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[bookmark: _Toc167370607]Executive Summary 
As a guide to accurate recommendations that could assist InterContinental Dubai Festival City, a leading luxury five-star hotel in Dubai Festival City, this report articulates some key areas of concern. It has ongoing problems like lack of strong branding and internal marketing, coupled with inability to target the high-end market and secure corporate business. They are variably detrimental to the reputation, market share, and revenues of the hotel. These issues are analysed using PESTEL, SWOT, and TOWS methods in this report, along with the strategic suggestions that would improve the hotels presence in the market, marketing strategies, and performance. 
Thus, InterContinental Dubai Festival City faces these key issues: A weak brand position prevents a hotel from gaining market share and a strong brand image in the luxury hospitality business. Online Travel Agencies are heavily used because past and present marketing tactics have failed to raise awareness or drive bookings. The hotel faces a hurdle because even if it targets clients and events, there is an unmet requirement for high-end services due to underdeveloped amenities and facilities, losing potential revenues.
Findings 
· Brand Positioning: Of even greater concern is the noticeable lack of brand identity for the hotel or any of its associated brand equity to strongly appeal to these target markets. 
· Marketing Strategies: Current marketing strategies are proving to be elusive, with little online presence and paltry ROIs. 
· Attracting High-End Clientele and Corporate Events: This shows that there is a diminished book for holding a number of premium rooms and limited corporation events to meet the needs of these people. 
Key data and facts
From the data and facts, down-trending trends indicate a 15% downfall in direct bookings over the last one year, a decreased guest satisfaction score by 10% concerning brand image, a 20% reduction in corporate event booking compared to the prior year and marketing ROI that is 30% below its benchmark in the industry.
Analysis 
PESTEL analysis now gives an assessment of the macro-environment influencing the subject InterContinental Dubai Festival City in its operations. Politically, a stable environment will attract more tourists to Dubai while the economic and geopolitical conditions influence the amount that travelers are willing to spend as well as the occupancy rates. On the social level, guests’ shifts in preferences demand certain flexibility in positioning, and the technologies present opportunities to enhance relations. Furthermore, environmental factors and the law are of the essence in the hotel operations because their consideration ensures the business success. 
The opportunity pillar of this structure lists the strengths of the hotel, including the strategic location in the city, luxurious facilities and services and brand image that is strong among a segment of the population. However, strengths including a great managerial team and higher spares inventory cannot counterbalance weaknesses such as poor brand identity and inadequate marketing initiatives. The strengths are in the growth of the niche market such as luxury travel and the ability to improve the online outreach, while weaknesses comprise a high level of competition and the shift of customer preferences. 
Analysing the company’s TOWS, it is possible to state that it is necessary to use existing strengths to create opportunities, for example, it is useful to work on the brand’s presence on the web. Depending on students’ choices, it becomes possible to manage threats with help of the elaborated strategies: weakness, for instance, might be the need to refine the brand image. Consequently, as InterContinental Dubai Festival City identifies its key internal resources and market offerings it can endeavor towards overcoming obstacles and achieving competitive advantage in the luxury hospitality industry. 
Recommendations are as follows:
1. Brand Positioning: Carry out a thorough research on the brands within the relevant market and redesign the brand images to come up with a novelty and credence network of values. 
2. Marketing Strategies: Revise goals and objectives for the digital marketing presence, web optimisation, social media activity, and other online advertising initiatives. 
3. Attracting High-End Clientele and Corporate Events: Revamp luxury facilities and retrofit corporate entertainment spaces to fit budget minded, high rollers.
Implementation and Costs 
· Brand Positioning: USGBP100,000 for the brand audit including the refresh of brand identity to be done in 6 months. 
· Marketing Strategies: GBP150,000 invested in an initial redesign of digital marketing by the firm, with further recurring annual expenses of GBP70,000; forecasted total to be achieved in nine months. 
· Attracting High-End Clientele and Corporate Events: GBP500,000 to invest in revamping of the facilities including enhancing equipment and infrastructures within one year. 
Measurement of Success 
