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[bookmark: _Toc182330432]Executive Summary

This consultancy report provides a comprehensive analysis of the challenges currently facing the Frankfurt Marriott Hotel and offers targeted recommendations to enhance its competitive position in Frankfurt’s hospitality market. The report’s findings and suggested strategies address key areas such as service quality consistency, digital modernization, infrastructure improvements, feedback management, competitive pricing, and sustainability initiatives. Each of these areas have a critical role in aligning the Marriott with evolving guest expectations and solidifying its reputation as a premier five-star hotel in the region.

The analysis identified several core issues. Despite Marriott’s established brand reputation, inconsistent service quality has impacted guest satisfaction and contributed to lower ratings relative to local competitors, particularly Premier Inn. This is partly attributed to varying levels of staff training and engagement. The report also highlights gaps in Marriott’s digital offerings, which are increasingly essential for modern travellers who expect efficient mobile solutions such as check-ins, virtual concierge services, and digital room access. Room aesthetics and overall infrastructure were also found to need upgrades, as these factors significantly affect the hotel’s image and appeal in a highly competitive market. (Marriott International 2020)

Key Findings and Analysis
The Frankfurt Marriott Hotel, despite being a five-star property, is facing competitive pressure from local hotels, particularly Premier Inn, which outperforms Marriott in guest ratings with scores between 4.2 and 4.7 on platforms like TripAdvisor, compared to Marriott’s rating of 4. This discrepancy is largely attributed to service inconsistency, where uneven guest experiences are detracting from Marriott's premium image. Limited staff training and variations in service delivery have led to mixed reviews, impacting the hotel's reputation and guest loyalty. (TripAdvisor 2024)

The analysis also highlighted gaps in Marriott’s digital capabilities. In an era where tech-savvy travellers expect seamless digital experiences, Marriott's current offerings are insufficient. The absence of mobile check-in options, digital room keys, and virtual concierge services limits Marriott’s appeal, especially among younger travellers and business guests seeking convenience and efficiency. Additionally, the hotel’s infrastructure, including room aesthetics and public spaces, has been noted as an area needing modernization to maintain Marriott’s brand standards and guest expectations for luxury and comfort. (Gronroos 1984)

Marriott’s feedback management practices were also identified as a challenge. Without a robust system for collecting and addressing real-time guest feedback, the hotel is missing opportunities for immediate issue resolution and proactive reputation management. The hotel’s competitive pricing structure was another focal point; current pricing strategies do not always reflect perceived value, especially when compared to well-rated competitors offering comparable amenities. Lastly, the analysis revealed a growing demand among guests for sustainable practices, an area where Marriott has room to expand to meet industry standards and consumer preferences for eco-friendly options. (Hayes  and Fitzgerald 2009)


Key recommendations include:

Service Quality Enhancements: Establish comprehensive training programs to ensure consistently high standards in service delivery across all guest touchpoints.
Digital Modernization: Implement mobile check-in, virtual concierge services, and digital keys to streamline guest experiences and cater to the preferences of tech-savvy travellers. (Gupta 2023)
Infrastructure and Room Upgrades: Renovate guest rooms and public spaces to reflect a modern aesthetic aligned with Marriott’s premium image, addressing guest feedback about room quality and ambience.
Enhanced Feedback Management: Integrate a dedicated feedback system with real-time monitoring, allowing for immediate responses to guest concerns and an improved reputation through proactive issue resolution.
Competitive Pricing and Value-Added Services: Adjust pricing strategies to remain competitive with local hotels, offering packages and incentives to attract both business and leisure guests. (Armenakis and Harris 2009)
Sustainability Initiatives: Implement eco-friendly practices, such as energy-efficient systems and waste reduction, to meet the growing demand for sustainable hospitality options and enhance the hotel’s brand image.
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This report addresses a critical issue faced by Marriott Hotel Frankfurt and offers a comprehensive solution to improve the hotel’s operational performance and competitive standing. Marriott Hotel Frankfurt, one of the city's most iconic landmarks, is centrally located in the heart of Frankfurt, near the financial district, and just steps away from key attractions such as the Messe Frankfurt trade fair grounds and the main train station (Frankfurt Hauptbahnhof). Its proximity to cultural landmarks, shopping areas, and renowned restaurants makes it a prime choice for both business and leisure travellers. (Goggle map 2024)

