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CHAPTER ONE

INTRODUCTION

1.1 Background of SIWES

The Student Industrial Work Experience Scheme (SIWES) is a structured training program initiated by the Industrial Training Fund (ITF) in 1973. It was introduced to bridge the gap between theoretical learning in higher institutions and practical experience in the workplace. The main objective is to expose students to real-life work environments and provide them with hands-on skills relevant to their field of study.

In today’s highly competitive job market, academic qualifications alone are not sufficient for employment. Practical training has become essential in equipping students with the experience and confidence required to handle challenges in the business world. For marketing students, SIWES presents an opportunity to understand how products and services are promoted, positioned, and sold in the real world. It also enables them to interact with professionals and customers, which is vital for personal and professional development.

1.2 Objectives of SIWES

The core objectives of the SIWES program include the following:


•
To provide students with an opportunity to apply classroom knowledge in practical situations.


•
To help students acquire new technical and soft skills that enhance their employability.


•
To prepare students for the labor market by exposing them to modern marketing techniques and tools.


•
To build students’ confidence in handling workplace responsibilities and challenges.


•
To enable students to understand the organizational structure and how departments collaborate to achieve common goals.

1.3 Objectives of the Report

This report is prepared to document the experiences, observations, and knowledge gained during my industrial attachment at Radisson Blue Hotel, Lagos. It serves to:


•
Present a detailed account of the marketing-related tasks performed.


•
Highlight how theoretical marketing concepts were applied in real business operations.


•
Evaluate the role of marketing in the hospitality industry.


•
Assess how the work experience contributed to my academic and career development.


•
Provide recommendations to the organization and future SIWES participants based on my observations.

1.4 Benefits of SIWES

The benefits of the SIWES program, especially for marketing students, are numerous and impactful:


•
Practical Exposure: I gained real-life experience in marketing strategies such as promotions, branding, advertising, and customer relationship management.


•
Skill Acquisition: I developed soft skills such as communication, teamwork, time management, and problem-solving, as well as technical skills like social media marketing and data analysis.


•
Professional Networking: I had the chance to interact with experienced professionals, which broadened my understanding of the hospitality sector and the importance of customer-centric services.


•
Confidence Building: By handling marketing tasks and participating in team projects, my confidence in applying my academic knowledge to solve practical problems improved significantly.


•
Career Orientation: The experience helped clarify my interest in hospitality marketing and guided me toward specific career goals in the marketing and service industry.

CHAPTER TWO
OVERVIEW OF RADISSON BLUE HOTEL

2.1 History of the Organization

Radisson Blue Hotel is a renowned luxury hotel brand operating under the umbrella of the Radisson Hotel Group, one of the world’s largest and most dynamic hotel groups. The Radisson Blue brand is known globally for its contemporary style, innovation, and commitment to delivering first-class service.

The Radisson Blue Anchorage Hotel in Victoria Island, Lagos, where I was attached, was officially opened in 2011. Since its establishment, the hotel has become a leading name in Nigeria’s hospitality industry, serving both local and international guests. Its strategic location along the Lagos Lagoon and its reputation for excellent customer service have made it a preferred destination for corporate clients, tourists, and event organizers.

2.2 Mission and Vision

During my industrial training, I became familiar with the hotel’s mission and vision, which guide the organization’s operations and marketing strategies.


•
Mission Statement:

To deliver memorable moments every day, everywhere, every time — through our Yes I Can! service philosophy.


•
Vision Statement:

To be one of the most admired and respected hotel brands globally, known for world-class service, innovative hospitality, and customer satisfaction.

These statements reflect the organization’s commitment to excellence, customer focus, and continuous innovation, all of which are evident in the hotel’s operations.

2.3 Organizational Structure

Radisson Blue Hotel operates a functional organizational structure, which groups activities based on departments and specialized functions. During my attachment, I observed that the hotel has the following major departments:


•
Marketing and Sales Department


•
Front Office and Guest Services


•
Food and Beverage Department


•
Housekeeping Department


•
Finance and Accounts Department


•
Human Resources Department


•
Maintenance and Engineering Department

Each department is headed by a manager or supervisor who reports to the General Manager (GM). I was attached to the Marketing and Sales Department, where I closely observed how the marketing team collaborated with other departments, particularly Guest Services and Events, to deliver exceptional guest experiences and promote the hotel’s services.

