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[bookmark: _Toc191742391]Executive Summary 
This consultancy report has been based on two significant issues faced by the Jin Jiang Hotel for which the Bain & Company consultancy has been approached. Despite being the second largest hotel across the globe, this hotel has faced the issues of revenue decline, and international expansion is prominent. 
Further, regarding global expansion, Jin Jiang has faced significant challenges of cultural disintegration and operational issues in operating in global countries. Also, from the political and economic viewpoint, the international exposure to only host-country-based hotels like Raddison and Groupe de Louvre has had a detrimental impact on the firm. To this end, it can be stated that both these issues have been significantly detrimental to Jin Jiang in managing its reputational standards in the future.
Throughout this analysis, a range of frameworks has been used to reach the root cause of the problem. From the STEEPLED analysis, Jin Jiang Hotel is found to be in a solidifying marketplace position with intense marketplace competitors with room for improvement in areas like technological development, ethical principles and practices, and environmental sustainability practices. Further, from the SOAR analysis, it has been found that Jin Jiang needs to focus more on its extensive brand portfolio and digital transformation scopes to efficiently optimise performance integrity across its competitors. Further, from the TOWS analysis, it is found that by leveraging acquisition standards by Jin Jiang in the hospitality industry of China, potential guest experiences can be enhanced with improved service quality. To this end, Jin Jiang needs to enhance operational integrity with digital exposure and technical leverage to gain a sustainable competitive edge in the future. Apart from this, McKinsey’s 7S model has helped understand the relevance of shared values, staff skills, leadership quality, and many others in Jin Jiang Hotel to leverage its performance integrity in the long run. Further, by applying Porter's Five Forces model, it has been found that competitive rivalry and the threat of new entrants are high compared to the moderate impact of suppliers' and buyers' bargaining power and substitutes. Finally, from the DESTEP analysis, it has been found that by efficiently analysing the core market factors and their relevance, Jin Jiang can mitigate the challenges of revenue decline and international exposure more efficiently. 
This consultancy report was developed for Jinjiang Hotel Group based in China as they have been experiencing two major issues, which are declining revenue and problems with their international expansion. The report has been created by professional consultants from Bain & Company, which is a UK-based consultancy firm. The report has comprehensively analysed both problems of Jinjiang by going in-depth to reveal the underlying or key factors causing the problems. In order to achieve this, several structured frameworks have been applied, such as STEEPLED, TOWS, SOAR, McKinsey 7's Model, DESTEP, and Porter Five Forces Model. The frameworks facilitate and make it easier to discover the underlying problems. Thus, it becomes easier to target those problems and develop strategic interventions to target them individually. This has led to revealing factors like management issues, reducing hotel room occupancy rates, pricing affordability problems amidst economic downturns, lack of customer acceptance in foreign markets, etc. 
Thus, this has been used to develop actionable recommendations for Jinjiang Hotel in detail. The company was suggested to integrate and use AI along with its current pricing model and strategy. This would also consider the current market prices, competitors' prices and customer spending patterns for developing dynamic pricing for hotel rooms, which can maintain their profitability and give them a competitive advantage. Similarly, a strategic partnership was recommended because it can give them exclusive deals to attract customers and knowledge and support to improve brand acceptance and visibility among inhabitants in foreign markets. The recommendations were also explained in detail to show how they can benefit Jinjiang Hotel.
In addition, the report has also guided the company through change management practices using structured change management models. Two models were applied here i.e. Kotter's 8-step change management model and Lewin's change management model. Thus, it was also explained to the hotel how they could use the frameworks and implement and solidify the changes through multiple steps. This also reduces the likelihood of facing internal resistance from employees and senior management during the process of implementation. Alongside, the report has also utilised two quality control models/ methodologies named Total Quality Management (TQM) and Six Sigma. These models were also explained in detail in terms of how Jinjiang can follow through the steps and apply them to improve their quality standards, reduce flaws and integrate standardisation throughout their operations. Thus, it is also targeted towards enabling the organisation to achieve standardisation through its global operations. In the end, a structured action plan has been given as per the recommended actions. 



