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[bookmark: _Toc150943515]Executive Summary 
The Issue: The Lisbon Marriott Hotel's primary worry is the level of rivalry that exists within the hospitality industry. Both the hotel's position in the market and its performance have come under attack as a result of the intense rivalry posed by Premier Inn, Radisson Blu, Tivoli, Ramada, and Holiday Inn (Fernandes, Maguire and Santos, 2022). The Lisbon Marriott Hotel's revenue, reputation, and growth have all suffered as a direct result of the increased competition. To regain market share and maintain growth, the hotel needs to negotiate this highly competitive field with extreme care. Due to the highly competitive nature of the environment, a concentrated effort is required to address these challenges and strengthen the hotel's standing within its industry.
Findings: According to the survey, the Lisbon Marriott Hotel is significantly impacted by the presence of other hotels. The rise in total competitors is to blame for both the decline in revenue and the improvement in overall customer satisfaction (Emmanuel, Santos and Guillermina, 2023). A more in-depth examination of the competitive landscape reveals a shifting customer demographic, along with shifting expectations regarding pricing and service. The hotel may have to make some changes to its offerings to satisfy these demands. Although it cannot be quantified, the rise in negative feedback shows a loss in perceived value as well as a decline in the quality of service as a result of competitors in the market offering superior conveniences or prices. Because of its falling market share, the hotel needs to find a way to differentiate itself from the competition to regain its previous standing (Teixeira and Ferreira, 2019). According to these evaluations, the hotel needs to modify its business practices, expand its product line, and enhance the quality of its customer service to remain competitive in the rapidly evolving hospitality market.
Analysis: The numbers demonstrate how difficult it is for the Lisbon Marriott Hotel to compete in the current market. The urgency of the situation is highlighted by the fact that revenue, visitor satisfaction, and market share have all decreased (Ferreira, Ferreira and Rodrigues, 2023). This decline calls for a readjustment of our strategic orientation as a result of the increased competition. The sudden increase in the number of negative reviews posted on the internet is indicative of shifting customer preferences and increasing expectations, particularly concerning pricing and amenities. Because of this, the hotel can re-evaluate its offerings and conform to the requirements of the market. When the performance of the hotel is compared to the industry benchmarks, it is possible to see where it falls short (Ferreira, 2022). According to the findings of the investigation, the hotel needs to adopt a risky strategy to increase income, improve service, and remain competitive. To overcome these challenges, forward-thinking differentiating strategies, comprehensive marketing overhauls, improved customer feedback systems, technological integrations, and environmentally responsible business practices are required (Branco, 2022). These steps are designed to boost the hotel's competitiveness in the industry and maintain growth despite the intense level of competition.
Recommendations: The comprehensive analysis provides the Lisbon Marriott Hotel with several strategic recommendations to help it deal with the rising level of competition. The Differentiation Strategy is the one that needs to be completed initially (Ferreira, Ferreira and Gomes, 2022). Develop one-of-a-kind activities for guests, network with people in the community, and modify your offerings to stand out in the market. To significantly boost the hotel's internet visibility, it is necessary to do a comprehensive marketing overhaul. This involves making usability improvements to the hotel's website, as well as any digital advertising and social media platforms. The feedback from guests needs to be improved. The hotel can improve its service and the overall satisfaction of its guests by utilising in-room feedback systems and post-stay questionnaires. Integration of technology is a crucial business approach. Mobile apps, in-room automation, and mobile check-in and check-out all contribute to an improvement in both the guest experience and the operational efficiency of a hotel. Sustainable practices not only save money but also raise awareness about the environment (Ferreira, Melo and Castro, 2022). Greener practices, such as reducing litter, increasing energy efficiency, and supporting sustainable suppliers, are appreciated by guests who are aware of the environment. The Lisbon Marriott Hotel can increase income, improve service, and win market share with the assistance of this advice, which has been meticulously adapted to various facets of the competitive landscape.
Conclusion: According to the report, the Lisbon Marriott Hotel needs to take immediate action to counter the growing competition in the hospitality industry. Given the comprehensive assessment of declining revenue, visitor satisfaction, and market share, strategic interventions are required. The findings indicate that increased competition poses several challenges that call for a certain strategy to regain market dominance. For the hotel's rebirth, it is advised to use differentiation strategies, marketing makeovers, improved guest feedback, technology integrations, and sustainable practices. These strategies alter market and service positioning while increasing income. It is necessary to adjust to shifting customer tastes and market conditions to pursue sustainable growth. The Lisbon Marriott Hotel is at a crossroads where it needs to step up and innovate to stay ahead of the competition. In the face of intense competition in the hospitality industry, the hotel can prosper by putting the recommendations into practice and regaining market share.
