £600. The hotel overlooks the Tyne River and Quayside which makes it walkable for guests to the Metro Radio Arena and Gateshead Millennium Bridge. These factors make the hotel more delightful for the customers. On most tourism websites the hotel has over 4-star ratings which gives the business a competitive edge. Some of the biggest competitors of the business are Marriott, Hyatt, Loews Hotels, Holiday Inn and IHG (Iwashita, 2018).
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Bain & Company is a UK-based consultancy firm that has served over 64% of the Global 500 private equity funds. The business was founded in 1973 with the mission to redefine management consulting by focusing on results and not reports. The business has over 65 offices in 40 countries and they work together as a global team (Bain & Company, 2021). 
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The report will start by analysing the issue of customer satisfaction rates due to the lack of management capabilities at Holiday Inn. Here the issue will be analysed in detail and different frameworks like PESTEL, SWOT and TOWS will be used to support the analysis. Next, a recommendation along with change management will be presented to help the business overcome the issue. Lastly, an action plan will be included and how the recommended changes can be implemented will be presented in a table.
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After the pandemic in 2020 when situations started to get back to normal hotel businesses like Holiday Inn also hoped to reopen with better performance and achieve greater results (Evans, Welch and Swaffield, 2019). However, this was not the case for the business as Holiday Inn saw a 13% decrease in its customer satisfaction rate along with a 5% decrease in its guest numbers. This issue of decreased customer satisfaction rates has been highly impacting the business of the hotel by lowering its profits, increasing operational costs and increasing employee turnover rates (Ghaddar, Hamadani and Yamout, 2019). 
One of the causes that can be identified by analysing the background of this issue is that after the pandemic when the business reopened, it had some management disorientations. Many skilled employees left the business during the pandemic due to the lack of management’s employee retention capabilities. After reopening the business, it employed new employees who were seen to have lacked in many areas and needed immediate training but that was also neglected by the hotel management. additionally, the feedback, queries of customers and complaints placed by customers on the websites and other platforms including the hotel complaint boxes were ignored which highly disappointed many customers (Dellarocas, 2018). Some of the additional issues that have been influenced by these decreased customer satisfaction rates are described below. 
Feedback: Feedback is a very important part of any business no matter whether it is from the employees or the customers (Amit and Schoemaker, 2021). However, the employees in the management of Holiday Inn neglected both the feedback from its employees and customers which worsened the issue. Feedback provides an opportunity for businesses to reconcile their acts and improve themselves and not answering or considering the feedback can result in chaos for the business which has been the case with Holiday Inn. 
Reputation: Due to the negative reviews of customers in different tourism applications and company websites, the reputation of the business has also been decreasing gradually. Lower reputation and low ratings in website reviews caused the business to lower customer reach and further enhanced customer-related issues. According to Kim and Kim (2022), the customer dissatisfaction of Holiday Inn influenced 30% of its loss of reputation. When a business starts losing its reputation it starts losing its customers as well which is what has been happening with Holiday Inn. Reputation is a factor that is directly connected to customer satisfaction rates and hence, it has been impacted by the issue of the business greatly (Ert, Fleischer and Magen, 2019). 
Income: Both the decreasing customer satisfaction rates and reputation are negatively impacting the business of Holiday Inn. The decreased reputation and negative ratings of the customers have been driving probable customers away from the business and reducing its income. Income is an issue for the hotel as lower income means low chances of implementing necessary changes to resolve the issues. After this issue, Holiday Inn’s income rates have gone 9% lower than usual (Gustafsson, 2021). 
Scope: There are several competitors of Holiday Inn in the industry which makes its scope smaller, however, there are also many scopes like technological advancements and training programs that can be implemented by the business (Parfitt, Barthel and Macnaughton, 2019). Nonetheless, implementing these changes will need a good investment but with the decreasing reputation of the business now that seems like a challenge which is why scope has also become an issue of the business. 
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Figure 1: PESTEL analysis.
Source: (Bossel, 2020)
To analyse the external factors that have been contributing to the problems of the business a PESTEL analysis has been used below. 
	Political
	During the pandemic, there were many lockdowns which destroyed the hospitality industry and businesses under it. especially hotels like Holiday Inn had to suffer additional restrictions from the government like social distancing, not accepting international customers and others. these restrictions heavily impacted the management of the business (Breier et al., 2021). 
Additionally, the political instability in the UK and European governments after Brexit and the pandemic also impacted business as people chose to stay at home rather than engage themselves in leisure activities (Rodriguez-Pose, 2018). 
Nonetheless, there are many ways that global politics can influence the hospitality industry and help businesses like Holiday Inn recover from the issues they have been facing faster. The taxation policies have been made easier for hotel businesses in the UK, Europe and many countries after the crisis and this can be an advantage for Holiday Inn to bounce back. 