KPIs are the enhancement of overall brand awareness and memorability in target groups, the enhanced brand image and brand strength, the increase of market shares and direct sales, as well as premium-room- and corporate-events-booking rates. 
InterContinental Dubai Festival City experience various competitive forces that affect its industry placement and revenue. These suggestions are as follows: In general, the strategic recommendations made in this report provide a clear direction towards increasing the perceived brand value, marketing efficiency and appeal for attracting more affluent guests and corporate events. These steps will fuel further growth, enhance the quality and level of satisfaction of hotel occupants, and enhance the standing of the hotel in the highly competitive luxury hospitality industry. Global Hospitality Insights for its part will ensure that it assists InterContinental Dubai Festival City in achieving the above mentioned goals and wishes to establish a fruitful cooperation. I would like to thank you for this opportunity to work together on this project. 
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Background of InterContinental Dubai Festival City 
The InterContinental Dubai Festival City is located in the city's fastest-growing sector, Dubai Festival City. In 2008, the five-star hotel opened with stunning rooms and suites with unique architectural designs, stunning views of the Dubai skyline, and quiet Dubai Creek. The hotel has a gym, ‘Holistix’ Spa, 25-meter pool with outdoor activities, 24-hour fitness centre, and meeting/banquet facilities (Agoda, 2024). The hotel attracts tourists and businesspeople with its proximity to attractions and business hubs. However, InterContinental Dubai Festival City has several issues that could hurt its competitiveness. Weak luxury brand positioning, inefficient marketing, and trouble attracting high-end clients and corporate events need correction. Tourism and hospitality companies are disproportionately affected by such challenges, which hurt their reputation and profitability (Emirates, 2023). 
[image: ]
Image 1: InterContinental Dubai Festival City. [Source: (Timeoutdubai, 2023)]
A brief analysis on the Global Hospitality Insights 
Global Hospitality Insights is the recognized name in the consulting space, known for its focus on the hospitality sector. Being experienced and having a great staff, we offer consultation and advices to our client that is perspective and specific for each company. Our purpose is to facilitate solution for hotel and resorts internationally to strive to victory in terms of service, brand image and management to create a fierce competitive edge in the market to pave way to better revenues and profitability (O’Mahoney, 2021). Noticeably, we work running down best industry practices and utilizing various data analytics strategies that yield optimised outcomes.
Theories and Frameworks
To comprehensively analyse the issues faced by InterContinental Dubai Festival City, this report will employ several established business analysis frameworks: 
· PESTEL Analysis: Using this framework, the external environment macro-business factors that are likely to affect the hotel will be discussed. In this context, the PEST analysis helps to determine external opportunities and threats that the hotel should contemplate when developing its strategic plan (Kampanje 2020). 
· SWOT Analysis: This tool will enable us analyse the hotel internally to determine the company’s Strengths, Weaknesses, Opportunities and Threats (SWOT). SWOT analysis will for sure help in establishing a clearer picture of the current status of the hotel and where it lacks (Kumar and M.S. Nain, 2021). 
· TOWS Analysis: Following on the analysis of the SWOT, the TOWS matrix will assist in the formulation of strategic options since it is derived from matching the identified strengths, weaknesses, opportunities as well as threats of the hotel. This framework will be of great help for designing practical and effective recommendations to solve the identified problems (Kurinji & Magesh 2016). 
Problem Statement 
Drawing on InterContinental Place Dubai Festival City, some of the key issues include a poorly articulated brand strategy, poor marketing, and difficulties in targeting the rich and targeting corporate events. The brand positioning, which places the hotel in the luxury market segment, therefore raises the risks associated with low brand awareness. Current advertising efforts have not turned-around the brand visibility or direct sale, thus continuing to dependent on online travel agencies. Thirdly, despite offering quality products with regard to amenities, the hotel fails to adequately meet the needs of the high-end segment and the corporate market. 
Importance of Addressing These Issues
This paper will propose strategies to improve InterContinental Dubai Festival City's performance and profitability. Improving brand recognition can help the hotel solve competitiveness concerns, find a niche in the competitive market, and increase reservations and market share. Marketing techniques will enhance room sales and reduce channel intermediaries, increasing profitability (Gökalp, Demirörs & Eren 2019). Targeting high-end clients and hosting corporate events will boost revenue and elevate the hotel's status.
