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Executive summary 

The Negresco Hotel is situated on the Promenade des Anglaise and is renowned for its unique architecture. It was built in the early 20th century and is classified as a National Historic Monument. The hotel's distinctive, pink-domed exterior is a landmark in Nice and reflects a blend of neoclassical and Belle Époque architectural style. The hotel offers a range of luxurious accommodations, including rooms and suites with elegant decor and modern amenities. Each room is uniquely designed, contributing to the overall charm of the hotel. The Negresco is known for its impressive art collection, featuring a diverse range of paintings, sculptures, and antiques. The art collection spans various periods and styles, creating a museum-like ambiance within the hotel. The hotel boasts several dining options, including the Michelin-starred restaurant "Le Chantecler," which offers gourmet cuisine. The "La Rotonde" brasserie, known for its carousel-themed decor, provides a more casual dining experience. Guests can enjoy luxury amenities such as a spa, fitness center, and a private beach. The hotel provides personalized services to cater to the needs of discerning travelers. The Negresco is a popular venue for events, conferences, and weddings. Its opulent and historic surroundings make it an ideal choice for special occasions. The Negresco Hotel has played a significant role in the cultural history of Nice. It has hosted celebrities, dignitaries, and artists over the years, contributing to its reputation as an iconic destination. Negresco Hotel is owned by the Augier family and has received numerous awards and accolades for its excellence in hospitality and preservation of cultural heritage.
Prime Solutions Consulting, a management consulting firm, uses several strategic frameworks to analyse and resolve The Negresco Hotel's challenges. Practitioners use frameworks, including STEEPLED Analysis, SOAR Analysis, and TOWS Analysis (Johnson et al., 2020). STEEPLED Analysis assesses the external factors impacting The Negresco Hotel, which include socio-cultural, technological, economic, environmental, political, legal, ethical, and demographic factors (Serdyuk, 2023). According to George (2021), it offers a holistic appreciation of the macro environment in which the hospitality business is located. A SOAR analysis aims to tap into the strengths and existing opportunities of The Negresco Hotel, deducing them with the aspirations and then finally defining tangible results to drive strategic actions (Cole et al., 2022). It offers an orderly approach to strategic planning, covering the areas of hotel strengths, opportunities, and results, including the aspiration point (Vardopoulos et al., 2023). TOWS Analysis differs from the previous in that it provides strategic options for the business by examining its internal strengths and weaknesses and opportunities and threats from outside (Saleh and Zohry, 2022). Roy (2021) argues that it makes it possible to devise strategies to exploit its strengths and that it can address its weaknesses and external threats. The frameworks should provide Prime Solutions Consulting with a holistic vision that can lead to guidelines and practical conclusions to improve the firm's position and long-term sustainability.
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1. [bookmark: _Toc159664537]Introduction


1. [bookmark: _Toc159664538]Background of The Negresco Hotel

Hotel Le Negresco overlooks the beach and the Promenade des Anglais in Nice. Featuring 400 rooms and suites of the highest quality, The Negresco Hotel boasts of providing guests with an ultra-luxurious and comfortable stay, thus making it suitable for both business and leisure (Revell, 2020). With its proximity to various landmarks, the hotel boasts a favorable position that draws tourists worldwide (Hotel Operation Experts, 2024). Throughout the years, the Negresco Hotel brand has been noticed for being top quality, and the hotel has been awarded for its high-quality service, luxurious facilities, and modern elements (Total Hotel Sales, 2024). Nevertheless, in a more competitive sector, the hotel must deal with the question of how to keep its competitive edge and learn to deal with the changing requirements of its customers (Shi et al., 2021). This paper delves into the main challenges facing The Negresco Hotel for survival in the Nice City hotel industry, where competition intensifies every other day. Strategic proposals are made to prop the firm’s competitiveness and ensure continued success.

[bookmark: _Toc159664539]2. Overview of the issue 

The tourist industry constantly develops, providing The Negresco Hotel with various challenges, potentially risking its market position and profitability. According to Pencarelli (2019), the major problem that is a higher priority of their business is the onslaught of boutique hotels and online accommodation platforms, which provide personalised experience and make travelling simple by offering services like finding a hotel room, paying for it, and creating travel itineraries tailored for the modern travelers’. Besides, customers being more environmentally conscious and expecting advanced technology with seamless integration provide additional issues for The Negresco Hotel to be more flexible regarding adaptation and innovation (Zhang and Liu, 2021). Additionally, the pandemic has aggravated these circumstances, causing occupancy rates to fall, losses of revenue, and increased health regulations and protocols (Kearns, 2022). In those challenges, The Negresco Hotel's strategies must be reconsidered to remain competitive and resilient amid adversities (Ocampo and Ylagan, 2022). This essay examines these challenges and offers strategic solutions, ensuring The Negresco Hotel's sustained relevance and prosperity in the fast-changing New York City hospitality scene.

