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[bookmark: _Toc135744448]Executive Summary
The multinational hotel, named NH hotel group, operates its activities in over 30 countries. To operate its activities, several problems are faced by the organisation including increased competition, declining revenue and operational efficiencies also. In addition, Due to the Covid-19 pandemic, the company’s market share and profitability had been also declined. The company may not have properties in certain cities or locations where the customers would like to get the service, although the company has a strong brand value and presence across many countries.
Due to the alternative lodging options and increased competition from the other hotel chains, Declining revenue has been being experiencing by the company which is indicated by the financial statements of NH hotel group. Besides, the lower profit margin and the higher costs may be faced by the company because of operational inefficiencies. The market share has been taken by alternative lodging options such as Airbnb from traditional hotel chains. Because of declining profit margin, Low efficiency in operations and high labour costs are the reasons. Below the industry average, the occupancy rate of the company remains the same.  Besides, the company also practice sustainable initiatives to attract environmentally conscious customers. The company also expand its activities rather than the past few days. To meet the customer demands and requirements, A wide range of menus and services are offered to its guests. A modern and stylish environment is also provided to stay comfortable and enjoyable. Various training and skill development programs are arranged by the company to increase the skills and knowledge of the employees. Besides, high-quality rooms and modern amenities are offered to its guests for a comfortable stay. 
The company needs to give a concentration on reducing costs, enhancing customer experience and operational efficiency to address the challenges. Some opportunities have been explored for expansion into new segments and markets for generating additional revenue in the competitive environment. Advanced technology can be adopted by the organisation for giving outstanding experiences to its guests. The company can differentiate itself from its rivals in the marketplace by creating unique experiences for customers. In addition, Various amenities are also offered such as fitness centres, Free WIFI and so on. Partnerships and acquisitions can be used to enter into a new segment or market. 
The company should give more focus on operational inefficiencies and technologies to improve effectiveness and reduce costs also. Besides, an appropriate inventory management system and automatic reservation system should be adopted by that the company can accomplish the regular activities within a short time and with money. By implementing these kinds of new technologies, the company can create an outstanding and unique experience that creates a strong brand value within the competitive environment.
It can be concluded that the leading multinational company focuses on innovation, sustainability and quality. A wide range of facilities is served to the guests to attract customer attraction and retention. The company also make sustainable practices within the organisation that create value within the competitive environment and build customer’s trust and respect. Though the company faced various challenges and tries to find ways of overcoming the issues. The Hotel Group is continuously adopting innovation and new trends to meet customers’ needs and requirements
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[bookmark: _Toc135744449]Introduction
Through analysis of identification of opportunities for development and growth, existing business problems and implementation of solutions to the problems, A process of assisting the organisation to develop the overall performance is referred to as the organisational consultancy which includes a collaboration between the organisation's management and an external consultant to gain the organisational mission, vision and objectives (Wu, 2021). Basically, identifying the areas of improvement is the prime goal of the organisational consultancy which may also include the organisational structure where the improvements are required and the organisational existing process and procedure. Based on the critical evaluation, the NH Hotel Group has been selected as a Spanish multinational company, named NH hotel group, which was founded in 1978 and headquartered in Madrid, Spain. Various hotels and resorts are operated by the leading multinational company across the world. To various external factors, the company is susceptible to the operations and profitability of the company being influenced by direct or indirect factors. the PESTEL analysis is conducted to identify the key factors which create influence the NH hotel group (Madsen and Grønseth, 2022). To know the strengths, weaknesses, opportunities and threats, a constructive SWOT analysis has been conducted for the company. The company should improve continuously innovate and improve its organisational operations to survive in a highly competitive environment. Various imaginative ways such as green initiatives and collaboration with local partners are analysed in which the hotel’s operation can be improved. The whole assignment covers PESTEL, SWOT, findings, management techniques, Recommendations and so on (Bowers, 2014).
[bookmark: _Toc135744450]Scope and Analysis
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Figure 1: The NH Hotel Group
Sources: (Choi, 2016)
Based on the pragmatic evaluation and analysis, the NH hotel group has been chosen. A Spanish multinational company, named NH hotel group, was founded in 1978 and headquartered in Madrid, Spain.  Over 380 hotels in 30 countries across Africa, America and Europe are operated by the global hospitality company. Besides, several brands like nhow, NH collection and Hesperia Resorts catering are also run by the company for various types of tourists. The number of rooms that the company has, may vary on the brand types as well as locations. Some properties offer around 100 rooms of the NH hotel group, but other properties also offer more than 500 rooms of the NH hotel group. Some properties of the company are newly constructed and some of them are being operated for several decades (Ernst, 2021). So, Representing the age of the NH hotel group is a complex task that may vary based on the locations and properties. 
Much positive feedback from the customers is received by the multinational hotel group for providing outstanding service and maintaining high-quality facilities by which the customers get desired services according to their requirements of the customers (Sharma and Rawani, 2020). On the other hand, Because of some negative reviews like the check-in and check process and the noise level of the room, the company faces some problems and takes possible measures against the negative reviews and overcomes the problems that increase value for the organisation in the competitive environment.  Various certain challenges are faced by the NH hotel group in the past, including the bad reports in the media (Korka, 2016). For instance, the personal information of 600,000 guests was affected by the data breach of the company in 2018 which created a negative influence on goodwill and credibility. Because of occurring the bad incident, significant media attention was received. To ensure data privacy and prioritise customer satisfaction, the possible necessary steps have been taken by the NH hotel group (Wilkins, 2022). 
For certain events, the multinational hotel company has a positive reputation. For instance, among those seeking a must-have wedding venue, The NH hotel group is recognised in many locations as the popular choice (Gallman, 2015). In addition, elegant facilities, picturesque locations and customer services are offered by some of the properties of the hotel to make a day special and unforgettable for the couples. Similarly, for arranging business conferences and other events, the company has become a reliable partner by providing a variety of facilities including technology support, state-of-the-art meeting facilities and personalised planning services.
With a diverse portfolio of brands, a reputation for facilities and service quality and a strong global presence, A well-established hospitality player is the NH hotel group. The company has overcome the challenges and negative consequences while facing negative events such as negative media coverage of data breaches. The company focuses on customer satisfaction and ensures quality regarding the provided services to gain customer attraction (Kim and Han, 2023). Eventually, the company also focused on sustainability, innovation and customer service by which a good position has been taken place by the company across the world.