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This analysis aims to assess the issue that Lisbon Marriott Hotel is facing along with the solutions which can be used to solve the problem. The primary cause for concern is the cutthroat competition. This matter has caused concern at the Lisbon Marriott Hotel because of the wide-ranging effects it could have. The hotel has competition from several other hospitality businesses in the area. As a result of the higher level of competition, the hotel experiences a decline in both revenue and reputation. The hotel's earnings and reputation for hospitality are at risk because of the competition. To maintain its relevance in the market and continue to generate profits, the Lisbon Marriott Hotel needs to identify itself and locate a lasting competitive advantage (Chakravarti, 2018). Protecting the hotel's market position in the face of intense competition is a challenging endeavour that calls for a response that is both thoughtful and informed.
The Lisbon Marriott Hotel has been a staple in the city ever since it first opened its doors in 1975 (Marriott, 2023). The exceptional location of this well-known hotel provides both convenience and accessibility. The hotel provides a selection of room dimensions so that it may cater to the needs of its customers. Private balconies, high-speed internet access, and floor-to-ceiling windows let in plenty of natural light in the hotel's spacious rooms and suites, which also feature the hotel's signature high-tech amenities. These components contribute to an increase in both the comfort and satisfaction of the guests (Dookeran, 2023). The Citrus Restaurant Grill in the Lisbon Marriott Hotel provides guests with an unforgettable dining experience. This restaurant, which offers traditional Portuguese cuisine, contributes to the allure of the hotel. Both tourists and business visitors appreciate the hotel's convenient position in the heart of Lisbon, which provides quick access to the city's most popular points of interest and amenities (Hospitalitynet, 2023). The age of the Lisbon Marriott Hotel, as well as its location, the variety of room sizes, and its commitment to providing modern comforts, all contribute to the hotel's ability to preserve its well-known and trusted standing in Lisbon's bustling metropolis.
An experienced organisational consulting firm by the name of Solver-Pro was brought in to assist the Lisbon Marriott Hotel. The knowledgeable staff of the company makes use of a variety of analytical frameworks to identify and resolve difficult business problems (Mavridopoulou and O’Mahoney, 2020). Solver-Pro is well renowned for its dedication to developing strategic solutions that are both inventive and successful. The significant knowledge that Solver-Pro possesses guarantees that the Lisbon Marriott Hotel will have a comprehensive and fruitful strategy for dealing with its competitive difficulties.
The problem will be looked at from several different theoretical perspectives using a variety of different methods. The PESTEL analysis of Lisbon's hospitality and hotel industry will shed light on the various external factors that have an impact on the Lisbon Marriott Hotel. The political, economic, sociocultural, technological, environmental, and legal elements that affect competitiveness will all be investigated during this course (Buttrick, 2019). An examination of the hotel's internal and external opportunities, threats, strengths, and weaknesses will be conducted as part of a SWOT analysis. The market position of the hotel will be discussed in this study. Following that, a TOWS analysis will be conducted to strategically connect the hotel's strengths and weaknesses with the opportunities and dangers posed by the outside environment (Burnes, 2014). With the support of this plan, real ways to deal with the increased level of competition will be developed, and the Lisbon Marriott Hotel will be positioned to be more competitive in the local hospitality industry.
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Description of the issue 
The Lisbon Marriott Hotel is up against rising competition in the hospitality business. There is an increased level of competition as a result of the presence of large competitors like as Premier Inn, Radisson Blu, Tivoli, Ramada, and Holiday Inn (Cunha, 2017). According to the information gathered from the market, the number of hotels competing for business in Lisbon has increased by 20% over the last year, while room capacity has grown by 15% (Catan, 2019). To maintain its position as a market leader in the face of more established rivals, the Lisbon Marriott Hotel is going to have to find a solution to this complicated problem. The problem is very important to the hotel's reputation, income, and market reach; therefore, the hotel needs to find a way to differentiate itself and implement effective solutions to keep its position as a leading destination in Lisbon.
Impact of the issue
The activities of the Lisbon Marriott Hotel are significantly impacted by competition. These impacts can be broken down into the following categories:
Reputation: Due to the rising level of competition in the industry, the Lisbon Marriott Hotel is having trouble maintaining its previously excellent reputation in Hotel Management (Chakravarti, 2018). It may become more difficult for the hotel to preserve its reputation as a distinct establishment as additional travel options become available because its image may suffer as a result.
Revenue: The hotel's revenue has suffered as a direct result of the increased level of competition (Jackson, 2018). As there are now more hotels competing for customers, price competition and price wars are becoming increasingly common. As a consequence of this, the hotel's profit margins and revenue have both plummeted.
Scope: As a result of increased levels of competition, the hospitality market scope of the Lisbon Marriott Hotel has shrunk. The hotel's market share is under pressure as a result of the influx of new and established competitors into the market, which makes it more difficult for the hotel to attract new customers and expand (O’Mahoney, 2021).

