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Strategic Plan Part 2: SWOT Analysis Paper
Mars Hospitality Group intends to offer gateway hospitality to services to its clientele at a one-off price, to holiday destinations that its competitors or other market players in the hospitality industry don’t offer. One of their core services within the new product involves a vacation to Mt. Everest for a given number of days at an affordable rate. The firm’s vision and mission statements all intends to deliver services to its esteemed customers upon their request.  The hospitality organization wants to develop a special brand recognized through the entire globe for its unique features and service quality rendered. The report intends to perform a study on the strengths of the firm against its weaknesses, and its readiness to deal with the weaknesses and opportunities. 
Economic Trends
Briggs, (2014) argued that Mars Hospitality Group has been in business for quite some time, and their success attributes to the huge capital which the firm allocated their projects. The company runs business projects, such as the expansion program which the firm intends to open. The company invests much capital because it collects a similar amount of revenue from its clients.
Legal and Regulatory Trends
The business faces new rules aimed at delivering clean and safe services to the customers, as they eat and live in their premises throughout the period. The government placed stringent rules designed to letting the Mars Hospitality Group offer customer oriented services. The law is also strict on hospitality ventures that don’t meet their regulations. 

Adaptation To Change
Briggs, (2014) argued that adaption to changes requires resources in the form of capital and expertise, which the hospitality firm has in abundant. The capital funding would ensure sustainable shifts in the business from the top management to the acquisition of additional elements that would help them grow. The new investment opportunity requires an additional training of the staff and deployment of managerial staff in charge of the departments. The report found that the firm already had most of the resources, as staff training would not take a long duration.  
The company also puts proper communication channels that ensure each person is on the right track or gets adequately informed when they feel that things don’t work as expected. All workers and the managerial team engaged in the same tasks and cooperated till the firm attained their success. The company practiced a strategic leadership which ensured all deals got implemented adequately. 
The organization became service focused, with consumers getting the first attention of the employees, and complaints dealt with time.  The firm set goals and worked towards attaining their targets each given year. The management focused on their success and failure and shared their information with their employees for them to develop a critical consensus aimed at promoting the firm.   
Supply Chain Of The New Division
Peng, (2014) suggests that the company intended to reduce their running costs and increased the quality and speed of delivering items to consumers.  The company ensured a well-maintained relationship between the workers and the customers. The clientele of the company got separated depending on their value over time, apart from increasing their loyalty through delivery of customized goods and services.  The Mars Hospitality Group worked towards developing good supplier relation with their firm. The company relied on small segments of vendors who ensured a steady supply of resources needed. 
Briggs, (2014) argued that the Mars Hospitality Group’s primary focus is dealing with their customer requests, during which they offer real-time information, about the booking arrangements and the availability of a given service and their exact costs. The firm also provides the customers with the needed advice when choosing the excellent service, and their costs.  Peng, (2014) suggests that the company ensures a balance between the supply chain capacity of the business and the customer requirements. The firm has resources and services in place aimed at proactively meeting the customer demands and carrying out the improvements with the least amount of disruption.  The workers ensure reducing demand variability, high flexibility, and synchronized supply and demand.  
Core Competencies
Peng, (2014) suggests that the organization’s core competencies included customer orientation, where they demonstrated a high level of concern satisfying the customer needs. The firm replied the customer questions and requests almost immediately.  The staff talked with the clients intending to know the level of satisfaction regarding the services they obtained.  The workers informed the customers on their willingness to deal and help them in all capacities. The firm also placed measures aimed at collecting the relevant information on the client satisfaction and chose the places that they needed to change. 

Issues and Opportunities
Issues
Peng, (2014) suggests that the biggest problem is competition within the industry, as many hospitality businesses come up each day. The industry is almost flooded, and the firm must create its niche to meet the demands of the customers in the best means possible. The company also relies on the weather as most tourists operate on a seasonal basis. The firm had to deal with wet or rainy seasons during which visitors barely traveled to such locations. 
Opportunities
Briggs, (2014) argued that the increasing number of visitors each year is an excellent opportunity which the business venture might make use. Tapping into the new customers gets possible through marketing and engaging the workers to convince the customers. Opening new stores and offering new services which favor the clients is another opportunity which the firm makes use.  
Hypothesis
Issues relating to pricing depend on the customer and quality of services offered; therefore, prices of other hotels might appear competitive to given class of consumers. The hypothesis, in the matter, therefore, might argue that quality and target clients are the main factors contributing to the cost of services offered to the customers.  Another issue arose due to the climate, or rather the seasons of the year, which the firm feels that the number of clients served depends on the season of the year. 

Circumstance of Each Issue
The circumstances that surround the service delivery in the hospitality industry depends on the market share of the firm. For example, if Mars Hospitality Group had a huge market share, then they would deal with a big clientele. Once more, when the firm offers quality services, even when they don’t have as many resources as their competitors then the firm would attract visitors, even when the economic times are hard on all hospitality service providers. 
[bookmark: _GoBack]Quality services in hospitality industry entail the delivery of quality services and products to guests consistently according to the standards of the market. However, it appears that quality product and service delivery remains a nightmare to most hospitality centers globally. According to Martin, (2012), hospitality managers visualize quality service management according to a friendly staff, comfortable rooms, tasty foods and value for money. 
Alongside what gets indicated above, there exist many other avenues that supervisors from the hospitality industry would make use of to improve the quality of services that get delivered, due to the fact there is not a single standardization rate where one would consider the setting of the highest quality, it is, therefore, relative. According to Ford et al., (2012), elements that people and guests feel so as to evaluate the quality of the service delivery entail retention of current visitors on board and satisfaction of guests comprise among the reasons as to whether the quality of the services reaches the standards of the market.
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