[bookmark: _Toc191742392]Introduction 
This consultancy report aims to showcase the relevance of viable solutions for the hotel industry to leverage its reputational standards and mitigate significant operational challenges. In this report, Jinjiang Hotel Group has been selected for the analysis of its two concurrent issues, including international expansion and revenue decline at large. Jinjiang Hotel is considered the second-largest hotel group, with a consolidated marketplace position to renovate 80% of its establishments and invigorate its offerings with new contemporary concepts (Bowo, 2023). Based on its marketplace position, it tends to ensure strategic market expansion to the markets of France and India in the future. 
Jin Jiang Hotel Group is one of the leading hotel chains in China, which was listed on SSE in 1994 (Shanghai Jin Jiang International Hotels, 2023). The mission of this hotel is to provide an optimised service delivery to clients and contribute potential values to the stakeholders. Its vision is to become the world’s best-known hotel brand by satisfying stakeholders and providing high-end, efficient service delivery in society. It has a core service promise of providing care to clients and a management principle of operating efficiently and responsibly in the global hotel industry (Shanghai Jin Jiang International Hotels, 2023). This hotel boasts over 40 brand portfolios to showcase luxury, including Raddison, Yan Garden, Kunlun, Kyriad, and many others. It has invested in over 10000 hotels with 1 million rooms across 120 countries, fostering 150 million members with high-end interactive consumer loyalty programs (Golden Tulip, 2022). Apart from this, Jin Jiang Group operates with over 80 years’ performance legacy through 1.2 thousand hotels and 120 million rooms with ¥ 5.84 ROE (Shanghai Jin Jiang International Hotels, 2023). Over the years, Jin Jiang Hotel Group has tried to maintain individual DNA, integrate core performance-oriented information, and optimise the shared growth synergies. Thus, Jin Jiang Hotel Group ensures a potential marketplace position across its intense global competitors.
The consultancy that Jin Jiang has approached to resolve the two most considerable issues, including revenue decline and international expansion, is Bain & Company. This is considered one of the top-most consultancy firms in the UK, which provides potential guidance to business firms regarding strategic implementation, operational and technological integration, and merger and acquisition activities. 
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Figure 1: Bain & Company Logo
Source: (Bain & Company, 2024)
With the prevalence of UK leadership teams, the firm has advised over 50% of European deals to limit cultural issues facing firms (Bain & Company, 2024). This consultancy can also be relevant enough to promote operational growth and integrity in Jin Jiang by mitigating the rising issues more efficiently.
This consultancy report will embed seven distinct frameworks and models, including STEEPLE, SOAR, TOWS, McKinsey’s 7S, Porter’s five forces, DESTEP analysis, Six Sigma, and TQM. STEEPLE analysis can help identify the external factors, including social, technological, economic, environmental, political, legal, and ethical factors, that impact Jin Jiang's core operations. The SOAR framework ensures the strength, opportunities, aspirations, and results to ascertain the core capabilities of Jin Jiang in reaching the root of these issues (Jackson, 2025). Further, the TOWS framework helps evaluate the core threats, opportunities, weaknesses, and strengths to develop a strategic resolution for these operational challenges. Also, McKinsey’s 7S model can be beneficial in comprehending the internal organisational structure of Jin Jiang, including strategy, structure, systems, shared value, style, staff, and skills, while Porter's five force framework provides deeper insights into the industry prominence and positional integrity of Jin Jiang across intense global competitors (CFI, 2022). Additionally, the DESTEP analysis can help evaluate the demographic, economic, social, technological, ecological, and political factors, while Six Sigma and TQM will be used to provide sustainable recommendations to Jin Jiang in enhancing revenue standards and fostering international expansion in the future. Thus, the use of all these models in this context is highly relevant. 
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[bookmark: _Toc191742394]Description of the issues
[bookmark: _Toc191742395]Revenue Decline 
Despite being the second largest across the globe, the revenue decline issue has been significantly prominent since the COVID-19 pandemic. A study by Hao et al. (2020) has showcased that there was a steep decline in hotel performance across China, with approximately 50% revenue loss. Apart from this, Li (2024) states that Chinese hospitality revenue has dropped by limiting the disposable income standards of consumers, thereby slowing the industry demands at large. From the financial reports of Jin Jiang, the revenue declined by approximately 5 billion yuan compared to 2019 marking a year-on-year revenue reduction of 34.67% at large (Guan, 2022). This issue has been raised based on multiple current situational factors, including China’s economic downturn, which has led residents to choose more cost-effective options and oversupply properties during the pandemic. Apart from this, on the reputational standards also, Jin Jiang’s RevPAR and occupancy rates have sharply declined, which led the firm to the unsecured credit rating of ‘BBB-’ (Fitch Ratings, 2023). Also, from the study of Schneider (2024), it was found that the revenue issue has also been based on the oversupply of properties, resulting in a considerable decline in the residential market in China since stakeholders and investors are more interested in the apartments rather than hotels in terms of their ability to issue REITs. To this end, a strong strategic refinement is needed to ensure a sustainable financial position for Jin Jiang to ensure high-end service delivery to the proposed client bases in the future. 
[bookmark: _Toc191742396]International Market Expansion 
Jin Jiang has significantly invested in strategic mergers and acquisitions, but it has failed to integrate the services, resulting in high-end complex infrastructural development and management challenges at large. According to Dong and Liu (2022), it has been noted that the state-owned companies of Jin Jiang have provided it with a negative image since the external business environment does not tend to look at host country acquisitions positively. This also significantly damaged the reputation of Jin Jiang over time. Apart from this, politicians across France and Germany have also showcased concerns about the rapid expansion of Jin Jiang to Europe regarding its acceptability by the residents and the regulatory institutions based on a significant cultural shift at large (Corre, 2023). To this end, another study by Song et al. (2024) has found the specific areas of internationalisation issues, including cultural integration, operational complexities, and compliance-oriented challenges, which have barred Jiang from more international expansion to countries like France and India in the future. Thus, a strong strategic recommendation needs to be provided further to ensure positive and sustainable global expansion by mitigating the dynamic operational protocols and aligning global and local operational standards. 
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	STEEPLED factors
	Description