Causes of the issue
Increasing competitiveness is caused by a number of variables, including the following:
Lack of Differentiation: The hotel needs to set itself apart from the numerous other hotels that are in its industry (Sousa, Vaz and Marques, 2019). In a market that is already saturated with hotels that offer equivalent amenities and services, it is more difficult to present potential guests with a value proposition that is unique to your establishment.
Inadequate Marketing Strategies: The marketing strategies used by the hotel have not been successful in communicating its unique selling points to potential guests (Gaspar, Alem and Juliao, 2020). This has resulted in the hotel losing opportunities to attract new customers who might not be aware of the special amenities it provides.
Limited Guest Feedback:  Input from guests is crucial for continuous improvement and the satisfaction of guests. The inability to receive input from guests inhibits the hotel's ability to adapt to guests' evolving preferences.
Is Feedback an Issue?
A significant problem is that there is insufficient input from guests. It is necessary to obtain feedback from guests to fix problems, enhance services, and provide a better overall experience (Veiga, Ambrósio and Ferreira, 2020). In a market where there is a lot of competition, hotels need to comprehend the feedback of their guests and act upon it.
Reputation
The reputation of the Lisbon Marriott Hotel is in jeopardy as a result of the growing competition. Because tourists now have more options, it may become more difficult for the hotel to distinguish (Almeida et al., 2020). It's possible that in more competitive markets, its reputation won't stand out as much.
Income
The higher level of competition has resulted in a decrease in revenue at the Lisbon Marriott Hotel. Price wars and other forms of competitive pricing lead to decreased profit margins and are a direct result of competition (Oliveira, Braga and Costa, 2023). As a direct result of this, the hotel's revenue has decreased, which has negatively impacted its finances.