	Economic
	After the pandemic, the inflation rate in the global economy increased to 6.5% (King, 2022). These increased inflation rates made the lives of people very difficult. When inflation rates increase, people’s quality of life decreases and that negatively impacts the hotel business’s income rates. 
Also, the unemployment rates have been increasing globally which has made the wages stagnant (Lee, 2020). When wages remain stagnant people treat the hospitality industry and the hostels as a luxury and that negatively impacts businesses like Holiday Inn’s financial state. 

	Social
	The social environment in countries like the UK, USA, Germany and others is dependent on the income state and quality of life of individuals (Brooks et al., 2020). As the quality of life and income state of people in the city are not flourishing and people are not yet in the saving mode after the pandemic, Holiday Inn has not been attracting as many customers as they would usually welcome. 
Although the world has still not recovered from the pandemic impacts, the social situations have been developing in many cities and countries as well (Gordon et al., 2020). People are now opting for tourism experiences after being stuck at home for over a year.  This can be an advantage for Holiday Inn. 

	Technological 
	Technological factors also have an impact on businesses in the hospitality industry. Individuals now prefer businesses that are technologically advanced and have an active presence on different social media platforms (Liu et al., 2019). However, implementing technology in hotels like Holiday Inn can be expensive and can negatively impact the business as well if those implementations are not successful.  
Using marketing tools is a great way to advertise promotional strategies and other offers to a wide range of consumers for hotels (Mody, Suess and Lehto, 2019). 

	Environmental
	Hotels often produce huge tons of waste including plastic waste which negatively impacts the environment, hence non-profit organisations and concerned customers working towards environmental sustainability create pressures on businesses like Holiday Inn to decrease that (Hajjari et al., 2018). 

	Legal
	Food safety laws are one of the toughest in many countries in the world. These laws have been creating pressure on Holiday Inn to improve its food quality. Although this is a positive aspect that has been keeping the hotel from serving low-quality food but also increased its expenses. 
Additionally, the employment laws have also been challenging the business’s management highly (Christopher, 2019). 
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Figure 2: SWOT analysis.
Source: (Seth, 2020).
	Strengths
	Weaknesses

	· Being an internationally recognised hotel Holiday Inn has a strong brand portfolio. It is well known to cater to different marketing segments starting from economy to luxury (Buhalis and Sinarta, 2019). This diversification allows the hotel to target a wide range of customers. 
· Holiday Inn has a global presence with hotels in over 100 countries. this vast global footprint assists the hotels in dealing with regional economic fluctuations easily.  
· The hotel has built strong strategic partnerships and alliances with credit card issuers, car rental companies and airlines which provides it with an additional revenue stream (Wirtz et al., 2018). 
	· Holiday Inn initially operated through management and franchise agreements which caused it to own fewer properties compared to its competitors (Rubin, 2021).  
· Despite the demeaning economic state of the world Holiday Inn is keeping higher prices which is now a weakness for it.  
· The hotel’s growth strategy relies on its franchising around 90% which makes it dependent on the franchisees and gives lesser control over management with lesser control over management (Bavel et al., 2020).  

