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[bookmark: _Toc150799654]Executive Summary
Hotel Interlaken is a Switzerland-based hotel that operates in Nice City in France. The study mainly starts with the company's background and the services it offers. However, the brief discussion of the employed consulting firm is highlighted. here are critical issues that most customers are facing while going to take the service from this hotel. The purpose of this study is to understand the existing issues faced by Hotel Interlaken, the strategic situation of this hotel and identify an innovation strategy to ensure a sustainable future. The major issues that the company are currently facing to manage customer, offering room facility, lack of language efficiency by the employees and staff to manage customers, lack of training facilities to provide quality services and less activity in digital marketing. However, there is also stiff competition from local hotels where the overall business is impacted. The current inflation rate is 2.1% which has some impacts on profitable growth for the company (Heritage, 2023). It is observed that the inflation rate in the hospitality industry has a great impact on increasing costs. For this reason, the overall cost of goods and other related materials increased forcing the hotel to increase the price. However, customers never appreciate the service at higher prices from the hospitality industry.
Pestle’s analysis reflects that there is good potential for digital marketing as almost 945000 people are living in Nice City. According to Statista (2023), the daily internet usage percentage in France is 82% so it can be said that almost 774900 people use the internet from Nice City. However, the language issue is an impactful factor observed in the analysis as the staff of Hotel Interlaken do not consider it as a priority and this leads to poor customer experience, especially for those who speak English and other languages rather than French. This study is performed to analyse the internal and external factors to find the impact of those challenges where the management needs to be more proactive. There are strengths, weaknesses, threats and opportunities of Hotel Interlaken that are identified by using the SWOT analysis. The intention of applying SWOT is to identify the internal factors that might hinder the overall performance of the hotel. There are some adverse reviews published on different websites related to hotel bookings such as Trip Advisor, Expedia, booking.com etc. The analysis of these reviews from these sites gets the priority to grab the opportunities.  Besides, TOWS analysis is also performed to minimise threats, get competitive advantage from the opportunities, give more focus on strengths and reduce the remove the weaknesses. After identifying all the challenges, the proper analysis is performed to set the sustainable strategy. Considering all the internal and external factors in light of PESTEL, SWOT and TOWS analyses will lead the hotel management to a strong strategic position. The overall reputation of the hotel fell due to poor service experience by the customers from Hotel Interlaken. However, the overall analysis is performed to find out the areas where further improvements can be made and a better strategic plan can be developed accordingly. 
Some recommendations based on the analysis are suggested at the end of this study so that the management can take proper initiative to overcome those. These recommendations have been provided to support the Hotel Interlaken in overcoming the customer management issues that have been facing recently at Nice City. There are recommendations given in this project where the management of the hotel needs to give high priority. The suggested recommendations were provided with some practical examples from industry-related organisations who solved the problems following similar suggestions. The recommendations have a great influence on management as they are very practical and some of the hospitality organisations have overcome by following those properly. This study covers defining the contemporary customer management issues considering the current and future trends that can impact the business sustainability of Hotel Interlaken. Various environmental analyses are depicted as these have a direct impact on customer management and the brand reputation of any hospitality industry. The hospitality operations need to be conducted in a good manner to mitigate the issues that are facing right now. For a hospitality organisation, customer management is a crucial operation for staff training and skill development to retain an efficient workforce (Belias and Trihas., 2022). To achieve the business objectives of the hotel, improving operational efficacy, quality of room service and attributes are very important. 
Being a consultant it is suggested that Hotel Interlaken at Nice City should pay more attention to local competitors and digital marketing to impact on profitable growth which is depicted in this study. Lastly, the action plan has been produced in this study which works as a blueprint by which Hotel Interlaken can break down its problems and find out possible resolutions and get better outcomes within a set timeframe and cost. Customers have various and distinct preferences and most of these are not permanent either. Moreover, customers’ behaviour might be pretty divergent which influences Hotel Interlaken to focus on customer management (Assaker, 2020). That’s why the Hotel Interlaken should spend more time on understanding their customers and behavioural patterns. So, digital marketing and promotional approaches are suggested to scheme more functioning strategies. In this advancing world, technology is becoming more crucial to engage more customers and improve service quality. In this way, Hotel Interlaken can smartly manage its contemporary issues with strategies to provide superior customer services that will enhance the chance of success. 


