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[bookmark: _Toc167219117]Executive Summary

[bookmark: _Toc167219118]Introduction 
This report addresses the recent decline in customer satisfaction and occupancy rates at the InterContinental Bucharest. Nova Consulting Group has conducted a comprehensive analysis to identify the root causes of these issues and propose actionable recommendations to restore and enhance the hotel's performance.
The Problem the InterContinental Bucharest has experienced a noticeable drop in both customer satisfaction scores and occupancy rates over the past year. This decline poses a significant risk to the hotel's reputation and financial performance. Key issues identified include inconsistent service quality, outdated facilities, and inadequate marketing strategies in the face of increasing competition (Tourism Board of Romania, 2023).

[bookmark: _Toc167219119]Findings
1. Service Quality: Customer feedback indicates inconsistent service levels, particularly in housekeeping and front desk interactions. Staff training programs are outdated, leading to gaps in service delivery (Smith, 2023).
2. Facilities: Several areas of the hotel, including guest rooms and public spaces, are perceived as outdated. This perception negatively impacts the guest experience and their likelihood of returning (InterContinental Hotel Group, 2023).
3. Marketing and Competition: The hotel’s current marketing strategies are not effectively targeting new demographics, particularly younger travelers and international visitors. Competitors in the region have adopted more dynamic and engaging marketing approaches (Kotler & Keller, 2023).
4. Occupancy Data: Analysis of booking patterns shows a significant decline in weekday occupancy, suggesting a need for targeted corporate client acquisition strategies (Tourism Board of Romania, 2023).

[bookmark: _Toc167219120]Analysis 
The decline in customer satisfaction and occupancy rates can be attributed to several interrelated factors. The inconsistent service quality is a direct result of insufficient and irregular staff training. Outdated facilities detract from the overall guest experience, reducing repeat visits and positive reviews. The current marketing strategies fail to resonate with a broader, more diverse audience, limiting the hotel's reach and appeal (Smith, 2023; Kotler & Keller, 2023).

[bookmark: _Toc167219121]Recommendations
1. Service Enhancement: Implement a comprehensive staff training program focusing on hospitality excellence, customer service, and cultural sensitivity. Introduce a mystery shopper program to regularly assess service quality and identify areas for improvement (Smith, 2023).
2. Facility Upgrades: Invest in renovating guest rooms and public areas, prioritizing modern design, comfort, and technological advancements. Consider phased upgrades to minimize disruptions (InterContinental Hotel Group, 2023).
3. Marketing Revamp: Develop a robust digital marketing strategy targeting younger demographics and international travellers. Utilize social media platforms, influencers, and SEO to enhance online presence. Collaborate with local businesses and tourism boards to create attractive packages and promotions (Kotler & Keller, 2023).
4. Corporate Client Strategy: Launch targeted campaigns to attract corporate clients, offering competitive rates and tailored services for business travellers. Enhance conference and meeting facilities to cater to corporate events (Tourism Board of Romania, 2023).


[bookmark: _Toc167219122]Conclusion 
Addressing the decline in customer satisfaction and occupancy rates at the InterContinental Bucharest requires a multifaceted approach. By improving service quality, upgrading facilities, and adopting more effective marketing strategies, the hotel can enhance its reputation, attract a wider range of guests, and ultimately improve its financial performance. Nova Consulting Group is confident that these recommendations will set the InterContinental Bucharest on a path to sustained growth and success.
This executive summary provides a concise overview of the key issues, findings, analysis, and recommendations contained within the full consultancy report. It highlights the strategic approach taken by Nova Consulting Group to address the challenges faced by the InterContinental Bucharest and outlines the necessary steps for achieving improved performance and guest satisfaction.

[bookmark: _Toc167219123]Introduction
Welcome to the consultancy report prepared by Nova Consulting Group, aimed at addressing critical challenges faced by the InterContinental Bucharest, a leading hotel located in the heart of Romania's vibrant capital city. In this introduction, we will provide an overview of the hotel, outline the problematic issues it faces, and introduce our consultancy firm and the frameworks we will utilize to analyse and resolve these challenges.
[bookmark: _Toc167219124]Background of InterContinental Bucharest
The InterContinental Bucharest stands as a beacon of luxury and sophistication, nestled in the historic centre of Bucharest, Romania. Since its inception in 1971, the hotel has become synonymous with elegance, offering 283 spacious rooms and suites designed to cater to the discerning needs of both leisure and business travellers. Boasting a range of modern amenities and facilities, including restaurants, bars, a fitness centre, and conference facilities, the hotel prides itself on delivering exceptional service and unparalleled hospitality to its esteemed guests.
However, despite its esteemed reputation and prime location, the InterContinental Bucharest is confronted with a series of challenges that threaten its competitive edge and long-term viability in the dynamic hospitality landscape. These challenges range from inconsistencies in service quality and outdated facilities to ineffective marketing strategies and a lack of focus on the lucrative corporate client segment.