	Opportunities
	Threats

	· Due to the economic growth in emerging markets like Asia, Africa and others the demand for hospitality industry and hotel accommodations has been increasing (Coase, 2018). This has created great opportunities for Holiday Inn to expand. 
· Strategic acquisitions and partnerships are now available for hotel businesses and Holiday Inn can grab this opportunity to expand globally, collaborate with other hotel chains and enhance its technological capabilities (Robert, Schurr and Oh, 2022).  
· The world is now greatly leaning towards sustainability factors. Hotels that incorporate environmental sustainability are appreciated by not only customers but also the governments. This can be a great opportunity for Holiday Inn to attract more customers and increase customer satisfaction rates by implementing environmentally sustainable approaches (Oskam and Boswijk, 2022). 
	· The economic uncertainty in the world due to the pandemic, wars and Brexit can create a threat to Holiday Inn by decreasing the customer reach of the business (Adedoyin and Zakari, 2020).  
· As the demand for hotel businesses is increasing many competitors are entering the market and that has been increasing the threats for Holiday Inn. 
· Consumer preferences in the hotel industry are highly changeable. Keeping up with the changing demands of customers is a challenge and can create threats for the business as well (Tan, 2022).  
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Figure 3: TOWS Analysis.
Source: (Auerbach and Silverstein, 2021).
	




TOWS
	Strengths
· Holiday Inn has a strong brand portfolio.
· It has a global presence that makes it stronger. 
· It has strong strategic partnerships and alliances with many other businesses. 
	Weaknesses
· Limited ownership of properties due to management and franchisee agreements.
· It is getting tougher for Holiday Inn to retain customers with its high prices.

	Opportunities
· Emerging markets throughout the world are expanding. 
· Strategic acquisitions and partnerships are increasing for the business which is strengthening the brand portfolio, footprint and technological capabilities of the business. 
	The strong brand portfolio will enhance its opportunities to expand the business in emerging markets (Ferrara et al., 2020). 
Its global presence can help it gain more strategic acquisitions and partnerships with a wide range of businesses. 
	As the expansion scope for Holiday Inn is increasing due to emerging markets it can still increase its properties and get a competitive edge around the world (Repper and Carter, 2021). 
Holiday Inn can retain customers by offering external discounts on airlines and other businesses by using its strategic acquisition and partnership. 