Scope 
The Lisbon Marriott Hotel is seeing its share of the hospitality sector decrease as a result of increased competition (Ferreira and Dieguez, 2020). It will be more difficult for the hotel to attract new clients and maintain its market share as the competitive landscape becomes more congested, which will limit both its market reach and its potential for expansion.
[bookmark: _Toc150943519]PESTEL Analysis 
The PESTEL analysis illustrates the following external factors that affect the Lisbon Marriott Hotel, which is located in Portugal's hospitality industry:
Political: The political stability of Portugal, which fosters an atmosphere that is good for the hotel and tourism industries, is to the hotel's advantage (Martins, Vaz and Alves, 2021). However, it must keep a close eye out for any changes in government policy or leadership that could bring about uncertainty. For hotel operations to function properly, it is necessary to comply with all local requirements.
Economic: The Lisbon Marriott Hotel is subject to strong influence from economic forces. The revenue of hotels is affected by exchange rates, particularly when dealing with guests from other countries (Wilke et al., 2019). The price and occupancy rate are both affected by economic factors such as consumer spending. When the economy is weak, people tend to travel less, which results in less money being made by hotels.
Social: Understanding the local culture as well as the socioeconomic trends in the area is necessary for the successful operation of a hotel. It is necessary to cater to a large audience, each member of which may have varying cultural and lifestyle preferences (Almeida and Campos, 2021). To keep customers coming back, you need to be able to adjust to shifting demographics, culinary preferences, and cultural norms.
Technological: To maintain its position as a market leader, the Lisbon Marriott Hotel needs to keep up with the latest technological innovations (Salguero et al., 2019). Technology that allows for online bookings, check-ins via smartphone, and digital marketing is not only convenient for guests but essential for businesses that wish to compete in today's digital age.
Environmental: To enhance its reputation and reduce operating expenses, the hotel should place a higher emphasis on environmental sustainability. It is morally responsible to consume less energy and waste, and doing so is one method to accommodate the growing demand for eco-friendly vacations.
Legal:  Maintaining a good reputation and staying out of problems with the law requires strict adherence to all applicable local and international regulations (Ambrósio, Veiga and Ribeiro Ferreira, 2019). The hotel's operations and reputation are both impacted by its level of compliance with the many licensing requirements, health and safety standards, and labour restrictions.
	Factors
	Impact on Lisbon Marriott Hotel