[bookmark: _Toc150799655]Introduction 
Hotel Interlaken is a Switzerland-based organisation that has operations in France. This is one of the oldest hotels in Switzerland. However, Hotel Interlaken started the journey at Nice in 1867 and operates from 26 Avenue, Durante 06000 Nice in France (Hotel Interlaken, 2016). With 42 completely renovated and personalised rooms, they are offering the best accommodation. However, they also have a single room for couples or families. As the operation started many years ago, it is one of the oldest hotels in France (Interlaken, 2016). They offer free wifi, family rooms, room service, breakfast, daily housekeeping, non-smoking rooms and 24-hour front desk services.
There are several issues this hotel faces while operating the business from the Branch of Nice in France. The main issues are customer management that the organisation faces in the case of delivering room service, self-serve options and mechanical issues (Digitaladvertisingconsulting, 2023). However, there are room facilities and attributes of the hotel quality where visitors raise questions about maintaining proper standards compared to other hotels. The culture of the hotel varies as some of the staff can not speak English well. Besides, there are some issues like staff are not respectful to sign DND in employee hiring and training issues to cope with the customers. There are also issues to overcome local market competition and the organisation has some lack of digital marketing and promotional approaches. These are identified issues and there might be others that can have a great impact. These issues are problematic for the Hotel Interlaken because it has a great impact on sustainable business operations. From customers review it was identified that the overall room accommodation service was not quite good as the 5 beds were packed so the room facilities and qualities were not quite good.  However, customers’ feedback about the service from the receptionist was not good and there was a clear lack of English language spoken issues as they did not want to speak in it. Some of the customers gave 2 as an overall service rating of that hotel (Tripadvisor, 2023).
There is less focus on digital marketing and promotional approach by Hotel Interlaken. After surfing the company website it is observed that the overall website is not user-friendly and it has less information compared to other competitors' websites like Hotel Malte – Astotel, La Maison Favart, Novotel Paris Les Halles etc. This clearly states that there is less focus on the digital marketing approach and promotion by Hotel Interlaken. As a result, the overall sales of this company from Nice City are getting adversely impacted which might be a great concern for the management to operate the business smoothly. According to Pattisina et al (2023), digital marketing tool ensures the hospitality industry gains a significant competitive advantage. The authors further stated that technological advancements have changed the business landscape in the very remarkable hospitality industry.
As a consultant of Innovative Consulting Firm, it can be said that the overall issues can be resolved by taking proper corrective action. ICF is a UK-based consulting firm located in Cardiff City of the United Kingdom. With a very strong reputation consulting firm supports businesses to mitigate diversified challenges. Various issues need to be solved where this consulting firm will mainly focus. For the Hotel Interlaken issues different strategic plans can be taken to sustain the business. However, this study will also focus on analysing the internal and external factors by using PESTEL, SWOT and TOWS. By using PESTEL the external factors and their impact on the hotel in France can be determined and SWOT as well TOWS will support to development better plan for future sustainability. However, the main rationale of these models is to look at different angles to analyse the problems so that better and sustainable solutions can be ensured.
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Figure 1: Hotel Interlaken overview, source: (Hotel Interlaken, 2016).
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According to reviews in various sources Hotel Interlaken is facing various issues like customer management, and poor quality of room facilities and services (Makemytrip, 2023). There are lack of cooperation from the staff to welcome the guests and poor marketing through digital platforms. For the poor experience in hospitality organisation at Nice the hotel is struggling to gain its reputation and business growth. 
[image: ]
Figure 2: Customer Reviews, (Source: Tripadvisor, 2023)
By analysing the reviews on TripAdvisor (2023), it can be said that the rating is not quite good. Only 8 customers out of 136 provided excellent marks, 20 very good and 35 customers provided average ratings about the overall services. On the other hand, 28 customers who experienced service from the hotel provided poor ratings and the rest 45 customers shared terrible experiences.
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Figure 3: Customer Ratings, (Source: Tripadvisor, 2023)
By doing the research from secondary sources it is identified that the highest rating out of 5 is 3.1 and the Hotel Interlaken obtains it for operating it from a better location and the overall rating for cleanliness is 2.5. However, the service rating is 2.6 and the value rating is 2.7 which indicates a very critical situation for the overall business of Hotel Interlaken in Nice city of France which is very alarming for the company (Tripadvisor, 2023). The positive side of the hotel is to ensure the location in a perfect city where people feel very comfortable to visit which might have a better impact on increased sales.
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	Factors
	Description 