The hotel opened in 1976 and is considered one of the tallest buildings in Frankfurt, making it an easily recognizable structure in the city’s skyline. Over the years, Marriott Frankfurt has built a reputation for offering modern amenities paired with an exceptional view of the city’s skyline, providing both comfort and luxury to its guests. With 593 rooms, including 25 suites, spread across 44 floors, the hotel is one of the largest in Germany, catering to a diverse clientele. The room sizes vary, with standard accommodations beginning at approximately 30 square meters and extending to over 100 square meters for the luxury suites. Each room is designed with both business and leisure travellers in mind, featuring contemporary decor and an array of amenities that ensure a comfortable stay. (Tripadvisor 2024)

Marriott Hotel Frankfurt enjoys an enviable location at Hamburger Allee 2, making it easily accessible from Frankfurt’s central transport hubs. The hotel is located just a 15-minute drive from Frankfurt International Airport, providing convenient access for international business guests and travellers. The hotel’s location also places it at the centre of Frankfurt, offering guests the opportunity to experience both the city’s modern business environment and its rich history. (Marriott 2024)

Despite its strong position in the market and its prestigious reputation, Marriott Hotel Frankfurt faces several challenges that threaten its competitive position. One of the main issues is its current performance in comparison to other hotels in the city. While Marriott boasts a 5-star status, its overall rating on platforms such as TripAdvisor is 4, which is lower than its competitors, including Premier Inn hotels, which range from 4.2 to 4.7 ratings. This discrepancy highlights concerns regarding service consistency, guest satisfaction, and the hotel’s ability to adapt to the changing expectations of modern travellers.

The hospitality industry is increasingly competitive, and Marriott Hotel Frankfurt is operating in an environment where guests’ preferences are constantly evolving. Digitalization, sustainability, and personalized service are no longer optional but essential elements of a successful hospitality business. However, Marriott’s relatively lower ratings suggest that there is room for improvement in these areas. Moreover, the absence of certain modern amenities such as mobile check-in, virtual concierge services, and in-room smart technology may be contributing factors to guest dissatisfaction. (Font and McCabe 2017)

If we look at  these challenges, it is important for Marriott Hotel Frankfurt to conduct a comprehensive review of its operations to identify the root causes of performance gaps. Also to establish strategies for improvement. Samadi Solutions, a consultancy firm specializing in the hospitality sector, is well-equipped to guide the hotel through this process. With over a decade of experience in helping hotels optimize their service standards, streamline operations, and enhance guest experiences, our firm brings a wealth of expertise to the table. (Brotherton and wood 2008) 

Our approach combines a deep understanding of the hospitality industry with practical, results-driven strategies, all underpinned by established business frameworks. To gain a holistic understanding of the issues Marriott is facing, we will utilize several strategic management frameworks, such as PESTEL (Political, Economic, Social, Technological, Environmental, and Legal factors), SWOT (Strengths, Weaknesses, Opportunities, and Threats), and TOWS (a strategic tool for turning SWOT analysis into actionable strategies). These frameworks will serve as the foundation for analysing both the internal and external factors that influence Marriott’s position in the competitive landscape. (Four week NBA 2024)

The PESTEL analysis will help assess the external environment that Marriott operates within, identifying any political, economic, or technological changes that could impact the hotel. Understanding these macro-level factors is crucial for anticipating industry trends and regulatory shifts that could affect the hotel’s strategic direction. The SWOT analysis will then allow us to assess Marriott’s internal strengths and weaknesses, while also exploring external opportunities and potential threats. This will enable Marriott to make informed decisions about how to leverage its current assets and address any areas that need improvement.(CIPD 2024)
The TOWS analysis will guide us in developing practical recommendations to capitalize on Marriott’s strengths, address its weaknesses, and exploit available opportunities while mitigating threats. By using these frameworks in tandem, we will be able to identify actionable strategies that support Marriott Hotel Frankfurt’s goals of service excellence, operational efficiency, and sustained growth in an increasingly competitive market. (Herts 2024)