2.4 Services Offered

Radisson Blue Hotel offers a wide range of premium hospitality services aimed at ensuring customer satisfaction and building long-term loyalty. These services include:


•
Luxury Accommodation:

Modern and elegantly furnished rooms and suites with views of the Lagos Lagoon or city skyline.


•
Food and Beverage:

Several restaurants and bars offering local and international cuisines, fine dining, and lounge services.


•
Event and Conference Facilities:

Fully equipped event halls and meeting rooms for corporate and social events, weddings, and banquets.


•
Wellness and Fitness Services:

A modern gym, spa, and swimming pool for relaxation and health-conscious guests.


•
Business Support Services:

Free high-speed internet, concierge service, airport transfers, and other amenities for business travelers.

These services are packaged and promoted through various marketing strategies to attract different customer segments, including tourists, business professionals, and event planners.

2.5 Departments and Functions

Below are some of the key departments and their core functions, as observed during my industrial training:


•
Marketing and Sales Department:

This department is responsible for developing promotional strategies, managing public relations, maintaining the hotel’s brand image, customer outreach, market analysis, and driving sales. I worked here and participated in activities such as social media marketing, event promotion, and customer engagement campaigns.


•
Front Office:

Manages check-in/check-out processes, guest inquiries, and room bookings. They serve as the first point of contact for guests and play a major role in guest satisfaction.


•
Food and Beverage:

In charge of kitchen operations, menu planning, restaurant service, and bar management. This department ensures quality dining experiences for guests.


•
Housekeeping:

Maintains cleanliness and room readiness. Their attention to detail ensures that guests enjoy a clean and hygienic environment.


•
Human Resources:

Oversees recruitment, staff training, employee welfare, and performance management.


•
Finance and Accounts:

Handles budgeting, financial reporting, billing, and cost control. They work closely with sales to monitor financial performance.


•
Maintenance and Engineering:

Responsible for the upkeep of all electrical, mechanical, and structural systems in the hotel.

Conclusion of the Chapter

From my observations, Radisson Blue Hotel stands out due to its well-structured departments, strong brand presence, and consistent delivery of quality services. The organizational culture emphasizes teamwork, professionalism, and a customer-first approach. This structure enables effective marketing and ensures that all departments work toward achieving the hotel’s mission and vision.

⸻

CHAPTER THREE

 DESCRIPTION OF TASKS AND RESPONSIBILITIES

This chapter provides a comprehensive account of the tasks I performed, the responsibilities assigned to me, and the practical marketing experience I gained during my industrial training at Radisson Blue Hotel, Lagos. My attachment to the hotel offered me a unique opportunity to experience how marketing principles are implemented in the hospitality industry, particularly in a world-class hotel environment where customer satisfaction, brand reputation, and service quality are key priorities.

3.1 Department Attached To

I was officially assigned to the Sales and Marketing Department of Radisson Blue Hotel. This department is responsible for promoting the hotel’s brand, increasing visibility in the marketplace, boosting guest patronage, and maintaining strong relationships with both individual and corporate clients. The marketing team works closely with other departments such as front office, food and beverage, and reservations to ensure a seamless guest experience and effective promotional communication.

Under the supervision of the Assistant Marketing Manager, I was gradually introduced to the structure and workflow of the department. I learned how marketing campaigns are planned, how customer feedback is managed, and how strategic decisions are made to increase bookings and brand engagement. Being part of this team helped me better understand the integration of traditional marketing methods and digital strategies in the service sector.

3.2 Daily Work Activities

My daily work routine was structured to align with the department’s objectives. Each day began with a morning briefing session where marketing staff discussed progress on ongoing campaigns, guest feedback, event plans, and digital outreach strategies. I participated in these meetings and contributed where appropriate. My daily activities included:


•
Assisting with content creation for the hotel’s social media platforms such as Instagram, Facebook, and LinkedIn. This involved selecting images, drafting captions, and scheduling posts.


•
Preparing simple graphic designs for flyers, event banners, and digital advertisements using tools like Canva.


•
Updating marketing information boards within the hotel to reflect ongoing promotions and upcoming events.


•
Compiling data from guest feedback forms and review sites (e.g., TripAdvisor, Google Reviews) for analysis.


