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Executive Summary
Hotel Horizon Consulting worked on a market study and operational survey for the Frankfurt Marriott Hotel through a contractual arrangement. Recently, The Marriott has suffered a revenue decline, poor guest satisfaction scores due to dissatisfaction with services provided and low employee morale. First, new local competitors have developed fresh, modernised amenities and improved cultural focus for Frankfurt. Furthermore, the hotel's meeting and event facilities did not offer attractive programming to new corporate groups. However, as the industry changed rapidly, Marriott's performance needed to be analysed and transformed to regain market shares. Dated rooms, inefficient operations, old-fashioned travellers and a lack of local touchpoints threatened the business, which required strategic repositioning.
By conducting a comprehensive set of on-site audits, surveying more than 200 guests and over a hundred staffers, benchmarking with no less than ten top competing properties together, plus developing five years of financial projections, the Hotel Horizon study found several essential findings requiring implementation. Most importantly, despite a renowned culinary presence, indicators revealed that delivery times for food averaged more than 45 minutes. It was chiefly because old kitchen equipment could not effectively sequence elaborated multi-item orders. Apart from that, the rivals undertook significant renovation projects in guestrooms over the past 18 months, incorporating modern luxury features and local authenticity, attracting a growing segment of younger affluent travellers.
Employee surveys revealed shallow morale scores; annual voluntary turnover exceeded 15 primarily due to constant 'burnout' caused by restrictive shift scheduling that failed to provide a work-life balance. At an average of 25% annually, revenues were generated through non-room categories such as dining, events and spa services only, increasing the vulnerability of earnings to fluctuations during more challenging economic times. Regional peer benchmarking once again showed that the cost of operations was 5% greater than competitors but overall, guest satisfaction and talent engagement did not reach top performer scores. The tubulation of online reputation metrics from major review platforms showed that the ratings had collapsed falling below a 3rd quartile threshold for local market. All outcomes, however, showed the need for systemic reforms that would resurrect performances.
A thorough analysis showed that Marriott was not deploying its assets or resources in a manner required to win the competition. However, it was challenged by operational stumbling block which hindered the guest experience and held on to tradition strengths like rooms that made this business inflexible. This simplification of technology in the kitchen and processes may result in a huge number of such services that will be compliant to entitlement requirements. In other words, spaces conceived to meet fresh ideals and obligations inspired by new energy. The introduction of wellness initiatives that focused on building brand strength also contributed to the spreading risk over high-margin services. This clearly highlighted how the empowered teams related to satisfaction of employees and cost-cutting. Several areas of the top line also increased organically as a result of an in-depth process to refresh brand positioning. However, the root challenges to be found for sustainable prosperity innovations required deep details.
Hotel Horizon developed a 3-year comprehensive transformation plan encompassing operational efficiencies and the guest experience to re-establish its leading market share position. The inefficiency of excessive wait times was addressed by the recommendation to equip all food and beverage outlets with digital point-of-sale tablets running an enhanced restaurant management system. This would align guest orders with kitchen production, dramatically reducing such average delivery time. Implementing a steamable-holding system accompanied by robotics, such as a vegetable spiraliser for repetitive tasks, is intended to minimise preparation time in the kitchen.
Complementing optimisations and suggested renovations of rooms demanded phased revitalisation of all guestrooms and public facilities. It involved the injection of modern conveniences in re-premiumizing perceptions with local artwork and amenities that authentically represent Frankfurt's cultural heritage. The meeting segment and a 10% annual increase in non-room revenue will be introduced by introducing new offerings such as curated health packages and bundled experiences designed along with the vicinity's attractions. Part of developing associates as competitive differentiators, flexible scheduling practices and wellness benefits focused on extensive mentoring and skills elevation looked for more than a 10% increase in employee satisfaction indexes. Immersive regional storytelling workshops leading to a deepened cultural proficiency would help establish genuine relationships with tourists. Through precise multi-year implementation by committed leadership and ongoing looped feedback that preserves motivation, the strategic vision predicted restored market dominance through an amplified experience for guests and performers alike.
In conclusion, this executive review narrated Frankfurt Marriott Hotel's struggles and identified a strategic plan to restore its local supremacy. Quantitative and qualitative analysis identified opportunities and challenges to address promptly and sensitively. Modernising the daily experience from top to bottom aligned with guest demands and ensured commercial sustainability over time. Talent empowerment and genuine community relationships supported the suggested reforms. Flexible adaptation occurs through continuous monitoring of the recovering economic and social terrain. With the complete set of cross-organisational commitments consistently applied to each workstream at once, Marriott will be ready for a more robust emergence as a locally accepted brand. Hotel Horizon is still open to support implementation, ensuring the best results from planned projects. It is because of this opportunity that we thank you very much for it.
Frankfurt Marriott - Hotel Report
Introduction
Frankfurt Marriott Hotel is an internationally recognised four-star hotel in the city centre of Frankfurt, Germany. It was founded in 1990; it has since been a preferred place of residence for business and vacation travellers coming to Frankfurt. The hotel is 23 floors high with about five hundred rooms, which differ in size from standard rooms to luxurious suites (Bruner and Humphries, 2020). Also, 15,000 square feet of flexible meeting and event space, an indoor pool and fitness centre, and various dining options exist.
As a major hotel brand worldwide, Marriott International needs all its properties to keep high standards of quality and service and offer excellent guest experience. Nevertheless, the management staff of Marriott in Frankfurt has noted reduced guest satisfaction scores and dissatisfactory comments from guests about some aspects of their stay (Conci, 2000). As the General Manager, this trend causes concern, as positive word-of-mouth and repeat business are necessary for long-term success. So, a third-party opinion was required to explore the issues behind it and suggest effective strategies.
This is where my consulting company, Hotel Horizons, fits in. Hotel Horizons is a well-known hospitality consultancy company that was founded in 2005. The company is involved in operations consulting, marketing strategy knowledge, and the organisation's change management for hotels worldwide (Sanvitale, 2020). Therefore, Hotel Horizons works with a consulting team with vast experience in the sector and specialised skills needed for different departments' operations within hotel functioning. This includes food and beverage experts, room divisions, conferences & events that can measure all aspects of the guest experience.
In the last seventeen years, Hotel Horizons has established a solid track record in helping independent proprietary hotels and large international chains prosper. They have partnered well with more than 100 hotel clients distributed across the global market to implement practical projects. Both are small-scale boutique properties with fewer than ten rooms. With the help of strategic frameworks, quantitative analytics, industry best practices, and established change methodologies, Hotel Horizons can pinpoint important performance issues hampering a hotel's success.
This report will be analysed using several frameworks, and then an action plan for the situation in Frankfurt Marriott nowadays will also formulated. Second, a STEEPLED analysis will be used to consider the possible influence of external elements on the hotel, including sociological and technological developments. Then, a SOAR analysis will determine this hotel's strengths, opportunities, aspirations and results to determine how it could tap into its competitive advantages or untapped potential. Lastly, a TOWS matrix will help the hotel pair its external threats and opportunities with internal weaknesses and strengths to formulate strategies for survival during adversity challenges while taking advantage of available opportunity windows.
Qualitative data will also be gathered using in-depth interviews with departmental managers and frontline staff, observations of interactions between guests, an audit of facilities and online reviews through quantitative measures. This detailed primary and secondary research will give a complete picture of the material and the immaterial aspects of visiting Frankfurt Marriott. A set of actionable recommendations and an implementation plan can be developed by identifying root causes, impact assessments and effective stakeholder engagement at all levels.
The consulting project proposed for this case seeks to improve guest satisfaction back to the previous level to establish a better positioning of Frankfurt Marriott in its home market. With over 30 years in the business, this hotel is part of an iconic brand and needs to improve its performance. Hotel Horizons uses strategic frameworks, analyses critical performance indicators and facilitates organisational change processes to bring long-term improvements that benefit guests and employees.
Analysis
Through in-depth interviews with managers and staff at the Frankfurt Marriott, the following key issues have been identified as potentially impacting operations and guest satisfaction:
Guest Feedback: Detailed analysis of over 2,000 online reviews covering the year prior revealed useful information concerning guest perception of Frankfurt Marriott Hotel. Most comments praise aspects like a clean hotel, superb amenities and city centre location where many attractions are within walking distance (Minner, M. and Nayak, 2019). Still, almost 20% of reviews reveal that customers had been disappointed with the speed and level of attentiveness of the room service team members and restaurant staff. 
The audit established that the negative comments were directed at long waits while waiting to be served room service orders or receive services in eateries within a hotel. The discontent also appeared in the decreasing star ratings through Booking.com – one of the most popular booking websites, with mean scores reduced by 8% since early that year based on publicly available insight tools provided by this platform (Genath, 2007). This is reflected in both written reviews and rating metrics, which recorded a decrease in guest satisfaction.