[bookmark: _Toc167219125]Background of Nova Consulting Group
Nova Consulting Group is a renowned organizational consultancy firm specializing in providing strategic solutions and insights to businesses across various industries. With a team of seasoned professionals and experts, we are committed to delivering innovative and tailored strategies that drive sustainable growth and profitability for our clients. Our firm's extensive experience and proven track record in delivering results have earned us a reputation as a trusted partner in navigating complex business challenges and unlocking opportunities for success.

[bookmark: _Toc167219126]Utilization of Theoretical Frameworks
To analyse and address the challenges faced by the InterContinental Bucharest, we will employ several theoretical frameworks and analytical tools, including PESTEL, SWOT, and TOWS analyses. These frameworks will enable us to systematically assess the external macro-environmental factors, internal strengths and weaknesses, as well as identify strategic opportunities and threats facing the hotel.
1. PESTEL Analysis: This framework will help us examine the political, economic, social, technological, environmental, and legal factors impacting the hotel industry in Romania. By understanding these external forces, we can anticipate potential challenges and opportunities that may affect the InterContinental Bucharest's operations and market positioning.
2. SWOT Analysis: By conducting a SWOT analysis, we will identify the hotel's internal strengths and weaknesses, as well as external opportunities and threats. This holistic assessment will provide valuable insights into the hotel's competitive advantages, areas for improvement, and potential risks that need to be addressed.
3. TOWS Analysis: Building upon the findings of the SWOT analysis, the TOWS matrix will enable us to develop strategic recommendations and action plans tailored to leverage the hotel's strengths, mitigate weaknesses, capitalize on opportunities, and mitigate threats.

In summary, this introduction has provided an overview of the InterContinental Bucharest, outlined the challenges it faces, introduced our consultancy firm, and highlighted the theoretical frameworks we will utilize to analyse and resolve these challenges. Through a rigorous analysis and strategic approach, we are confident in our ability to provide actionable recommendations that will enable the InterContinental Bucharest to overcome its challenges and thrive in the competitive hospitality industry.


[bookmark: _Toc167219127]Analysis
[bookmark: _Toc167219128]Issue Description
The InterContinental Bucharest has identified a significant decline in both customer satisfaction and occupancy rates over the past year. This dual decline is critically impacting the hotel's reputation, revenue, and overall market competitiveness.

Impact on the Hotel
Lower customer satisfaction scores have led to a decrease in repeat visits and negative online reviews, which are crucial in the highly competitive hospitality industry. The drop in occupancy rates exacerbates financial strain, as unsold rooms represent lost revenue opportunities. For example, the hotel's average occupancy rate fell from 78% in 2022 to 62% in 2023, while customer satisfaction ratings on major travel sites dropped from 4.3 to 3.6 out of 5 (HVS, 2023).

Causes
Several interrelated factors have contributed to these issues:
1. Inconsistent Service Quality: Feedback from guests indicates variability in service, particularly in housekeeping and front desk interactions. This inconsistency can be attributed to outdated training programs that do not align with current hospitality standards (Baker et al., 2023).
2. Outdated Facilities: Parts of the hotel, including guest rooms and public spaces, are perceived as outdated. This negatively impacts the guest experience, leading to lower satisfaction scores and diminished repeat business (PwC, 2023).
3. Ineffective Marketing Strategies: The hotel's current marketing efforts are not resonating with new and younger demographics, particularly international travellers. Competitors have adopted more dynamic and engaging marketing strategies, leaving the InterContinental Bucharest at a disadvantage (Euromonitor International, 2023).

Feedback Issues
Guest feedback, while plentiful, has not been adequately addressed. Despite numerous negative comments regarding service and facilities, there has been a slow response in implementing changes. For instance, reviews on Booking.com frequently mention "dated" decor and "inconsistent" service, yet recent renovations or retraining initiatives are not evident (Booking.com, 2023).