	Political 
	· The government type of France is a Semi-presidential republic (Countryreports, 2023).
· There are criminal records in France that can have a profound impact. Almost 51,180 housebreakings were committed from the report of the number of crimes and offences to the police authorities (Statista, 2023).  
· The score of the corruption perception index is 72 out of 100 which shows a highly corrupted country can harm the business operations of Hotel Interlaken (Transparency, 2023).  

	Economic
	· France’s economy is diversified in all sectors such as tourism, manufacturing and pharmaceuticals and the government has partially or fully privatised several organisations but maintains a robust presence in public transport, power and defence sectors (Heritage, 2023). 
· The current GDP of France is $51,364 per capita and trade freedom is 78.6% with investment freedom is 75% (Heritage, 2023). 
· The current inflation rate is 2.1% (Heritage, 2023). 

	Social
	· The total population is 67.5 million (Heritage, 2023) and the total number of people in Nice City is 945000 (Populationstat, 2023). 
· The unemployment rate is 8.0% (Heritage, 2023).
· The main language is France.
· As of 2022 statistics the literacy rate in France is 99% (Wisevoter, 2022).
· Buying trends of people increased from COVID-19 and brand market share has declined relaxing to reasonable-priced brands and private labels (Mckinsey 2023). 
· Covid-19 alters the spending behaviour of consumers in France where almost 40% of people reduce their spending, 33% put money into saving and 16% of people spend in investment for safety. France is one of the tourist destinations but suffered the third-highest tourism loss after the US and Spain for COVID-19 (Statista, 2023). 

	Technological
	· The government of France is cautiously accelerating digital transformation and they want to increase the 5G share of the smartphone market by 2028 before reaching 85% (Statista, 2023). 
· Internet users are 59.94 Million (Kemp., 2023). Daily Internet usage is 82% (Statista, 2023).

	Legal
	· Labour freedom is 59.2% (Heritage, 2023). 
· Business freedom is 78.2% (Heritage, 2023).
· Property rights are 93% and government integrity is 75.5% which might impact the business positively (Heritage, 2023). 
· However the tax burden of France is 52.9% but investment freedom is 75% which will increase the business of Hotel Interlaken  (Heritage, 2023).

	Environmental
	· More concern about air pollution from vehicle emissions and water pollution from urban wastage and agricultural runoff (Countryreports, 2023). 
· France Aims to ensure Zero deforestation by 2030 (Belmaker., 2019).



Table 1: PESTEL Analysis, (Source: Self Adapted, 2023)