Staff Operations: Staff turnover in the F&B positions was revealed to be a widespread problem, with about 35% of them leaving their jobs within a half-a-year period. Managers cite long working hours, poor training, and insufficient career prospects as reasons for the revolving door (Scriabine, 2002). However, the challenge of keeping away from inconsistencies in guest service has been accompanied by a steady influx of new hires.
Financial Data: However, an analysis of the hotel's annual income statements for 2018 through 2021 reveals that food and beverage revenues have decreased by about twelve per cent yearly since COVID-19 started. More specifically, room service orders have declined by 26%, and the in-house restaurant covers are down 19% compared to pre-COVID levels (Sanvitale, 2020). Therefore, The hotel is majorly dependent on the conferences and events business, though the return has remained below 50 per cent of the previous volume.
Competitor Benchmarking: A market report by the STR into Frankfurt's ten leading hotels found that Marriott recorded the second-lowest overall average daily rate of €169 and had RevPAR for any competitor over the past year, just €93. However, occupancy jumped back to the level of 65% in Q2 (Driscoll and Squires, 2020). Further secondary research examined tourism trends in Frankfurt, with numbers from the Convention Bureau showing a slow revival of annual visitors statistics down 5% YoY since 2021. Nevertheless, Euromonitor finds that changing demographics and younger tourists’ expectations have focused on experiences rather than amenities.
Staff retention issues seem to be somehow linked to revenue losses and low productivity performance. Changing customer needs can impair Marriott's relative position versus competitors if they cannot adjust accordingly. Such a multidimensional approach that considers financial and operational elements would probably be required.
STEEPED Analysis
	Factor
	Impact on Frankfurt Marriott Hotel