[bookmark: _Toc159664540]3. Introduction to Prime Solutions Consulting 

Prime Solutions Consulting represents one of the top consultancy firms in the area of business strategies for the hospitality industry. Since its establishment with a decade's worth of specialised practices, the firm's team, which is exceptional in helping hotels and resorts survive unsurmountable challenges and achieve sustainable development, has a record of success (King, 2022). While having a reputation for its novel approach, inspiring solutions, and zeal for quantifiable results, Prime Solutions Consulting is the symbol of excellence among consultancy companies. The analysts of a multi-disciplinary team of Prime Solutions Consulting who possess know-how in diverse fields, including operations management, marketing, finance, and technology, understand the separate complexities of the hospitality industry and the specific problems faced by establishments like The Negresco Hotel (Japutra and Situmorang, 2021). This synthesis then allows the firm to present comprehensive and integrated products to drive the firm’s clients toward success (Allioui and Mourdi, 2023). Acting on the principle of building lean and robust collaborations, Prime Solutions Consulting is in a very close and personal relationship with its clients to better understand their plurality, respect their specificities, and deal with their wishes. The firm equips these establishments with industry knowledge, data analytics, and strategic skills to steal the show amid a competitive industry that is only growing fiercer.

2. [bookmark: _Toc159664542]Analysis

3. [bookmark: _Toc159664543]1 Identification of issues impacting The Negresco Hotel

The Negresco Hotel is at the crossroads of various topics affecting its functioning and performance. The other major factor is the increasing competition in the hospitality industry (Anning-Dorson and Nyamekye, 2020). Stories of the rising market power of boutique hotels and online accommodation platforms let one think that guests will be offered new options with unique experiences and individual services (Chen, Wan, and Yang, 2023). With the fierce competition, The Negresco Hotel's market share and profitability are also threatened. Hence, specific measures must be taken to differentiate the organisation and retain its customers (Bourke, Izadi, and Olya, 2020). To begin with, changing consumer inclinations and expectations is another challenge The Negresco Hotel must confront (Gaur et al., 2021). Luxury travellers in today’s market are no longer interested in superficial comforts; they genuinely want unique experiences, personalised service, and the best technology integration (Clauzel, Guichard, and Damay, 2020). The dynamic demands of maintaining a stationary hotel necessitate implementing changes in The Negresco Hotel's services and guest experience to maintain relevance in a fast-changing environment. 
A failure to pay attention to this might cause the customers' satisfaction to go down and the income streams to decrease. The Negresco Hotel also faces more significant problems due to the COVID-19 outbreak (Zhang and Liu, 2021). The unprecedented scale of the crisis resulted in a dramatic decline in the number of travellers, occupancy rates, and revenue streams (Xie et al., 2022). In addition, strict health and safety techniques, travel restrictions, and economic uncertainty have also worsened The Negresco Hotel's performance and financial sustainability (Sönmez et al., 2020). The Negresco Hotel must navigate the pandemic's complexities to guarantee the safety and well-being of guests and staff.
The Negresco Hotel also needs to work on operational inefficiencies and old-fashioned practices, which stand in the way of delivering a standard that impresses its guests. Drawbacks like complicated check-in/out processes, different quality standards, and outdated amenities lower guest satisfaction and hinder the hotel's reputation (Xu et al., 2020). Overcoming these operational impediments necessitates The Negresco Hotel to optimise its procedures, educate staff, and upgrade its facilities to meet publishers' guests` needs and expectations (Giousmpasoglou and Hua, 2020). The Negresco Hotel's pricing strategy also faces difficulty staying competitive while coping with the market’s variability and cost pressures (Palacio, Santana, and Montoya, 2020). To keep the competition by preserving profitability, The Negresco Hotel would use a strategic pricing approach while considering fluctuations in demand, competitor price strategies, and operational costs (Noel, 2021). A failure to get pricing right may lead to revenue erosion, adversely impacting competitiveness (Pereira-Moliner et al., 2021). Also, The Negresco Hotel faces problems such as sustainability and responsibility towards the environment. As sustainability and environmental care gain prominence, hotel guests look for sustainable measures and initiatives at the premises (Abdou, Hassan, and El Dief, 2020). The refusal of The Negresco Hotel to adopt eco-friendly practices might lead to irreparable damage to its reputation and loss of clientele concerned with sustainability when choosing a travel destination (Abdou et al., 2022). Hence, sustainability issues resonating with The Negresco Hotel brand will help it to win both the reputation and the attention of eco-friendly tourists.
The Negresco Hotel further encounters obstacles involving the application of technology for customer experiences and efficiency improvement. The fast-evolving technologies have redefined how visitors engage with hotels through online booking platforms, in-room automation, and digital concierge (Sharma, Chen, and Liu, 2020) e. Although The Negresco Hotel has antiquated technology platforms and lags in digital capabilities, it still cannot cater to tech-savvy guests and compete with digital-age players. Adopting technology-driven solutions and drenching into digital innovations is critical for The Negresco Hotel to stay on top of the competition and trendy. The Negresco Hotel is a business that is highly impacted by numerous challenges that affect its competitiveness, profitability, and sustainability (Baldi and Megaro, 2023). Overcoming these challenges requires an integrative strategy, which includes developing a plan, operational improvements, technology investment, and a focus on customer satisfaction (Sofi et al., 2020). The hotel can position itself for long-term success by strategically identifying and addressing these challenges and ensuring it will be noticed in the evolving hospitality industry.