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1. Weak Brand Positioning
Luxury hotel brand positioning affects consumer impression and choice. In a saturated market, InterContinental Dubai Festival City lacks differentiation. The Burj Al Arab, Armani Hotel Dubai and the Ritz Carlton all possess different brands that attract the high flyer clientele. InterContinental Dubai Festival City is ranked less in the traveller review sites and is less mentioned in the luxury travel magazines because of the non-existence of this brand name (IES. 2024). Also absent is the definition of what the intended target audience is. Marketing appears as though directionless or at least not deliberately focusing on a certain group of consumers. This means that the marketing communication strategy has to be designed in a way that will appeal to the rich families, influential executives and leisure travelers who seek a private invitational experience (Lumen Learning, 2020). The hotel may sell each room cheaper than its competitors since guests think it's undervalued. Poor brand positioning encourages reliance on low-profit market sectors. Customers cannot distinguish the hotel product from other Dubai luxury hotels since its features are not properly stated (Erwin, 2023).
2. Ineffective Marketing Strategies
In today’s world, business visibility and targeting of prospective customers necessitates sound marketing strategies. For such a popular and trendy platform, the hotel does not seem to have a very strong presence as it does not engage a lot in social media and its content appears to be pretty much dated (business, 2023). According to the Global Digital Insights, it is clear that opportunities such as an enhanced social media engagement can help the premium hotels achieve a 30% differentiation in terms of direct bookings (Kemp, 2023). Advertising is also unnatural in hotels; this may be due to the fact that competition is not very stiff especially in the international hotels. The lack of guests, therefore, implications that InterContinental Dubai Festival City’s advertising does not resonate with the target clientele as competitor advertisements’ visually stunning and emotionally appealing appeals for extraordinary experiences (Carlos, 2023). These customers who are willing to engage in luxury events that are quite different from conventional ones are put off by such a gap. Lack of adequate marketing leads to low bookings, demand and income from corporate business and other upper-tier clients. Social media and SEO are weak at the hotel (Dwivedi et al., 2021). 
3. Difficulty Attracting High-End Clientele and Corporate Events
Luxury hotels profit from high-end clients and corporate events. Occupancy and event booking data show the hotel struggles to attract these segments. The hotel has fewer VIP guests and high-profile events than competitors. Revenue and the hotel's reputation as a top destination are affected (EHL Faculty, 2023). Current sales strategy isn't targeted to luxury and corporate groups. Successful hotels have dedicated sales teams that cultivate relationships with luxury travel and corporate event influencers. Many large bookings require attractive, customised corporate packages, which are lacking. Low occupancy rates, especially in off-peak seasons, result from struggling to attract high-end clients and corporate events (Talati 2020). Failure to conduct significant events or attract notable guests lowers the hotel's premium status. Hotel sales methods are failing to attract high-end clients and corporate bookings. We require sales staff training and strategy evaluations. The hotel lacks significant ties with luxury travel brokers, corporate trip planners, and event organisers who may bring high-end clients.
4. Feedback and Reputation
Luxury hotel visitors depend on online reviews and ratings (Roelen, 2023). InterContinental Dubai Festival City's mixed evaluations reflect its unreliable service. Detailed TripAdvisor and Google Reviews show that while many visitors like the hotel's amenities, many complain about service inconsistency and unresolved difficulties. Negative reviews can be used to improve the hotel and demonstrate its dedication to guest pleasure (Raymundo, 2019). Hotels that immediately and positively reply to feedback generally improve their internet ratings and reputation. This aggressive approach is lacking at InterContinental Dubai Festival City. Hotel reputation is damaged by negative or mixed web reviews, deterring high-end and business guests. TripAdvisor and Google Reviews influence travel. Unresolved client complaints and inconsistent service undermine customer loyalty and repeat business. Online review management is lacking at the hotel. Proactively handling concerns and communicating with guests online can boost reputation (Selander, 2024).
PESTEL Analysis
Potential external macroenvironmental elements that can have an effect on the hotel might be better understood with the use of a PESTEL study (Yuksel, 2012). 
	Factors
	Analysis