Research Methodology and Sources
This analysis is supported by data from various credible sources, including industry reports, guest reviews on independent platforms, and the hotel’s financial disclosures. The HVS Market Report provides occupancy and satisfaction statistics, while industry analyses by PwC and Euromonitor International offer insights into service quality and marketing trends in the hospitality sector (HVS, 2023; PwC, 2023; Euromonitor International, 2023).
By leveraging a diverse array of sources, this report ensures a comprehensive understanding of the issues facing the InterContinental Bucharest, avoiding potential biases from relying solely on the hotel's internal assessments.

[bookmark: _Toc167219129]Reputation 
Reputation at the InterContinental Bucharest encompasses the collective perception of the hotel's brand, influenced by guest experiences, service quality, and overall satisfaction. As a prominent hospitality establishment in Romania's capital, the hotel's reputation plays a pivotal role in attracting guests and maintaining competitiveness in the market.
Customer reviews and ratings on platforms such as TripAdvisor and Booking.com significantly shape the InterContinental Bucharest's reputation, as potential guests rely on these assessments when making booking decisions. Positive reviews praising exceptional service, luxurious amenities, and convenient location enhance the hotel's reputation and encourage new bookings (TripAdvisor, 2023).
Conversely, negative reviews highlighting issues such as outdated facilities or inconsistent service delivery can tarnish the hotel's reputation, leading to potential loss of business and revenue. Therefore, proactive reputation management, including prompt response to feedback and continuous improvement initiatives, is essential for ensuring the InterContinental Bucharest maintains a positive brand image and remains competitive in the hospitality industry.

[bookmark: _Toc167219130]Income
Income in the context of the InterContinental Bucharest refers to the revenue generated by the hotel through various sources, including room bookings, food and beverage sales, event hosting, and other ancillary services. A critical indicator of the hotel's financial health, income reflects the effectiveness of revenue-generating activities and operational efficiency.
Room occupancy rates and average daily room rates (ADR) are primary factors influencing the hotel's income (Xie et al., 2014). Increased occupancy and higher ADR contribute to greater room revenue, while ancillary services such as spa treatments, restaurant dining, and conference bookings augment overall income (Enz, 2010).
Effective revenue management strategies, pricing optimization, and cost control measures are essential for maximizing income and profitability at the InterContinental Bucharest (Kimes, 2013). By focusing on enhancing revenue streams and optimizing operational performance, the hotel can achieve sustainable income growth and financial success in the competitive hospitality market.

[bookmark: _Toc167219131]Scope
The scope of the consultancy project at the InterContinental Bucharest encompasses a comprehensive analysis of the hotel's operations, with a focus on identifying areas for improvement to address declining customer satisfaction and occupancy rates. This includes an assessment of service quality, facility conditions, marketing strategies, and revenue management practices.
The project aims to provide actionable recommendations to enhance the hotel's performance and competitiveness in the hospitality market. By identifying key issues and opportunities for improvement, the consultancy seeks to support the InterContinental Bucharest in achieving its strategic objectives and maximizing long-term success.
This scope aligns with best practices in hospitality consulting, which emphasize a holistic approach to addressing operational challenges and driving sustainable growth (Pizam and Shapoval, 2007). By examining various aspects of the hotel's operations and market dynamics, the consultancy aims to deliver tailored solutions that align with the InterContinental Bucharest's goals and objectives.








[bookmark: _Toc167219132]PESTEL analysis 
	Factor
	Description
	Impact on InterContinental Bucharest

	Political
	Political stability in Romania influences tourism policies, taxation, and regulations affecting the hospitality industry (Ioannides & Debbage, 1998). Changes in government policies, such as visa regulations and taxation, can impact international tourist arrivals and business travel demand.
	Political stability fosters a favourable environment for tourism growth, while instability or policy changes may disrupt travel patterns and demand for hotel services.

	Economic
	Economic factors, including GDP growth, inflation rates, and currency exchange rates, influence consumer spending power and travel behaviour (Becker & Fritzsche, 2010). Economic downturns can reduce leisure and business travel budgets, affecting hotel occupancy and revenue.
	Economic growth stimulates travel demand and hotel revenue, while economic downturns may lead to decreased bookings and lower room rates.

	Social
	Socio-cultural trends, such as demographics, lifestyle preferences, and travel behaviour, shape guest preferences and demand for hotel services (Bieger & Laesser, 2004). Changing demographics, such as an aging population or shifts in consumer preferences, can impact hotel offerings and marketing strategies.
	Understanding social trends allows the hotel to tailor its services and marketing efforts to meet the needs and preferences of target guest segments.