The impact on issues faced by the hotel:
There are several issues faced by the hotel and these issues occur for several reasons. These are analysed below: -
Customer management issues for Room Facilities and Room Service:-  From the PESTEL analysis it is identified that 67.5 million people are living in France and 945000 people live in Nice City which indicates the hotel gets a lot of pressure from customers to give accommodation services (Populationstat, 2023).  For this reason, the overall facilities and service are impacted.
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Figure 4: Guest reviews from Booking.com, (Source: Booking, 2023)
From Figure 4, it is observed that overall 1417 reviews were published by customers where they had some issues with facilities, comfort, and cleanliness. So, the management needs to look into those issues to overcome the challenges of making the customers satisfied with the services (Booking, 2023).
Hotel management culture such as language barrier: Their mother tongue is France and the culture also gives priority to this language. For this reason, some customers who are from different languages, especially English Spoken suffer a lot (Esfehani and Walters., 2018). 
Local market competition and lack of digital and promotional marketing activities: Though there are almost 59.94 Million internet users in France but still Hotel Interlaken have lacks digital and promotional marketing efforts (Kemp, 2023). However, the local market competition is taking advantage by giving more focus to digital marketing.
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	Strengths 
	Weaknesses

	· Strong marketing policies and a larger customer base in Switzerland as it is one of the oldest hotels.
· Highly differentiated products or services including 42 renovated and personalised rooms such as non-smoking areas, equipped with an electric kettle for free coffee and tea, cable-TV with flat screen, desk with free wired internet as well as WIFI and so on (Hotelinterlaken, 2023). 
· This 2-star hotel has modern facilities with a great atmosphere and the best accommodation for all classes of people (Tripadvisor, 2023).
· This hotel is well-known for adventure and it's the flawless destination in Switzerland for all tourists who desire to enjoy an adrenaline rush. 
· It has a higher brand reputation and strong internal resources. 
· They provide full flexibility and independence to their employees. 




	· Less focus on digital marketing and promotional approach.
· Staff are not trained enough which results in delays in service delivery to customers (Tripadvisor, 2023). 
· Stiff competition from the local market may reduce the profitability of Hotel Interlaken increasingly (Hospitalitynet, 2023).  
· Poor room facilities may increase customer dissatisfaction scores. 
· The absence of in-room technologies might reduce brand exposure. 
· Staff are inexperienced which can raise issues in customer management (Tripadvisor, 2023). 
· The online reviews of this hotel are very low which can be a threatening issue to promote sales. 
· Lack of delivering standard service quality.

	Opportunities 
	Threats

	· Exploration of market potential by exceptional customer services which can improve cross-selling strategies. 
· Flexible pricing may enable Hotel Interlaken to have untapped opportunities to beat local competitors in the hospitality industry (Skyscanner, 2023). 
· This hotel can develop service delivery by arranging training for its staff (Luo et al., 2019). 
· The strong sales pipeline may help Hotel Interlaken to track potential customers and focus more on furnishing and operating business worldwide (Matteucci., 2020). 





	· An inefficient customer management system leads to poor quality in room service and self-service.
· Less focus on user-friendly websites may cause reputational damage to the hotel. 
· Language barriers might affect the service quality as the majority of employees are from overseas (Tripadvisor, 2023). 
· Higher taxation has impact on the business of Hotel Interlaken alarmingly. 
· COVID-19 has affected the profitability of Hotel Interlaken due to the rigidity of the labour market. 



The impact on issues faced by the hotel:
Hotel Interlaken's SWOT analysis demonstrates that the hotel has substantial strengths and opportunities. Since this hotel is one of the oldest hotels in Switzerland, it has enough experience in this industry. According to a SWOT analysis, Hotel Interlaken is currently facing some customer management and training issues which greatly impacted its brand reputation. However, the demand for the hospitality industry is also increasing. To cope with the competitive landscape, Hotel Interlaken has to begin with owning and operating a sustainable business operation (Abedian et al., 2023). Hotel Interlaken also has several risks to continue its operations. If they do not focus on improving room service quality and employee training, it will suffer in the long run in the future. Furthermore, this hotel under grave danger of unfriendly websites and the absence of in-room technologies which can hamper its brand image (Interlaken, 2023). On the other hand, they can avoid obstacles and grab chances if they leverage their strengths. 
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	External Environment
	Internal factors














External factors
	Internal Environment

	
	
	Strengths 
S1: World`s Largest hospitality industry
S2: Strong Brand valuation can positively impact the businesses.
S3: Highly diversified and exceptional service with a prime location in the picturesque Swiss town that can be utilised in the operation of Nice City hotel in France.