•
Observing the planning and execution of corporate events and special in-house promotional activities.

These tasks allowed me to learn by doing and offered a deeper understanding of how marketing supports the hotel’s overall business goals.

3.3 Marketing-Related Tasks Performed

Throughout my training period, I was actively involved in several core marketing tasks that helped me develop practical skills and apply the theoretical knowledge gained from my coursework. These tasks include:


•
Campaign Development Support: I participated in the brainstorming and planning of promotional campaigns, such as weekend getaway packages, public holiday promotions, and conference hosting deals. My contributions included drafting ideas for slogans, determining appropriate platforms for advertising, and helping identify target audience segments.


•
Market Research and Competitor Analysis: I assisted in gathering and analyzing market data on competitor hotels in Lagos. This involved comparing room rates, available services, customer reviews, and digital engagement strategies. The insights from this research were used to refine Radisson Blue’s marketing approaches.


•
Social Media Marketing: With the increasing importance of digital marketing, I was assigned the task of monitoring engagement on the hotel’s social media accounts. I tracked likes, shares, and comments, and reported on trends in audience interaction. I also learned how sponsored ads are set up using Meta Business Suite to target specific demographics.


•
Event Coordination and Branding: I worked with the events team to support the organization of in-house events such as VIP dinners, themed nights, and wedding expos. I helped in preparing invitation letters, managing guest lists, and distributing branded souvenirs. This gave me valuable exposure to experiential marketing.

3.4 Use of Digital Marketing Tools

Radisson Blue Hotel uses several digital tools to manage and execute its marketing functions effectively. During my internship, I became familiar with the following tools:


•
Canva: Used for creating promotional graphics, banners, posters, and social media visuals. I was trained on layout composition and brand consistency.


•
Hootsuite: A social media scheduling tool that helps plan and automate the posting of content across multiple platforms. I used this to manage weekly content calendars.


•
Microsoft Excel: Utilized for recording, organizing, and analyzing marketing data such as guest demographics, engagement metrics, and survey results.


•
Email Marketing Tools: I assisted in preparing newsletters and email promotions using pre-set templates sent through platforms like Mailchimp (although I only observed this process due to restrictions).

Understanding how these tools work was a critical part of my practical learning experience. It also increased my appreciation for how data and creativity must work together in digital marketing.

3.5 Customer Relationship Management (CRM)

Customer satisfaction and loyalty are vital to the success of any hospitality business. At Radisson Blue Hotel, the marketing team actively manages guest relationships through the following methods:


•
Loyalty Programs: I learned about the Radisson Rewards program, which encourages repeat bookings by offering points that can be redeemed for future stays and benefits. I helped in registering guests and explaining the program benefits.


•
Feedback Collection and Analysis: I helped collect guest feedback from surveys and online reviews. I observed how positive feedback was used for promotional purposes and how negative feedback was addressed by management to improve service quality.


•
Personalized Communication: The hotel sends personalized emails and messages to regular guests, corporate clients, and VIP customers. These communications include special offers, birthday wishes, event invitations, and thank-you messages, which help build long-term relationships.

This experience showed me how CRM tools and strategies are applied to foster customer loyalty and repeat patronage.

3.6 Challenges Faced During the Training

While my SIWES experience was highly rewarding, it was not without its challenges. Some of the major difficulties I encountered include:


•
Adapting to a Fast-paced Environment: The hospitality industry, especially at a high-end hotel like Radisson Blue, operates under tight deadlines and high customer expectations. Initially, I struggled to keep pace with tasks, but over time, I adjusted and became more organized.


•
Limited Access to Confidential Information: For security and corporate policy reasons, interns were not granted full access to sensitive marketing data, financial reports, or client databases. This limited my ability to fully understand some marketing strategies from an internal analytics perspective.


•
Technical Knowledge Gaps: At the beginning of my attachment, I was not fully familiar with certain industry-specific marketing terms and digital tools. However, with continuous learning and support from colleagues, I gradually overcame this challenge.

Despite these obstacles, I remained determined and committed to learning. I asked questions when necessary, volunteered for additional tasks, and sought feedback on my performance.

CHAPTER FOUR

APPLICATION OF MARKETING THEORIES

Marketing is not just a theoretical field; it thrives on real-life application. During my industrial attachment at Radisson Blue Hotel, I experienced how the concepts, models, and frameworks taught in lectures come alive in a practical, customer-driven environment. This chapter presents an in-depth explanation of how marketing theories were effectively applied in various areas of the hotel’s operations.