[bookmark: _Toc159664544]2.2 Impact assessment of each issue 

Increasing hospitality industry competition poses an enormous risk to The Negresco Hotel's market share and revenue flows. Greater competition from privately owned hotels and online accommodation websites might be due to a fall in occupancy and average daily rates (ADRs) (Floričić, 2020). The Negresco Hotel faces lost revenue and may struggle to get and keep guests as it competes in a saturated market. If the organisation does not evolve with time to meet changing preferences, there can be dissatisfaction among repeat clients or customers (Chittiprolu, Samala, and Bellamkonda, 2021). The modern-day traveller wants superior experiences, personalised services, and seamless technology. The Negresco Hotel cannot swiftly keep up with the changes in customer needs, which are likely to cause negative reviews, repeat customers to bail out, and reputation damage (Lam, Dioko, and Li, 2022). The pandemic that COVID-19 caused brought hitherto unimaginable challenges to The Negresco Hotel's operations and financial stability. The sudden downtrend in bookings, occupancy rates, and revenue pitfalls have strongly eroded the hotel’s financial performance (Andini and Koesrindartoto, 2020).  Strict health and safety regulations, travel restrictions, and economic uncertainties have magnified the situation, making it worse. Hence, The Negresco Hotel has had to resort to cost-cutting, lay off staff, and rethink its operating strategies to move forward.
The Negresco Hotel's performance is affected negatively if it has efficient operating processes and is permeated with outdated practices that could be more helpful for delivering quality guest experiences. Co-lived-in areas in which the check-in and check-out are extended, inconsistent quality of service, and outdated amenities can result in dissatisfaction of guests, and due to negative reviews, the hotel's reputation can get tarnished and even scare the potential guests away (Tovmasyan, 2020). Identifying and improving those issues is essential for The Negresco Hotel in optimising guest satisfaction, loyalty and, thereby, the hotel’s overall profitability (Cristobal, Luengo, and Mora, 2019). Placing The Negresco Hotel in such a situation where it has to balance the demand to stay competitive and the need to sustain its profitability could raise several serious questions. Changing market conditions, cost increases, or customer behaviour shifts often pose issues with pricing strategy optimisation (Khalayleh and Al-Hawary, 2022). If a balance is not appropriately struck, a shortage of revenue and loss of competitiveness may occur, and the market position may be lost. Brand image is one of the assets in the hospitality industry, which is affected by the growing focus on sustainability and environmental concerns (Hussain et al., 2020). If a hotel company like The Negresco Hotel does not follow environmentally friendly practices, it can experience reputation damage and customer loss. Considering the environmental considerations in the modern day, the traveller prefers hotels that sustain the practices and initiatives (Sultan et al., 2020). In this respect, sustainability issues should be addressed, as this will make the hotel more popular among eco-aware guests, help promote its brand image, and make it competitive in the market (Yacoub, 2023). Technology obsolete infrastructure and digital talent shortages are significant obstacles for The Negresco Hotel to deliver the requirements of tech-savvy guests or succeed in the digital marketplace.

[bookmark: _Toc159664545]2. 3 STEEPLED analysis

The STEEPLED analysis constitutes a concrete model to evaluate the external factors influencing The Negresco Hotel's operations and results
.
[bookmark: _Toc159664546]2.3.1 Social Factors

The accommodation necessary to keep up with the changing social attitudes and fancies should be considered by The Negresco Hotel. This is encompassed among the factors that involve population changes, consumer behavior shifts, and cultural preferences (Shah and Trupp, 2020). For example, the emerging trend of the senior population needing accessible housing may bring more and more reservations. Still, Green hotels, which are in line with the trend of environmental awareness, may be more popular.

[bookmark: _Toc159664547]2.3.2 Technological Factors

Technology is the principal player in molding the hospitality industry in this digital age. The Negresco Hotel must constantly be updated on the latest technologies, for instance, mobile check-in/check-out systems, in-room automation, and personalisation of guest experiences via data analytics (Sharma and Bhat, 2022). Using inventive technologies could lead to repositioning the market.

[bookmark: _Toc159664548]2.3.3 Economic Factors

Economic factors, such as GDP growth, consumer price index, and exchange rate, influence the hotel's profit (Weerathunga et al., 2020). Conversely, recessions may provoke a fall in tourism and hospitality spending, and vice versa; an economic boom can increase demand for luxury accommodation and ancillary services.