PESTEL analysis of NH hotel group: Various hotels and resorts are operated by the leading multinational company in several countries across the world. To various external factors, the company is susceptible by the operations and profitability of the company is influenced by direct or indirect factors Now, the PESTEL analysis is conducted to identify the key factors which create influence on the NH hotel group as follows,
	Name of the Factors
	Description

	Political Factors
	The company’s operations can be influenced by political factors including government policies, laws and regulations. With various political systems, business organisations are operated their business in many countries. To run a business in other countries, the company must comply with the rules and regulations of certain regions (Kim and Han, 2023). For example, Trade agreements, changes in tax policies and immigration laws are referred to as the political factors by which the company’s operations can be influenced. Because of pollical instability, conflict and terrorism, the company cannot operate regular business operations in those areas.

	Economic Factors
	The inflation rate, economic growth and currency exchange rate influence directly the profitability and growth of the company. The global pandemic makes the economic condition unstable across the world (Foroni et al., 2018). With the downfall of the world economy in the time of Covid-19, the company’s business operations and performance are also negatively influenced. In addition, the traditional hotel industry has also been disrupted by the rise of home-sharing platforms such as Airbnb. 

	Socio-cultural factors
	Lifestyle trends, demographic changes, cultural norms and travel preferences are the sociocultural factors by which the company’s business operations can be influenced (Burnes, 2014). In diverse societies and cultures, the multinational company is operated its business operations across many countries. The consumer’s demand may shift towards leisure activities and wellness which represents an opportunity to grab the customers who prefer travel in many countries (Berezina and Pomaz, 2022). The company should focus on sustainability and environmentally friendly practices so that the customer’s attraction can be grabbed easily.