	Social	
	Younger travellers prioritise experiences over amenities, shifting consumer behaviours.

	Technological	 
	Digital check-in/key, mobile payments, online reviews influence expectations

	Economic	
	GDP growth decline in Germany, inflation and high energy costs impact discretionary spend

	Environmental	
	Sustainability commitments require investments but appeal to eco-conscious guests.

	Political	
	New regulations on data privacy and minimum wages increase operating costs

	Legal	
	Compliance with changing health and safety standards during COVID-19 recovery

	Ethical	
	Demand for ethically sourced goods and respect for diversity of suppliers and partners

	Demographic	
	The ageing population in Germany, but increased immigration, changes the demographics.



The above STEEPLED factors show various external forces that the Frankfurt Marriot is forced to face. On the social side, evolutions in traveller demographics and behaviours represent challenges but also opportunities. The younger generations now focus more on the experiences than settling for amenities (Goh and Baum, 2021; Lee et al., 2021; Frye et al., 2020). While this change affects the prices of rooms, attracting new buyers through special offers that align with local culture may increase non-room revenue and loyalty.
Technologically, the digitisation of hotels has led to a high demand for frictionless self-service components from check-in through payments. Relevance means developing the mobile-first infrastructure and using guest data wisely (Kim et al., 2021; Narang, 2020; Wynn and Lam, 2023). On the other hand, online reviews also contribute to a reputation that can be less secure—one disgruntled customer may affect bookings. Proactive guest relations and dealing with issues openly are crucial.
Economically, the macroeconomic factors pressure discretionary consumer spending. High inflation and utility prices are now further squeezing household budgets in Germany as the country has experienced a decline in GDP due to COVID-19 (Gern et al., 2022; Addison et al., 2020). Tactical pricing requires considering demand elasticity; experience-driven packages may offer more excellent perceived value, and cost optimisation is essential. Demand can be stimulated via partnerships with local attractions for promotional rates or experience passes.
Environmentally, sustainability has become a license for long-term social and business viability. However, guests increasingly prefer companies that show responsiveness in their operations and reduce the impact of climate change (Ushakov et al., 2020; de Abreu et al., 2021). Implementing green certifications such as LEED can increase the ability to market the hotel, but it is very capital-intensive (Wei et al., 2020; Мишулина, 2021). Small efforts such as reusing linens and towels, transitioning lighting to LEDs, or supporting alternative transportation save the company some money and build goodwill.
Post-pandemic, politically, Germany instituted harsh laws on data privacy, minimum wages, and working conditions. Following the moving compliances comes with added overhead expenses, due to which price or alternative sources of revenue must be balanced (Jordan et al., 2021). With the help of technology and workflow improvements, processes can be simplified to ease the load. Choosing the right contractor prevents relying on one vendor or labour supply too profoundly.
Legally, health and safety standards are continuously updated by public health guidance. Although the security of the staff and customers is vital, any associated operational investments to protect customer safety following recovery must be controlled (Latif, 2021). Their close relationship with managing bodies allows for seamless compliance, while the flexibility to revise protocols contributes towards lasting stability.
Ethically, corporate responsibility is a matter of more than simply ticking the boxes; it is about showing commitment through real action. The interactions with local communities and suppliers through ethical sourcing enhance relational processes; respecting diversity ensures inclusive development, which results in talent retention (Fernando et al., 2020; Gauthier, 2023). Competent procurement practice also enables local small companies to allow the collective growth of the economy.	
Demographically, the concentration of an ageing population in Frankfurt is potentially stagnant without addressing evolving life stages. Nevertheless, when engaged as valued customers, immigration trends provide fresh energy and spending (Latif et al., 2020). Balanced growth can be augmented by attracting newer residents through multilingual staff training, diverse cuisine, family offerings, and wellness programs (Fernandes Sampaio et al., 2020). This cultural literacy is vital in internationalisation as it helps serve a globally recognised Marriott hospitality experience.
SOAR Analysis
	Factor
	Description

