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[bookmark: _Toc197913673]Executive Summary


Since City Lodge Hotel Umhlanga Ridge wanted a detailed consultancy report due to their recent downward trend in revenue generation, from our end, we worked from multiple perspective. We could not focus on a single department, but the whole organization from management, marketing, and financial perspectives. We had to work on their organizational structure, revenue generation trends, marketing techniques, market segmentation etc. We have incorporated the ideas of pricing and forecasting from revenue management in order to determine the optimal approach (ADR increase vs Occupancy increase) to maximise income. This is because City Lodge Hotel Umhlanga Ridge has asked professional assistance in order to enhance their performance.  For the sake of this research, we have been provided with the historical demand data for CLHUR, which spans the years 2018 through 2024 and is broken down into quarters, weekdays (four days), and weekends (three days).  For the purpose of quantitative analysis, the area occupancy and market segment mix, in addition to the net rates from the previous year, have been employed.  The City Lodge Hotel Umhlanga Ridge has sought the aid of professionals in order to improve their performance. As a result, we have used pricing and forecasting methods utilised in revenue management in order to establish the most effective strategy for maximising income (an increase in average daily rate against an increase in occupancy).   For the purpose of this project, historical demand data for CLHUR from 2018 to 2024 is used. The data is organised according to quarters, weekdays (four days), and weekends (three days).   For the purpose of quantitative study, we have used the following: area occupancy, market segment composition, and net rates from the previous year respectively.   In addition to the interesting qualitative data about Gabriel Hotel, the owners' succinct and positive updates on the progress of the market region have been included into the report.   The demand, capacity, and distribution are considered to be continuous, but the price response function is supposed to be linear, with a negative slope, and to have a positive value.   A change has been made to the data in order to take into consideration seasonality. The qualitative data that has been presented regarding the CLHUR is informative, and the owners' information as well as good market area growth news have been taken into consideration for the study.  The assumption is made that the demand, capacity, and distribution are all continuous, and the price response function is assumed to be linear, with a downward slope, and to be positive.  The data have been subjected to seasonal adjustments. After assessing all the data, we identified a pricing problem and it is strongly suggested that, a flexible optimal pricing strategy should maximize the revenue turnover of the organization. 
Another issue is pointed out, is their room occupancy during weekdays. They have a lower occupancy rate during weekdays, which is filled by people with regular business trips. They are not being able to attract more people with business trips with their current structure despite having a decent conference facility. Management are not being able to forecast about the people with more willing to pay, and their need for sudden extension. They are not being able to offer sudden extension to their clients, whereas many rooms are going unoccupied as some guests are never showing up. An intensive data analytics is suggested solve this problem which should increase revenue of the hotel.
Their lack of modern technology use is another factor, as the room, booking processes are still not fully automated. Though most of the visitors are local, still people are becoming more demanding about technology usage. They want technology that can make everything easier. Although most of the nearby hotels are not already technology adapting hotels, which would give the organization a great competitive edge. 
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Introduction
Local and global tourism has had many years of consistent development.  The income derived from housing, beverages and food, and other services offered to this substantial influx of travellers has elevated the hospitality and leisure industry to a pivotal contributor to the global economy.  To ensure the continuous expansion of this business, experts advocate for significant enhancements in the variety and quality of service offerings to accommodate the shifting consumption and travel patterns of the developing client demographic.  These enhancements are specifically aimed at appealing to the new generation of budget-conscious technophiles.
The implementation of these enhancements results in a comprehensive transformation of the service packages and the foundational technical infrastructure used by hospitality service providers (HSP).  The objective of these enhancements should be the personalisation of experiences and the digitalisation of services.  Tailoring experiences is essential for marketing services to those with constrained budgets. Personalisation fosters tailored visitor experiences by integrating flexibility and customisability into the provided service packages.  The majority of contemporary packages offered by HSP aggregate multiple combinations of popular services across diverse pricing tiers, with little to no opportunities for negotiating modifications.  This compels travellers to choose between a complete commitment or none at all, and they often prefer the latter option.  If HSP provides more adaptable service package options, visitors may tailor their experiences to align with their preferences and financial constraints.
City Lodge Hotel Umhlanga Ridge (CLHUR) is a centrally located, waterfront hotel with 168 guest rooms catering to business, leisure, tourism, contract, and group clientele.  CLHUR is situated at Umhlanga Ridge opposite the Gateway theatre of shopping. This hotel is situated at an optimal place to attract both business visitors and leisure seekers which offers café, Wi-Fi connections, pools, conference rooms etc. The 168 rooms are open and functional for the guests all the time. The issue for CLHUR which makes them contact a consulting agency is their lack of revenue generation in recent years. The main reasons identified throughout the report is that the deterioration in performance across occupancy, average day rate (ADR), and revenue from operations, attributed to the economic climate and heightened competition from nearby cities.  CLHUR has designated Core Axis Consulting (CAC) as a consultant for management to evaluate historical data and provide suggestions.  CLHUR has supplied CAC with an overview of the existing circumstances and future projections, accompanied by favourable trends in the market region.  The qualitative data on detailed property descriptions and market comparisons has been crucial in the development of this research.  Quantitative data regarding last year's net rates, gross selling prices and limits, area occupancy, and market segment composition, along with historical demand data segmented by quarters over the past five years, has been supplied and employed to formulate demand forecasts, allocate favourable market area advancements, and optimise pricing.
The major goals under our (CAC) area of work are to analyse the data and develop and execute plans that will maximise and maximise revenues.   Our objective is to elucidate intricate technical and analytical financial planning, management, and marketing ideas by using existing material and thereafter doing an examination of a simple language report. Different types of frameworks such as STEEPLE, SWOT analysis etc. will be used to better understand the situation of the hotel.
[bookmark: _Toc197913675]Analysis
The hotel sector, an essential feature of worldwide hospitality and tourist industry, significantly contributes to economic development and cultural interaction.  Nonetheless, it has several problems that jeopardise operating efficiency, visitor happiness, and long-term viability.  Labour shortages as well as technical upheavals need smart measures to guarantee this industry's resilience. The data provided by CLHUR and from independent research, the consulting organisation run different tests to better understand the issues for CLHUR. The tests are STEEPLE, and SWOT analysis. These are stated and graphed below;
STEEPLE Analysis:

Figure 1 STEEPLE Analysis

Social Factors:

Demographics: The population is the most important factor in hotel and hospitality business. The population of Umhlanga Ridge and nearby main city Durban is around 5 million in 2025 (World Population Review 2025, 2025). The main area where the hotel is situated is Umhlanga Ridge, which is a business area with multiple bays, and shopping centres. The main people coming in this area should be modified by the management rather accurately. The can attract travellers, regular people with business visits, and official conferences as they have a very top-quality conference facility in their hotel. In this way, they can attract both holiday and business visitors in their hotel. But, the data provided by the hotel authority indicates that, despite the holiday visitors are coming in a great number but the number of visitors during regular business days are not enough. Rooms are going empty in weekdays in the facility.
Lifestyle: The life standard and style of people are changing rapidly due to multiple factors such as globalisation, technology etc. People are taking more tours than before in recent decades. The CLHUR needs to realise it and change their course of business along with that.
Social Structure: The social structure is also changing in the world rather rapidly. For example; more people are touring around as families. So family-friendly accommodation facilities should be offered to the travellers to attract them. CLHUR should offer more facilities such as kid-friendly activities, child care etc. to attract more visitors.
Technological:

Data Analytics: Businesses now use data analytics to better understand the trends of their businesses. In case of hospitality business, the most important data could be types of customers, their average staying period, trends of purchasing added-on services, occupation of rooms etc. This data could be analysed to determine multiple factors, but CLHUR could not provide enough data which was asked prior to taking this consultancy job. Which is an awful business management system from their end.
Automation: More people are tech-friendly in this modern era of technology. People wants detailed information about a facility, before taking a decision to stay in a hotel, automated payment system etc. in their hotels. But these things are not completely obvious in CLHUR.
Smart hotel systems: Mobile apps allow self-service booking for guests, room customisation, or check-ins etc. When customer needs something abruptly, such as a booking for unnoticed conference, or order of foods for more guests being away from the facility, they can use their apps, and using IoT, the management can administer the whole thing. But all of it absent in case of CLHUR despite being a part of a big chain.
Economic:  
   
Global Trends: In times of financial recessions, leisure activities become less important to people of all sorts. Only business people will be the main consumers of hospitality business. As the world is going through a recession time of post Covid era, the hotels should plan to attract business consumers.
Market standard: The local market is another main factor in this business sector. Organisations should fix their pricing to beat the market, that can attract all types of customers. 
Competition: The market in this era is very competitive as at least 13 same standard hotels are in the same area as CLHUR. This means the hotel should offer better service to the consumers to hold the market share.
Environmental:
 