	Social
	The detrimental impact of the pandemic has significantly changed global tourism behaviour, resulting in limited RevPAR and hotel occupancy rates on both domestic and international grounds. 

	Technological
	Considerable growth of the China and Shanghai-based online travel agencies has generated intense competition for Jin Jiang to optimise their digital presence across its domestic and international competitors. 

	Economic
	Even in the post-pandemic era, the economic downturn of China has limited consumer spending tenacity in the hospitality and tourism sector, causing significant revenue loss over time (Weinstein, 2024). 

	Environmental
	Based on the WTTC’s hotel sustainability basics, Jin Jiang has tried to maintain a validated ESG commitment to promote high-end responsible growth and foster eco-conscious consumers' preference for the hotel group with procedural implementation of eco-friendly practices (WTTC, 2023).

	Political
	From a political perspective, frequent mergers and acquisitional attempts of Jin Jiang have shown concern based on complex operational integrity. For instance, its operation in Brazil has led to considerable reputational damage for Jin Jiang, with allegations of human trafficking and forced labour practices (Teixeira, 2024). 

	Legal
	Jin Jiang has often faced challenges of state legal enforcement in cases of the acquired firms, which creates a significant cultural gap. To this end, meeting the regulatory standards can lead to high-end infrastructural complexity. 

	Ethical
	Jin Jiang has significantly violated ethical labour practices with their human trafficking and forced labour activities, which can also tamper with stakeholder trust and credibility in Jin Jiang by restricting its global development and integration over time. 

	Demographic
	Since the Chinese burgeon middle class ensures to be out of poverty by 2030, there is a visible scope in the increased expenditure on hospitality and tourism activities (China Power Project, 2021). This shift in demographics ensures considerable growth in Jin Iang’s revenue in the future with future scope for global market growth and development. 
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	SOAR Factors
	Description

	Strengths
	Jin Jiang has fostered over 40 luxury hotel brands, including Raddison, Kunlun, Golden Tulip, Lavande, and many others, with a global presence in over 58 regions and embedding 120 million rooms (Shanghai Jin Jiang International Hotels, 2023). It has further fostered multiple mergers and acquisitions to expand its global footprint by acquiring Raddison Hotels, Groupe du Louvre, and many others (O’Neill, 2022). 

	Opportunities 
	Jin Jiang has faced a considerable revenue decline during the pandemic based on China’s economic downturn, while its credit rating was turned into BBB-. However, in 2023, Jin Jiang ensured a sound recovery of the hospitality and tourism businesses, which ensured their upgrading to a 'BBB' rating (Fitch Ratings, 2024). Apart from this, Jin Jiang has ensured a significant digital upgrade, making the firm embrace future innovation and sustainable competitive advantage in the intense market competition (ZIZHENG, 2024). 