	Strengths	
	Prime location in central Frankfurt near trade fair grounds
Renowned Marriott brand reputation for quality service standards

	Opportunities 

	Develop partnerships with local attractions for experience packages
Refurbish select amenities to attract new customer demographics

	Aspirations 
	Achieve sustainability certifications such as LEED to appeal to eco-conscious guests.

	Results 

	Increase guest satisfaction scores to the top 25% of local competitors by Q3 2023
Grow non-room revenue sources by 10% annually through new offerings.



Strengths
The Frankfurt Marriott also has an ideal location in the heart of a bustling commercial part of the city, close to trade fair grounds and main transportation centres. This central location offers convenient access for both business and leisure itineraries. Being a globally licensed brand under Marriott International, the hotel also has a well-established name with guaranteed quality service and luxury facilities (Catana and Toma, 2021; Sanvitale, 2020; How and Lee, 2021). These traits have worked well for the hotel and can be used even more.
Opportunities
The analysis identified opportunities to exploit partnerships with local cultural attractions better and create tailored experience packages to access new demand segments. For instance, offering package deals such as combined room rates and ticket prices or tours may enhance the average length of stay (Kim and Tanford, 2021; Tomczyk et al., 2022). There are opportunities to strategically refresh selected public spaces and various room categories regarding technology and design features representing the locality, serving shifting demographics like Millennials or Gen Z.
Aspirations
Desiring to get reputable certifications such as LEED Gold for green building practices would indicate that the hotel is devoted to sustainability and will attract an increasing population of prospective, environmentally conscious customers. Integrative treatments, nutrition education and movement classes in an award-winning urban wellness program tailored for the business traveller could similarly give a white space to distinguish this hotel from its rivals as emphasized by Selin et al. (2022).
Results
Results-based targets were set to track progress. The following 12 months are expected to see guest satisfaction scores striving for the 75th percentile of competitors in the Frankfurt area, which will be higher than an industry benchmark. Here, 10% increases annually in non-room revenue sources due to new offerings or packages would diversify the income streams and compensation for other growing costs (Harris et al., 2020; ZHANG et al., 2023). Continuous improvement measures and demand stimulation projects may work hand in hand to push the needle. On balance, capitalising on existing strengths while tackling opportunities with meaningful operational breakthroughs and ambitious projects offers a sensible approach to increasing performance. The setting of precise, measurable results makes it possible to track efficacy over time but also ensures that opportunities for adjustment are there where necessary (Harris et al., 2019; Neupane and Khanal et al., 2022). Thorough periodic revision remains a crucial element of this strategic framework.
TOWS analysis
TOWS analysis
	WT
· Lack of talent pipeline to support new amenities 
· Rising energy/commodity costs 
	ST
Market saturation from new competitors | Shifting guest preferences 

	WO
· Dissatisfaction with F&B service speeds Underutilised meeting spaces 
	SO
· Prime location near attractions 
· Loyal corporate clientele 