Resource Consumption: As hotels are resources both natural and human-made intensive industry, that indicates a fair and efficient usage of resources would fare better for the industry. In the provided and collected data, CLHUR do not possess any sophisticated policy towards competent resource usage.
Climate change: The awareness of people about negative impacts of mass tourism became a phenomenon since the 1990 due to ecotourism, Paris accord, and environment movements. Due to public attraction towards nature related tourism, CLHUR adapted some strategies such as better waste management, control of plastic products etc. 
Political:
[bookmark: _Toc197913676]Tourism policies: The government policies of South Africa denote some key takeaways such as contributing to economic growth of local people, responsible development towards nature etc. CLHUR has a policy of employing local population in their facility, which is compliant towards this policy.
[bookmark: _Toc197913677]Geo political conflicts: As the main source of tourists are local (57%) and another big portion of it is from neighbouring African continent, there has been no concern for CLHUR about their clients.
Legal:
Data privacy: Being technological tools are being used in modern tourism sector, appropriate use of public data, consent of clients, safeguard of financial information etc. are very important factors. No record of breaching data privacy is not found in case of CLHUR.
Labour regulations: As stated earlier, South African government has a policy of sustainable development of local people, by engaging them in local business; CLHUR is complying the law by employing most of the employees locally.
[bookmark: _Toc197913678]Ethical:

[bookmark: _Toc197913679]Sustainable sourcing: Procuring locally grown materials, such as foods, cleaning products, etc. could be sustainable for a business and locality in the long run. Though CLHUR do not a have a clear policy about that, yet manage a considerable portion of their procurements from local, and eco-friendly sources.
[bookmark: _Toc197913680]Community engagement: Any kinds of issues such as, number of tourists, their behaviour towards local population, hotel management etc. are always discussed with the local community in case of CLHUR, which is a great example.




SWOT Analysis:
	[bookmark: _Toc197913681]Strengths:
1. [bookmark: _Toc197913682]Sourcing of finance and reinvestment as backed by a large chain of hotels.
2. [bookmark: _Toc197913683]Improved services offered to the tourists.
3. [bookmark: _Toc197913684]Market leadership.
4. [bookmark: _Toc197913685]Diversification of tourism offers and products in comparison to the competition.
5. [bookmark: _Toc197913686]High occupancy rate during holidays.
6. [bookmark: _Toc197913687]Increased tourist loyalty.
7. [bookmark: _Toc197913688]Existence of enterprise culture.
8. [bookmark: _Toc197913689]Adaptability of market requirements.
	[bookmark: _Toc197913690]Weaknesses:
1. [bookmark: _Toc197913691]Inadequate infrastructure.
2. [bookmark: _Toc197913692]Inadequate cost management strategies.
3. [bookmark: _Toc197913693]Inefficient management of existing assets.
4. [bookmark: _Toc197913694]Underperforming management.
5. [bookmark: _Toc197913695]Lower attraction of business customers during business days.
6. [bookmark: _Toc197913696]Lack of a clear strategy towards different target markets.
7. [bookmark: _Toc197913697]Inefficient pricing and handling of business customers.
8. [bookmark: _Toc197913698]Lack of usage of new technologies.  

	[bookmark: _Toc197913699]Opportunities:
1. [bookmark: _Toc197913700]The attractive location of the facility that is appealing to tourists of both leisure and business people.
2. [bookmark: _Toc197913701]Promoting tourism in the country to abroad is a national policy of South African government.
3. [bookmark: _Toc197913702]Quality of infrastructures.
4. [bookmark: _Toc197913703]Privileged geographical location with both bays and shopping hubs nearby.
5. [bookmark: _Toc197913704]Attracting local investors as people can invest more money in forms of equity.
6. [bookmark: _Toc197913705]Providing tax incentives for new investments as part of government policy.

	[bookmark: _Toc197913706]Threats:
1. [bookmark: _Toc197913707]Unattractive environment for investment for foreign parties.
2. [bookmark: _Toc197913708]Road infrastructures are not enough.
3. [bookmark: _Toc197913709]Tourism is insignificant part of economy that makes it less important.
4. [bookmark: _Toc197913710]New entry, competition, and growth of tourism in nearby African countries.
5. [bookmark: _Toc197913711]Employee retention is not satisfactory.
6. [bookmark: _Toc197913712]Impoverishment of population.
7. [bookmark: _Toc197913713]Tendency of local tourists taking tours abroad due to globalisation. 