	Technological
	Technological advancements, such as online booking platforms, mobile apps, and automation, drive innovation and efficiency in the hospitality industry (O'Connor et al., 2008). Hotels must adapt to emerging technologies to enhance guest experiences, streamline operations, and remain competitive in the digital age.
	Embracing technology enables the hotel to improve guest services, optimize revenue management, and reach a wider audience through digital marketing channels.

	Environmental
	Environmental factors, including sustainability initiatives, climate change, and natural disasters, impact tourism destinations and hotel operations (Font et al., 2012). Hotels must adopt sustainable practices to minimize environmental impact and meet guest expectations for eco-friendly accommodations.
	Implementing eco-friendly practices reduces the hotel's environmental footprint and enhances its appeal to environmentally conscious guests.

	Legal
	Legal factors, such as labour laws, safety regulations, and zoning ordinances, govern hotel operations and compliance requirements (Davidson, 2011). Changes in employment laws or safety standards may impact staffing levels, operating costs, and liability risks for the hotel.
	Compliance with legal requirements ensures the hotel operates ethically and avoids penalties or reputational damage.



This PESTEL analysis provides insights into the external factors influencing the InterContinental Bucharest's business environment, helping the hotel identify opportunities and threats and develop strategies to mitigate risks and capitalize on market trends.






[bookmark: _Toc167219133]SWOT analysis 
	Factor
	Description

	Strengths
	Strong Brand Recognition: The InterContinental brand is globally recognized, which attracts international guests seeking trusted and high-quality accommodation (Kotler et al., 2017). 
Prime Location: Situated in central Bucharest, the hotel offers easy access to major attractions, business centres, and transportation hubs, enhancing its appeal to both leisure and business travellers (TripAdvisor, 2023).
Comprehensive Amenities: The hotel provides a wide range of amenities, including restaurants, a fitness centre, spa, and conference facilities, catering to diverse guest needs and preferences (IHG, 2023).

	Weaknesses
	Outdated Facilities: Some parts of the hotel, such as guest rooms and public areas, are perceived as outdated, negatively impacting guest satisfaction and repeat visits (Booking.com, 2023). 
Inconsistent Service Quality: Variability in service, particularly in housekeeping and front desk operations, has led to negative guest feedback (Baker et al., 2023). 
High Operating Costs: Maintaining high standards of luxury and service involves significant operating costs, which can impact profitability, especially during low occupancy periods (Enz, 2010).

	Opportunities
	Renovation and Modernization: Investing in the renovation of facilities and modernization of guest rooms can enhance the guest experience and improve satisfaction scores (PwC, 2023).
Digital Marketing and social media: Leveraging digital marketing strategies and social media platforms can attract younger demographics and international travellers, expanding the hotel's customer base (Euromonitor International, 2023). 
Sustainability Initiatives: Implementing eco-friendly practices and obtaining green certifications can appeal to environmentally conscious travellers and enhance the hotel's reputation (Font et al., 2012).

	Threats
	Economic Fluctuations: Economic downturns or instability can reduce consumer spending on travel and accommodation, leading to lower occupancy rates and revenue (Becker & Fritzsche, 2010).
Intense Competition: The presence of numerous high-end hotels in Bucharest increases competition, requiring continuous improvements in service and facilities to maintain market share (Euromonitor International, 2023). 
Regulatory Changes: Changes in local or international regulations, such as labour laws or health and safety standards, can increase operational costs and affect hotel operations (Davidson, 2011).



This SWOT analysis identifies the internal strengths and weaknesses of the InterContinental Bucharest, as well as the external opportunities and threats it faces. This strategic assessment helps the hotel leverage its strengths, address its weaknesses, capitalize on opportunities, and mitigate potential threats.


















[bookmark: _Toc167219134]TOWS analysis
	Factor
	Description

	Strengths-Opportunities (SO)
	Leveraging Brand Recognition and Location: The strong InterContinental brand and prime location can be leveraged to attract more international guests through targeted marketing campaigns and partnerships with travel agencies (Kotler et al., 2017). 
Enhancing Amenities: Invest in renovating and modernizing the hotel’s facilities to enhance guest satisfaction and capitalize on the increasing demand for luxury accommodations (PwC, 2023).

	Strengths-Threats (ST)
	Competitive Pricing Strategies: Use the strong brand and comprehensive amenities to justify premium pricing strategies while offering occasional promotions to counteract the effects of economic fluctuations and intense competition (Enz, 2010). 
Regulatory Compliance and Sustainability: Utilize the brand's resources to implement rigorous compliance and sustainability initiatives, turning potential regulatory threats into opportunities for differentiation (Font et al., 2012).