	Political
	Stable political environment, and potential uncertainties with changes (Martins, Vaz and Alves, 2021).

	Economic
	Exchange rate fluctuations affect revenue, economic trends influence pricing.

	Socio-cultural
	Adaptation to diverse preferences, and cultural shifts for guest satisfaction.

	Technological
	Technological adoption for digital bookings and marketing.

	Environmental
	Sustainable practices enhance reputation and reduce costs.

	Legal
	Adherence to local and international regulations prevents legal issues (Almeida and Campos, 2021).



According to the findings of the PESTEL study, the operations, competitiveness, and ability to overcome rivalry in the local hospitality sector are highly influenced by these external factors. This includes the hotel's ability to overcome competition. Understanding and resolving these factors are necessary to improve the performance of the hotel in Lisbon, Portugal, as well as its relevance there.
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Areas where the hotel performs positively 
The Lisbon Marriott Hotel is exceptional in some areas despite intense competition in the hospitality industry. Its attributes enable it to navigate the competitive environment:
Central Location: The hotel is perfectly located in the heart of Lisbon. Due to its central city location, it is easily accessible to major tourist destinations, cultural centres, and business areas (Cvent.com, 2023). This tactic draws both leisure and business guests, increasing the hotel's appeal.
Room Sizes: To accommodate visitors' preferences, the Lisbon Marriott Hotel offers a range of room sizes. The hotel can accommodate guests' needs for a comfortable and customised stay, offering anything from standard rooms to spacious suites.
Team with experience: The hotels committed and knowledgeable staff is essential to delivering first-rate service (Agoda.com, 2023). With their knowledge and commitment to client satisfaction, they promote positive reviews and return business.
Dining Options: A variety of Portuguese dishes are served at the Citrus Restaurant Grill. This diverse dining experience enhances visitors' stay by satisfying their gastronomic cravings and introducing them to the local way of life.
Meeting and Event Facilities: The hotel is a well-liked option for corporate and special occasions due to its numerous meeting and event spaces and adaptable food services (Oyster.com, 2023). Offering more variety increases income and broadens the hotel's customer base.
SWOT analysis 
	Aspect
	Description

	Strengths
	Central location, variety of room sizes, experienced staff, diverse dining options, and meeting and event facilities (Krupskyi et al., 2019).

	Weaknesses
	Lack of differentiation, inadequate marketing strategies, and limited guest feedback.

	Opportunities
	Differentiate with unique experiences and services, strengthen online presence, and leverage modern technologies, central location for business and leisure travellers (Forbes and Kosová, 2022).

	Threats
	Enhance guest experiences and service quality, collaborate with local attractions, and diversify services to cater to changing guest preferences.