	Technological factors
	Every aspect of the hotel industry has been transformed with the advancement of technology such as room management, payment and booking system. The NH hotel group’s business operations are significantly impacted by such advancements including big data analytics, artificial intelligence, and the Internet of Things (IoT). To book and manage rooms, the use of mobile applications can be a useful and effective way in today’s hospitality industry (Xu, 2020). Surviving in the competitive environment, the NH hotel group should adapt to the new technology and attract customers by providing sustainable and quality services.

	Environmental factors
	Eco-friendly services and products are the demands and requirements of customers in recent days. For the hospitality industry, Environmental sustainability plays a significant role in the competitive environment. Several green initiatives including water conservation, reducing energy consumption and waste management have been implemented by the NH hotel group and also recognised the trends of the marketplace (Raman, 2016). The company differentiate itself by focusing on environmental sustainability and attracting environmentally-conscious customers from the market. 

	Legal factors
	The company’s operations are influenced by the legal factors of a country. Each legal factors have different requirements to operate business operations (Cotter, 2022). To operate a business properly, the company should know every legal requirement of the organisation so that any of the requirements can not create a vast influence on the organisational operations.



The SWOT analysis of the multinational company is provided as follows,
	Strengths:
· Diverse portfolio: The multipole hotel brands are owned b the brand which caters to customers across various types of segments such as budget-friendly hotels, boutique hotels and luxury hotels (Shephard and Benson, 2021).
· Global presence: A strong global presence is acquired by the NH hotel group with over 380 hotels in 30 countries.
· Strategic partnership: The strategic partnership has been formed by the company with travel agencies, airlines, and other businesses that increase its revenue and customer base also.
· Strong brand equity:  For providing outstanding amenities and high-quality services, the NH hotel group is renowned across many countries which helps them to a strong brand value within the marketplace.
	Weaknesses:
· Heavy competition: Stiff competition is faced by the NH hotel group from both the larger and smaller players in the market and conducting business in the hospitality industry is now more dynamic and competitive in the era.
· High operational cost: The operational cost would be higher for maintaining high standards of service and quality. The company’s profitability can be influenced because of having high operational costs (Noordzife, 2014).
· Limited presence in emerging markets: The company has limited exposure to emerging markets, whereas a strong brand value and presence are acquired by the company teat leading to growth opportunities in the future (Będowska-Sójka and Echaust, 2020).
· Dependence on Europe: The NG hotel group is significantly influenced by Europe. Because most of the profits of the company are generated from it. 

	Opportunities: 
· Growing demand for sustainable tourism: The demand for sustainable tourism is increasing day by day which represents the opportunity for the brand to take eco-friendly initiatives including maintaining the greenhouse effect, reducing wastage and others in the organisation to attract eco-conscious customers (Chassagne and Everingham, 2019). 
· Technological advancements: The NH hotel group can reduce costs, optimise its operations and enhance customer experience by adapting technology in the organisation.
· Expansion into emerging markets: Nowadays, People prefer more travel in many countries than in the past time (Kalasin et al., 2014). Whereas the hotel group has a strong brand value and presence in the market they operate its business. The company has a clean opportunity to enter into the emerging market and expands its operation into new countries.
· Mergers and acquisitions: Mergers and acquisitions can be explored by the company to expand the portfolio of hotels and strengthen its position and increase its market share in the industry (Gujrathi, 2022).
	Threats:
· Changing consumer preference: The NH hotel group should adapt to the changing demands and amenities to remain competitive and relevant, as the change of consumer preference.
· Disruptive technologies: The traditional hotel market can disrupt new technologies such as Airbnb and other sharing economy platforms. For the new sharing platform, the company’s growth and revenue can be influenced.
· Geopolitical risks: The company’s revenue and operations can be impacted by political instability, natural disasters and terrorism (Yaskevich, 2015).
· Economic downturns: The hospital industry can be negatively influenced by economic recessions as consumers cut down on spending in the leisure and travel sector. 
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NH hotel group operated around 380 hotels in many countries and is recognised as one of the largest hotel chains in Europe. The company should improve continuously innovate and improve its organisational operations to survive in a highly competitive environment (Tretyakova et al., 2022). Now, some imaginative ways are discussed below in which the hotel’s operation can be improved,