	Threats
· Disposable income is decreasing globally due to high unemployment caused by wars, the pandemic and other issues. 
· Competition in the market is increasing as budget hotels are growing. 
	A strong brand portfolio can be used to attract a variety of customers and employees which will help fight the unemployment issue (Kietzmann et al., 2018). 
Its global presence offers it a competitive advantage in the market. 
	Customers with lower disposable income are not visiting Holiday Inn and choosing other hotels. This has been decreasing the market share of the business. 
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Reducing dependency on franchisees: The first thing Holiday Inn must do is reduce its dependency on its franchisees and get more control over its management. the immense dependency on the franchisee limits the business’s authority on how the employees, departments, policies, marketing and other aspects of the business will be managed (Klein, Crawford and Alchian, 2020). Often there are conflicts between the franchisee and the business authorities over how different situations should be managed which impacts the business negatively. By limiting the involvement of the franchisee with a new terms and conditions policy and by getting more involved with impactful decisions like recruitment, management policies and others the business can more efficiently deal with the ongoing issue of customer dissatisfaction caused by mismanagement of the hotel systems. 
Employing skilled and expert employees: During the pandemic to reduce organisational costs Holiday Inn had to terminate a few employees and many left the jobs of their own will. Holiday Inn lost many of its expert and skilled employees during that time which has proven to be one of the greatest causes of the mismanagement of the hotel systems (Williamson, 2020). To overcome this situation and the loss of expert employees Holiday Inn must employ talented employees in different departments. To ensure the recruitment of skilled and talented employees Holiday Inn must implement a thorough recruitment process that starts with a preliminary exam, a written test, an interview and a proper onboarding session with extensive training. 
Keeping up with customer demands: One of the most effective ways to increase customer satisfaction rates is by providing customers with what they want (Vrande et al., 2019). Right after the pandemic when Holiday Inn reopened it could have offered cheaper deals but due to the business’s failure to do so its customer satisfaction rates kept decreasing. However, this situation can be improved by providing customers with different discounts like Christmas offers, discounts, for additional facilities like free spa sessions and others. As the business has partnerships with airlines and credit card companies it can also offer discounts on flight tickets if customs choose to stay at Holiday Inn. 
Tending to customer feedback and queries: Holiday Inn should address customer queries and feedback in time and with diligence. Customers often get dissatisfied when their queries are not addressed on time (Ponnusamy et al., 2020). When a customer provides feedback on any service of the hotel that should be given proper importance and if necessary, changes should be made immediately. Tending to customer feedback and queries attentively and in time makes customers feel valued and that highly impacts customer satisfaction rates. 
Implementing new marketing strategies: Apart from keeping customers satisfied with improved services, offers and management systems, another great way to enhance customer satisfaction rates is by attracting more customers and increasing customer range (Hu et al., 2019). One of the best ways to attract more customers is by implementing different marketing strategies. In a recent marketing strategy, Holiday Inn USA featured Paris Hilton in their video which increased their customer rates by 4% (Maclean et al., 2022). Holiday Inn can also implement influencer marketing to market its services. Additionally, the business can also use social media platforms like Instagram and, X formally known as Twitter and Facebook to get a more diverse range of customers. Apart from digital marketing traditional forms of marketing like billboard ads and posters can also be used. 
Improving food quality: A huge part of a hotel business is its restaurants and the food it serves. In recent times many complaints have been placed by customers regarding the food quality of Holiday Inn (Kumar et al., 2021). Decreased food quality can result in dissatisfaction among customers 24% of the time. To ensure better food quality Holiday Inn should employ better chefs, and ensure all food products are freshly sourced and are of high quality. If necessary, suppliers should be changed to have better-quality raw ingredients. 
Implementing sustainable choices: As global warming is increasing individuals all around the world are getting increasingly concerned about environmental sustainability. Businesses that are adopting environmental sustainability and are concerned about changing their ways of impacting the environment can gain customer satisfaction rates faster than others (Buhalis and Law, 2018). Hence, as part of it, Holiday Inn should also lean towards adopting approaches of environmental sustainability. It can reduce its plastic usage by providing complementary products in glass jars and steel caps. It can change all its plastic [packaging to paper packaging and others. it can support suppliers who also produce products following sustainability farming and others. these steps will help Holiday Inn increase its customer satisfaction rates highly. 
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To bring the recommended improvements to reality Holiday Inn must implement changes that support the recommended improvements (Conway and Monks, 2019). However, bringing change to a system of a big organisation like Holiday Inn can be difficult and employees might also not accept it easily as most changes will impact them highly. To effectively implement the changes by analysing the response of staff and ease the situation by making a seamless transition Holiday Inn must take the assistance of an appropriate change management procedure (Gill, 2020). Based on the needs of the hotel the change management model that will support its causes perfectly is Kotter’s eight-step change model. This model will be beneficial for implementing the recommended improvements for Holiday Inn because this model covers all aspects of change starting from culture through operations which will not only target employee needs but management’s issues as well (Laig and Abocejo, 2021). Additionally, the model strongly focuses on employee buy-in and communication which helps build better working relationships in the workplace. Below the recommended changes for Holiday Inn have been implemented using Kotter’s eight-step change model. 