[bookmark: _Toc159664549]2.3.4 Environmental Factors

Environmental sustainability has become a must for travellers to go for hotels when they make their accommodation choices (Amado dos Santos et al., 2020). Sustainability will be a vital component of the operation of The Negresco Hotel, including energy-efficient lighting systems, water-saving techniques, and waste reduction protocols to reduce environmental impact and attract eco-friendly guests.

[bookmark: _Toc159664550]2.3.5 Political Factors

The stability of political systems and the government's rules and policies can significantly change The Negresco Hotel's strategic decisions and operations. Taxation, labour laws, and immigration rules may influence exceptionally recruitment strategy and staffing costs (Salem, Elkhwesky, and Ramkissoon, 2021). Besides that, geopolitics and security issues may intrude on travel patterns and the motivation of travellers to visit a specific destination
.
[bookmark: _Toc159664551]2.3.6 Legal Factors

To comply entirely with all the hospitality industry's obligatory legal norms and standards, The Negresco Hotel must operate within the law. It involves health and safety standards, employment rules, and licensing requirements (Adinugraha et al., 2021). Breaching the legal duties may result in fines, lawsuits, and loss of credibility/reputation.
[bookmark: _Toc159664552]2.3.7 Ethical Factors

Ethical issues like the company’s social responsibilities and fair sourcing practices are integral to modern business practices in the hospitality industry, such as The Negresco Hotel. Besides boosting the hotel's profile, ethical business practices also help build customer loyalty and trust.

[bookmark: _Toc159664553]2.4 SOARS analysis

[bookmark: _Toc159664554]2.4.1 Strengths

The Negresco Hotel is an excellent option because of its strategic location downtown, close to a wide variety of clientele looking for convenience and proximity. The hotel has achieved a brand reputation that is second to none regarding quality, exceptional service, luxury, and guest satisfaction (Wirtz, Holmqvist, and Fritze, 2020). The Negresco Hotel is known for its team of professional and committed staff members. These team members will help create guest experiences that will be remembered (Bharwani and Mathews, 2021). The Negresco Hotel offers guests various dining selections, a rooftop pool, and event venues of different sizes. These amenities complete a luxurious stay for guests.

[bookmark: _Toc159664555]2.4.2 Opportunities

The Negresco Hotel can extend its market potential and reach new client segments such as business travellers, families, and international tourists. Utilising state-of-the-art technologies like electronic check-in/check-out systems and customised guest experience can positively impact the company's competitiveness and attractiveness (Ferreira, Dias, and Cunha, 2020). Implementing sustainable practices like energy-efficient lighting and waste reduction activities is an excellent example of The Negresco Hotel that can help the hotel stand out and appeal to environmentally conscious guests (Scholz, Linderová, and Konečná, 2020). Establishing strategic alliances with nearby businesses, attractions, and event organisers can expand The Negresco Hotel's strengths and provide a wide range of customer experiences.
[bookmark: _Toc159664556]2.4.3 Aspirations

The Negresco Hotel aims to offer the most memorable guest experiences in the market, far beyond the level of satisfaction and through loyalty creation among its clients. The hotel intends to be ahead of industry trends because it uses innovative and technological methods to become more efficient operations and enhance guest satisfaction (Nam et al., 2020). The Negresco Hotel aims to implement sustainable practices and initiatives that limit its negative imprint on the environment and contribute to a green future (Ocampo and Ylagan, 2022). The hotel's aspirations focus on growth and expansion locally, its visibility in the market, and the range of services it provides to its clients.

[bookmark: _Toc159664557]2.4.4 Results

The Negresco Hotel's target revenue growth and profits will be obtained by leveraging its competitive advantage and opportunities. Guest service excellence and implementation of sustainable activities can take The Negresco Hotel to a higher level of being a leader and a role model in the tourism sector (Gomez et al., 2020). Utilising innovation, strategic partnerships, and customer-focused initiatives, The Negresco Hotel strives to gain a leadership position and to be the first destination for travellers (Hussain et al., 2020). The Negresco Hotel's strategy aspires to create a winning combination of its aspirations and strategic initiatives to stay competitive in the dynamic and demanding hospitality industry.

[bookmark: _Toc159664558]2.5 TOWS analysis

The TOWS (Threats-Opportunities-Weaknesses-Strengths) analysis gives The Negresco Hotel a strategic understanding of the loci where their strengths will help maximise business opportunities, where the weaknesses will need to be mitigated, and where the opportunities will have to be leveraged. The threats must be countered (Yamagishi et al., 2021). Through TOWS strategies, The Negresco Hotel will create actionable plans, which will be further used by it to fulfil its strengths, mitigate its weaknesses, take hold of opportunities, and negate the threats of the highly dynamic hospitality industry, thus enabling the company to remain competitive and increase its chances for long-term success.