The Lisbon Marriott Hotel has an advantage over other lodging options in Lisbon thanks to several features. Because of its proximity to important attractions and business districts, its central Lisbon location appeals to both leisure and business tourists. The hotel offers comfortable and customised stays by accommodating varying guest preferences in room sizes (Sumarsono, 2019). Excellent service from our knowledgeable staff encourages repeat business and positive customer experiences. To accommodate a range of tastes and provide visitors with a taste of the local way of life, The Citrus Restaurant Grill offers a selection of traditional Portuguese cuisine. The hotel is a top choice for corporate and special events, diversifying its revenue streams, thanks to its vast conference and event facilities and dynamic dining offerings.
There are also problems with the Lisbon Marriott Hotel. To be noticed in a crowded market, one must have effective techniques. It has to enhance its marketing strategies to draw attention to its unique services and raise awareness (Su and Reynolds, 2019). To fulfil evolving guest expectations, enhance the guest experience, and maintain continuous development, it is imperative to expand the collection and analysis of visitor feedback. By resolving these problems and making the most of its resources, the hotel can maintain its competitiveness in Lisbon's hospitality sector.
[bookmark: _Toc150943521]TOWS
The Lisbon Marriott Hotel's central location, variety of rooms, knowledgeable staff, ample dining options, and meeting and event spaces were all praised in the TOWS research. They can be applied to develop distinctive products and services, enhance online advertising, and take advantage of emerging technologies (Dhir and Sushil, 2019). Due to its advantageous location, the hotel may attract both business and leisure guests. The hotel can reduce risks and take advantage of possibilities to address shortcomings such as low guest feedback, inadequate marketing, and competition. It can set itself out from rivals and increase marketing to reach a wider audience. The guest experience can be enhanced by expanding the collection and analysis of visitor input. Strategic insights from this TOWS research will help the hotel thrive in Lisbon's hospitality industry.
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The Lisbon Marriott Hotel needs a special approach to counter the growing competition. To differentiate itself from rival hotels, the establishment ought to design distinctive guest experiences (Wilke et al., 2019). This calls for particular local partnerships, tailored offerings, and standout bundles. These additions should be guided by a comprehensive examination of the market gap and guest preferences. 
This method requires several stages to be implemented. Guest surveys and in-depth market research will highlight unmet requirements and preferences (Pérez, Manzano and Puertas, 2020). The hotel can then collaborate with nearby companies or craftspeople to provide unique experiences. Customised services, such as a personalised check-in or specially designed local tours, can be offered through research.
Change management is necessary for a seamless transition. Workshops and staff training are necessary to introduce new services and procedures (Kim, Roehl and Lee, 2020). Creating regular avenues of communication to resolve workplace grievances will encourage staff ownership and enthusiasm for the changes. A coordinated rollout of new products will minimise interruptions by enabling gradual adaptation.
Reactions from employees to changes are important. Employee buy-in can be achieved through change management strategies like feedback, training, and open communication. Employee acceptance of these changes will be aided by highlighting their positive effects, such as enhanced visitor satisfaction and improved market positioning (Chang and Sokol, 2020). To set the hotel apart in the crowded market, this tactic will facilitate the transition and bring the staff together.
[bookmark: _Toc150943525]Comprehensive Marketing Overhaul
To reach a wider audience, the hotel needs a thorough marketing makeover. According to Veiga, Ambrósio, and Ferreira (2020), this entails modernising digital advertising, boosting social media involvement, and boosting online visibility. With this approach, the hotel's website must be redesigned for usability in collaboration with experts in digital marketing. Implementing this suggestion takes a diverse approach (Bursk, 2018). There should be gaps and development opportunities identified by a thorough analysis of the platforms and marketing tactics in use today. Strategies tailored to individual hotels will be developed with assistance from specialists in digital marketing.
The hotel manages these changes with the use of Kotter's 8-Step Change Model (Czichos, 2017). First and foremost, it's critical to stress the importance of growing your audience and adjusting to market developments. Communicating the increased exposure and activity on the internet will encourage staff buy-in. A prominent coalition including digital marketing experts and significant stakeholders will steer the transformation. By working together, we can update the website and use fresh marketing strategies (Pugh, 2019). The adoption of new tools and techniques will be accelerated by staff empowerment and active participation in training and seminars.
Employees may be resistant to change, but you may motivate them by highlighting the advantages of increased internet visibility, customer engagement, and business expansion (Mariani, Bresciani and Dagnino, 2021). Giving feedback, expressing oneself, and acknowledging small victories will facilitate the seamless integration of the new marketing tactics.
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Prioritising guest feedback is imperative for the Lisbon Marriott Hotel to have success in winning over the competitors. Post-stay questionnaires and remarks made in the room will be beneficial. With these improvements, the hotel can evaluate customer feedback to assess their efficacy and identify areas for improvement (Sousa, Vaz, and Marques, 2019).
It will take a few actions to put this advice into practice. To enhance guest participation, select user-friendly digital questionnaires or in-room tablets as the business's first choice for feedback-gathering tools. System deployment also requires staff training (Ye et al., 2020). Managing visitor feedback, comprehending data, and refining services through insights should all be covered in training. These changes can be managed with the aid of the ADKAR Change Management Model theory (Bharwani and Mathews, 2021). First, it's critical to encourage customer input to raise the calibre of services. By emphasising the value of guest feedback and how it affects visitor satisfaction, staff members will be more inclined to take part in feedback collection.
Having employees who can respond to guest input promotes transformation in terms of willingness, aptitude, and expertise. Employees take ownership of the process when they are equipped with the means to gather and evaluate input. Employee feedback mechanisms that are open encourage ongoing development (Liu et al., 2020). Although employees could be resistant to change, highlighting the advantages of customer feedback on satisfaction and service quality would make them more receptive. Rewarding enhancements based on feedback will facilitate a smooth transition and create a hotel culture that is focused on the needs of the visitor.
[bookmark: _Toc150943527]Technological Integration
The hotel must employ technology to enhance guest experiences and optimise operations due to intense competition. According to Salguero et al. (2019), this involves utilising mobile apps for in-room automation, guest communication, and mobile check-in and check-out. Comprehensive staff training and cooperation between technology providers are necessary for the successful implementation of these systems. Important elements are required to put this advice into practice. First, select technology vendors and systems that align with the objectives of the hotel and the needs of its visitors (Liu and Yang, 2021). User-friendly interfaces and seamless integration are necessary to improve visitor experiences.
The theory of the Prosci ADKAR Change Management Model can assist in managing these changes. First and foremost, staff members need to comprehend how integrating technology enhances guest experiences and operational effectiveness (Kuo, Fang and LePage, 2021). Staff acceptance of these changes will be aided by explaining how they align with the hotel's mission to provide excellent service.
Adoption of new technologies depends on staff empowerment through thorough training. New system functionality, troubleshooting, and utilising technology to enhance visitor experiences should all be covered in training (Pateli, Mylonas and Spyrou, 2020). Enhancing staff confidence and skill in using these new tools can be achieved by providing continuing support and resources to address technological challenges. Employee responses to technology vary. Promote open conversation, address issues with active listening, and help people feel less afraid (Zhang et al., 2020). Honouring employees who become adept at using new technology can support transformation. By highlighting the advantages of technology integration for guest experiences and operational effectiveness, staff can be persuaded to embrace it, which will facilitate the shift and boost the hotel's competitiveness.
[bookmark: _Toc150943528]Sustainable Practices
The hotel must employ technology to enhance guest experiences and optimise operations due to intense competition. According to Salguero et al. (2019), this involves utilising mobile apps for in-room automation, guest communication, and mobile check-in and check-out. Comprehensive staff training and cooperation between technology providers are necessary for the successful implementation of these systems. Important elements are required to put this advice into practice. First, select technology vendors and systems that align with the objectives of the hotel and the needs of its visitors (Hossain et al., 2021). User-friendly interfaces and seamless integration are necessary to improve visitor experiences.
The theory of the Prosci ADKAR Change Management Model can assist in managing these changes (Moise, Gil-Saura and Ruiz Molina, 2021). First and foremost, staff members need to comprehend how integrating technology enhances guest experiences and operational effectiveness. Staff acceptance of these changes will be aided by explaining how they align with the hotel's mission to provide excellent service.
Adoption of new technologies depends on staff empowerment through thorough training. New system functionality, troubleshooting, and utilising technology to enhance visitor experiences should all be covered in training (Pereira, Silva and Dias, 2021). Enhancing staff confidence and skill in using these new tools can be achieved by providing continuing support and resources to address technological challenges.
Employee responses to technology vary. Promote open conversation, address issues with active listening, and help people feel less afraid. Honouring employees who become adept at using new technology can support transformation (Chung, 2019). By highlighting the advantages of technology integration for guest experiences and operational effectiveness, staff can be persuaded to embrace it, which will facilitate the shift and boost the hotel's competitiveness.
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	Recommendations
	Measurement and Evaluation Criteria