This report will provide Marriott with a clear, evidence-based guideline for addressing the current challenges. The report enhancing its service offerings, and building a competitive advantage in the Frankfurt hospitality sector. It will offer tailored recommendations that aim not only to improve guest satisfaction and operational efficiency. Through this process,  We believe Marriott will be better positioned to maintain its status as one of the leading hotels in the city, ensuring long-term profitability and continued success. (Assaf et. Al 2012)


[bookmark: _Toc182330434]2.Analysis
[bookmark: _Toc182330435]Identified Issue: Guest satisfaction
Despite Marriott Hotel is a 5-star establishment, the Frankfurt Marriott Hotel currently holds an overall rating of 4.0 on TripAdvisor, which is notably lower than its 4-star budget competitor, Premier Inn. Premier Inn’s four locations in Frankfurt have ratings ranging from 4.2 to 4.7, what shows a higher level of guest satisfaction despite their more modest offerings. This discrepancy in ratings presents a significant reputational challenge for Marriott, as travellers may question the value of a stay at a premium hotel that underperforms in guest satisfaction compared to budget alternatives. (TripAdvisor 2024)
Key Issues:

· Perception of Value and Justification of Premium Pricing: The rating difference raises questions about value for money, as Premier Inn is offering a reliable, high-quality experience at a lower price point. Marriott’s premium pricing is not aligning with guest expectations, what can create a perception that the hotel may be overpriced relative to its quality.
· Inconsistent Service Quality: Reviews indicate that service inconsistency is an issue. Premier Inn is known for its dependable and friendly service, Marriott appears to lack the uniformity expected of a 5-star establishment, leading to mixed guest experiences and, consequently, lower ratings. (Tripadvisor 2024)
· Challenges in Managing Guest Feedback Effectively: Marriott’s current feedback management process is quite slow. As I have seen it can take to up to 8 weeks until Marriott Hotel responds for the reviews. Prompt, responsive feedback management could mitigate dissatisfaction, but without it, negative experiences are more likely to impact online ratings and deter potential guests. (TripAdvisor 2024)
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 The lower rating impacts on the hotel:

· Perception of Value: As a 5-star hotel, guests expect Marriott to deliver a superior experience. A rating below that of budget competitors undermines this perception, potentially leading guests to view the hotel as overpriced relative to its quality. (Powel 2021)
· Revenue and Occupancy Rates: Potential guests, particularly leisure travellers, often rely on reviews to make booking decisions. The lower rating may lead them to choose Premier Inn or other competitors, affecting Marriott’s occupancy rates and reducing revenue.
· Reputation and Brand Image: Marriott’s lower rating can reduce its brand reputation, which could impact not only the Frankfurt location but the brand’s image across other locations (Banerjee and Chua 2016)
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Staffing Issues: High turnover rates in frontline staff could result in a lack of experienced personnel, directly impacting service quality. According to a survey conducted by Sage Journal, 60% of hospitality workers reported inadequate training as a critical factor affecting their job satisfaction. ( Heimerl et. Al 2020)
Training and Development Deficiencies:  Insufficient training programs could led to staff feeling unprepared to handle guest requests efficiently, resulting in longer wait times and decreased service quality. Studies show that hotels that invest in employee training experience a 30% increase in guest satisfaction scores. (EHL insights)
Feedback and Response Time: Marriott may lack timely feedback response mechanisms, meaning guest concerns are not consistently addressed, impacting ratings. Premier Inn’s responsiveness and attention to guest feedback contribute positively to their rating and guest loyalty.
Poor Communication and Workflow: Ineffective communication between departments could led to operational inefficiencies, where staff are unaware of guest needs or internal processes. Many hotels still use disparate systems that aren’t integrated, which causes information silos and delays. Relying on traditional tools like paper logs, walkie-talkies, or manual handovers instead of modern Property Management Systems (PMS) or messaging apps can lead to slow and inaccurate communication. (Bowie et. Al  2016)
Aging Infrastructure and Décor: Marriott Frankfurt is an older property, and without regular updates to the interiors and amenities, guests may feel the hotel falls short of the 5-star experience expected from a luxury hotel.
Management Practices: Leadership issues could have resulted in a lack of clear direction and support for staff. Employees report feeling undervalued and overworked, which contributes to low morale and high turnover. Employee satisfaction surveys indicate that only 50% of staff feel supported by management, leading to disengagement and a lack of commitment to service excellence. (Robinson et. Al 2004)
 