Figure 2: Imaginative Ways
Sources: (Dimas, 2019)
Collaborations with local businesses: The NH hotel group can be assisted by collaborating with local businesses such as cafes, restaurants as well as tour operations to provide a unique and outstanding experience to its guests that creates value in the competitive environment. Besides, Additional revenue can be generated by offering various package deals and creating partnerships while providing guests with more options for dining and activities.
Green initiatives: Practicing sustainable tourism within the organisation create a strong brand value and presence within the market. Nowadays, sustainable tourism is becoming more popular day by day (Becken and Kaur, 2021). The environmentally conscious guests can be attracted by implementing green initiatives such as water conservation, carbon offset programs, and solar power generation that differentiate the company from its rivals.
Personalised room selection: A technical system can be developed by the NH hotel group using data analytics and machine learning which recommends personalised room types based on preferences, interests and booking history also. The whole system not only increases the company’s revenue only but also enhances the guest experience of the travellers (Pires et al., 2019). It also encourages the guests to take premium rooms and other amenities. 
Virtual concierge: The trend of contactless services has been accelerated by the pandemic. The guest experience can be enhanced by implementing a virtual concierge system through a website and mobile application to reduce the workload on the employees of the organisation. A range of services could be offered by the system including housekeeping requests, room service orders and local recommendations.
Provide technology-related knowledge on staff training: the company should introduce the adopted new technologies while training employees. Besides, organisations should identify the area of improvement and make the necessary measure to overcome the weaknesses of the employees that create organisational value and trust within the competitive market (Dimas, 2019).
[image: ]To run the company effectively and efficiently, various management techniques are required to implement in the context of NH Hotel Group as follows,

Figure 3: Several Management Techniques
Sources: Self-Created (Adopted from Armstrong and Landers, 2018).
Lean six sigma: To improve operational efficiency, enhance customer satisfaction of the NH hotel groups, and reduce waste the lean sigma methodologies are implemented by the NH hotel group by eliminating errors and identifying inefficiencies in the operational process (Basu, 2022). The management techniques also provide a detailed knowledge of the weak areas of the operations so that the areas can be overcome by taking effective measures.
Guest Experience Management: Through innovation, personalised services and attention to detail, the NHG hotel group is committed to offering sustainable and superior guest service to the customers. Besides, the feedback is taken from the guests. After analysing the feedback, the necessary steps are taken to improve the areas (Choudhury & Dixit, 2020).
Revenue Management: The revenue management techniques are used by the NH hotel group to optimise the room rate and occupancy. In addition, Data is leveraged by it which is based on price trends and market demands to maximise revenue and adjust profit dynamically (Freeland, 2017).
Environmental management: To minimise the environmental impacts, Sustainability has been focused on by the NH hotel group and implemented the policies and procedures while maintaining high levels of service. The company prefers environmentally friendly organisations that create a positive influence on the working environment so that the employees can work within the working place with a jolly mind.
Employee training and development: The company makes a huge investment in developing skills and knowledge through various development and training programs (Armstrong & Landers, 2018). The skilled workforce helps to create a competitive advantage in the market by which the customers get the desired service from the skilled employee which creates brand value within the competitive market.
Digital transformation: The company is continuously adopting digital technologies to increase the effectiveness of the production process and improve the guest experience also. For instance, the company developed a mobile application by which guests can check in and check out from their mobile phones. Besides, Digital keys for opening the rooms and in-room tablets are offered while taking service from the company (Vermesan and Bacquet, 2017).
The NH hotel group should enhance the staff training program in which the company could be befitted. Now, the reasons behind the staff training program are as follows,
Improving guest experience: Improving guest experience, Staff training plays an effective role that also increases the organisational value within a marketplace. Better customer service can be provided and meet customer needs and requirements efficiently when the employees are well-trained (Demicco and Poorani, 2017). In addition, A positive impression would be created for the organisation to have those skilled and effective employees.
Employee retention: Employee morale and job satisfaction can be helped by providing ongoing training opportunities. The employees feel motivated to work for the organisation when the employee feel like an important part, supported and valued by the organisation. 
Compliance requirements: A range of regulations and laws are referred to as the compliance requirements of an organisation. the hospitality industry has to be strictly obliged by the laws and regulations while running the business including data protection laws, safety standards and environmental regulations. 
Enhance efficiency: well-trained employees make fewer errors at the workplace and can work effectively and efficiently (Grayson and Gans, 2012). The NH hotel group should give more focus on increasing the skills and knowledge of the employees so that the company can save money and time also and the employees of the organisation can improve productivity and efficiency. 
Changing industry trends: Today’s hospitality industry is more dynamic and emerging rather than in the past days. The NH hotel group should adopt the changing trends and understand the customer demands and requirements also. The employees should be provided regular training to be updated with the changing trends and technologies also.
The NH hotel group can be benefitted if the above issues are maintained properly within the organisation. the hotel group should take the necessary steps to overcome the weaknesses of the employees of the organisation that may create a strong brand value and presence in the competitive environment (Ibrahim, 2021). 
Now, the positive and negative aspects of NH Hotel are provided as follows by that the company can understand the areas of improvement,
	Positive aspects
	Negative aspects