	Aspirations
	Jin Jiang aspired to outperform the core service delivery while being the topmost impactful hospitality service provider across the globe. To this end, it has endeavoured to attract eco-conscious consumers with a positive environmental impact and is committed to undertaking the WTTC’s Hotel Sustainability Basics initiative (Caswell, 2023). 

	Results 
	Jin Jiang can ensure a long-term sustainable business position with productive revenue growth, international expansion strategies, and optimised staff training and developmental synergies (Hotel Management Network, 2023). Also, penetration into new markets can often be challenging based on the factors of cultural integration and established marketplace leaders. 
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	TOWS Factors
	Description
	Strategies

	Threats
	· Intensified global competition in the hotel industry has led Jin Jiang to compete for positional solidification. 
· Considerable legal transformations often restricted Jin Jiang from international expansion. 
· The economic downturn of the Chinese economy has restricted residents from effectively spending in the hospitality and tourism sector, thereby causing revenue losses for hotels like Jin Jiang (WTTC, 2023). 
	· Jin Jiang can efficiently strengthen its market position with productive acquisitions in the future. Thus, brand visibility can be enriched with optimal footprints in the future. 

	Opportunities 
	· The significant growth potential of hotels like Jin Jiang in the post-pandemic scenario with the added advantage of a BBB credit rating from 'BBB.’ 
· Scopes for potential digital expansion can leverage growth with positive revenue standards for hotels like Jin Jiang with enhanced client integrity (Xiao, 2021). 
	

	Weaknesses
	· Jin Jiang holds a negative brand image based on its acquisition of the host country's luxury hotel brands compared to its external acquisitions. 
· The complex workplace structure of Jin Jiang is based on detrimental cultural compatibility and severe operational challenges (Song et al., 2025). 
	· Jin Jiang needs to optimise its digital presence to enhance stakeholder investment and integration with a sustainable market position in the future. The company must also work on developing a positive brand image.

	Strengths
	· The potential brand portfolio of Jin Jiang with the inclusion of over 40 luxury brands
· Stronger presence of Jin Jiang as the second-largest hotel group in the world and the largest hotel chain in China (Statista, 2024). 
· The strategic acquisition of Raddison Group to optimise its global footprints. 
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	McKinsey’s 7S Factors
	Description

	Structure
	Although Jin Jiang has acquired multiple hotels like Raddison and Group de Louvre, it has not yet created a potential hierarchical structure to reduce operational complexity and considerable cultural gaps, resulting in service quality disintegration over time. 

	Strategy 
	Specifically, in the post-pandemic period, Jin Jiang has faced severe revenue decline issues with a negative credit rating standard. Further, to ensure a strong brand presence, they have optimised sustainability basics to target eco-conscious consumers, thereby providing high-performance values in the future. 

	System
	Consumer engagement with Jin Jiang Hotel has been crucial to maintaining positional sustainability standards in the Chinese hospitality marketplace (Tsaur et al., 2023). With the strategic implementation of convenient technologies, the consumers’ booking experience can be increased, which showcases the need for Jin Jiang in continuous technological development. 

	Shared values
	Although, in the host hotel acquisitions, Jin Jiang can effectively share its core values and culture, for international expansion and acquisition, it is difficult to maintain operational integrity (Zhang et al., 2021). Based on this, Jin Jiang needs to embed its vision, goals, and values across all its acquisitions to ensure operational simplicity and resilience. 

	Skills
	Since Jin Jiang is considered one of the topmost investors in digital literacy and economy, it can effectively leverage staff skills with personalised training and development followed by fostering cross-cultural communication. 

	Style
	The leaders of Jin Jiang have considerably focused on domestic expansion by owning state-based hotel firms (Kulakhmetova et al., 2022). However, to enhance brand visibility and promote network and core operational standards, leaders need to understand the evolving hospitality market trends to ensure a global outreach. 