[bookmark: _Toc197913714]Lack of growth: In the previous six years, the global hospitality business, including tourism and travelling, generated total sales of $7.60 trillion, with an average annual growth rate of 8.1%, establishing it as a robust investment and workforce opportunity.   Tourism surpasses both the oil and car sectors in scale. In case of South Africa, the rate is 5.31% (Statista, 2025). But, in case of CLHUR the rate is just 4.23 which is not meeting the market average. They are enjoying a surge in tourists in holidays, which is better than market average, but their room occupancy rate within the weekdays are not backing the hotel down (65%). They need to make a better use of their existing infrastructure for business people.

Lack of a clear strategy: Currently, it is crucial for hospitality organisations to effectively manage and engage their clients across the product life cycle while producing services that address their evolving demands.   Leading hospitality organisations have achieved success by doing just that.   A primary focus is understanding consumer desires, perceptions, and their impressions of interactions with the company.   Numerous organisations have proactively established platforms and forums for client engagement and brand ownership. CLHUR do not have such consumer engagement, no evolving with the demands, lack of refurbishment of infrastructures etc. are hampering their consumer base. 

Inefficient use of communication technology: Companies have created and used social networking sites to influence and engage consumers.     Advocacy groups, brand ambassadors, and emotionally committed consumers have been identified, incentivised, and represent the most strategically vital brand fans accessible to any organisation. Moreover, they do not have any mobile application to serve the clients both potential and existing.

Business analytics: During the modern era of business, all the consumer based organisations analyse the pattern and behaviour of their clients. In this area, CLHUR did not build a sophisticated system which can give them a comprehensive idea about their clients. For example, higher Willingness To Pay (WTP), request for extension can give more revenue to a hotel, but lack of information cannot let them manage the customers properly.