	Weaknesses-Opportunities (WO)
	Service Quality Improvement Programs: Address inconsistent service quality by implementing robust training programs for staff, enhancing service standards to boost guest satisfaction and capitalize on the hotel’s prime location and brand reputation (Baker et al., 2023). 
Digital Marketing Initiatives: Modernize marketing strategies by adopting digital tools and social media to attract younger travellers and improve occupancy rates (Euromonitor International, 2023).

	Weaknesses-Threats (WT)
	Cost Management and Operational Efficiency: Tackle high operating costs by optimizing resource allocation and reducing waste, thereby mitigating the financial impact during economic downturns (Becker & Fritzsche, 2010). 
Facility Upgrades: Gradually upgrade outdated facilities to maintain competitiveness and prevent loss of market share to modernized competitors (TripAdvisor, 2023).



This TOWS analysis provides strategic options for the InterContinental Bucharest by combining internal strengths and weaknesses with external opportunities and threats. By leveraging strengths and addressing weaknesses, the hotel can better navigate the external environment and achieve sustainable growth.

[bookmark: _Toc167219135]Recommendations
[bookmark: _Toc167219136]Service Enhancement
Enhancing the service quality at InterContinental Bucharest is essential to maintaining its competitive edge and ensuring guest satisfaction. This recommendation focuses on refining service delivery processes, upgrading amenities, and improving staff interactions with guests.

Potential Benefits
1. Increased Guest Satisfaction: Enhanced service quality directly correlates with increased guest satisfaction, leading to positive reviews and higher repeat visitation rates. Satisfied guests are more likely to recommend the hotel to others, generating positive word-of-mouth marketing (Kotler et al., 2017).
2. Improved Operational Efficiency: By streamlining service processes, the hotel can reduce waiting times and improve overall operational efficiency. This can result in cost savings and a better guest experience, as guests will appreciate quicker and more efficient service (Enz, 2010).
3. Higher Revenue: Enhanced service quality can justify higher room rates, as guests are willing to pay more for superior experiences. Additionally, satisfied guests are likely to spend more on other hotel services such as dining, spa treatments, and events (O’Fallon & Rutherford, 2011).
4. Stronger Brand Reputation: Consistently high service standards reinforce the hotel’s brand reputation as a top-tier accommodation provider. This strengthens its market position and attracts both leisure and business travellers seeking reliable, high-quality service (Davidson et al., 2011).

Costs and Measures Involved
1. Staff Training and Development: Comprehensive training programs for all staff members are essential. This includes customer service training, technical skills development, and cultural sensitivity training. The estimated cost for developing and implementing these programs is approximately €50,000 annually (PwC, 2023).
2. Upgrading Amenities: Investing in upgraded amenities such as high-speed internet, modern in-room entertainment systems, and luxurious toiletries can significantly enhance the guest experience. This is estimated to cost around €100,000 for initial upgrades, with an annual maintenance cost of €20,000 (Euromonitor International, 2023).
3. Process Optimization: Implementing technology solutions to optimize service processes, such as automated check-in/check-out systems and mobile concierge services, can streamline operations and reduce staff workload. The initial investment for these technologies is approximately €40,000, with an annual operational cost of €10,000 (O’Connor et al., 2008).
4. Guest Feedback Systems: Installing comprehensive guest feedback systems to continuously monitor and improve service quality. These systems can cost around €10,000 initially, with minimal ongoing costs for maintenance and upgrades (TripAdvisor, 2023).

Total Estimated Cost
The total estimated cost for implementing the service enhancement recommendations is approximately €200,000 for the first year, with recurring costs of about €30,000 annually. Considering the size and revenue of InterContinental Bucharest, this investment is reasonable and justified by the expected returns in guest satisfaction and increased revenue.

Conclusion
Enhancing service quality at InterContinental Bucharest is a strategic investment that can lead to significant benefits including increased guest satisfaction, improved operational efficiency, higher revenue, and a stronger brand reputation. While the initial costs are substantial, the long-term gains in terms of market positioning and financial performance make this investment worthwhile. By focusing on comprehensive staff training, upgrading amenities, optimizing processes, and implementing robust guest feedback systems, the hotel can ensure a consistently superior guest experience, driving growth and sustaining its competitive edge in the hospitality industry.