To address the challenges faced by Marriott Htel Frankfurt , I will employ several analytical frameworks including PESTEL, SWOT, and TOWS. The PESTEL analysis will examine the external factors—such as political, economic, social, technological, environmental, and legal influences—that may be affecting the hotel's operations. The SWOT analysis will identify the hotel's internal strengths and weaknesses, as well as external opportunities and threats. Using the TOWS matrix, we will develop actionable strategies to mitigate weaknesses and threats while capitalizing on strengths and opportunities. (Kotler et al 2017)

By employing these frameworks, we aim to provide a thorough understanding of the hotel's current challenges and propose actionable solutions to enhance its service delivery and operational efficiency. This report will offer tailored recommendations that can improve guest satisfaction, operational workflow, and ultimately, the hotel’s market performance.
PESTEL Analysis
A PESTEL analysis will help identify external factors that may be contributing to the operational challenges faced by Marriott hotel . (CIPD 2024)
Political: Changes in government regulations regarding hospitality standards and labour laws can impact staffing levels and operational costs.
Economic: Economic downturns can reduce travel spending, leading to lower occupancy rates and decreased revenues. Economic indicators suggest a slowdown in the Germany economy, affecting consumer spending in the hospitality sector.
Social: Shifts in consumer preferences towards personalized and high-quality service place pressure on hotels to improve service standards. Recent surveys show that 70% of travellers prioritize service quality over price when choosing accommodations (Arora 2024)
Technological: The rise of technology in the hospitality industry demands that hotels keep up with trends like online booking systems and mobile check-in/out processes. A lack of technological integration can hinder service efficiency.
Environmental: Growing awareness of environmental sustainability influences guest preferences, with many opting for hotels that demonstrate eco-friendly practices. Marriott’s sustainability practices can be leveraged as a competitive advantage.
Legal:	Compliance with health and safety regulations is critical, especially post-COVID-19. Failure to meet these standards can result in legal penalties and damage to reputation. (The strategy story 2024)

SWOT Analysis
A SWOT analysis provides a comprehensive overview Marriott hotel current position, identifying its strengths, weaknesses, opportunities, and threats. (Nutt and Backoff 1993)

Strength:
 
- Strong brand reputation as a 5-star hotel
- Excellent location near business hubs
- Large event hosting capacity

Weakness:
- Outdated infrastructure and room decor
- Service inconsistency and lack of modern digital offerings
- Higher prices without corresponding increase in perceived value
Opportunities
- Increasing demand for digital amenities and tech-based services
- Expansion into sustainable, eco-friendly practices

Threats:
- Competition from Premier Inn and other budget hotels with higher ratings
- Economic downturn affecting travel budgets
- Negative online reviews impacting reputation (Pestle analysis team 2022)

TOWS Analysis
The TOWS analysis converts the identified problems into actionable strategies, linking the internal strengths and weaknesses with external opportunities and threats. (Indeed 2023)