	Weaknesses 
W1: Products’ prices intensified and slowed down the supply chain of the hotel. 
W2: Having an inefficient workforce leads to poor customer service.

W3: Tourists reported finding unfriendly customer service at Hotel Interlaken (Assen et al., 2023). 



	
	Opportunities
O1: Focus on employee training to improve service quality. 
O2: Can enlarge to online platform exploring e-commerce sites.
O3: Increase profitability by introducing more differentiated and exceptional service for customers. 
	S1O1: Impact profitable businesses in various countries. 
S2O2: Invest more in digital marketing and online platforms with higher returns. 
S3O3: Develop a strong sales pipeline for the service portfolio. 
	W1O1: To develop a skilled workforce influencing improved customer service and reduced language barriers. 
W2O2: Appoint a professional to control the online platform and deal with customer feedback.
W3O3: Apply a more promotional approach to compete with local brands. 

	
	Threats
T1: Competitors are reducing the price of their services which affects the sales of Hotel Interlaken. 
T2: Hotel Malte – Astotel, La Maison Favart, Novotel Paris Les Halles bringing more differentiation to compete. 
T3: Depending highly on room facilities and attributes means facing a shortage of labour in the future if training is not arranged.

	S1T1: Develop an effective hotel management culture.
S2T2: Boost sales in the competitive market by doing digital marketing and promotional approaches (Brown Epstein, 2022). 
S3T3: Sourcing efficient employees to provide differentiated and unique customer experience.
	W1T1: Appoint skilled CRM to retain skilled employees and solve issues.
W2T2: Develop a strong organisational culture leading to higher guest satisfaction and loyalty. 
W3T3: Organising special management to check service processing at every single moment. 



From the aforementioned table three alternatives can be chosen:- 
S1O1: Impact profitable businesses in various countries
Hotel Interlaken can impact profitable businesses in emergent countries along with its already differentiated service portfolio (Hattangadi, 2023). The businesses can use the variance of product resolutions from Hotel Interlaken. 
S1T1: Develop an effective hotel management culture
Hotel Interlaken has seen the local market competition increase and reduce its products’ demand in certain segmented markets. By fostering an effective hotel management culture, they can improve their service quality and grow the sales margin (TOWS, 2023). 
W3O3: Apply a more promotional approach to compete with local brands
Hotel Interlaken can create business profitability vastly by applying more promotional approaches to provide high-quality service to customers and compete with local brands more efficiently. 
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The Hotel Interlaken from Nice City of France mainly faces customer management issues such as room and self-service, mechanical issues having an impact on hotel quality and attributes, language barriers especially reluctance to speak English with the guests, lack of training to deliver quality service and avoidance of respecting DND signs of the guests. However, other hotels possess strong competition and Hotel Interlaken has some issues with its digital marketing and promotion. These are the main issues that pose a threat to the organisation to sustain the business with good reputations. However, being a consultant from a very reputable firm below recommendations are suggested:-
1. Staff Training and Development: The main issue is the lack of consistent service quality and customer satisfaction with room service, self-service, hotel quality and attributes.
· Recommendation:- To overcome this issue the management needs to organise a staff training programme by emphasizing customer service, communication skills and problem-solving capabilities (Zekry et al., 2023). The suitable options can be through workshops, bringing external trainers at lower cost and mentorship programmes. As the hotel Interlaken has some challenges in increasing sales, the training facilities can be organised for a few employees especially they can start from the administrative personnel. The front office department deals with the customers directly and the staff who are assigned to manage the front office directly communicate with the customers. So, they have to be more skilled and efficient (Carlisle et al., 2023). The training can be offered to 5 personnel from the front office and 5 personnel from the sales and marketing team as they directly face the customers and visitors from the hospitality industry. For instance,  the Hilton Hotel has become well-reputed for giving staff training and skill development is part of their DNA that drives them to evolve and innovate towards significant changes in behaviour. Hilton has a project on VR learning that highlights almost 87% of team members change their behaviour after the training which has a great impact on getting more realistic growth opportunities (WeSchool, 2023). However, arranging all training and development programmes can not be successful unless team members are not cooperative in learning. In the training, the positive manner and attitudes towards all stakeholders need to be highlighted so that all staff can represent them positively. Applying this will help to overcome the disrespectful situation of DND signs. For giving the training the cost for three months can be set as €5000 considering the size of the hotel.
· Implementation:- The training can be given to the selected 10 personnel at first during the off-peak hours so that it might not have a great impact on operations. The top management personnel and also the skilled staff can be selected as a mentor for organising the training on developing consistent service quality and communication skills. By taking the regular feedback from the employees about the training continuous improvement can be ensured. According to Ru-zhe et al (2023), the sustainable practice in the hospitality industry is to get constant feedback from the participants of the training for continuous improvement.
· Change Management:- It is very important to address the benefits to staff about the training that will ensure both personal and professional growth. However, addressing the concerns and feedback through open forum discussion can help to get better results. However, a positive attitude towards skill development has to be created by the management team to ensure better outcomes from the training. The management needs to concentrate on overcoming the culture of language barrier so that staff can be positive towards communicating in English with prospective customers.
· Measurement:- According to Gil et al (2023), the effectiveness of the training measures the impact of training whether it is efficiently organised or not. So, it can be said that giving training is not adequate and it can not ensure a successful result unless its performances are not measured efficiently. After the training, the outcomes can be measured by evaluating the customer satisfaction rate, online reviews and number of sales revenues.