[bookmark: _Toc197913715]Recommendations and Change Management 
Based on the results, it is clear that the hotel has to make the improvement of its facilities and the introduction of innovative products its top priorities in order to differentiate itself from its rivals.   Bringing in new customers while keeping the ones you already have should be a primary focus, and this can be accomplished via the use of creative marketing techniques and methods.
Changes are need to be made to the hotel's organisational culture and leadership style, despite the fact that the hotel continues to retain a great reputation and provide outstanding services.   The superiors are responsible for determining the means by which they may improve employee engagement and encourage greater communication across the different levels of the company.   There is a possibility that this may result in favourable results for the hotel, such as improved service, more innovation, and useful insights for management on aspects that they would ignore.   Additionally, this will enhance the links between workers and supervisors, which will contribute to the development of a pleasant environment in the workplace.
Increase of Revenue Generation: Yeoman & McMahon-Beattie (2012) highlighted dynamic pricing, customer and price accountability, and organisational pricing skills as three of the ten important factors in the latter phases (concurrent) of revenue management development (McGuire, 2015).  Determining the price of a service or good is complex (Rivera and Roeschmann, 2018), and with airlines using variable pricing for identical products (seats/tickets), it has been shown that price may be diversified (elastic), and demand, reflecting consumer sensitivity to price, is varied ('Total Hotel Revenue Management,' 2015).  With some exceptions, microeconomic theory often applies when prices vary, resulting in demand moving inversely to price; hence, a standard demand line is downward sloping, positive, and linear.  If the quality element diminishes with a reduced price, demand may not conform to theoretical expectations.  The segregation of students or residents and geographically-based pricing, which entails varying values for identical products in various locations, is crucial for price differentiation and, eventually, market segmentation to maximise profits.
The price lever may be modified in real-time (flexible pricing) to address anticipated or unforeseen fluctuations in demand, thereby influencing both revenue and profit margins (Baker and Collier, 2023), as well as the positioning of the product from a value-add standpoint (Ye, Yan and Xie, 2020).  These pricing optimisation methods are used to enhance income.
The advancement of revenue management for forecasting originated from Littlewood’s rule for controlling inventory and was subsequently enhanced by Belobaba in 1987, resulting in the formulation of Expected Marginal Seat Revenue (EMSR), which serves as an extension of Littlewood’s rule and now underpins numerous revenue management systems (Anderson and Kimes, 2022).  Demand forecasting may be accomplished using techniques such as linear regression or the widely used longitudinal model (Meehan et al., 2024).
To determine room pricing, the optimum price demand has been assessed and juxtaposed with the actual net rate demand from the year before to identify discrepancies in room demand and assess the most suitable pricing strategy for all market segments across weekdays and weekend categories.  The objective of room pricing is to optimise revenues and profits via data analysis and to devise the most effective approach, such as increasing Average Daily Rate (ADR) or occupancy Aznar (2020).
Given the price elasticity, the Average Daily Rate (ADR) may be augmented at two intervals to enhance income while accommodating a decline in occupancy.  These groups may be more stringently rate-fenced by cancellation and no-show regulations that safeguard against revenue loss.  The weekends are functioning well; however, the Average Daily Rate (ADR) may be enhanced in the Premium, Contract, and Tour sectors due to strong market penetration, which would optimise income more effectively Baker (2012).  It is essential to restrict low-priced reservations to guarantee enough availability for higher fare classes.
The business class represents the least lucrative category; thus, more emphasis may be placed on clients with a higher willingness to pay, allowing for focused marketing towards higher ticket classes by reducing prices in lower fare categories.  The distribution of weekend rooms to the tour section across all quarters may be reduced by elevating the Average Daily Rate (ADR) to its ideal price estimate, so allowing for a greater allocation of rooms to the bar average segment at the optimal price, which would enhance total income.  Given the price elasticity at the ideal price, tour prices might be raised by 10%, permitting a little decline in occupancy that would allocate inventory for higher-paying guests.
Novel paradigm of all-inclusive lodging
In recent years, the all-inclusive concept has gained prominence in several hotels worldwide.  The establishment does not provide an all-inclusive option for clients.  Numerous hotels in the vicinity have included all-inclusive options into their packages.  This may significantly contribute to a decline in reservations, particularly among families for whom this notion is highly emphasised. The hotel must provide quality facilities and superior goods; nevertheless, as travel becomes more accessible, client expectations rise.  This hotel has lacked creative offerings for some time, maybe leading clients to choose a competitor's establishment with contemporary items (Anand, 2025).
[bookmark: _Toc197913716]Use of business analytics:
[bookmark: _Toc197913717]Specific inputs are required for analytics, which serve as the foundation for statistical application.  The chosen characteristics must be relevant to the intended output data set to avoid under fitting.  Consequently, the relationship between many variables is examined against another feature and output to assess correlation (Anand and L, 2025).  Historical reservations are most beneficial when accompanied with daily occupancy statistics and corresponding rates.  The analytics software, equipped with a built-in holiday calendar, may facilitate the analysis of how a certain vacation occurring at a given time of the week may enhance or hinder company performance.  A vacation coinciding with a weekend provides an extended break for travel, but vacationing on a weekend is detrimental to business.  Seasons are inherently identified by historical patterns.  Another objective is to safeguard corporate customer records, which notifies them of impending renewals and articulates the reasons for selecting your services once more. An online program facilitates the understanding of many metrics, such as booking velocity and current demand rates.  The existing statistics are invaluable as they facilitate the management of unforeseen market occurrences without requiring human involvement to modify rates (Garabiles and Buntalilio, 2025).  For instance, if the government abruptly increases taxes, this may immediately diminish demand.  This may be readily gathered and modified by online real-time data analysis without human involvement. To evaluate the impact of room categories on a hotel's total income, it is essential to identify which ones are in higher demand and the premium that customers are prepared to pay for them.  The proportion of business booked for each accommodation category (Deluxe, Executive, etc.) given at a negotiated rate must be evaluated.  This may assist in identifying chances for generating more money via modified pricing at the account level.  At the segment level, such inspection may often result in insights about inventory management.
[bookmark: _Toc197913718][bookmark: _Toc197913719]Obtaining feedback has always been a valuable practice; but, physically reviewing hundreds of forms to extract minor business insights becomes impracticable and time-consuming.  This is wherein data structure is essential, as it facilitates the organisation of data and the comparison of various parameters to identify deficiencies or strengths in a firm that need improvement.  An extensive feedback analysis may identify patterns that indicate the optimal timing for refurbishment.  The El Cortez Hotel and Casino commenced operations in Las Vegas in 1941.  The facility has 364 accommodations with an extensive selection of dining and beverage choices.  The property, similar to the broader Vegas market, was adversely affected by the economic crisis in 2008.  The recession altered customer buying patterns, prompting the hotel to see the need of revitalising its earnings.  In 2013, the hotel adopted the Duetto program as the cornerstone of its revenue approach, an online platform that provided insights via market information, precise forecasts, price suggestions, and historical data comparisons.  The system's distinctive Smart Alerts function emphasised critical dates requiring attention that would often be neglected.  This resulted in an increase of 30% in cash income, a 10% rise in ADR, and a 109% boost in direct place nights.  The hotel increased the level of occupancy by 4.5% (Oloso and Omar, 2025).  
Use of technology
[bookmark: _Toc197913720]Healthcare service providers are incurring substantial IT investments to overhaul their technical infrastructure.  In 2016, midscale hotels dominated IT spending at 7.3%, followed by upscale hotels at 6.1% and luxury hotels at 5.6%.  The expenditures primarily concentrate on the digitalisation of the service infrastructure to benefit both customers and service providers in the hotel trade.  Advancements in electronic devices and IoT are propelling the transformation of technology deployed in the hospitality service platform (Ruan, Ji and Shu, 2025).  Guest interactions are transitioning to digital and online platforms via guest-facing technologies, which not only enhance convenience for visitors but also give service providers with opportunities to gather vital data and feedback.  Digitalisation, executed by HSP via back-of-house (BoH) management systems, has augmented operational efficiency, elevated managerial effectiveness, diminished cost of products sold, amplified revenues, and enhanced sustainability (Vaishnavi, Reddy and Mahenderker, 2025).
[bookmark: _Toc197913721]In a digitised hospitality service platform, guest-facing technologies serve as the principal interfaces for interaction between visitors and the hospitality service provider.  Guest-facing systems include mobile apps for hospitality services, point-of-sale (POS) terminals, handheld devices, thin-client terminals, and similar technologies.  These solutions must be smoothly integrated into all three stages of the visitor cycle: pre-sale, the point of sale, or post-sale, to provide a comprehensive digital service experience for visitors.
[bookmark: _Toc197913722]visitor-facing systems enhance the visitor experience via several means.  Firstly, guest-facing systems facilitate visitor pleasure by enabling guests to regulate their surroundings.  For instance, Hilton and Hyatt hotels provide patrons with automated check-in and keyless access services via their mobile applications.  Telkonet’s EcoSmart Mobile provides comparable mobile apps with enhanced functionalities enabling guests to manage in-room IoT devices.  Peninsula Hotels is creating a unique line of in-room tablets that enable visitors to order room service, communicate with the concierge, organise transportation, make complimentary VOIP calls and choose TV channels and films for streaming on the hotel's private room television.
[bookmark: _Toc197913723]Secondly, client-facing systems provide location-based services, which are crucial for enhancing visitor satisfaction.  In 2016, almost 30 percent of hotels designated funds for location-based technologies.  Guest-facing systems equipped with location-based technology provide both on-property and off-property services, including digitally guided tours, recommendations for nearby events and attractions, and ideas for eating and entertainment alternatives (Ye, Yan and Xie, 2020).
[bookmark: _Toc197913724]These services assist visitors in navigating and discovering during their visit, while also allowing service providers to retain guests inside the income stream by preferentially directing them to venues and companies that benefit the HSP.
[bookmark: _Toc197913725]Action Plan
As the causes issues are identified, analysed, the recommendations sought out; some action plan for CLHUR should be given for adapting in recent future with a timeline and strategy.
	