[bookmark: _Toc159664559]2.5.1 Strengths-Opportunities (SO) Strategies

The hotel can use its prime location to its advantage by further collaborating with local service providers, attractions, and organisers of events to create distinct guest experiences that will cause an influx of new customers. Expanding the market reach and exploring new growth opportunities will be based on The Negresco Hotel's strong brand reputation, customer loyalty, and positive customer reviews (Kapoor and Kapoor, 2021). Using modern amenities and cutting-edge technology, The Negresco Hotel can stand out, satisfy clients more, and target the ever-growing segment of tech-savvy travellers looking for high-tech experiences.

[bookmark: _Toc159664560]2.5.2 Weaknesses-Opportunities (WO) Strategies

The Negresco Hotel is making efforts to cover weaknesses such as operational inefficiencies through staff training, streamlining processes, and technology adoption that boost the quality of service and efficiency (Chege and Wang, 2020). Contrary to some eco-sustainability limitations in many parts of today’s hospitality industry, The Negresco Hotel can innovate sustainability practices, reduce the environmental impact, attract environmentally conscious clients, and consolidate and improve its position in the market.

[bookmark: _Toc159664561]2.5.3 Strengths-Threats (ST) Strategies

Despite increased competition, the Negresco Hotel can exploit its well-established brand awareness and customer loyalty by making its unique value proposition, outstanding service, and personalised guest experiences its marketing focus. Through diversifying its products and services, Bourke, Izadi, and Olya's (2020) explanation shows that The Negresco Hotel can reduce the dependence on specific customer segments and adjust itself when consumer tastes evolve or competitive conditions change, which will result in the minimisation of the effect of threats such as slow economic periods or alteration in consumer behaviour.

[bookmark: _Toc159664562]2.5.4 Weaknesses-Threats (WT) Strategies
The Negresco Hotel's strength in coping with threats like economic downturns or increased competition is ensuring operational efficiency through cost optimisation, productivity enhancement, and service delivery. It can help the hotel to stay profitable even during a challenging period (Yacoub and ElHajjar, 2021). The Negresco Hotel can defend itself from pricing pressure with the correct pricing mix by fixing its pricing strategy, researching the market, and implementing dynamic pricing models to be competitive and maintain profitable prices in the long run.
[bookmark: _Toc159664563]3. Recommendations and Change Management

3.1 [bookmark: _Toc159664564]Detailed recommendations for each identified issue 

[bookmark: _Toc159664565]3.1.1 Intensified Competition
Competitive analysis is essential for The Negresco Hotel to stay competitive. This adds up to discovering which others provide products or services of the same kind and then analysing their strengths, weaknesses, pricing policy, and the potential customers they target. By analysing competitor offerings, customer reviews, and online presence, The Negresco Hotel can get important information about how it can outdo its competitors. To ensure brand differentiation, The Negresco Hotel should prioritise the unique value proposition showing its advantages, e.g., the central location, outstanding service, or distinctive attributes (Zaki, 2022). The Negresco Hotel can do this by establishing target marketing campaigns that communicate its unique selling advantages and target specific guest segments. An online brand is essential for The Negresco Hotel to remain attractive to guests: it is the key to building the future. There are many ways to do this, but getting the maximum number of bookings can be achieved through the optimisation of the online presence of the hotel across various platforms like the hotel website, social media channels, and review sites (Yacoub and ElHajjar, 2021). Promoting positive guest reviews through excellent service, personalised experiences, and follow-up communications is another way of strengthening The Negresco Hotel's online reputation and recognising prospective visitors.

[bookmark: _Toc159664566]3.1.2 Changing Consumer Preferences

To meet the changing consumer tastes and attain higher levels of guest satisfaction, The Negresco Hotel must conduct market research and ask the guests for their feedback. Therefore, this involves undertaking various market surveys to track the variation of customer tastes and preferences and meet changing trends and maturing guests’ priorities (Yamagishi et al., 2021). In addition, asking customers' opinions directly via surveys, reviews, and direct comments is crucial for improving and upgrading the hotel’s amenities and services. The system of guest profiling in The Negresco Hotel will be personalised to capture the individual’s history of preferences, special occasions, and past interactions. This system helps the hotel customise its offerings to the requirements of each of its guests and improve the overall guest experience and loyalty (Zaki, 2022). Creating customisable packages that include amenities and dining assures that guests are treasured accordingly and feel well taken care of.
Being sustainable should be included among The Negresco Hotel’s initiatives to attract environmentally mindful tourists and to stay in phase with modern consumer values. Similarly, this means adhering to sustainability principles such as efficient lighting systems, recycling, and purchasing locally-made amenities (Yamagishi et al., 2021). Consistent communication of The Negresco Hotel's sustainability commitment through marketing materials, signage, and interactions with the guests will strengthen the hotel's brand values and, accordingly, the demand from eco-conscious guests. Notably, the guest experience may be improved significantly by integrating technology solutions into guest services. The Negresco Hotel should invest in mobile check-in/out technologies, digital concierge services, and virtual room tours to make guest communication/reception effective and service efficiency efficient (Zhang and Liu, 2021). Data analytics based on data leveraging helps the hotel to nip customer tastes in the bud, recommend items, and personalise marketing campaigns, improving the guest experience and increasing customer loyalty.