2. Operational Efficiency Enhancement for Room Service, Hotel Quality and Attribute Development: The inefficiencies are impacting the daily operational activities adversely leading to poor performance in hotel quality service assurance.
· Recommendation:- The process can be streamlined by revising the existing strategy to develop the quality of the services and advanced technology can be integrated. Various hotels use advanced technology to enhance the process. By managing the scheduling of the staff the overall operational management can be ensured and the number of employees for certain jobs must be specified to ensure the quality service (Ahmad et al., 2019). However, this will also help to reduce the overall cost of labour for the Hotel Interlaken.
· Implementation:- Sunny et al (2019) stated that workload reduction and performance enhancement can be possible by adopting the extended technology. However, operational efficiency plays an impactful role in increasing hotel quality and performance. There are various hotel management software that can be adopted for automated booking, billing and inventory management. These tools will enhance the service quality and the overall roles of the staff can be redefined aligning with the applied tools and technology. For example, Posist Inventory Management is used by most hotels for managing the inventory. Besides, Restaurant365 can be used for inventory management, financial tracking and scheduling. Thus, the overall efficiency and service quality can enhanced (Invetory Management, 2023). However, this software can be used for invoicing systems as well which is very important in hospitality organisations.
· Change Management:- After bringing new software for developing the process the management must conduct training sessions on those new technologies (Buhalis et al., 2019). Without a clear communication system, it is not possible to adapt to the new process. However, a clear transition plan needs to be developed by making proper communication. The management strategy towards investment in software development for the hotel needs to be efficiently done and a sufficient amount of budget should be kept as cost. For developing software Hotel Interlaken has to spend €20000 annually at least.
· Measurement:- The overall progress of the process development needs to be analysed daily (Belias et al., 2023). This can be done weekly basis to learn the process and how well the staff are utilising their capabilities. The overall time to develop the process and impact on operational cost should be tracked. However, the service quality needs to be measured by monitoring the customer satisfaction rate.
3. Keep an eye on competitors and increase promotion through digital marketing:- Hotel Interlaken at Nice City is less focused on local competitors and they also have less exposure in digital marketing which leads to have adverse impact on profitable growth.
· Recommendation:- Commey et al (2023) stated that the local competitor analysis enhances the profitability of the hotels in the hospitality industry. So, it is clear that the hotel must keep a close eye on the activities and strategies that other local competitors take in Nice City. The statistics reflect that the travel intent from June to November 2023 is expected to reduce by 4% among Europeans and it might take place because of being more careful on personal budget and inflation (Brinza, 2023). This also leads to have adverse impact on foreign customers visiting the Nice City hotels. So, it is very important to offer a competitive price to the customers to gain more market share and make them delighted. For Interlaken at Nice City, competitive pricing and a value-based pricing strategy need to be adopted. In competitive pricing strategy, the company will focus on the pricing strategy of the local competitors. On the other hand, they will have to focus on a value-based pricing strategy that the customers find worthy (BDC, 2020). For increasing the promotional activities digital marketing can be efficiently applied by Hotel Interlaken.  According to Yevseitseva et al (2022), digital marketing is applied to promote goods and services in social networks. The authors further stated that the marketing strategy of using a digital marketing approach can promote business growth. However, SEO, Social Media, Content Marketing and email marketing are effective options for digital marketing (Shridhar, 2023). For Interlaken City Social media marketing can be more impactful to connect more potential customers. As this is the final recommendation for the hotel, it is important to publish some of the customers' experiences from customers' points of view on social media to promote the brand within a short time. The digital marketing will continue for three months and the total cost can not exceed €5000.