[bookmark: _Toc167219137]Facility Upgrades
Upgrading the facilities at the InterContinental Bucharest is essential to maintain its competitive edge and enhance guest satisfaction. Given the hotel's prominent status and central location, modernizing its infrastructure and amenities can significantly improve the guest experience and attract a wider clientele.

Potential Benefits
1. Enhanced Guest Satisfaction: Modern and well-maintained facilities significantly enhance the overall guest experience. Upgraded rooms, contemporary furnishings, and state-of-the-art amenities can lead to higher guest satisfaction and positive reviews, driving repeat business and attracting new customers (Enz, 2010).
2. Increased Occupancy Rates: By offering updated and luxurious facilities, the hotel can appeal to high-end travellers and business clients. This can result in higher occupancy rates, particularly during peak seasons and events, thus boosting revenue (Kotler et al., 2017).
3. Competitive Advantage: Facility upgrades can differentiate the InterContinental Bucharest from its competitors. In a market with many high-end hotels, having superior facilities can be a decisive factor for guests when choosing accommodation (Euromonitor International, 2023).
4. Operational Efficiency: Modernizing facilities often includes the implementation of energy-efficient systems and smart technologies, which can reduce operational costs. For example, upgrading to energy-efficient lighting and HVAC systems can significantly lower utility bills (Font et al., 2012).
5. Long-term Value: Investing in the physical infrastructure of the hotel enhances its long-term value. Well-maintained properties can demand higher prices and maintain their appeal over time, ensuring sustained profitability (O’Fallon & Rutherford, 2011).

Costs and Measures Involved
1. Room Renovations: Upgrading guest rooms, including new furniture, fixtures, and fittings, is estimated to cost around €10,000 per room. With approximately 250 rooms, this brings the total to €2,500,000 (IHG, 2023).
2. Public Area Upgrades: Renovating common areas such as the lobby, restaurants, and conference rooms is expected to cost around €1,000,000. This includes modern décor, new seating arrangements, and improved lighting and audio-visual systems (Euromonitor International, 2023).
3. Technology Enhancements: Installing high-speed Wi-Fi, smart room controls, and updated security systems can cost around €500,000. These technologies not only enhance the guest experience but also improve operational efficiency (O’Connor et al., 2008).
4. Energy-efficient Systems: Implementing energy-efficient HVAC, lighting, and water systems is estimated to cost €400,000. These upgrades can result in significant long-term savings on utility bills and are aligned with sustainable practices (Font et al., 2012).
5. Contingency Fund: Allocating a contingency fund of €300,000 for unexpected costs during the renovation process is prudent to ensure the project stays on track without financial strain (PwC, 2023).

Total Estimated Cost
The total estimated cost for comprehensive facility upgrades at the InterContinental Bucharest is approximately €4,700,000. Given the hotel's high revenue potential and the significant benefits expected from these upgrades, this investment is reasonable and strategically sound.

Conclusion
Facility upgrades at the InterContinental Bucharest are a vital investment to maintain its luxury status, improve guest satisfaction, and ensure long-term competitiveness. The benefits, including higher guest satisfaction, increased occupancy rates, operational efficiency, and long-term value, justify the costs involved. By modernizing rooms, public areas, and technology systems, the hotel can enhance its appeal to discerning travellers and maintain its position as a premier accommodation option in Bucharest.

[bookmark: _Toc167219138]Marketing Revamp
Revamping the marketing strategy of the InterContinental Bucharest is crucial to enhance its visibility, attract a broader clientele, and boost revenue. Given the competitive nature of the hospitality industry, a well-executed marketing revamp can significantly impact the hotel's market position.

Potential Benefits
1. Increased Brand Awareness: A comprehensive marketing strategy that includes digital marketing, social media, and traditional advertising can enhance the hotel’s visibility. Increased brand awareness leads to a larger customer base and can attract more international guests (Kotler et al., 2017).
2. Targeted Marketing Campaigns: By utilizing data analytics, the hotel can create targeted marketing campaigns that appeal to specific demographics, such as business travellers, leisure tourists, and event organizers. This ensures that marketing efforts are efficient and reach the right audience (Chaffey & Ellis-Chadwick, 2019).
3. Enhanced Guest Engagement: Engaging content on social media platforms and a user-friendly website can improve guest interaction and satisfaction. Regular updates, promotions, and interactive posts can foster a sense of community and loyalty among guests (Tiago & Veríssimo, 2014).
4. Increased Direct Bookings: A strong online presence, including a well-optimized website with a seamless booking process, can increase direct bookings. This reduces dependency on third-party booking platforms and increases profit margins (Enz, 2010).
5. Improved Reputation Management: Active management of online reviews and guest feedback can enhance the hotel’s reputation. Prompt responses to reviews and proactive handling of complaints can improve guest perceptions and attract more bookings (Leung et al., 2013).