Strengths / Opportunities (SO)	
- Use Marriott’s established brand reputation to attract environmentally-conscious guests by promoting sustainable practices and eco-friendly initiatives.
- Leverage the prime location to offer value-added packages, such as guided city tours or business-related services, to enhance the perceived value of stays.
Weaknesses / Opportunities (WO)
-Invest in room renovations and digital amenities (e.g., mobile check-in, smart room technology) to align with evolving guest expectations and increase value perception.
- Improve service consistency by strengthening staff training programs and implementing regular feedback loops, increasing satisfaction ratings.
Strengths / Threats (ST)	
- Highlight Marriott’s premium amenities (e.g., fitness center, restaurants) to attract guests seeking more comprehensive facilities than budget hotels.
- Focus marketing on the hotel’s conference and event capacity to capture business from clients that require event-hosting capabilities that budget hotels lack.
Weaknesses / Threats (WT)
- Conduct regular guest feedback assessments to pinpoint areas of dissatisfaction and address them quickly, helping to improve TripAdvisor ratings.
- Review pricing structure to ensure it aligns with the current level of service and amenities offered, making sure guests perceive value for their spend. (Bite Size Learning 2023)
The lower TripAdvisor rating presents a clear challenge for the Frankfurt Marriott Hotel. By adopting a customer-centric approach to service, addressing infrastructure concerns, and increasing digital convenience, Marriott can improve guest satisfaction and narrow the gap in ratings with Premier Inn. Emphasizing unique offerings like event-hosting capacity, premium amenities, and sustainable practices can also enhance  its appeal relative to budget competitors, driving occupancy and guest loyalty.(Came 2024)
By focusing on its strengths and opportunities while addressing weaknesses and threats, Marriott Hotel can develop effective strategies to navigate the current challenges and strengthen its market position. Implementing these strategies will not only enhance guest experiences but also improve financial performance and reputation in the competitive hospitality landscape. (community Tool box 2024)
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Based on the analysis of the issues at the Frankfurt Marriott Hotel, this section outlines detailed recommendations to improve guest satisfaction and enhance Marriott's competitive positioning against budget competitors like Premier Inn. The recommendations cover service quality, digital modernization, infrastructure upgrades, and customer feedback mechanisms. Change management practices and procedures will be discussed to ensure smooth implementation, metrics to evaluate success, and estimated costs for each recommendation.

[bookmark: _Toc182330440]1. Service Quality and Consistency Improvement
Recommendation: Establish comprehensive service training programs. The hotel needs to focus on consistent, high-quality customer service to address the service inconsistency issue. Train all staff members in Marriott's brand standards, emphasizing customer interaction, responsiveness, and attentiveness to guest needs can help to achieve quality improvement. (LinkedIn 2023)




Implementation:

Initial Training Program: Develop a comprehensive 3-day training program covering essential customer service skills and Marriott's brand-specific standards.
Regular Refresher Sessions: Implement quarterly workshops and refresher sessions to reinforce training and keep staff updated on customer service best practices.
Guest Feedback Loops: Introduce customer feedback forms at checkout and review them in weekly team meetings to address specific feedback and make timely adjustments.
Change Management Strategy:

Communication: Engage staff early on by explaining the importance of consistent service quality and how it impacts guest satisfaction and hotel ratings.
Employee Involvement: Encourage staff input to identify service improvement opportunities.
Incentives: Implement a recognition program for outstanding service to motivate staff and foster a culture of excellence. (Torres and Kline 2013)

Measurement:

Guest Satisfaction Scores: Track improvements through online reviews and internal guest satisfaction surveys.
Service Consistency: Conduct monthly mystery guest evaluations to assess adherence to brand standards.
Cost: Approximately €10,000 annually for training materials, facilitator fees, and incentives.

[bookmark: _Toc182330441]2. Digital Modernization and Guest Convenience Enhancements
Recommendation: Invest in digital amenities like mobile check-in, digital room keys, and a virtual concierge app to align with guest expectations for tech-driven convenience.

Implementation:

Mobile Check-in and Digital Keys: Partner with a digital solutions provider to implement a mobile check-in and digital room key system, allowing guests to skip front desk queues and access rooms through their smartphones.
Virtual Concierge App: Develop a user-friendly app that provides guests with information about amenities, local attractions, room service options, and digital requests for services. (Neuhofer et al. 2015)

Change Management Strategy:

Training for Staff: Provide training sessions to familiarize staff with the new digital systems to assist guests effectively.
Pilot Program: Start with a pilot program in a selected floor or room block to refine the systems based on guest feedback before a full rollout. (Buhalish and Law2008)
Measurement:

Adoption Rate: Track the percentage of guests using mobile check-in and digital room keys.
Guest Feedback: Monitor feedback on the digital systems through app reviews and in-hotel feedback forms.
Cost: Estimated initial cost of €30,000 for software, app development, and integration, plus €5,000 per year for maintenance and updates.

[bookmark: _Toc182330442]3. Infrastructure Upgrades and Aesthetic Renovations

Recommendation: Update rooms and common areas to a modern, complex design to address the outdated decor and improve the perception of value. (Cvent 2024)

Implementation:

Room Redesigns: Focus on high-impact areas such as bedding, lighting, and bathroom amenities. Include new, energy-efficient fixtures and modern furniture.
Common Area Revitalization: Redesign the lobby and lounge areas to create a warm, welcoming environment with contemporary furniture, artwork, and lighting.