	High-quality service: For providing high-quality services, the company is recognised and renowned across many countries of the world that includes excellent facilities and personalised attention.
	Inconsistent quality: Some reports have been received from the guests for inconsistent quality in amenities and rooms across different properties, though the quality of customer service of the company is high.

	Strategic locations: the company has strategic locations in 30 countries that represent the hotel easy to find.
	Limited Loyalty Program: Disappointment with the limited benefits and rewards have been expressed by some customers who are offered the NH hotel group’s loyalty program that is compared to the other rivals (Kang & Song, 2019).

	Corporate responsibility: For sustainable tourism practice including waste management, energy consumption as well as support local communities, and corporate social responsibility, the NH Hotel group make a commitment by which the employee’s trust and respect for the organisation is increased.
	Limited market presence: The company may not have properties in certain cities or locations where the customers would like to get the service, although the company has a strong brand value and presence across many countries. 

	The diverse range of offerings: A wide range of properties gives customers to choose from various options and luxury resorts to budget-friendly resorts offered by the NH hotel group to its guests. In addition, the company focuses on sustainability and quality of service so that the customers get satisfied and motivated to take service again (Quintana-García and Benavides-Velasco, 2016).
	Price: Compared to the other hotel chains in the industry, the price of the company’s service is high and the travellers may face budget issues while taking services from the hotel. In this situation, the company should offer budget-friendly packages for the guests that capture the customer's attractions and help to gain more revenue in the competitive environment.



Several internal and external problems are faced by the NH hotel group in recent years as follows,
	External Problems
	Internal problems

	Technological Disruption: The traditional business model has been disrupted by emerging technologies such as Airbnb.
	Management issues: High staff turnover and low employee morale are led by poor management that makes the customers of the organisation dissatisfied. 

	Economic Uncertainty: The hotel industry can be negatively impacted by certain factors including economic downturns, terrorist attacks and political instability (Bloom, 2017). 
	Brand Perception: If a hotel brand is perceived by the customers negatively, it will be a complex issue for the organisation to retain and attract new customers from the marketplace.

	Competition: A large number of players compete with each other to survive in the marketplace. The company should have effective strategies to compete with its rivals.
	Operational inefficiencies: If the employees of the organisation are inefficient and effective in the production process, it takes more time to process a task which also leads to lower quality of services and higher costs.