Step 1 – Creating a sense of urgency
This is the first step where the hotel authorities and management need to understand the urgency of the necessary changes in the organisation. Creating urgency for changes can help employees, staff and other stakeholders of the business the need to change themselves and accept the changes as well (Higgs and Rowland, 2020). In this step, Holiday Inn’s staff, managers, employees, investors and shareholders will need to be explained the recommended changes and why they are so important for the business to implement. 
Step 2 – Creating a guiding coalition
The implementation of the necessary changes for the Holiday Inn starts from this step. After the urgency for change is created within the organisation and the internal stakeholders are on board with it, it is time to create a team that will work towards implementing the changes and achieving the goal of reducing customer dissatisfaction (Chappell et al., 2020). It is essential to compose a team with employees from different functions of the hotel and different levels. This is known as an across-discipline approach to generating a project team. This will help the business have a wider view of how the changes are being implemented and having employees from different levels will help all other employees accept and understand the changes better. 
Step 3 – Creating a vision for change
This is an important step that describes the necessity of the implementation of the changes for the issues addressed in Step 1. Here what the after effect of the changes might be, will be demonstrated (Robert, 2020). For instance, Holiday Inn after changing its management approaches, recruitment system, employee management approaches and other factors impacting negative customer satisfaction rate will result in enhanced customer satisfaction ratings. Improved customer satisfaction will help increase the profit of the business and that will increase incentive opportunities for the employees as well (Laig and Abocejo, 2021). The business will grow which will benefit all stakeholders. This is the vision that the project team will put forth in this step to initiate more engagement from the employees, staff and management. the vision should be made clear with engaging and focused information. 
Step 4 – Communicate vision
Communication is the key to being successful in implementing the changes effectively. It is critical for any change program and is a major factor in implementing all the steps of this model effectively. In this step, Holiday Inn should establish a clear, engaging and memorable communication of the visions so that support across the business is ensured (Westerink et al., 2019). Communicating and maintaining a proper line of communication will help all stakeholders of the business especially the project team to understand the vision clearly. To establish an effective communication medium different online approaches can be effective for which the business can invest in a good internet server.
Step 5 – Removing obstacles
After communicating the vision and creating a project team with efficient employees it is time for the business to remove obstacles. The main obstacles that the process of implementing the changes might face are keeping employees motivated for the implementation of the changes and dealing with any resistance of employees regarding the changes at the beginning (Navya et al., 2019). For instance, Holiday Inn might have to employ new employees and implement technological improvements for the business to support customer needs more efficiently. However, building relationships with new employees and accepting technological improvements might be difficult for existing employees and they might resist. This must be resolved and to do so Lewin's Change Management Model can be implemented on employees to accept the new employees and Technology Acceptance Model (TAM) can be implemented to help employees deal with new technological changes (Taherdoost, 2018). The implementation of TAM might need training for which a budget of £250 can be allocated. 
Step 6 – Creating short-term wins
This is necessary for keeping the project team motivated and setting smaller goals makes it easier to reach the bigger goals (Robert, 2020). Short-term goals with strategic objectives also ensure clarity of the tasks. Some of the short-term goals that Holiday Inn can implement for the bigger changes are improving the recruitment system, providing efficient training, improving food quality and others. after each of these short goals is accomplished, a short win can be celebrated to keep employees’ enthusiasm. A small budget should be allocated for celebrating these wins which can be around £200. 
Step 7 - Consolidate improvements
After celebrating short wins, the project leader must ensure the team is not too relaxed. The main goal of the team must always be reminded to all so that they do not get lazy after one win only (Redpath et al., 2019). Hence, right after finishing one goal the team members should start focusing on the others. 
Step 8 – Anchoring the changes
Every little change is necessary to be maintained to reach the final goal. To do so the small goals should be properly anchored. To anchor the changes one important step can be to set up regular reviews to track the progress and continue to keep communication steady with the team. To measure the performance of employees and the progress of the project different KPI tools can be used like Hive, Google Analytics and others. it will not only keep the management of the business informed about the progress but also help employees keep their focus (Polk, 2019). Purchasing these tools might need some financial investment which can be approximately £100, but it is essential to use paid applications to ensure data safety. 
There will surely be a distinctive amount of cost associated with the recommendations as many changes need financial support like the recruitment process, changing management, increasing food quality and others. hence, a budget must be pre-fixed for implementing those changes. 
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	No.
	Problem
	Solution
	Desired outcome
	Time scale
	Completion Date
	Planned Budget