Costs and Measures Involved
1. Digital Marketing Campaigns: Implementing comprehensive digital marketing campaigns, including social media advertising, Google AdWords, and email marketing, is estimated to cost around €50,000 annually. This includes creating engaging content, targeting ads, and monitoring performance (Chaffey & Ellis-Chadwick, 2019).
2. Website Redesign and SEO Optimization: Redesigning the hotel’s website to be more user-friendly and optimized for search engines is crucial. This includes mobile optimization, fast loading times, and seamless booking integration. The estimated cost for a complete redesign and SEO optimization is around €30,000 (Euromonitor International, 2023).
3. Social Media Management: Hiring a dedicated social media manager or agency to handle the hotel's social media presence can cost approximately €25,000 per year. This includes content creation, regular posting, and engagement with followers (Tiago & Veríssimo, 2014).
4. Analytics and CRM Systems: Implementing advanced analytics and Customer Relationship Management (CRM) systems to track guest preferences and tailor marketing efforts can cost around €20,000 initially, with annual maintenance costs of €5,000 (Kotler et al., 2017).
5. Traditional Advertising: Investing in traditional advertising methods, such as print ads in travel magazines, billboards, and partnerships with travel agencies, can further boost the hotel’s visibility. This is estimated to cost around €25,000 annually (Enz, 2010).

Total Estimated Cost
The total estimated cost for a marketing revamp at the InterContinental Bucharest is approximately €150,000 for the first year, with ongoing costs of around €80,000 annually. This investment is justified given the expected increase in brand visibility, direct bookings, and overall revenue.

Conclusion
A marketing revamp for the InterContinental Bucharest is a strategic investment that can yield significant returns. By enhancing digital marketing efforts, redesigning the website, actively managing social media, and utilizing advanced analytics, the hotel can increase brand awareness, attract a broader clientele, and boost revenue. The costs involved are reasonable and aligned with the hotel's potential income, ensuring a strong return on investment and sustainable growth in the competitive hospitality market.

[bookmark: _Toc167219139]Corporate Client Strategy
Developing a comprehensive Corporate Client Strategy is vital for the InterContinental Bucharest to attract and retain business travellers and corporate clients. By focusing on this segment, the hotel can leverage its prime location and excellent facilities to establish itself as the preferred choice for corporate stays and events.

Potential Benefits
1. Increased Occupancy Rates: Corporate clients often require regular accommodations for business travel, training sessions, and conferences. By targeting this segment, the hotel can ensure a steady stream of bookings throughout the year, even during off-peak seasons (O’Fallon & Rutherford, 2011).
2. Higher Revenue: Corporate clients generally have higher spending patterns compared to leisure travellers. They are likely to use additional services such as meeting rooms, dining facilities, and business centres, which can significantly boost the hotel’s revenue (Kotler et al., 2017).
3. Enhanced Brand Loyalty: Establishing strong relationships with corporate clients can lead to long-term contracts and repeat business. Corporate partnerships often result in loyalty, with businesses consistently choosing the same hotel for their accommodation and event needs (Davidson et al., 2011).
4. Market Differentiation: A well-developed corporate client strategy can differentiate the InterContinental Bucharest from its competitors. Offering tailored services and amenities specifically for business travellers can position the hotel as a leader in the corporate hospitality market (Euromonitor International, 2023).

Costs and Measures Involved
1. Dedicated Sales Team: Hiring or reallocating a dedicated sales team to focus on corporate clients is crucial. This team will be responsible for reaching out to businesses, negotiating contracts, and maintaining relationships. The estimated cost for a team of three, including salaries and benefits, is around €150,000 annually (PwC, 2023).
2. Customized Corporate Packages: Developing attractive corporate packages that include discounted room rates, complimentary meeting room use, and other perks can attract business clients. The cost of these incentives is expected to be approximately €50,000 annually (O’Fallon & Rutherford, 2011).
3. Marketing and Promotion: Investing in targeted marketing campaigns to promote the hotel’s corporate services is essential. This includes online advertising, email marketing, and participation in business expos. The estimated cost for these activities is around €30,000 annually (Chaffey & Ellis-Chadwick, 2019).
4. Upgrading Business Facilities: Enhancing business facilities such as conference rooms, high-speed internet, and audio-visual equipment is vital to meet corporate clients' expectations. The initial investment for these upgrades is estimated at €100,000, with annual maintenance costs of €10,000 (Euromonitor International, 2023).