Now, the recommendations are provided as follows to prevent the impacts of internal and external factors on the organisation,
1. Diversification: The company’s service should be diversified which represents introducing new products in the market and expanding the operations into the new marketplace (Dimmendaal, 2020).
2. Adopting new technologies: The company should embrace new technologies by which the employees get better and outstanding experiences.
3. Competitive analysis: the NH hotel group can be helped by conducting a detailed analysis of the competition that helps to understand in better ways in improvement areas so that the company can develop the areas of improvement and create a strong brand value in the competitive environment. 
4. Improving brand perceptions: Through public relations efforts, community outreach and targeted marketing campaigns, the company’s reputation and brand value can be improved which helps to attract new customers and retain others.
5. Streamlining operations: The NH hotel group can be helped by streamlining and analysing the internal process that increases efficiency, reduce costs and improve overall service quality (Takahashi and Miyamoto, 2016). 
6. Employee training and development: Reduce employee turnover, and employee engagement and provide better customer service can be assisted by investing in employee development and training by which the company get skilled and effective employees that help to achieve a competitive advantage in the marketplace.
Without a deep analysis, it is a complex task to say regarding the hotel operations of a company. The NH hotel group follows a strong and constructive framework by which all of the operations can be accomplished effectively and efficiently (Chibili, 2019). Besides, Sustainable environmental practice has been implemented by the company that attracts environmentally-conscious customers. The NH hotel group also is committed to providing better service to the guests that generate a strong brand value in the competitive environment. After the evaluation, it can be said that the operations of the NH Hotel Group are good and effective. They can expand their operations into new marketplaces and country also that generate additional revenue for the organisation. +
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Across Europe, America and Africa, the company operates its business activities effectively and efficiently (Martin and Mix, 2019). Now, the summary of the findings and results are provided as follows in the context of the company, food & beverage department and room department also,
	Agenda
	Findings
	Results
	Comments

	Revenue
	Over the past few years, the growth trends remain steady
	Due to the covid-19 pandemic, 62.5% of revenue decreased in 2020. Besides, around €62 million, the NH hotel group properly managed to reduce the net loss for the year (Hussain, 2000).
	In Q1, the positive EBITDA of €7 million has been led by the recovery of demand in some of the prime markets including the Netherlands and Germany.

	Premium Brands
	As the company’s premium brand, some of the NH collections are expanded
	In 17 countries, the company had 73 hotels according to the study in 2021 year.
	To expand the market, the company makes a plan to inters into the key market including America and Asia

	Sustainability initiatives
	To reduce environmental impact, some sustainability initiatives have been taken by the company and meet the needs and requirements of the customer to ensure sustainable tourism within the marketplace.
	In 2020, the NH hotel sustainability plan had been launched by the company as by 2030, the greenhouse gas emissions would have been reduced by 20% (Sauer & Hiete, 2019). Besides, zero waste to landfill would have been achieved by 2025.
	The initiatives provide the organisation to gain the opportunity to differentiate from its rivals and attract environmentally conscious travellers.

	Menu choices
	A wide variety of menu choices are offered to the guests and the customer preferences are diversified (Jeong et al., 2019).
	Regarding the variety of food and quality of services, the customers provide positive reviews that gain additional value in the marketplace.
	To meet the changing customer preferences and needs, An investment has been made in menu development by the NH Hotel Group.

	Environment & Venu design
	To detail in ambience and decor, Stylish and modern decoration are offered to seek the attention of customers within the marketplace.
	Regarding the ambience and atmosphere of the hotel restaurants, the customers provide positive reviews that create additional value within the competitive environment (Ramu et al., 2020). 
	Through elegant design, the company gives importance to creating an inviting and warm atmosphere for its guests.

	Staff Training
	For all the staff of the organisation, Regular training and development program are arranged (Wilkins, 2022).
	Getting positive reviews regarding the expertise and knowledge of the employees from its guests. 
	To ensure the necessary skills and knowledge, the NH Hotel group arranges various training and development programs for the employees by which they employee can provide the best service to its customers (Wilkins, 2022).

	Room quality
	With comfortable bedding and modern amenities, high-quality rooms are offered to the guests to create an outstanding and unique experience (Menegaki, 2021).
	Getting positive reviews for the good quality, comfortableness and cleanliness of these rooms from the customers.
	A commitment has been made by the organisation to provide quality service, comfortable and well-equipped rooms for its customers.