The TOWS analysis gives prescriptions based on cross-checking their hotel's internal and external environmental scans. For the Weaknesses—Threats category, problems such as an unstable talent pool and growing operational costs are confronted with proposed collaborations in training future workforce or additional sustainability-driven projects (Simões, 2021). Building relationships between internships and local hospitality programs could result in a consistent talent supply while minimising recruitment challenges. It would also be necessary to consistently invest in energy and waste management practices to balance risks against uncertain economic surges.
As for Strengths-Threats, it is recommended to use the hotel’s brand equity and location. As the entrance of local and regional chain competitors intensifies, designing unique signature programs is critical. This threat can be addressed by creating renowned spa/wellness offerings for business travellers (Tasci, 2021). However, room and public space renovations that combine Frankfurtâ€™s culture and architecture could increase the property’s status as an immersive experience.
In the Weaknesses-Opportunities quadrant, proposals resolve current problems by grasping opportunities. For instance, adopting mobile ordering technologies could increase satisfaction concerning speeds by eliminating friction in guest paths (Han et al., 2021; Leung and Wen, 2021). Establishing strategic relationships with event groups not adequately using the meeting facilities would also counteract weaknesses and increase bookings.
Lastly, the Strengths-Opportunities analysis focuses on the capitalisation of advantage. The curated packages with the local focus, well-promoted by a prime downtown near attractions, could lead to incremental visitation and expenditure (Shields and Farrigan, 2001). Creating an ultra-elite, premium loyalty program and lounge for returning corporate clients helps ensure valuable long-term relationships.
Recommendations and Change Management
In light of the problems identified through extensive situational analysis, Hotel Horizons suggests this recommendations portfolio address major pain points and allow the Frankfurt Marriott to thrive.
Food and Beverage Operations: It is also suggested that the speed of service and employee retention among F&Bs can be enhanced through modifying work schedules, training policies, and kitchen technologies (Zhang et al., 2015). In particular, introducing two shifts per day with rotating days off and staggered start times lowers fatigue. Revitalised initial training by trained old employees with mentoring programs rebuilds skills and increases pride in trade (Wernick and Von Glinow, 2012). Not only do digital ordering tablets placed at tables allow for a more straightforward process, but they also take point-of-sale tasks away from staff.
To facilitate change, three months before the shift, schedule adjustments will be discussed carefully with staff involvement to help them ease changes. Temporary overtime will offer rewarding early adoption, acknowledging the contributions with appreciation (Catana and Toma, 2021). Team-based contextual learning is used in comprehensive training of new technologies and processes to create confidence and enthusiasm. Support champions from each department will help colleagues and give feedback to improve the rollout.
Guest Experience: Front desk agents and concierges will receive cultural awareness training to reflect the lifestyle of Frankfurt's locals. The property is a tech partner because of the new hotel app features such as digital keys, contactless check-out and destination guides. Modern comforts and regional design elements are parts of room refurbishment (Mazen Alomari, 2017). Change management is based on empathy, communication and employee engagement. Storytelling moments aimed at cultural immersion activities encourage understanding and motivation of local presence (Barreto and Mayya, 2022). The project team also has staff engagement in aesthetic decisions and technology selection to facilitate take-up. Phased-launch pilots new processes and collects feedback before rollout.
Revenue Growth: Along with partnerships between attractions and corporate wellness programs, dedicated resources are needed to ensure proper soft-skill development. Community outreach roles will be added to job descriptions, and cross-departmental task forces will pool efforts. Performance measures include financial as well as relationship KPIs. By managing change, roles will redefine their pace through attrition and internal transfers based on new strengths/interests to sidestep termination (Sanvitale, 2020). Collaborative goal-setting workshops socialise the modified KPIs (Saufi and Anuar, 2018). Partners participate in strategic planning sessions to co-create experiences that reflect organisational visions. By rewarding progress with celebration and rewards, enthusiasm can be maintained consistently through change.
Implementing critical change management practices must ensure successful and sustainable transformation at Frankfurt Marriott. With stakeholder engagement, communication, training, and recognition embedded as the approach to implementing organisational adjustments, its process can be seamlessly incorporated into streamlining operations within guest experience enhancement over time (Nikolskaya et al., 2018). Hotel Horizons supports transformative changes with sophisticated methodologies and unique insights.
How the Impacts/Success Rates Will Be Reviewed and Measured
To accurately measure the recommended initiatives' success, Hotel Horizons will collaborate with the Frankfurt Marriott team and define specific KPIs & review processes. Both qualitative and quantitative measures will be assessed through milestones to evaluate progress.
Firstly, qualitative measures will highlight evolving perceptions such as F&B operations' staff engagement survey results and guest comment card feedback. From a quantitative perspective, measurements such as average food delivery times, plate coverages per server and retention rates will show improvement in workflow as highlighted by Neupane and Khanal (2022). Six-month reviews will show whether targets have been met.
Staff cultural knowledge and app/website usability will be measured quantitatively as guest experience enhancements monthly mystery shopper audits. Technology integration will be reflected in the number of digital check-ins/keys issued, direct bookings and average room spend. For benchmarking the competition changes annually, PACE analyses will be conducted.
On the other hand, quarterly partner and attendee surveys will qualitatively measure relationship strength and experience quality for revenue growth strategies. Quantitative assessment of the new program performance will be determined by analysing sales on packages, revenue per available room and cross-promotion web traffic/conversions. The holistic impact will contextualise annual profit/loss statements. Benchmarks will also persist through platforms such as Smith Travel Research and STR to compare shifts relative to positioning in the marketplace as highlighted by Wickham et al., (2020). The demand-side verification metrics are regular guest satisfaction scorecard analyses and online reputation values such as Trustpilot/TripAdvisor ratings.