[bookmark: _Toc159664567]3.1.3 Impact of COVID-19

To ensure their guests and staff members' proper health and safety, The Negresco Hotel should undertake robust health and safety policies in alignment with local regulations and guidelines. This would include intensifying the cleaning processes, setting up social distancing measures, and ensuring that the use of PPEs is mandatory where applicable. Staff should be fully aware of the correct hygiene practices, sanitisation rules, and emergency response mechanisms to ensure a healthy and safe environment (Floričić, 2020). Having flexible booking policies is crucial to accommodate travellers who may need to change plans and provide peace of mind for those who proceed to travel but do not know yet what is going on. The Negresco Hotel should keep the guests posted about all the measures that are being taken for their safety, flexibility (in terms of booking changes and cancellations), and policy updates through different means of communication, such as website updates, email communications, and social media channels (Zhang and Liu, 2021). This is good for trust and confidence among the guests, resulting in bookings and creating loyalty among the guests.
Adjusting service offerings and avoiding contact points is paramount to ensure compliance with social distancing measures in the current surroundings. Possible examples include touchless check-in/out processes, door-to-door drop-off, and virtual amenities that provide a safer and more pleasurable guest experience (Giousmpasoglou and Hua, 2020). Searching new revenue sources, namely off-site dining, virtual events, or wellness packages, could alleviate the lost revenues caused by reduced occupancy and cook to the customers’ new expectations. To deal with expected crises or emergencies, The Negresco Hotel creates a complete crisis communication plan that should be implemented, which includes protocols for managing guest inquiries, addressing concerns, and responding to emergencies (Floričić, 2020). Setting up communication channels like hotlines, email addresses, and social media monitoring enables the hotel to support and communicate with guests efficiently and on time during difficult situations such that the guests can trust the hotel's intentions and that they prioritise the safety and well-being of the guests.

[bookmark: _Toc159664568]3.1.4 Operational Inefficiencies

The Negresco Hotel shall start by scrutinising the entire operating system using a system audit to uncover every procedure, ranging from check-in/out procedures to housekeeping operations. This audit will assist in finding clogs, duplications, and ineffectiveness that may be the source of hiccups in the system (Amado dos Santos et al., 2020). Equipped with a definite picture of these challenges, the hotel can simplify processes via automation, standardisation, and workflow improvements. The hotel can deliver greatly heightened guest satisfaction by reducing wait times, optimising accuracy, and increasing general productivity. Funding training and development initiatives for the staff should be seen as critical for the employees to acquire the necessary skills and improve their proficiency in delivering quality service (Giousmpasoglou and Hua, 2020). Therefore, these programs should target service quality, communication skills, and problem-solving strategies. Moreover, providing training to cross-staff will, in turn, increase the diversity of skills within the organisation, thus enhancing flexibility and adaptability.
Technology integration constitutes the backbone of hotel operations, making them practical and efficient. In this case, systems like property management systems (PMS), customer relationship management (CRM) software, and communication tools can help to automate tasks, improve communication, and increase the overall productivity level (Revell, 2020). In addition, as a subsidiary of The Negresco Hotel, it is possible to use data analytics to identify trends, track performance metrics, and optimise resource allocation for improved operational excellence. Developing a continuous improvement and innovation spirit among the staff members is the key to sustaining the desired progress. The Negresco Hotel should take employees’ feedback, support them in achieving more, and reward their process enhancements to develop the employees' sense of ownership of the operational results (Nam et al., 2020). The adoption of ongoing performance assessment processes, comparison with peers' results, and setting resulting objectives safeguard the congruence of performance with the goals of the established organisation and promote better overall efficiency and customer satisfaction levels (King, 2022). Through process optimisation of staff and technology integration, a culture of continuous improvement, and implementation of staff training, The Negresco Hotel can be oriented towards operational excellence and deliver consistently excellent guest experiences
.
[bookmark: _Toc159664569]3.1.5 Competitive Pricing Challenges

The pillar elements of a pricing strategy are the rationalisation and reorientation of the firms, in addition to the Negresco Hotel’s revenue optimisation and guest satisfaction. First, conducting a comprehensive evaluation of The Negresco Hotel’s pricing strategy, which considers the room prices, package prices, and additional services, means the hotel’s price is in the market demand trend and is aligned with its competitors (Revell 2020). It must be dynamic, progressive, and changing to respond to changing marketing conditions. Dynamic pricing models ought to be implemented to maximise profits following demand variation or seasonality or when it occurs due to competitor action. In this way, the cheapest price adjustment impacts the value of the revenue and occupancy of the Negresco Hotel concerning the demand and competitor's prices. This allows for better profit without compromising competitiveness. The other product placement strategy to increase the appeal of the Negresco Hotel brand offerings is premium positioning (Weerathunga et al., 2020). This will be in the form of bundle packages, guest amenities, and privileges for guests. It will incorporate optional breakfast at no cost, spa credits, or local experience.
Marketing materials, website content, and guest interactions will become essential for illustrating and selling such competitive advantages, higher prices, and the company's positions above rivals. Programs of loyalty and reward are crucial factors for customer retention and inspiring customers to return again and again previously (Vardopoulos et al., 2023). The fact that the program will afford participants such advantages as discounts, exceptional benefits, and other upgrades will tremendously increase its retention rate and subsequently bring incremental revenue and better connections with loyal customers. A concrete example of the approach to increase online shopping during off-peak hours and the moment is the right one is developing unique campaigns and discounts (Weerathunga et al., 2020). Calculated revenue, demands, and total market share of each guest sector are collected by the segmentation data and booking patterns, which will be the basis of the marketing campaigns, including leisure discoverers, business travellers, and families. 