	Political Factors

	The expansion of the hospitality industry is greatly influenced by the political stability of the UAE and government programmes that aim to increase tourism (Buhalis & Law 2020). Together, they provide an enabling environment for the InterContinental Dubai Festival City's strategic planning and investment initiatives. The hotel stands to gain from government-sponsored tourism initiatives and infrastructure development projects that boost Dubai's appeal as a premium vacation spot.


	Economic Factors

	In the luxury hotel industry, economic conditions are paramount. Economic ups and downs affect travel expenditures and occupancy rates, which the hotel has to deal with (SiteMinder, 2019). High disposable wealth among target demographics offers luxury segment growth, but exchange rate fluctuations can affect foreign visitor numbers. Some economic risks can be reduced by supplying value-added services and diversifying target areas (Subramaniam, Collier and Burke, 2011).

	Social Factors

	The hotel is highly susceptible to societal shifts, such as the rising expectation of individualised service and the demand for more customised experiences. Marketing and service strategies must change to accommodate millennial travellers who value unique experiences and social media-worthy moments (Crowdriff, 2024). Improving customer happiness and loyalty can be achieved by adapting services to suit these needs.

	Technological Factors
	The hotel can take advantage of new prospects presented by technological improvements. Effective digital marketing and CRM may increase brand awareness and consumer engagement (Gupta, 2024). Information retrieved from social networks and online review, influencing travel decisions making: Therefore, it is crucial to engage in effective online reputation management. There are also many other aspects in smart hotel technologies that also enhance productivity as well as customer satisfaction among guests (JWU, 2023).

	Environmental Factors

	The importance of environmental sustainability in the hospitality business is growing (ClockS, 2019). Attracting eco-conscious guests and improving the hotel's image are two benefits of adopting green practices. This necessitates spending money on environmentally friendly methods and technology, which can save money in the end.

	Legal Factors

	To keep operations running smoothly, it is essential to follow all applicable health and safety rules and local labour laws. Staffing and operational methods are affected by the UAE's strict labour regulations (Samir Kantaria et al., 2018). Ensuring a safe and equitable working environment is crucial for service quality, and these regulations help to achieve just that. In order to comply with health and safety requirements, particularly those pertaining to COVID-19, the hotel must uphold stringent standards to guarantee the confidence and safety of its guests.



SWOT Analysis
SWOT analysis covers InterContinental Dubai Festival City's internal and external elements. The hotel's strengths, weaknesses, opportunities, and dangers are weighed in this study.
	Strengths
	Weaknesses

	1. Prime Location: Situated in Dubai Festival City, offering excellent connectivity and scenic views.
	1. Weak Brand Positioning: Struggles to differentiate itself from competitors in the luxury segment.

	2. Luxury Amenities: Offers high-end amenities and services including fine dining, a spa, and event spaces (IHG, 2024).
	2. Ineffective Marketing Strategies: Limited digital presence and inadequate advertising campaigns.

	3. Strong Global Brand Association: Part of the InterContinental Hotels Group, benefiting from a global reputation.
	3. Difficulty Attracting High-End Clientele: Challenges in drawing high-net-worth individuals and corporate clients.

	4. Excellent Dining Options: Renowned restaurants and bars that attract both guests and local patrons (Watkins, 2023).
	4. Inconsistent Service Quality: Variability in service standards affecting guest satisfaction.



	Opportunities
	Threats

	1. Growing Luxury Travel Market: Increasing demand for luxury travel in Dubai.
	1. Intense Competition: Strong competition from other luxury hotels in Dubai.

	2. Increasing Demand for Corporate Events: High potential for growth in hosting corporate events (Hicks, 2019).
	2. Economic Fluctuations: Global economic instability affecting travel budgets (Truyols 2023).

	3. Expansion of Digital Marketing Channels: Opportunities to enhance brand visibility online.
	3. Negative Online Reviews: Poor reviews impacting the hotel’s reputation.

	4. Sustainability Trends: Growing interest in eco-friendly practices can attract environmentally conscious travelers (Chechi, 2023a).
	4. Legal and Regulatory Compliance: Strict labor and health regulations requiring continuous adaptation.



TOWS Analysis
The TOWS analysis matches SWOT strengths and weaknesses with opportunities and threats to produce strategic choices (PIRNAR, Kurtural and Eriş, 2019). This method helps InterContinental Dubai Festival City solve challenges and develop strategies.
	




TOWS Analysis
	Strengths (S):
1. Prime location in Dubai Festival City.
2. Luxury amenities and high-end services.
3. Strong global brand association with InterContinental Hotels Group.
4. Renowned dining options.
	Weaknesses (W)
1. Weak brand positioning in the competitive luxury segment.
2. Ineffective marketing strategies and low digital presence.
3. Difficulty in attracting high-end clientele and corporate events.
4. Inconsistent service quality.