Total Estimated Cost
The total estimated cost for implementing the corporate client strategy is approximately €330,000 for the first year, with recurring costs of around €240,000 annually. Considering the revenue potential from increased corporate bookings and events, this investment is reasonable and expected to generate significant returns.

Conclusion
Implementing a Corporate Client Strategy at the InterContinental Bucharest is a strategic move that can yield substantial benefits, including increased occupancy rates, higher revenue, enhanced brand loyalty, and market differentiation. The associated costs, which are reasonable given the hotel’s scale and income potential, include dedicated sales efforts, customized packages, targeted marketing, and facility upgrades. By focusing on this lucrative segment, the hotel can ensure a steady flow of business clients and position itself as a premier destination for corporate travellers and events.
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	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Scale
	Budget

	1
	Inconsistent service quality
	Implement enhanced training programs for staff
	Improved service quality, increased guest satisfaction
	6 months
	30/11/2024
	Hotel-wide
	€105,000

	2
	Outdated facilities and amenities
	Upgrade guest rooms, public areas, and technology systems
	Enhanced guest experience, increased occupancy rates
	12 months
	30/06/2025
	Hotel-wide
	€4,700,000

	3
	Ineffective marketing strategy
	Revamp marketing efforts, including digital marketing, SEO optimization
	Increased brand awareness, higher revenue
	9 months
	31/08/2024
	Hotel-wide
	€150,000

	4
	Lack of focus on corporate client segment
	Develop a corporate client strategy, including sales team and packages
	Increased occupancy rates from corporate bookings, higher revenue from business clients
	12 months
	31/12/2024
	Hotel-wide
	€330,000



[bookmark: _Toc167219141]Conclusion

In conclusion, the comprehensive analysis and strategic recommendations outlined in this consultancy report for the InterContinental Bucharest provide a roadmap for addressing key challenges and seizing opportunities to enhance the hotel's competitive position and guest satisfaction. Through a thorough examination of the hotel's current operations, market dynamics, and industry trends, we have identified several areas where targeted interventions can yield significant improvements.
Firstly, the analysis highlighted the importance of addressing service quality issues to meet and exceed guest expectations. Implementing enhanced training programs for staff is essential to ensure consistent and exceptional service delivery across all touchpoints. By investing in staff development, the hotel can enhance guest satisfaction, foster positive guest experiences, and ultimately drive loyalty and repeat business.
Secondly, upgrading the hotel's facilities and amenities is paramount to modernizing the guest experience and maintaining competitiveness in the market. By investing in room renovations, public area upgrades, and technology enhancements, the hotel can create a more contemporary and appealing environment for guests. These upgrades not only enhance guest satisfaction but also contribute to increased occupancy rates and revenue generation.
Thirdly, a revamped marketing strategy is critical to enhancing brand visibility, attracting new customers, and retaining existing ones. By leveraging digital marketing channels, optimizing the hotel's website for search engines, and targeting specific customer segments, the hotel can effectively reach and engage with its target audience. A robust marketing strategy will position the InterContinental Bucharest as a top choice for both leisure and business travellers, driving demand and revenue growth.
Lastly, developing a focused corporate client strategy presents a significant opportunity for the hotel to tap into a lucrative market segment and drive business growth. By establishing dedicated sales teams, creating customized corporate packages, and enhancing business facilities, the hotel can attract corporate clients and secure long-term partnerships. These efforts will not only increase occupancy rates but also drive revenue through corporate bookings and events.
In closing, the successful implementation of the recommended strategies outlined in this report will enable the InterContinental Bucharest to achieve its overarching goals of enhancing guest satisfaction, driving revenue growth, and maintaining a competitive edge in the hospitality industry. We are confident that with careful planning, execution, and monitoring, the hotel will experience tangible improvements in key performance metrics and solidify its position as a premier destination in Bucharest.
I would like to express my sincere appreciation to the management team of InterContinental Bucharest for the opportunity to collaborate on this project. It has been a privilege to work with such a reputable organization, and I am grateful for the trust placed in our expertise. Should there be any further assistance required or future projects to discuss, please do not hesitate to reach out. Thank you once again for the opportunity, and I look forward to the possibility of future collaborations.
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