[bookmark: _Toc159664570]3.2 Change management strategies 

Change management strategy contributes to its implementation strategy's success in The Negresco Hotel. The pillar of any successful transformation initiative is clear communication. The Negresco Hotel must ensure that the entire group of stakeholders knows the reasons for the change, the targeted results, and their roles in the process (Wirtz, Holmqvist, and Fritze, 2020). Transparent communication helps control expectations and reduce the workforce’s resistance to change. Further, stakeholder involvement develops the feeling of possession and participation throughout the change process. The Negresco Hotel should strive to actively solicit comments from employees, managers, and guests and work towards giving them a say in decision-making (Vardopoulos et al., 2023). Such involvement ensures increased buy-in and support for the proposed changes. Training and development programs become very useful because employees have the right tools and knowledge to adjust to the new processes and technologies. The Negresco Hotel needs robust training programs to equip employees with the skills to appropriately adopt the new systems, methods, and customer service standards. Leadership buy-in is necessary to change initiatives in the right direction (Vardopoulos et al., 2023). The core of the management in The Negresco Hotel is the core changes, providing guidance and examples. This type of leadership promotes an atmosphere for change and increases employee interaction.
Designating change champions from the totality of the hotel’s staff can help the change process emerge at the grassroots level. These people become the champions of change, offer assistance to their friends, and model a positive attitude in addressing problems that creep up as the transition occurs (Wirtz, Holmqvist, and Fritze, 2020). Feedback Mechanisms enable the Negresco Hotel to collect views and ideas from stakeholders, monitor the progress, and make necessary amendments if needed. Feedback sessions, Surveys, Performance reviews, and other methods provide the organisation with valuable information regarding the efforts to make changes and enable the Negresco Hotel to address any issues promptly. Acknowledging and viewing milestone events and successful changes as rewarding forces positive actions and fosters employee dedication to the change process. The Negresco Hotel should recognise and motivate people and fillies to complete the changes implemented (Vardopoulos et al., 2023). The Negresco Hotel can successfully address organisational transitions, reduce resistance, and obtain a sustainable shift by implementing the proposed recommendations using these change management tactics.

[bookmark: _Toc159664571]3.3 Measurement of success rates 

[bookmark: _Toc159664572]To assess the practical effectiveness of the recommended solutions, The Negresco Hotel should build a set of key performance indicators (KPIs) that align with its strategic objectives. Moreover, these KPIs will likely include such metrics as occupancy rates, RevPAR (revenue per available room), guests' satisfaction scores, and staff engagement levels (Tovmasyan, 2020). Measurements and evaluation of these KPIs regularly provide insight into the effects of change within the organisation and allow for the establishment of the desired results. Furthermore, the hotel should also take qualitative measures of what guests and employees think about implementing those recommendations to evaluate the perceptions and experiences. This feedback may allow The Negresco Hotel to comprehend the areas needing improvement and use them in future decisions (Wirtz, Holmqvist, and Fritze, 2020). By studying the quantitative data and the qualitative feedback, The Negresco Hotel can better evaluate the results of the suggested measures and make adjustments where necessary to achieve ongoing improvements and eventual success.

4. Action Plan

	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Planned Budget
	Completion Date

	1
	Operational Efficiency
	Simplify processes, adjust staffing levels, and provide comprehensive training (Tovmasyan, 2020).
Streamline procedures, assess staffing needs to align with demand, and implement thorough training programs to ensure staff competency and enhance operational efficiency.
	Consistent and high-quality service delivery; improved operational efficiency; enhanced guest satisfaction
	Training: 3 months; Implementation: 6 months; Evaluation: Ongoing
	Training costs: $50,000; Process adjustment: $20,000; Staffing adjustments: $30,000; Total: $100,000
	Ongoing

	2
	Technology Adoption and Digital Transformation
	Implement mobile check-in/check-out options; upgrade website and booking platforms; utilise data analytics (Wirtz, Holmqvist, and Fritze, 2020).
Integrate mobile-friendly features, modernise digital platforms, and utilise analytics tools to optimise guest experience and operational efficiency.
	Enhanced guest experience; streamlined operations; competitive advantage in the digital era
	Implementation: 4 months; Evaluation: Ongoing
	Technology upgrades: $80,000; Data analytics implementation: $40,000; Total: $120,000
	Ongoing