	Opportunities (O)
1. Growing luxury travel market in Dubai.
2. Increasing demand for corporate events.
3. Expansion of digital marketing channels.
4. Sustainability trends attracting eco-conscious travelers.
	SO Strategies
1. Leverage prime location and luxury amenities to create unique travel packages targeting affluent travelers (S1, S2, O1).
2. Utilize strong brand association to build partnerships with corporate clients and event organizers (S3, O2).
3. Capitalize on digital marketing to boost online presence and engage with a broader audience (S3, O3).
4. Promote sustainable practices and eco-friendly amenities to attract environmentally conscious guests (S2, O4).
	WO Strategies
1.Enhance brand positioning through targeted marketing campaigns focusing on unique offerings and experiences (W1, O1).
2.Develop and promote tailored corporate packages to attract business events and meetings (W3, O2).
3.Invest in SEO and social media strategies to improve brand visibility and customer engagement (W2, O3).
4.Implement and highlight sustainable initiatives in marketing efforts to appeal to eco-conscious travelers (W2, O4).

	Threats (T)
1. Intense competition from other luxury hotels.
2. Economic fluctuations affecting travel budgets.
3. Negative online reviews impacting reputation.
4. Legal and regulatory compliance challenges.
	ST Strategies
1. Differentiate by emphasizing unique strengths like prime location, luxury amenities, and dining options (S1, S2, S4, T1).
2. Offer flexible booking options and value-added services to attract budget-conscious luxury travelers (S2, T2).
3. Enhance online reputation management by leveraging strong brand association and guest satisfaction programs (S3, T3).
4. Ensure compliance by leveraging global brand standards and robust operational protocols (S3, T4).
	WT Strategies
1. Improve service quality and consistency to build a stronger brand reputation and compete effectively (W4, T1).
2. Diversify target markets and create attractive packages to mitigate the impact of economic downturns (W1, T2).
3. Develop a proactive review management strategy to address and resolve complaints swiftly (W4, T3).
4. Stay updated on legal requirements and provide continuous staff training to ensure compliance (W4, T4).
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1. Develop a Unique Selling Proposition (USP) and Enhance Brand Identity
InterContinental Dubai Festival City should take numerous initiatives to build a USP and improve brand identification. First, thorough market research will reveal luxury traveller and corporate customer tastes and expectations, helping the hotel stand out. Based on research, a USP will be established, showcasing rare amenities, exclusive experiences, and excellent service to establish a luxury brand identity (Osum, 2024). Working with a branding agency will help the hotel rebrand and reposition its logo, tagline, and visual identity to appeal to the target audience. To improve the client experience and brand loyalty, extensive staff training will guarantee that every employee reflects the new brand values and provides high-quality service (IES 2024). Finally, uniform language across marketing materials, web content, and guest communications will reinforce the new brand strategy and showcase the hotel's distinct value offer.
2. Invest in Comprehensive Digital Marketing Campaigns
All the various digital marketing activities can be embarked by InterContinental Dubai Festival City to enhance its online visibility and marketing strategy (Whittington et al., 2020). This method achieving requires going through several steps. Firstly, it must work on its website ranking to increase the number of users approaching the hotel’s website; secondly, it needs to enhance the booking process to boost the number of direct customers. It also means timely posting of good material, fun and engaging campaigns, and collaboration with popular social media influencers and travel bloggers to enhance engagement and reach (Cover, 2023). It must also incorporate blog posts, films, and an online tour that will market different aspects of the hotel and promote them to guests as well as tourists. The guest identification of preferences and prior booking history will, therefore, lead to the successful targeted email marketing, thus attracting back prior guests and attracting other guests as well. Last but not the least targeting the dendrites audience by using Google Ads and social media ads for imparting services to high-net –worth people and corporate clients will enhance the visibility and conversion rates (Seymour, 2024). 
3. Develop Exclusive Packages and Improve Service Standards
InterContinental Dubai Festival City should offer customised offers from the high-end clients, excellent offers in corporate events, service partnership with luxury brands, service quality programme, and service loyalty system to upgrade its services and quality. It is easier said than done, but initiatives that aim at offering specific arrangements for high net-worth travellers will improve the arrivals (Wianecki, 2023). Special meeting rooms and quality of foods shall enhance the number of business meetings hence the revenues in events. Popular luxury items will enhance visitor satisfaction and hotel reputations if alliances are created with these corporations. A SEQC supplemented by constant training, performance checks, and feedbacks will ensure delivery of excellent service, positive guests’ feedback, and customer revisit (Tan, 2023). Rewarding guests with great incentives for multiple stays and other privileges for them for return visits in the same hotel increase guest loyalty. 
Change Management Plan
Change management is essential for InterContinental Dubai Festival City to adopt recommendations to fix difficulties. This strategy offers ways to manage changes to make the transition smooth for personnel and reduce opposition (Karp and Helg, 2021).
1. Clear Communication 
These imply, thus, that there is need to have proper change management in InterContinental Dubai Festival City so that new plans can be put into practice effectively. In overcoming the specified challenges, communication is a powerful tool. Report accurate information regarding the changes that need to be made, alongside the expected success, and the plan of action on when to execute them. Effective communication entails informing staff, addressing their problems, or answering their concerns quickly and objectively (Thacker, 2020). The hotel has to hold meetings as staff meetings or town hall so that the employees can ask all their questions and give their feedback as well. This can be done by using mail updates, posting on notice boards, and other tools in the digital platforms. 