· Implementation: For implementing the pricing strategy and digital marketing the management has to be more proactive. As the pricing strategy is very important the management needs to analyse the cost and source more suppliers to reduce the cost of production and raw materials to offer competitive prices. However, the digital marketing approach can be effective and social media is one of the effective options that Interlaken can utilise at low cost. According to Greenlaw (2022), social media is a very powerful tool to reach the target audience and build strong relationships.
· Change Management:- To bring changes in the marketing and pricing strategy management has to appoint a skilled and efficient team. However, there might be some lack in applying digital marketing tools where the management needs to provide some training on social media marketing strategy development. From several reviews of customer feedback, it is very clear that the Hotel Interlaken from Nice City is not giving priority to utilising the digital marketing tool for increasing promotions and developing services (Tripadvisor, 2023). At present, most of the customers are very active in social media so the management perception needs to be changed giving more focus on digital marketing approaches.
· Measurement:- After implementing the competitive pricing and value-based pricing strategy the sales revenue needs to be analysed by comparing it with the previous month’s sales (Vives et al., 2023). However, the overall response in social media such as the comments, feedback and order requests can be tracked and analysed to understand how well the the Interlaken Hotel is performing after implementing the digital marketing platform can further measured. However, Tripadvisor, booking.com etc sites’ reviews can be collected to understand the customers’ experience about the overall service quality of the hotel. 
For implementing these strategies the Hotel Interlaken of Nice City will get some benefits. First of all, the training and development programmes for increasing employee skills can help to deliver the service to the customers more efficiently (Rivaldo et al., 2023). As a result, the customer will get better service and they will become more satisfied which leads to an increase the overall sales. On the other hand, the employee also becomes motivated when they are trained. The overall time and cost can be reduced as staff do not require additional time to provide the services. On the other hand, the company also is not required to provide any extra hour payment to the employee. Giving more focus on the English language will remove the cultural barriers making the customers delighted to get more services. However, the process development through implementation of the advanced technology will increase productivity and performance. As a result, the customers can expect to get better services from the hotel. The digital marketing approach will increase brand awareness and reputation within a short time and also it will help to increase the customer base (Sharifirad, 2023). As a result, the benefit of gaining more profitable revenue can be ensured from the hospitality industry. However, the competitive pricing strategy of Hotel Interlaken will help to get more customers compared to other local competitors such as Hotel 66 Nice, Hotel Nice Azur Riviera, Hotel La Villa Nice Promenade and Hotel Restaurant Oasis etc (Booking, 2023).
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According to Spadaro et al (2023), the hospitality industry is very competitive where strategic plans can be developed but the expected results can be obtained by taking proper action plans. The authors further stated that the tourism sector requires a prompt action plan for sustainable operations.
	No
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Lack of consistent service quality and customer satisfaction 
	To organise training and development programmes for improving the customer service, communication skills and problem-solving capabilities. Implementing translation tools can be effective in solving this issue (Ajmal et al., 2023). The culture of the language barrier can be removed by giving more focus on other languages apart from French.
	Service quality and customer satisfaction will be increased which will have a positive impact on profitable results for the company (Nguyen et al., 2023). However, effective communication leads to better customer experience as customers always expect to get better quality products and they are very careful about the hospitality industry.
	