	3
	Sustainability Initiatives
	Adopt energy-saving techniques, reduce waste, and use environmentally friendly products (Xu et al., 2020).
Implement energy-efficient practices, waste reduction strategies, and source eco-friendly products to minimise environmental impact and promote sustainability.
	Attract eco-conscious travellers; differentiate in the market; contribute to environmental conservation.
	Implementation: 6 months; Evaluation: Ongoing
	Sustainability initiatives: $60,000; Eco-friendly product procurement: $20,000; Total: $80,000
	Ongoing

	4
	Market Growth and Development
	Target new clientele categories, offer customised packages, and establish tie-ups with local establishments (Xu et al., 2020). Identify potential customer segments, tailor offerings to their preferences, and collaborate with local businesses to create unique packages, attracting diverse clientele and fostering community partnerships.
	Expansion of customer base; increased market share; revenue growth
	Implementation: 8 months; Evaluation: Ongoing
	Marketing for new clientele: $50,000; Customized package development: $30,000; Total: $80,000
	Ongoing

	5
	Pricing Strategy Revision
	Conduct regular market analysis; monitor competitors' pricing strategies; implement dynamic pricing techniques.
	Remain competitive and profitable; achieve profit objectives
	Analysis: Ongoing; Implementation: 6 months; Evaluation: Ongoing
	Market analysis costs: $30,000; Pricing strategy implementation: $40,000; Total: $70,000
	Ongoing

	6
	Guest Experience and Reputation Management
	Ensure excellent guest experiences and proactive customer service and engage in community outreach programs (Yacoub and ElHajjar, 2021).
Deliver personalised service, anticipate guest needs, and participate in community initiatives to cultivate positive relationships, enhance guest satisfaction, and contribute to local engagement and goodwill.
	Enhanced reputation; increased guest loyalty; positive word-of-mouth referrals
	Implementation: Ongoing; Evaluation: Ongoing
	Community outreach programs: $20,000; Guest experience enhancement: $30,000; Total: $50,000
	Ongoing




Conclusion

The consultancy report determined several main findings that should be considered for The Negresco Hotel’s strategic development. First, there is an urgent need to standardise operational processes involving staff resourcing and training. Consequently, service is delivered regularly and consistently at a high quality. Additionally, interfacing with adopting technology, like implementing mobile check-in/check-out options and upgrading digital platforms, is equally essential for the guest experience and operational efficiency. Additionally, The Negresco Hotel should implement sustainable initiatives, such as energy efficiency and waste management, that are eco-friendly, thus attracting environmentally conscious tourists and earning market distinction. 
Winning over different categories of clients, revising the pricing strategies, and delivering exceptional customer service are the means of this business's potentiality and profitability. Also, a great community outreach program and attention to a pleasing guest experience influence the reputation that enhances guest loyalty. After examining all the different factors, the significant findings highlight the need to eliminate operational inefficiency, utilisation of technology, focus on sustainability, seek new markets, revisit pricing strategies, and enhance guest experience and reputation management to have an edge in the industry and be competitive in the hospitality sector.
The collaboration between Prime Solutions Consulting and The Negresco Hotel is a strong point as the firm intends to explore potential future benefits to the companies jointly for mutual growth and prosperity. Beyond the consulting services the firm offers, a relationship grounded on a joint aspiration and appreciation of excellence as the hallmark of the hospitality industry is valued. Additionally, developing communication channels and transparency is also integrated. Thus, community engagement is facilitated through close work with the leadership and staff of The Negresco Hotel. This collaborative approach will provide the platform for collective intelligence and knowledge to bring about transformation and attain strategic impact. In addition, Prime Solutions Consulting is committed to continuing to assist the client with implementation and advice beyond the time of the firm’s involvement. The company aims to be ahead of emerging trends and cutting-edge solutions to align with the dynamic hospitality industry. This enables them to provide custom strategies that mitigate challenges and seize opportunities. The Negresco Hotel cooperation is viewed as a long-term relationship based on trust, integrity, and mutual hopes and aims. Prime Solutions Consulting remains focused on building future partnerships as customers expand into new markets, services evolve, or technologies are updated.
Prime Solutions Consulting supports The Negresco Hotel in taking the proposed sustainability approach to help the company grow and compete better. This proactivity means the company responds quickly to operational issues and takes advantage of opportunities to improve The Negresco Hotel's overall performance. The Negresco Hotel could increase guests’ satisfaction, optimise the operation, and reinforce market share by accepting change and using such opportunities. The successful execution of these suggestions goes beyond just delivering the benefits to The Negresco Hotel itself; it also creates an environment of innovation and constant advancement. For the hotel, it is crucial to act promptly and cleverly to remain on the leading edge of a turbulent hospitality market.
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