	Differentiation Strategy
	- Increase in positive guest reviews and ratings.

	
	- Rise in revenue from newly introduced custom services.

	
	- Number of unique local partnerships established (Lei et al., 2021).

	Comprehensive Marketing Overhaul
	- Growth in website traffic and engagement metrics.

	
	- Improvement in social media reach and interaction.

	
	- Increase in direct bookings attributed to digital marketing efforts.

	Guest Feedback Enhancement
	- Percentage increase in guest survey participation.

	
	- Growth in guest satisfaction scores and feedback ratings.

	
	- Number of implemented service improvements based on guest suggestions (Fernández, Vijande and Sánchez, 2020).

	Technological Integration
	- Adoption rate of new technologies among guests and staff.

	
	- Improvement in operational efficiency and guest experiences.

	
	- Reduction in manual processes and time saved.

	Sustainable Practices
	- Decrease in waste production and use of single-use plastics.

	
	- Energy consumption reduction and cost savings.

	
	- Number of eco-friendly certifications or awards achieved (Malik et al., 2018).



The table below provides an overview of the effectiveness criteria for the Lisbon Marriott Hotel's proposed tactics. The effectiveness of the Differentiation Strategy will be measured by increased income from unique services and increased satisfaction from guests (Dolasinski, Roberts and Zheng, 2018). The success of the Comprehensive Marketing Makeover is contingent on the growth of social media platforms, direct reservations, and website traffic. The objective of the Guest Feedback Enhancement project is to achieve higher levels of survey participation and customer satisfaction. Technology adoption and operational efficiency are two metrics that can be used to measure the success of technological integration (Ye et al., 2020). The Sustainable Practises success criteria include obtaining eco-certifications, cutting down on trash, and saving money on energy. These measurements shed light on how each recommendation influences the enjoyment of hotel guests, the effectiveness of hotel operations, and the hotel's capacity to remain in business.
[bookmark: _Toc150943530]Potential Benefits 
The implementation of the suggested strategies at the Lisbon Marriott Hotel could result in several advantageous outcomes. The Differentiation Strategy pledges to deliver memorable and unique experiences for guests, with the potential to boost both the brand's reputation and revenue (Wilke et al., 2019). A complete overhaul of the marketing strategy could increase the number of the hotel's direct reservations and broaden its online presence. Increasing visitor satisfaction, loyalty, and positive word-of-mouth can be accomplished through the use of guest feedback enhancement initiatives. Technological Integration is the process of adopting new technology to improve operations, efficiency, and the overall visitor experience. Sustainable practices are in line with the growing environmental consciousness and have the potential to lower long-term operational expenses while simultaneously attracting ecologically conscious tourists (Veiga, Ambrósio and Ferreira, 2020). These tactics have the potential to strengthen the hotel's market position, attract a broad clientele, enhance guest experiences, and develop a strong image of being environmentally responsible. This will ensure the hotel's continued growth and success in the competitive hospitality business.
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	Recommendation
	Estimated Costs

	Differentiation Strategy
	Investment in unique services: £50,000

	
	Establishing local partnerships: £20,000

	Comprehensive Marketing Overhaul
	Digital marketing campaign: £30,000

	
	Website overhaul: £25,000

	Guest Feedback Enhancement
	Feedback collection tools: £10,000

	
	Staff training on feedback analysis: £15,000

	Technological Integration
	Technology adoption and staff training: £80,000

	
	Software and hardware upgrades: £40,000

	Sustainable Practices
	Eco-friendly initiatives implementation: £35,000

	
	Sustainability certification costs: £15,000



The size and revenue of the Lisbon Marriott Hotel served as the basis for these projections. They ought to be sensible and pertinent to the functioning of the hotel (Teixeira and Ferreira, 2019). Nevertheless, costs can be affected by the pricing of vendors, the complexity of technologies, and the scope of sustainable project depth. The management of the hotel should analyse these estimates and see if they fit within their budget before putting them into action.
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This action plan addresses issues, remedies, expected outcomes, timeframes, completion dates, and projected expenditures in greater depth for each recommendation than is contained in the original document (Sumarsono, 2019). It provides the hotel with a framework to create and put into action the recommendations contained in the report.
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Lack of Unique Guest Experiences
	Implement Differentiation Strategy: Establish unique local partnerships, and invest in customized services.
	Enhance guest experiences, and boost revenue from new services.
	6 months
	30/06/2024
	£70,000