	Problem
	Solution
	Outcome
	Time
	Budget

	1. 
	Lack of revenue generation
	Market needs to be segmented more efficiently. As it is repeated pointed out that CLHUR is attracting a good number of visitors in holidays, but not in weekdays which is caused by lack of regular business customers. CLHUR should hire a data analysis team to better understand the needs of their business customers and then a marketing agency to attract them.
	Increased number of customers in weekdays should be increased by the time a successful completion of analysis and marketing campaign. At least 30 per cent revenue should be generated more by CLHUR.
	12 months
	$15,000

	2. 
	Pricing
	As the pricing is not optimal in CLHUR, the hotel needs to formulate a pricing method.
	An accounting firm needs to be hired and perfect prices should be determined. As well as, organisational employees should be trained to determine the right price as the pricing should be flexible.
	2 months (8 months after initiation of the first project)
	$ 5,000

	3. 
	Refurbishment of current infrastructure
	Many infrastructures are outdated which needs to be remodelled and updated.
	The available space should be utilised more efficiently, which in turn would generate more revenue.
	1 month
	$ 8,000

	4. 
	Lack of technology
	Adaptation of modern technologies that are being used in this business such as, IoT, AI etc. Data privacy should also be handled quite carefully.
	The processing should be more hassle-free. New group of people should be interested in the facility.
	2 months
	$ 8,000

	5. 
	Staff training
	This facility will need training of existing staff after adapting prior changes. The training should be extensive and thorough. 
	The employees will be able to handle new technologies easily after adapting those.
	3 months
	$ 5,000


[bookmark: _Toc197913726]Conclusion:
CLHUR is a hospitality infrastructure situated in a prime location. If this location can be utilised, the revenue generation can be much higher than now, which is evident in the report. Despite having some difficulties in recent years, CLHUR is a proud member of City Lodge group of South Africa. They have been hosting a diversified group of people for a long time now. Their engagement with the local community is satisfactory, and their tendency of recruiting from local people makes the local population fond of this facility. Throughout the timespan of preparing the consultation report, they were communicated from top management to the bottom employees for data and surveys. CAC was cooperated in every way possible, despite their busy daily schedule. The work ethic of the personnel is noteworthy, organisational structure is good although it needs some fine-tuning. It is important for leaders to investigate different ways to boost the motivation of their employees and to encourage more contact across different levels within the business.   It is possible that this may result in positive results for the hotel, such as an improvement in service, a plethora of ideas, and significant insights for management on problems that they would previously have overlooked.   In addition, this will enhance ties between workers and supervisors, which will contribute to the development of a pleasant atmosphere in the workplace.
In spite of the fact that it has a few shortcomings, this hotel has a significant amount of potential.   Furthermore, the foundations are strong and are being exploited in an efficient manner.   It is possible for it to continue to be a supplier of some of the most exquisite services that are offered on the island if it makes a few modest alterations. Another factor should be considered is the environmental factor. Due to the fact that customers' willingness to pay for improved environmental policies is uncertain, and the perceived increases in performance are minimal in comparison to the investment expenditures for businesses that have already adopted environmentally friendly methods, Additionally, the perceived performance benefits are low in comparison to the investment expenditures for businesses that have already embraced environmentally friendly activities. The customers' willingness to pay for better environmental practices is unknown, and the reported increases in performance are limited.  As a consequence of this, there are not many incentives to invest money in such techniques.   It is very necessary for tourism strategies to be in accordance with the preferences and requirements of visitors in order for them to be effective.   The goal of recent legislative interventions, which include financial incentives such as tax rebates for investing in renewable energy, is to encourage businesses to adopt practices that are more ecologically friendly.  It is clear from this that the government of South Africa is using measures in order to increase the impact of the preferences of South African visitors. Friendly techniques, the incentives to invest in such practices are quite limited.  Therefore, it is essential that tourism policies and the tastes and wants of visitors be in harmony with one another in order for tourism to have any kind of impact.  The South African government has begun to implement policies that are designed to strengthen the influence of tourists' preferences. This is evident from the recent policy interventions that have been implemented, which involve the use of financial incentives, such as tax discounts obtained by investing in renewable energy, to encourage businesses to implement environmentally friendly practices. So CLHUR should consider the factor rather greatly for future expansion. As we are a renowned consulting firm, we have expertise to offer to organisations on environmental factors too. Since we experienced a great working relationship in last assessment job, we should team up once again in the future if necessary in any cases.
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Why?


Why?


They are performing below market average.


Why?


Occupancy rate is lower in weekdays.


The facility are not offering best pricing and occupancy.


Why?


Regular business people are not being attracterd here.


Why?


The business are not making enough revenue.
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 The business are not effectively managing product cycle.


Why?


The facility is not interpreting consumer needs.


The management do not have a clear business vision.


Why?


They're not replacing outdated service infrastructures.


Why?


The business does not have a clear strategy.
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They are no utilising socila media and networking.


Why?


New technology is not utilised properly.


Management lack clear technological vision.


Why?


They did not hire right personnel.


Why?


There is an inefficient use of communication technology.



Why?


Why?


They do not possess comprehensive idea.


Why?


No clear framework for consumer data analysis.


The business do not have efficient personnnel and infrastructure.


Why?


Consumer data is not collected and analysed.


Why?


There is an inefficient use of business analytics.
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