⸻

4.1 Promotion Strategies Observed

In theory, we learned that the Promotional Mix is a strategic tool used by businesses to communicate with their target audiences. The key elements include:


•
Advertising


•
Sales Promotion


•
Public Relations


•
Personal Selling


•
Direct Marketing

Application at Radisson Blue Hotel:


•
Advertising: The hotel advertised primarily through digital platforms such as Instagram, Facebook, and Google Ads. These ads were visually appealing and carefully targeted toward high-income travelers, corporate clients, and event planners. They highlighted the hotel’s luxury accommodations, serene environment, and special offers.


•
Sales Promotion: I observed the implementation of limited-time discounts on weekend stays, festive packages, and “book two nights, get one free” deals. These offers created urgency and helped fill rooms during non-peak periods. Promotional codes were distributed online and through direct emails to loyal customers.


•
Public Relations (PR): The hotel’s PR efforts were geared toward maintaining a positive brand image. It partnered with lifestyle influencers, organized charity events, and hosted media personnel to generate goodwill and positive press coverage. Responding politely and promptly to online reviews (both positive and negative) was also part of the PR strategy.


•
Personal Selling: The corporate sales team directly contacted businesses and organizations to promote the hotel as a destination for conferences, business retreats, and executive lodging. I joined in observing client meetings where tailored packages were negotiated based on group size, stay duration, and event type.


•
Direct Marketing: Personalized emails and SMS messages were sent to past guests and members of the Radisson Rewards Program, promoting seasonal offers and loyalty discounts. The tone was friendly, professional, and consistent with the hotel’s brand voice.

Further Insight:

This section taught me that promotional activities are not random—they are strategic, data-driven, and timed to coincide with demand patterns. Integrating these elements ensures a consistent brand message and increases customer engagement.

4.2 Advertising and Branding

We studied that branding is more than just a logo—it encompasses every experience the customer has with a brand. At Radisson Blue, branding was evident in both visible and emotional touchpoints.

Application at Radisson Blue Hotel:


•
Visual Identity: The hotel consistently used its brand colors (royal Bluee and white), fonts, and logo across all platforms—social media, websites, flyers, staff uniforms, signage, and room accessories. This consistency helped strengthen brand recall.


•
Brand Promise: The hotel positioned itself as a provider of luxury, comfort, and world-class service. Every guest experience was tailored to reflect this promise, from the warm welcome at reception to the personalized service in the restaurant and rooms.


•
Emotional Connection: Radisson Blue built its brand by fostering a sense of belonging and prestige. Guests were treated with respect, and loyalty was rewarded with special privileges (room upgrades, late check-outs, etc.).


•
Advertising Messaging: All campaigns maintained a premium tone. The captions, videos, and photos communicated exclusivity, relaxation, and sophistication—appealing to the hotel’s upscale market.

Further Insight:

This experience showed me the importance of consistency in branding. From visual cues to customer interactions, every element must align with the brand’s identity to create trust and loyalty.

⸻

4.3 Service Marketing Practices

As a marketing student, I was introduced to the Extended Marketing Mix (7Ps) for service-based industries. Radisson Blue exemplified the practical use of these extended elements:

Application at Radisson Blue Hotel:


•
People: The staff were trained to be professional, friendly, and helpful. From front desk officers to room attendants, everyone played a role in creating a positive guest experience. The marketing team ensured that service quality was regularly monitored through customer feedback.


•
Process: There was a seamless process for guest reservations, check-in, room service, and check-out. I observed that this efficiency built guest confidence and encouraged repeat bookings. Internal processes were coordinated through software systems that linked departments in real-time.


•
Physical Evidence: As a service provider, the hotel used physical surroundings to influence customer perception. The luxurious lobby, well-decorated rooms, and professional marketing materials (flyers, event brochures, menu designs) served as tangible proof of the quality promised.

Further Insight:

Service marketing taught me that customer satisfaction depends not only on the service itself but on the environment, staff attitude, and processes behind the scenes. Every aspect counts in delivering excellence.