2. Employee Involvement 
One the major strategies is employee involvement. It is an effective communication tool that engages employees in the decision-making process and creates a sense of ownership through change management. It is relevant to involve cross-functional, or rather task, teams of staff from different departments in order to generate ideas and make suggestions on changes (Burnes, 2014). A focus group or a survey could be conducted to identify issues and preferences of the employees regarding the proposed changes. 
3. Training and Development 
Training and development equip the workers with the capacity to be able to overcome (Nolan, 2011). The need to meet the demands of the affected employee was highlighted by the following: The hotel needs to develop the digital marketing training for the marketing staff the service excellence training for the frontline workers. Thanks to coronavirus restrictions, classes, coaching, and hands-on seminars will help to develop the skills. 
4. Support Mechanisms 
This is because change may not favour everyone hence the need to support tools for employees taking time to adapt (Noordzife, 2014). Such simple practices as finding a buddy or a coach, who can assist with personal experiences of change, may make a difference. The issues include using counselling, employee assistance programmes, and other resources outside the workplace to help in decreasing the stress resulting from change. 
5. Continuous Feedback 
They also require feedbacks on a continuous basis and this means that feedbacks should be given as and when necessary (Xia, 2022). What is more, it implies the further employee responses to the modifications and the determination of the changes’ further prospects. Constant feedback or feedback pulses to capture the employees’ feedback on changes, problems, and ideas can be considered necessary (Whittington and Molloy, 2005). Some ways through which management proves they appreciate feedback from employees is by listening to them carefully and addressing all the issues they present with necessary changes. 
Measurement of Strategy Success 
Key Performance Indicators (KPIs) 
KPIs are vital for evaluating strategic management of InterContinental Dubai Festival City strategies and activities. Brand positioning KPIs include increasing brand knowledge and recall among targeted consumers, brand image and reputation based on guest reviews, and luxury hospitality brand market share (Fastercapital, 2020). Marketing effectiveness KPIs include increased website traffic, social media engagement, web presence, direct booking, and reduced third-party booking platforms. Optimisation of Website conversion rates and marketing ROI are equally important. KPIs for attracting more high-end buyers and corporate events include increased reservation bookings for premium room categories, suites, and high-priced services, corporate events, corporate income, and guest satisfaction and loyalty (Bala & Koxhaj 2017). These measures will reveal the hotel's ability to achieve strategic goals in brand positioning, marketing sophistication, and appealing to high-value consumers and corporate business events. 
Review Process 
At InterContinental Dubai Festival City, staff conduct reporting, performance appraisal, and preparation of an action plan regularly to support and develop the organisational performance continually. It is common to conduct reviews on the quantitative data at the end of the month, quarter, and year to see whether major KPIs and performance measures are improving, stagnant, or declining as well as the major issues faced in the process (hico, 2021). These findings provide important information as detailed reports that may help in decision making processes. Some of the tactics used in the process include meetings with the management, department heads, and the marketing department to discuss success and failure factors experienced regarding specific strategies that are under review. Informational modification is next, followed by action planning, in which strategies for corrections or adaptations to the insight obtained and put into practice to ensure that the hotel meets customers’ current and future needs (Explorance, 2021). 
Potential Benefits of Recommended Strategies
1. Brand recognition and positioning improved
Brand positioning will boost InterContinental Dubai Festival City's brand awareness and recall among target audiences. A better brand image will attract more customers, especially high-end and corporate clients (Big Corner Creative, 2019). Positive guest feedback and internet reviews will strengthen the hotel's position as Dubai's top luxury resort. Guest satisfaction will boost loyalty and repeat business.
2. Greater Market Share and Competitiveness
With a stronger brand and good marketing, the hotel may gain market share in the competitive premium hospitality industry (Chechi, 2023). InterContinental Dubai Festival City can increase its high-end market share by offering unique value propositions and outstanding service. In Dubai's dynamic and competitive market, this competitive advantage will be important to keeping and gaining clients.
3. Rising Revenue and Profits
Marketing that boosts direct bookings will lower the hotel's use of third-party booking services, increasing profit margins. Bookings for premium rooms, suites, and high-value amenities will increase ADR and RevPAR (Altexsoft, 2021). The hotel's financial performance will also improve due to increasing corporate event reservations and event-related service and facility revenue.
4. Higher customer satisfaction and loyalty
The hotel will improve guest satisfaction by applying guest experience tactics. Personal service, top-notch amenities, and attention to detail will earn guest reviews and loyalty. Happier visitors return and recommend the hotel, generating a positive feedback cycle that draws high-end clients (Flint, Blocker and Boutin, 2011).
5. Digital marketing channel optimisation
Digital marketing boosts website traffic, social media engagement, and online interactions (Pratap, 2015). This increased online presence will boost brand visibility and reveal client preferences and behaviour. These insights help the hotel improve its marketing and increase ROI.
6. Higher Employee Engagement and Productivity
Including employees in change and offering training and development will enhance morale and productivity. Empowered and knowledgeable staff provide better service, improving guest satisfaction. This favourable work atmosphere will reduce turnover and recruitment and training costs by retaining employees (Mavridopoulou and O’Mahoney, 2020).