Change Management Strategy:
Incremental Upgrades: Schedule renovations floor-by-floor to minimize disruption to guests and operations.
Clear Communication: Inform staff and guests in advance about the renovation schedule and expected changes. (Rhee and Yang 2015)
Measurement:
Guest Ratings: Monitor improvements in guest ratings related to ambiance and aesthetics.
Occupancy Rates: Track occupancy rates to determine if the aesthetic improvements lead to increased bookings.
Cost: Estimated €300,000 for room and common area renovations, spread over two years to manage costs.(LinkedIn 2024)

[bookmark: _Toc182330443] 4. Enhanced Feedback Collection and Response Mechanisms
Recommendation: Establish a dedicated feedback management system to streamline guest feedback, address complaints promptly, and monitor satisfaction levels. (Tsang and Ap 2007)

Implementation:

Dedicated Feedback Manager: Appoint a feedback manager to oversee guest comments from multiple platforms and address issues in real-time. (Maze 2024)
Automated Feedback Requests: Implement automated email or text messages post-stay to gather structured feedback and satisfaction.

Change Management Strategy:

Cross-functional Collaboration: Train front-line staff to recognize and handle feedback proactively, enhancing the service culture.
Empowerment: Empower staff to resolve minor issues on the spot, fostering immediate guest satisfaction.

Measurement:
Response Time: Track the average response time to guest feedback.
Satisfaction Improvements: Monitor post-stay survey scores and ratings. (Van and Verhoef 2008)
Cost: Estimated €15,000 per year, including the feedback manager role and software subscriptions for automated feedback systems.


[bookmark: _Toc182330444]5. Competitor-Based Pricing and Value-Added Packages
Recommendation: Adjust pricing to reflect the current service and amenity level and introducing attractive value-added packages to enhance the perceived value. (Noone and Mattila 2009)

Implementation:

Pricing Audit: Conduct a comprehensive market analysis to adjust room rates according to competitors, ensuring Marriott’s rates are competitive.
Value-Added Packages: Introduce themed packages (e.g., “Business Essentials” with complimentary workspace access, or “City Escape” with local attraction discounts) to offer a unique experience for guests.
Change Management Strategy:

Marketing Team Collaboration: Work closely with marketing and revenue management teams to design packages that appeal to target segments.
Staff Training: Train front-line staff on the new packages to promote them effectively to guests.

Measurement:

Booking Rates: Monitor the uptake of value-added packages and their impact on overall booking rates.
Average Revenue per Room: Track revenue changes per room to assess the effectiveness of pricing adjustments. (Attest 2024)
Cost: Estimated cost of €5,000 for initial marketing and promotion, with ongoing adjustments as needed.

[bookmark: _Toc182330445]6.  Sustainability Initiatives to Attract Environmentally Conscious Guests

Recommendation: Implement eco-friendly practices, such as energy-efficient lighting, recycling programs, and reducing single-use plastics, to enhance the hotel’s appeal to environmentally conscious travellers. (Klamm 2024)

Implementation:

Green Certification: Work toward a recognized green certification, such as LEED, to formally position Marriott as an eco-friendly choice.
Sustainable Amenities: Switch to eco-friendly bathroom amenities and in-room options (e.g., refillable soap dispensers, reusable glassware). (Han et al 2010)
Change Management Strategy:

Staff Training and Awareness: Train staff on sustainable practices and the importance of eco-friendly initiatives.
Guest Communication: Use digital platforms and in-room signage to inform guests of the hotel’s commitment to sustainability.
Measurement:

Guest Feedback: Gather feedback from guests on their perceptions of the hotel’s sustainability efforts.
Environmental Impact: Measure reductions in waste and energy consumption over time.
Cost: Initial implementation cost of approximately €20,000, with ongoing savings expected from energy efficiency and waste reduction.





[bookmark: _Toc182330446]3.2Measuring Success and Impact
Success metrics should focus on both quantitative and qualitative improvements, with measurable KPIs indicating the effectiveness of each recommendation.