⸻

4.4 Market Research Techniques

One of the major marketing theories covered in school is the importance of market research in decision-making. At Radisson Blue, I was able to observe and assist in data collection, analysis, and strategy development based on market insights.

Application at Radisson Blue Hotel:


•
Competitor Analysis: We regularly tracked what other high-end hotels (e.g., Eko Hotel, InterContinental, and Marriott) were offering. I helped compile this data into charts comparing prices, facilities, and guest reviews.


•
Customer Feedback: Guests provided feedback via TripAdvisor, Google Reviews, and in-room comment cards. These were compiled weekly and analyzed to identify common complaints or praises, which helped improve services.


•
Booking Patterns: We studied reservation data to identify busy periods (like holidays or conference seasons). This informed the hotel’s promotional calendar and pricing strategies.

Further Insight:

The practical use of market research proved to me that data is the backbone of strategic marketing. Without understanding the market, customer behavior, or competition, businesses risk making costly assumptions.

⸻

4.5 SWOT Analysis of the Hotel’s Marketing

I applied the SWOT Analysis framework to evaluate the marketing environment of Radisson Blue Hotel:


•
Strengths:


•
Global brand recognition and reputation


•
Luxurious infrastructure and high service standards


•
Strategic location in Lagos (a major business hub)


•
Effective digital marketing strategies


•
Weaknesses:


•
Premium pricing limits affordability for local middle-income earners


•
Some delays in responding to online complaints or inquiries


•
Over-reliance on foreign guests and corporate clients


•
Opportunities:


•
Growing tourism and event planning industry in Nigeria


•
Rising interest in wellness, staycations, and luxury experiences


•
Possibility to expand through local brand collaborations and influencer partnerships


•
Threats:


•
Economic downturns affecting travel budgets


•
Intense competition from new hotels and Airbnb options


•
Negative online reviews spreading quickly if not managed well

Further Insight:

Conducting a SWOT analysis helped me appreciate the strategic thinking behind marketing planning. It forces businesses to reflect inwardly and look outwardly at market forces before making decisions.

⸻

Conclusion of Chapter Four

Through hands-on exposure to promotions, branding, market research, and service management at Radisson Blue Hotel, I was able to deeply appreciate the relevance of marketing theories in real-life operations. This chapter showed that marketing is both a science and an art—it requires understanding customer psychology, strategic planning, and creative execution. My SIWES experience turned theory into practice, giving me the tools and confidence to function effectively in the professional marketing world.

CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

5.1 Summary of Experience

My time at Radisson Blue Hotel was an invaluable experience that provided deep insights into the practical world of marketing in the hospitality industry. Over the course of my industrial training, I was exposed to several key aspects of marketing, from digital and traditional advertising to customer relationship management and market research.

Throughout the internship, I assisted in executing marketing strategies aimed at enhancing brand awareness and customer loyalty. I observed and participated in the development of promotional campaigns, social media management, and event planning. I also played an active role in gathering and analyzing customer feedback, which helped the hotel make data-driven marketing decisions.

Additionally, my involvement in the creation of marketing materials and the use of digital tools like Canva, Hootsuite, and Excel improved my technical skills. The hotel’s structured and customer-centric approach to service marketing also allowed me to appreciate the importance of building relationships with clients, understanding their needs, and providing them with tailored experiences.

Overall, my experience not only aligned with my academic learning but also broadened my understanding of the complexities of marketing in a real-world setting.

5.2 Key Lessons Learned

My industrial training at Radisson Blue taught me numerous valuable lessons, some of which include:


•
Importance of Integrated Marketing Communication (IMC): I learned how critical it is for all marketing channels—be it digital, print, or direct marketing—to work together in delivering a consistent brand message. This coordination ensures that customers receive a unified experience regardless of how they engage with the brand.


•
Customer-Centric Marketing: The hotel’s approach to marketing was centered around customer needs. I saw firsthand how essential it is to segment your market, tailor offers based on customer preferences, and ensure that the customer journey—from booking to check-out—is seamless and enjoyable.


•
Adaptability in a Fast-Paced Environment: The hospitality industry is dynamic, with frequent changes in guest demands, economic conditions, and market trends. I learned how to quickly adapt to these changes and make swift decisions in high-pressure situations, which is a crucial skill for a marketing professional.