Costs Associated with the Recommendations
The following breakdown gives an approximation of the cost that accrues to every strategy: 
	Strategy
	Cost Range
	Explanation

	Brand Positioning Enhancement
	GBP120,000 - GBP190,000
	These are costs associated with examining the current brand image and analysing the market (GBP30,000 – GBP50,000), redesigning of the brand (GBP50,000 – GBP80,000), and media relations (GBP40,000 – GBP60,000). All these will assist in a more clear perception of the existing and modified brand image and therefore enhance on the repositioning of the hotel and communication of its distinctive value proposition to the intended consumer audience.

	Marketing Effectiveness
	GBP230,000 - GBP290,000
	Comprises of refreshing the digital marketing mix and spending on it (GBP100,000 – GBP150,000); further, entails the website content development (GBP50,000 – GBP70,000) while the adoption of CRM system would cost (GBP80,000 – GBP120,000). These actions are designed to increase the hotel’s visibility on the web and raise its position on the favourite search engines, as well as to facilitate the communication process in attending the hotel.

	Attracting High-Profile Clients
	GBP550,000 - GBP850,000
	Comprises upgrading luxury amenities and services (GBP200,000 - GBP300,000), enhancing corporate event facilities (GBP250,000 - GBP400,000), and specific marketing campaigns targeting high-value clients (GBP100,000 - GBP150,000). These upgrades will make the hotel more appealing to high-end travelers and corporate clients.

	Staff Training and Development
	GBP80,000 - GBP130,000
	It includes the improvement of luxurious accomodation and services, context of which ranges from GBP200,000 to GBP300,000, development of corporate events accommodating facilities for which cost lies within GBP250,000 and GBP400,000 and certain advertising campaigns in order to attract high value clients for which cost will vary from GBP100,000 and GBP150,000. They will enhance the image of the hotel, attract classy clients and suit the business travelers as well.

	Monitoring and Evaluation
	GBP50,000 - GBP80,000
	Includes costs for analytics and reporting tools (GBP40,000 - GBP60,000) and strategy workshops (GBP10,000 - GBP20,000). These tools and workshops are essential for tracking the performance of implemented strategies and making data-driven adjustments for continuous improvement.