3 Months
	

13/1/2024
	

€5000

	2
	The inefficiencies are impacting the daily operational activities adversely leading to poor performance in hotel quality service.
	To streamline by revising the existing strategy to develop the quality of the services and advanced technology. A comprehensive training and skill development program can be a great resolution for improving service quality at Hotel Interlaken.
	Advanced technolgocial tools will enhance the service quality and the overall roles of the staff can be redefined aligning with the applied tools and technology (Ruel et al., 2021). Enhancing employee skills and leading to upgraded service quality is the desired outcome. 
	



1 Year
	



1/12/2024
	



€20000

	3
	Less focused on local competitors and they also have less exposure to digital marketing

	To keep an eye on competitors and increase promotion through digital marketing. Develop competitive and value-based pricing strategy and utilise social media for digital marketing and promotions (Shankar et al., 2022). Analysing competitors’ SEO strategies will be the finest way to solve this issue proactively. 
	To increase the local market exposure and increase customer base digital marketing can be effective (Rizvanović et al., 2023). By developing the changed strategic plan positive reviews can be obtained and a strong customer relationship can be developed which is the ultimate goal of setting this as an action plan (Dewnarain et al., 2021). 
	3 Months
	13/1/2024
	€5000






[bookmark: _Toc150799662]Conclusion
This is a great experience for which it is a great privilege to conduct the project at the hotel. The management is very cooperative towards the overall project to find out all the challenges. The best part of getting involved with this consultancy project is to give the best efforts for something different and the scope to do it at Nice City offers future business opportunities as well. It is highly appreciated to be a part of this opportunity arranged by the hotel. For completing the project the proper platform was required where the maximum support was ensured by the concern management teams. For a suitable work environment, the project was completed on time. However, the whole project requires the analysis of the internal and external environment where the PESTEL and SWOT models are efficiently applied to develop a better strategy for Hotel Interlaken in Nice City, France. The potential scope and threats are identified to develop a better strategic plan. Without the support of the management and customers’ feedback, it might be very difficult to understand where the company has some strengths and weaknesses. The reviews and feedback of the customers are analysed by gathering them from different websites. There are both positive and negative feedbacks identified about the hotel and those are provided by the customers who have visited the hotel to experience the overall service quality. The language issue becomes very critical to some extent as guests may not feel good when they are not getting responses in their preferred language like English. So, it is advised to train the staff to develop their English speaking skills so that they can respond to the customers. Thus, the culture of language utilisation can be further improved to make the customer more satisfied. The overall project work requires more effort from all aspects as there are serious issues of service and quality which lead to a reduction in the overall business profitability. Being a consultant of Innovative Consulting Firm it was a different and mixed experience to work with a different culture and environment like Nice City. The overall team and management of the Hotel Interlaken are very cooperative and they were very eager to develop a better strategic plan to motivate all staff and employees by identifying the root cause of customers’ dissatisfaction. However, the intention is to improve the overall service of the hotel. It was a great opportunity to work on the project and various issues were identified that led to getting fewer responses from the customers in the hospitality industry. By analysing all the issues justified recommendations are provided that the management team of Hotel Interlaken from Nice City needs to work on to get better and sustainable results. After applying the effective strategy the hotel will be able to retain its reputation in the hospitality industry and it will also help Innovative Consulting Firm to get more projects from the same city in future.
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