Customer Satisfaction Metrics

Net Promoter Score (NPS): Gauge guest loyalty by asking how likely they are to recommend the hotel.
Guest Satisfaction Surveys: Conduct post-visit surveys to gather feedback on specific areas, such as room quality, staff interaction, and amenities.
Online Review Monitoring: Track improvements in ratings on review platforms like TripAdvisor and Google, aiming for a 10% increase within the first year.

Operational Efficiency

Feedback Response Time: Track average response times to guest feedback and aim for a 24-hour resolution goal.
Employee Turnover Rates: Monitor staff turnover; a reduction by 15% within the first year would signify improved retention (Lewin 1947)



Financial Metrics

Revenue Per Available Room (RevPAR): Track improvements in revenue per room to see how satisfaction efforts translate to profitability.
Cost-Benefit Analysis: Quarterly reviews to ensure the implemented changes are yielding benefits proportional to costs.
Expected Benefits
Improved Guest Satisfaction and Ratings: Enhanced service quality and modernized amenities are expected to elevate guest ratings, narrowing the gap between Marriott and competitors.
Increased Revenue: Value-added packages and improved occupancy rates, combined with competitive pricing, will boost revenue.
Environmental Impact: Sustainable practices will not only reduce operational costs over time but also attract eco-conscious travellers, positively impacting Marriott’s brand image.

Implementing these changes can bring numerous advantages, ultimately leading to long-term success and sustainable improvements in guest satisfaction and profitability. (Kotter 1996)
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	Problem         
	Solution
	Desire outcome
	Time scale
	Budget

	
	
	
	
	



	Inconsistent Service Quality
	Implement comprehensive staff training on service standards, with quarterly refreshers.
	Improve guest satisfaction and consistency in service quality, leading to higher ratings.
	Initial training: 1 month; ongoing quarterly sessions.
	€10,000 annually



	Outdated Digital Systems
	Introduce mobile check-in, digital room keys, and a virtual concierge app.
	Enhance guest convenience, reduce wait times, and improve tech-driven experiences.
	3 months for pilot, full implementation in 6 months.
	€30,000 initial setup; €5,000 annually for maintenance



	Aesthetic Appeal and Room Quality
	Renovate rooms and common areas, focusing on modern, energy-efficient design.
	Increase guest satisfaction with room quality and ambience, attract new bookings.
	Phase 1: 6 months; Phase 2: 1 year for full implementation.
	€300,000 over 2 years



	Limited Feedback Mechanism
	Appoint a feedback manager and set up automated feedback requests post-stay.
	Ensure prompt responses to feedback, identify and address issues quickly.
	1 month for setup; ongoing.
	€15,000 annually



	Uncompetitive Pricing
	Adjust pricing structure based on competitor analysis and offer value-added packages.
	Attract more bookings with competitive pricing and enhanced value offerings.
	Initial adjustment: 2 months; monitor and update quarterly.
	€5,000 initial marketing and adjustments



	Lack of Sustainable Practices
	Implement energy-efficient lighting, reduce single-use plastics, and obtain green certification.
	Improve brand image, attract eco-conscious guests, and reduce operational costs over time.
	6 months for initial steps; full implementation in 1 year.