	Total Estimated Cost
	GBP1,030,000 - GBP1,640,000
	This represents the combined initial and annual costs required for brand positioning, marketing effectiveness, attracting high-profile clients, staff training and development, and monitoring and evaluation. These investments are crucial for achieving the desired strategic outcomes.



Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Weak brand positioning in the competitive luxury hotel market
	Conduct a comprehensive brand audit and refresh brand identity
	Increased brand recognition and market share
	6 months
	30/11/2024
	GBP100,000

	2
	Ineffective marketing strategies leading to low brand awareness
	Overhaul digital marketing, implement SEO, and run targeted campaigns
	Increased website traffic, social media engagement, and direct bookings
	9 months
	28/02/2025
	GBP150,000 (initial) + GBP70,000/year

	3
	Difficulty in attracting high-end clientele and corporate events
	Upgrade luxury amenities and corporate event facilities
	Increase in high-end bookings and corporate event revenue
	12 months
	31/05/2025
	GBP500,000

	4
	Low guest satisfaction and repeat business
	Implement employee training programs and engagement initiatives
	Higher guest satisfaction scores and repeat business
	6 months
	30/11/2024
	GBP50,000/year

	5
	Insufficient monitoring of performance
	Invest in advanced analytics and reporting tools
	Better tracking of KPIs and informed decision-making
	3 months
	31/08/2024
	GBP50,000 initial

	6
	Lack of competitive benchmarking
	Conduct regular competitive analysis and industry benchmarking
	Improved strategic planning and competitive edge
	Ongoing
	Continuous
	GBP20,000/year





[bookmark: _Toc167370611]Conclusion
This report analyses and makes recommendations to address InterContinental Dubai Festival City's main issues: weak brand positioning in the competitive luxury hotel market, ineffective marketing strategies that lower brand awareness, and difficulty attracting high-end clients and corporate events. The research provides concrete recommendations to improve the hotel's market presence, marketing effectiveness, and guest satisfaction through extensive analysis and structure.
Key Findings
· The hotel's brand strategy doesn't stand out in the luxury hospitality industry. The proposed brand audit and identity refresh aim to strengthen and differentiate the brand from competitors and resonate with target audiences.
· Current marketing efforts are insufficient to increase brand awareness and direct bookings. The hotel may boost its online visibility and customer base by revamping its digital marketing approach, including SEO, social media, and targeted ads.
· The hotel's amenities and event facilities don't satisfy high-end and corporate guests. Upgrades to luxury facilities and corporate event spaces will boost hotel reservations and income.
· Guest satisfaction and repeat business rates need improvement. Strong employee training and engagement programmes improve service quality and guest pleasure and loyalty.
· Lack of advanced analytics tools hinders hotel performance monitoring and data-driven decision-making. Analytics and reporting technologies enable continual improvement and strategic changes.
· Maintaining a competitive edge requires benchmarking against industry standards and competitors. Regular competitor analysis will assist the hotel stay current on market developments and best practices.
Action Plan 
The report's action plan, which includes precise remedies, expected results, deadlines for completion, and budgets, offers an organised method of resolving these problems. When the suggested strategies are gradually put into practice, the hotel will be able to accomplish its goals without jeopardising its financial stability.
Potential Benefits 
Numerous advantages are expected if these strategies are successfully implemented, such as better customer satisfaction, increased revenue, increased market share, improved brand recognition, better use of digital marketing channels, increased employee engagement, and increased innovation. Combing these advantages, InterContinental Dubai Festival City will have greater competitive edge over other players in the upscale lodging industry, hence, ensuring the company’s sustenance and continuous growth in the future. 
In this issue of Global Hospitality Insights, we are pleased to have taken up this mission for InterContinental Dubai Festival City. We are glad that you do believe in our knowledge, and that is why we do know that the application of these techniques at the hotel will be rather effective. As we look forward to the coming engagements we envision that our collective efforts will take InterContinental Dubai Festival City to new heights in the up-scale hotel business. 
I want to express our gratitude for choosing Global Hospitality Insights to implement this program. As always, we are optimistic towards the chances of success and are always ready to assist or provide any additional information or guidance that might be needed while implementing the aforementioned strategies.
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