•
Data-Driven Decision Making: I gained a solid understanding of how market research and customer feedback drive marketing strategies. Data collection and analysis are vital for understanding customer behaviors, anticipating trends, and adjusting marketing strategies accordingly.


•
Brand Consistency: The experience reinforced the importance of maintaining consistency across all marketing channels to protect the integrity of the brand. Every interaction a customer has with the hotel, whether online or in person, reflects the brand’s image.

5.3 Contribution to Career Goals

My industrial training at Radisson Blue significantly contributed to shaping my career goals in several ways:


•
Confirmation of Career Path: The exposure to marketing practices in the hospitality sector affirmed my interest in pursuing a career in service marketing, particularly within luxury hotels and resorts. I became more passionate about creating memorable customer experiences and managing brand equity.


•
Skill Development: I have developed essential skills such as content creation, social media marketing, customer data analysis, and strategic planning, all of which are directly applicable to my future career in marketing. I also honed my communication and teamwork skills, both of which are crucial in the marketing industry.


•
Networking Opportunities: My time at the hotel allowed me to build relationships with industry professionals. I learned a lot from my colleagues in the marketing department and developed a better understanding of how marketing functions within the larger scope of hotel management. These networking opportunities have opened up possibilities for future job prospects and internships in the hospitality sector.


•
Professional Confidence: Working in a professional setting has boosted my confidence in my ability to perform marketing tasks effectively. I feel more prepared to enter the workforce and apply my academic knowledge in a real-world environment.

5.4 Recommendations to the Organization

Based on my observations during my time at Radisson Blue Hotel, I have the following recommendations for enhancing the hotel’s marketing efforts:


•
Expand Digital Marketing Efforts: Although Radisson Blue already has a strong presence on social media, I believe there is room for growth, particularly in leveraging platforms like YouTube, TikTok, and LinkedIn. By creating video content and behind-the-scenes footage, the hotel can further humanize the brand and engage with younger audiences.


•
Increase Local Market Engagement: Radisson Blue could benefit from increasing its focus on local guests, especially during low tourism seasons. Promotional offers targeting residents for weekend stays, family events, or wellness retreats could help maintain occupancy levels year-round.


•
Invest in Marketing Automation: The marketing department could improve efficiency by adopting more automation tools for email marketing, social media management, and guest feedback collection. This would free up time for creative and strategic tasks.


•
Enhance Loyalty Programs: While Radisson Rewards is an excellent program, the hotel could improve it by adding more personalized incentives for loyal customers, such as early check-ins, room upgrades, or exclusive events. Creating tiered loyalty levels could further enhance customer engagement.


•
Sustainability Messaging: There is an increasing demand for sustainable travel. Radisson Blue could further highlight its sustainability efforts in its marketing campaigns, showcasing the hotel’s green practices, eco-friendly initiatives, and community engagement.

5.5 Recommendations to Future SIWES Students

As I reflect on my experience at Radisson Blue, I have a few recommendations for future SIWES students who will be undergoing similar internships:


•
Be Proactive and Take Initiative: Don’t wait for tasks to be assigned. Take the initiative to ask questions, offer help, and suggest ideas. Being proactive will help you gain more hands-on experience and make you stand out in the workplace.


•
Stay Organized and Keep a Logbook: It is important to maintain a daily record of your activities, tasks, and learnings. This log will help you reflect on your progress, track your achievements, and provide valuable material for your report.


•
Network and Build Relationships: Take the opportunity to build professional relationships with your colleagues, supervisors, and other interns. Networking is an essential part of building your career, and the people you meet during your SIWES experience may be valuable connections in the future.


•
Be Open to Learning: Embrace every task, even those that seem mundane or outside of your comfort zone. Each task is an opportunity to learn and improve your skills.


•
Ask for Feedback: Regularly seek feedback from your supervisors and colleagues. Constructive feedback will help you improve your performance and grow both personally and professionally.

Conclusion of Chapter Five

In conclusion, my SIWES experience at Radisson Blue Hotel was incredibly enriching. It allowed me to apply the marketing knowledge I gained in school to real-world scenarios, deepening my understanding of the hospitality industry’s marketing practices. I have learned key skills that will be valuable throughout my career and have had the opportunity to interact with seasoned professionals who have helped shape my career aspirations. Through this report, I have reflected on my experiences and provided insights that may contribute to both my personal development and the continuous improvement of the organization
28