The action plan for the Frankfurt Marriott Hotel offers a structured way to resolve key issues. Action plan could help impacting guest satisfaction and competitive standing. By addressing inconsistent service quality, outdated digital systems, and room aesthetics, the plan prioritizes areas that most directly influence guest experience and reviews. The service quality enhancement through staff training ensures that every guest encounters a high standard of service, aligning with the brand’s reputation as a luxury hotel. These improvements are expected to promote the overall guest experience, this could positively impact online ratings and reviews over time. (Tsang 2007)
Our  action plan promote investment in digital amenities, such as mobile check-ins and virtual concierge services. Complementing these digital upgrades, aesthetic renovations across rooms and public spaces are designed to enhance the hotel’s atmosphere, aligning the facility’s appearance with guest expectations of a premium, modern environment. (Kandampully and Suhartanto 200)
Introducing a dedicated feedback management system will further bolster the hotel’s responsiveness to guest needs. This feedback loop allows for continuous service improvements, building a reputation of attentiveness and adaptability, which is crucial in a competitive market.
Additionally, the recommended adjustments to the hotel’s pricing structure aim to enhance its appeal within Frankfurt’s hospitality market. By offering competitive rates and value-added packages, the Marriott can attract both new guests and repeat clients without compromising on profitability. This adjustment aligns the hotel with local pricing trends, particularly given the competitive landscape created by high-rated but lower-cost competitors like Premier Inn. (Rhee and Yang 2015) 
Lastly, the commitment to sustainable practices is both a response to industry trends and a proactive step in meeting increasing guest expectations around environmental responsibility. By integrating energy-efficient solutions and reducing plastic waste, Marriott not only enhances its brand image but also realizes long-term operational savings. (Mohammad and Rashid 2016)
[bookmark: _Toc182330452]5. Conclusion
In conclusion, this consultancy report has carefully analysed the Frankfurt Marriott Hotel’s current challenges and proposed recommendations to improve guest satisfaction, competitive positioning, and operational effectiveness. Through this analysis, it became evident that while Marriott maintains a strong reputation in the hospitality industry, a few key areas require attention to strengthen its position in Frankfurt’s competitive market.
A primary issue identified was Marriott’s service quality consistency, which has been impacted by varying levels of staff training and engagement. This is crucial, as service quality is a very important feature of guest satisfaction, particularly in luxury hospitality. Implementing comprehensive, ongoing staff training will ensure that service standards are consistently met, helping the hotel increase guest satisfaction, improve ratings, and, ultimately, drive repeat business.  (Kim and Ok 2010)
Furthermore, the report highlighted the importance of modernizing digital services. With many travellers increasingly expecting mobile convenience, enhancements such as mobile check-in, virtual concierge services, and digital room keys will make a significant difference in guest experience. Such upgrades not only provide convenience but also streamline operations, allowing the hotel staff to focus on more personalized guest interactions. Digital transformation in hospitality is no longer an option but a need and embracing this shift will align Marriott Frankfurt with modern guest expectations, enhancing its appeal among both business and leisure travellers.
The infrastructure and room aesthetics were also examined, revealing that certain upgrades would substantially improve the hotel’s attractiveness and overall guest satisfaction. A phased renovation of guest rooms and public spaces will create an environment that reflects the high standards expected from the Marriott brand. These improvements are projected to boost the hotel’s marketability and guest experience, directly addressing areas highlighted in guest feedback. (Ye et. Al 2009)
The report also recommended refining Marriott’s feedback management approach, as real-time feedback mechanisms enable the hotel to promptly address guest concerns and implement improvements in a timely manner. An investment in feedback technology and a dedicated feedback manager will help Marriott stay responsive to guest needs, foster loyalty, and encourage positive online reviews that enhance its digital reputation.
Competitive pricing adjustments emerged as an additional recommendation to help Marriott position itself more effectively against competitors like Premier Inn. By offering flexible pricing and value-added packages, the hotel can attract cost-conscious travellers without diluting its premium positioning. This strategy will allow Marriott to appeal to a broader range of guests while retaining a focus on delivering value. (Oliver 1999)

Finally, the report emphasized the importance of sustainability initiatives, which have become a critical aspect of guest expectations in the hospitality industry. By incorporating eco-friendly practices, such as reducing plastic use and implementing energy-efficient lighting, Marriott can attract environmentally conscious guests and reduce operational costs over time. This not only aligns with industry trends but also demonstrates Marriott’s commitment to responsible hospitality, enhancing its brand image.  (Cross et. Al 2009)

We would like to extend our gratitude to the Frankfurt Marriott Hotel for the opportunity to collaborate on this project. Your openness and commitment to improvement made this analysis both productive and insightful. We are confident that the recommendations outlined in this report will provide a solid foundation for continued growth, higher guest satisfaction, and enhanced market competitiveness. Implementing these strategies will allow Marriott to strengthen its position as a leading hotel in Frankfurt, meeting modern traveller expectations while upholding the brand’s reputation for excellence

Should you need further assistance in implementing any of these recommendations or have additional areas you wish to explore, our consultancy team remains at your disposal. We look forward to seeing the positive impact of these changes and hope to work with Marriott again on future projects. Thank you for entrusting us with this meaningful endeavour.
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