The effectiveness of the change management will also be evaluated by using pulse surveys and focus groups to measure communication efficacy, readiness levels for change, and change adoption rates. Feedback-based adaptations are perpetually improving.
The Frankfurt Marriott senior management team must practice diligent periodic reviews categorised by KPI kind and time interval to determine primary sources of over/under-performance so that strategies supporting continued measurable successes can be adjusted. Hotel Horizons consultants will be on hand to offer advisory guidance and specialised study for market trends.
Benefits to Be Experienced by The Hotel
Improved Guest Satisfaction
Implementing the recommendations will yield one main result – increasing guest satisfaction. The reinforcement of the food and beverage service by improving workflows through technologies will mitigate a notable pain point raised in reviews. Visitors will not have to wait long, and ordering processes will be more seamless, leading to better value perceptions and service quality. The room product redesign and the new cultural training for staff will create more of a locally relevant hotel experience that is also state-of-the-art in terms of technological features (Björn, 2013). Guests will find amenities and interactions that have been thought through in greater detail and directed more towards their needs. The digital concierge services are also available 24/7 and offer additional levels of hospitality.
Increased Revenue and Profitability
However, directly addressing guest dissatisfiers and positioning the hotel as an exceptional Frankfurt destination is expected to raise average daily rates, gradually boost occupancy levels and improve total room revenues throughout time. The local experience packages for sale in collaboration with attractions will secure the lost incremental leisure demand accrued through competition. New revenue-generating opportunities offered through corporate wellness programs aimed at high-value business travellers introduce diversification and reduction of the dependency on room bookings in traditional ways (Xu, 2017). Other non-room revenue from spas and events is also expected to increase through better in situ experience offerings and the packaging of attractors into bundled packages. In the final analysis, efficient demand stimulation techniques and operational optimisation initiatives reduce costs as a proportion of sales, increasing net operating income and allowing for additional reinvestments (Alkaraan et al., 2023). More substantial financial performance certainly improves the asset's value to its ownership if liquidation occurs in the future.
Improved Brand Positioning and Market Share
By focusing on lingering service quality challenges, enhancing the guest experience proposition, and becoming more destination-driven, Frankfurt Marriott is set to strengthen its competitive brand standing locally significantly. The long-term benefits of an improved reputation would be attracting new customers and solidifying customer retention (Fang and Huang, 2016). Curated unique Frankfurt programs through targeted partnerships that position the destination for the capture of market share beyond traditional room bookings. The competitive differentiation comes from exceptional wellness amenities explicitly aimed at corporate travellers. The regeneration of public areas reinforces the image of revival property as a trendy innovation leader.
Boosted Talent Engagement & Retention
Introducing employee-centric changes such as flexible scheduling, career laddering programs, and cultural training creates avenues for intrinsic job satisfaction and role pride. The employees pick up new technical and soft skills while creating a sense of investment in the strategic direction through consultation opportunities. Authentic hospitality delivered by local immersion and empathetic service skills drives a unified passion within the workforce dedicated to extraordinary guest experiences (Chambers, 2009). Better work-life integration results in less voluntary turnover, which saves substantial recruiting/onboarding costs. For example, on-property career mobility encourages the retention of top performers.
Sustainability & Community Alignment
Identifying stakeholder impacts through partnerships and responsible operations enhances the role of Frankfurt Marriott as a member and empowers communication. The role of cross-promotion is to stimulate local economic activity and destination development. Such philanthropic initiatives help improve the quality of life and give powerful brand exposure. Resource efficiency helps reduce the environmental footprint to meet sustainable growth goals. Green certifications promote environmentally friendly tourism, which appeals to travellers and investors with moral standards (Ibnou-Laaroussi et al., 2022). In summary, the strategic alignment of stakeholders develops a robust license to operate. Such a portfolio offers excellent opportunities for the Frankfurt Marriott revival of guest and talent performances and finances, contributing to strengthening community relations, which defends property from long-term decline.
Costs Associated with The Recommendations
Although the proposed approaches provide several benefits, cost-consciousness is vital in adopting them. The Frankfurt Marriott, a large upscale full-service property in Germany's metropolis, accounts for an approximate annual revenue of $20-$ 25 million (Genath, 2007). The suggested total investment here does not exceed just over 5% of revenues, which is appropriate for asset-enhancing initiatives. Changes in F&B operations such as digital ordering tablets, equipping the kitchen with new equipment and cultural training need about $250,00. Notably, labour cost savings in the form of reduced overtime compensation and improved staff efficiency promise to offset more than 50% of costs within two years. Food wastage is also minimised, bringing down the cost of goods sold.
The most significant single expense is guest room renovations, estimated at $2 million but will be spread over three years. Regional architectural theming, ergonomic furnishings, and energy-efficient fixtures decrease long-term overheads while boosting rate premiums. $150,00 worth of technology additions, such as digital keys, open unique marketing and operationalisation chances. The cost of $350,0 towards amenities marketing, staff training for wellness programming, and package development is 2. Therefore, Membership fees and per-person charges will likely return investment within the first year, based on anticipated sales volumes. At the same time, there are no capital requirements for partnerships, $100.
Other soft costs are $50,00 for change management consulting, cultural training and community projects. Utilising internal assets minimises the amount spent. 1.5% of revenues paid on recurring investments in training, IT systems and assets allows for retaining competitive advantages.
With the Frankfurt Marriott continuing to create massive profits despite having minimal debt and economic headwinds yielding a poor performance, spending less than 5% of revenues on transformation would allow guests, associates and communities to experience – long-term financial sustainability. Meticulous ROI review ensures continuous optimisation.
Action Plan
Action Plan
	Number