	2
	Inadequate Digital Presence
	Execute Comprehensive Marketing Overhaul: Enhance website usability, and initiate impactful digital marketing.
	Increase online visibility, and elevate direct booking conversions.
	4 months
	31/03/2024
	£55,000

	3
	Limited Guest Feedback Mechanisms
	Implement Guest Feedback Enhancement: Introduce in-room feedback tools, and conduct staff training on feedback analysis.
	Improve guest satisfaction, and enhance service based on feedback.
	3 months
	30/04/2024
	£25,000

	4
	Technological Out datedness
	Undertake Technological Integration: Adopt mobile check-in/out, and implement in-room automation.
	Streamline operations, and enhance guest technological experiences.
	8 months
	30/09/2024
	£120,000

	5
	Lack of Sustainable Initiatives
	Embrace Sustainable Practices: Reduce waste, invest in energy-saving equipment, and support local sustainable suppliers.
	Achieve eco-certifications, and align with eco-conscious trends.
	12 months
	31/12/2024
	£50,000



The table in the action plan for the Lisbon Marriott Hotel outlines a comprehensive strategy. Each numbered entry describes a problem, a suggestion for a solution, a list of desired outcomes, a time frame, a timetable for completion dates, and an estimate of the costs involved. With a budget of £70,000, partnerships and service investments can boost income within six months by delivering unique experiences for visitors (Su and Reynolds, 2019). Because of this rigorous process, the hotel can focus on specific concerns, put solutions into action, and fulfil goals while staying within the constraints of both time and money.
[bookmark: _Toc150943533]Conclusion 
This in-depth investigation of the Lisbon Marriott Hotel highlights the complicated challenges that are caused by increased competition in the hospitality industry. According to the findings of the research, the presence of competition has had a significant impact on the revenue, reputation, and client happiness of the hotel. The frameworks of PESTEL, SWOT, and TOWS were utilised to precisely identify problems and devise targeted solutions. These help identify the internal and external aspects of the business which is important to solve the problem related to high competition. 
Several parts of the Lisbon Marriott Hotel's operations have been impacted as a direct result of the competition presented by Premier Inn, Radisson Blu, Tivoli, Ramada, and Holiday Inn. The pressure from competitors has been detrimental to the hotel's earnings, reputation, and opportunities for expansion. A new approach to strategy was required to achieve victory in this very competitive climate. In the report, the issues with the hotel were investigated in great detail. It investigated the hotel's income streams, feedback systems, and management of its reputation, as well as the scope of these problems. The statistics revealed the current state of the hotel and the severity of its condition.
This analysis made it possible to offer strategic ways for hotels to remain resilient and grow. A Differentiation Strategy, a Comprehensive Marketing Overhaul to improve the hotel's digital presence, Guest Feedback Enhancement procedures, Technological Integration initiatives, and Sustainable practices are some of the carefully developed strategies that are included in the carefully crafted strategies. Each solution takes on a different challenge to improve the hotel's revenue, the overall satisfaction of its customers, and its ability to compete.
A well-organized road map may be gleaned from the meticulously developed action plan that will be used to put these efforts into effect. Step by step, it outlines each recommendation's challenges, remedies, intended outcomes, timeframes, and completion dates, as well as the expected costs associated with implementing those recommendations. This action plan will help the hotel in preparing for and carrying out the initiatives that have been outlined.
The researcher would like to express my appreciation to the Lisbon Marriott Hotel for their participation in this endeavour. Because of our partnership, we have a better understanding of the challenges that come with working in the hotel sector. Despite reaching its conclusion, the report does not close the door on further involvement, fresh partnerships, or opportunities to assist the hotel in navigating the ever-evolving business market. The researcher is grateful that they allowed the researcher to contribute to the strategic vision they have for the company, and the researcher looks forward to working with Lisbon Marriott Hotels again shortly.
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