	1
	Increasing employee turnover
	Employees need to be kept satisfied by providing proper wages, incentives and training if necessary. 
	Will be able to retain skilled and expert employees (Harter, Schmidt and Hayes, 2022).
	2 months
	16/12/23
	£8,000

	2
	Not focusing on fulfilling customer demands
	Fulfil customer demands by providing seasonal offers, increasing complementary services, and providing adequate assistance before and during their visits (Iwashita, 2018). 
	Satisfied customers with better reviews on the website
	3 months
	16/01/24
	£9,000

	3
	Not responding to customer queries and feedback in time
	Be quick, precise and respectful to respond to any customer queries and feedback on all social media, website platforms and front desk. 
	Increased customer satisfaction
	3 months
	17/01/24
	£1,000

	4
	Poor marketing strategies with an inactive social media presence 
	Get help from an external marketing firm to effectively address the marketing need and attract more customers. 
	Improved marketing and increased customer range
	4 months
	17/02/24
	£10,000

	5 
	Low food quality 
	Improve food quality by switching to better and organic suppliers and employing better chefs preferably someone with a Michelin star award (Gill, 2020).
	High-quality and great-tasting food along with enhanced customer satisfaction. 
	4 months
	16/02/24
	£12,000

	6 
	Not caring enough about sustainability 
	Implementing sustainability approaches like reducing plastic usage, using organic products for food, funding tree plantation programs and others. 
	Decreased carbon footprint and better customer satisfaction. 
	5 months
	17/03/24
	£15,000

	9
	Poor overall management 
	Improve management by employing new managers, motivating employees, implementing new effective policies to benefit employees and the business, providing training, and reducing dependency on franchisee
	Better management, improved employee motivation and customer satisfaction. 
	6 months
	17/04/24
	£20,000
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This report has been developed for Holiday Inn to help them deal with their increased customer satisfaction rates due to mismanagement of the hotel management. Holiday Inn is a four-star hotel and part of the Holiday Inn International Group which makes it an important part of the hospitality industry globally. Customer satisfaction rate is highly necessary for all businesses but it is crucial for hotel businesses like Holiday Inn. A poor customer satisfaction rate can result in huge losses for the business and eventually end in closure. After the pandemic, the hotel has been seeing a substantial increase in customer dissatisfaction rates and needs immediate assistance to deal with it. to help the hotel deal with this issue and increase its customer satisfaction rates Bain & Company has been contacted by the hotel. Bain & Consultancy is a UK-based consultancy firm that works with big organisations like Holiday Inn to help them resolve different issues. The issue of decreased customer satisfaction at Holiday Inn was highly influenced by the pandemic which caused many of the hotel's skilled and expert employees to leave. However, the management has also been falling apart after the pandemic and is struggling to keep the hotel running effectively. Some of the main reasons behind the issue of decreased customer satisfaction rates have been pinpointed to be neglecting feedback of employees and customers regarding operation and management issues, losing brand reputation due to increased negative reviews from customers, reduced income due to negative customer ratings and decreased customer reach, and not being able to utilise the scopes available to the business which highly includes technological inducements. The PESTEL analysis showed that many external factors have been making the jobs of management difficult for Holiday Inn. The political instability, increased inflation rates, environmental causes and others have been creating obstacles for the hotel’s management in many ways. Nonetheless, the SWOT analysis showed that many strengths and opportunities of the business can help it have an advantage. For instance, Holiday Inn is internally recognised, it has a global presence in 100 countries, it has been trying to adopt different technological advancements, and it also has built strong strategic partnerships and alliances with many other businesses, the economic growth of emerging countries gives it huge expansion opportunities, and there are many sustainability factors open for hotels that the business can utilise. The SWOT analysis also points out some weaknesses and threats like increased dependency on franchisees, keeping high prices, economic uncertainty and many more. The TOWS analysis shows that using the strengths and opportunities the business can subdue the weaknesses and threats. For instance, the expansion scope will help the business attract customers who will accept its high-pricing strategy and the global presence will provide the business with a competitive edge. Apart from these to help the business effectively deal with the issue some recommendations have also been presented which are reducing dependency on franchisees by restructuring terms and conditions, employing skilled employees, addressing customer demands, adopting new marketing strategies and others. the hotel will be using Kotter’s eight-step change model to implement these recommendations. A budget along with a proper action plan has also been presented in the report.
The report would like to end by thanking Holiday Inn for trusting Bain & Company with the opportunity to collaborate on this project.
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