	Problem

	Solution

	Desired outcome

	Time scale

	Completion Date

	Planned Budget

	1. 11
	F&B operations inefficiencies result in slow service times and poor guest satisfaction scores
	To address F&B operation inefficiencies, critical technology, equipment, and process optimisations will be implemented. New digital point-of-sale (POS) tablets running updated restaurant management software will be rolled out to all food and beverage outlets. This enables guest orders and payments to be digitally captured and transmitted to the kitchen in a streamlined manner. The software integrates with existing property management systems for inventory management and sales reporting functions.
	By streamlining ordering, payment collection and kitchen preparation workflows, the target is to consistently achieve average food delivery times across all outlets of under 30 minutes (Christl, 2023). This industry-leading benchmark ensures guests experience an elevated level of speedy service aligning with luxury service standards.
Both internal staff satisfaction surveys and external third-party review scores like those captured on leading booking sites will be tracked and aim to surpass the top quartile of competitors within the Frankfurt region. Delighting guests with a hassle-free dining experience while empowering culinary teams through new skills and revised roles will tangibly reduce burnout and drive retention.
	 Six months for full implementation
	Q2 2025

	$250,000

	2. 
	Room product design does not appeal to new guest segments or reflect local culture.
	To refresh the entire guestroom product and inject more local authenticity, renovations will be conducted in 3 phases over three years to modernise fixtures and furnishings while thoughtfully incorporating Frankfurt's cultural influences. Public spaces will also be reimagined. Phase 1 focuses on wings 1-3, replacing lighting and beds, and installing local artwork. Phase 2 tackles wings 4-6 with updated bathrooms and regional amenity selections. Phase 3 renovates lobby lounge areas with cuisine pop-ups and visual history displays, enriching the guest experience through immersion in local flavour. Project management will minimise guest disturbance through strict scheduling.

	By updating the entire guest experience with regionally inspired modern touches, revenue metrics and online reputation are projected to climb meaningfully within one year of project completion (Orlikowski and Scott, 2014). Specifically, the average daily rate and revenue per available room are targeted to surge by 5% through premiumisation associated with the elevated product. Additionally, guest ratings and reviews on leading booking sites like TripAdvisor, which heavily influence demand, will aim to break into the top quartile of competitors within the local Frankfurt area. This recognises the enhanced perceived quality and authentic cultural experiences renovations are designed to impart.