	Technology Integration
	Integrated high levels of technology in each room including mobile check-in, digital card, Smart TVs, etc.
	The customer is satisfied and provides positive reviews for the ease of use and convenience to use the technology (Gordon, 2015).
	To improve the streamlined operations and guest experience, A large amount of investment has been made by the company in the technology department.

	Guest Services
	Concierge service and a 24-hour reception are offered to the guests.
	Positive reviews are gained to maintain professionalism within the organisation.
	Committed to providing better customer service and sustainable practices to its customers (Esman, 2022).
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Now, an action plan has been provided as follow in the context of the NH hotel group as follows,
	Number
	Problems
	Solutions
	Time scale
	Date of completion
	Budget

	1
	Needs improvement in staff development and training process
	Comprehensive training programs are developed for all staff members such as leadership development opportunities, hospitality management courses and customer service training (Balshaw, 2018). 
	3 Months cycle
	Ongoing
	£300,000 per year

	2
	Many rooms of the hotel have outdated technology
	The company have to upgrade the rooms into the smart room in which the guests can operate and control the room settings through mobile applications which include entertainment options, room temperature, lighting, and others (Waddell, 2017). 
	6 months
	30/12/2023
	£1 million

	3
	Many hotel restaurants lack diverse dining options
	A wider variety of cuisine options can be offered by restaurants and partners with local chefs (Shchusev, 2019). A rotating menu can be created based on seasonal ingredients.
	1-month cycle
	Ongoing
	£300,000 per year

	4
	Due to the Covid-19 pandemic, the occupancy rate is decreased
	To attract local customers, the company should increase marketing efforts and also provide different kinds of offers and discounts with various travel agencies (Nagasato et al., 2020).
	1 Month only
	End of the next month
	£500,000 
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 Some recommendations are provided bellows in the context of the NH hotel group,
· Take advantage of their event and meeting space: State-of-the-art facilities and personalised services are offered by the NH hotel group to make an event successful (Joselyn, 2021). The customers can be assisted with catering services to their technology needs.
· Must-try item of the breakfast buffet: A delicious breakfast is offered by the NH hotel groups with a wide selection of cold and hot dishes, pastries, fruit and so on. The customer can start a day by having a delicious breakfast and make them refreshed.
· Consider Upgrading the Hotel’s rooms: Various room categories are offered by the NH hotel groups including suites and superior rooms. In addition, the company come up with additional and outstanding amenities and services for their guests (Ramos-Henríquez et al., 2018). 
· Checking out the hotel’s amenities of wellness: Various amenities such as spas, fitness centres and other facilities are provided to create an outstanding experience for the guests that create additional value in the competitive environment. 
· Connect the hotel’s free WIFI: Free WIFI access is offered by all all-NH hotels by which the guests can stay connected with the WIFI and make the full stay enjoyable. An internet connection is required for those people who would like to get connected all the time with family.
· Explore the loyalty programs of the hotels: The hotels allow the customers to earn points on every stay. The rewards can be redeemed for upgrades, free nights and other benefits. The customer can get the exclusive excess by using the rewards provided by the company (Salama & Abdelkawi, 2022).
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At the end of the discussion, it can be said that the leading multinational company focuses on innovation, sustainability and quality. A wide range of facilities is served to the guests to attract customer attraction and retention. Besides, the company also make sustainable practices within the organisation that create value within the competitive environment and build customer’s trust and respect. Though the company faced various challenges and tries to find ways of overcoming the issues. The Hotel Group is continuously adopting innovation and new trends to meet customers’ needs and requirements. To survive in the competitive environment, the company has some strategies by which the company can achieve its mission, vision and objectives in the long run. Eventually, after making a deep analysis, the company perceive properly the needs and requirements of the customers. For future growth and success, the NH group is well-positioned and renowned across many countries. By using the brand value and goodwill the company can expand its market operations into a new market.
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