	36 months
Completion 

	Q2 2027
	$2,000,000

	3. 
	Revenue relies heavily on traditional room bookings susceptible to economic volatility.
	To diversify revenue streams and capture new market segments, curated corporate wellness initiatives and destination experience packages will be created in strategic partnership with local attractions, tours and health/fitness providers. Customised programming will be developed by leveraging Marriott's extensive wellness expertise and brand partner network. Example offerings include team-building activities integrated with culinary classes, guided museum tours paired with yoga in the garden, walking meetings, electric bike excursions, and cooking demonstrations featuring local ingredients. Packages are marketed property-wide and through business/leisure sales channels.

	Targeting annual double-digit percentage gains, non-room revenue streams such as spa treatments, golf fees, F&B covers, and partnership package add-ons will be steadily expanded through the new wellness and experiences initiatives. This diversification will boost total revenue figures and lower volatility from traditional room-centric businesses (Erkuş-Öztürk, 2016). Additionally, penetrating new corporate meeting planner relationships grown through these tailored packages and events will increase broader demand across Franklin's regional MICE marketplace. Facility utilisation and banqueting food and beverage spending are ancillary areas primed for measurable growth.

	18 months


	Q2 2027
	$350,000

	4. 
	Staff burnout and turnover undermine consistent guest experiences.
	A series of employee-centric programs will be introduced to address staff burnout challenges directly impacting guest satisfaction. Flexible shift schedules enabling more excellent work-life balance will be possible through new hiring procedures incorporating rotating days off. Structured mentoring relationships empower career growth as seasoned staff coach newcomers. Wellness benefits like on-site fitness classes, health screenings and nutrition workshops supported through the corporate program being developed also cultivate well-being and engagement. Leadership development and recognition initiatives strengthen commitment to excellence and retention. Collectively, these human-focused initiatives upgrade working conditions.
	Voluntary staff turnover decreases to below 10%. Employee engagement scores rise within the top quartile competitively
	Six months
Completion 

	Q1 2025
	$100,000 



Conclusion
In conclusion of an extensive operational and guest experience review for the Frankfurt Marriott Hotel, we would like to briefly summarise some key findings noted in our analysis. The benchmarking insights from global industry leaders, complemented by the quantitative and qualitative research, provided opportunities and challenges that the property currently faces in such an intensified competitive marketplace.
It is worth noting that the remediation of longstanding concerns about service quality among guests through strategically invested people, processes and technologies in the Frankfurt Marriott has a high potential to revive its market standing and profit trajectory over time. The cultural relevance of the on-property experience stirred by the region's unique influences, tailored for new demand segments, leads to essential differentiation. Supply chain stakeholder programs should foster environmental and social responsibility.
A balanced strategic path forward can be made by validating our study results by streamlining F&B operations, rejuvenating guestrooms and public areas, diversifying streams beyond room revenue, improving human engagement practices and talent enhancement, and revamping destination attractiveness. Cautiously applied optimisation approaches can also enhance the efficiencies that advocate for responsible fiscal growth. 
In the name of Hotel Horizon Consultancy, I thank General Manager Oliver Schultz for your trust in this project's ability to accrue value through qualitative wisdom and quantitatively backed analyses. Your leadership inspires constant improvement and reminds me why the Marriott brand consistently outperforms. We appreciate the mutually beneficial relationship and knowledge acquired. Do not hesitate to reach out if you need further strategic or tactical implementation assistance.
Finally, may I say that if the hotel realises focused and thoughtful execution of the suggested strategies portfolio within the projection 3-year horizon along with monitoring critical performance indicators – then its future is promising. Recapturing existing loyal customers while engaging new generations requires perfecting the fundamentals at every contact point through a genuinely local perspective. We see the property becoming an even stronger community anchor and choice destination.
Respondent research demonstrates that streamlining F&B operations, renovating accommodations and public spaces, widening revenue sources beyond rooms, strengthening talent engagement practices, and sharpening destination appeal would provide a sustainable strategic direction. Well-thought-out optimisation methods increase efficiencies in support of fiscally sound growth. Such multidimensional recommendations also present an opportunity to revive lost revenues while gaining local relevancy.
If implemented comprehensively on the 3-year timeline, following this proposed roadmap can enable Frankfort Marriott Hotel to outperform competitors across performance metrics by consistently delivering an experience that aligns meaningfully with guest expectations. Continual reviews of the programs will allow adjustments from learnings, and capital will be allocated following phased approaches to negate disruptions. Communication of initiatives to associates in an understandable manner promotes a buy-in vital for changing behaviours at all service points. As the adoption as a preferred destination increases, partnerships will amplify reach into new referral channels.
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