	Staff
	To foster a sustainable delivery of core hospitality services, the staff of Jin Jiang Hotel needs to be trained with culture-specific training and technological workshops. 
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	Porter’s Five Forces
	Description

	Competitive Rivalry 
	Jin Jiang has faced intense marketplace competition with Travelodge Hotels, Stademos Hotels, CVK Hotels and Resorts, and many others (Craft, 2023). This showcases the need for unique service quality and optimised service delivery. 

	Threat of New Entrants 
	Despite the high brand visibility and the strong reputation of Jin Jiang, the considerable rise of online travel platforms like Airbnb can operate as a threat to the traditional hospitality framework. 

	Threat of Substitutes 
	With the high-end availability of competitor brands, multiple reasonable lodging facilities, and boutique hotels, maintaining operational integrity can be challenging for Jin Jiang at times. This requires more personalised service outcomes in the future. 

	Bargaining power of Suppliers 
	Suppliers’ bargaining power is considerably moderate for Jin Jiang based on the availability of multiple technology and service-oriented vendors opting to work with the firm as long-term stakeholders. 

	Bargaining power of Buyers 
	From the price-sensitive consumers’ perspective, the impact of bargaining power for buyers is high based on limited switching costs (Li et al., 2023). To this end, Jin Jiang can design more creative loyalty programs to retain clients for longer. 
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	DESTEP factors
	Description

	Demographic
	China's population is highly ageing, which can restrict the overall growth and development of hotels like Jin Jiang, making them over-reliant on global expansion (Bicker, 2024). 

	Economic
	Despite China's economic downturn and the limited expanding power of people, post-pandemic recovery has increased the industry-oriented profitability at large (Lee et al., 2024)

	Social 
	Mostly, the Chinese Genz prefer green hotel visits compared to traditional hotels (Wu et al., 2024). To this end, Jin Jiang’s incorporation of Sustainability Basics initiatives can efficiently increase its revenue.

	Technological
	Since advanced online travel agents and platforms have redefined the tourism industry, hotels like Jin Jiang need to invest more in digital transformation to ensure consumer convenience at large.

	Ecological
	Considerable growth in the environmentally conscious consumer bases in China and globally calls for the need to undertake more green initiatives by hotels like Jin Jiang in the future to stay sustainably competitive.

	Political 
	Political leaders have questioned the state-based acquisitions of the Jin Iang Hotel. However, in global expansion, regulatory and cultural barriers have limited its brand growth and resilience. 
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Recommendations and Change Management
Based on the contemporary issues faced by Jin Jiang Hotel, a range of recommendations needs to be fostered. First, the hotel can optimise brand recognition and visibility across China and the international spectrum. To this end, the firm needs to creatively design interactive marketing campaigns to increase the brand's visibility and resilience over time. Also, by investing in digital transformation initiatives, the firm can foster AI enablement to optimise qualitative guest experiences, thereby aligning transformation with business integrity in the future. Apart from this, Jin Jiang can efficiently invest in sustainable business practices to leverage operational standards and integrity in the long run. Although it has fostered the Sustainability basics initiatives of WTTC, it requires more impactful considerations to strengthen optimal international expansion opportunities in the future. Further, to mitigate the issue of international expansion, Jin Jiang needs to provide personalised staff training and developmental services, including cultural adaptation and integration. Thus, the operational validity and integrity can be maintained by Jin Jiang with tailored service offerings at large. 
Considering the issues discussed above, there are some actionable suggestions that can be formulated for the Jinjiang Hotel Group. The recommended strategies are as follows:
In recent years, pricing and demand have become key issues and factors that continue to affect the revenue of hotels. In this situation, it is more beneficial for Jinjiang Hotel to have a dynamic pricing strategy, which reflects the current prices in the market, competitors' prices and market demands (Gao, 2024). Therefore, it is smarter for Jinjiang Hotel to integrate AI (artificial intelligence) within their pricing models for better pricing of the rooms and other ancillary services considering current demands, customer spending and booking behaviour (Nam et al., 2021). 
Jinjiang Hotel has an extensive loyalty programme involving many schemes including J-club and Jinjiang Rewards. This provides various benefits to members and returning customers. However, this should be promoted more, and the company should advertise how it offers personalised benefits to the customers (Mukhtar et al., 2023). Thus, its reach will be expanded further, and more customers across the globe can be attracted.
There should be a focused effort on upselling and cross-selling their services, which can make more customers obtain them. In order to achieve this, the frontline staff need to be trained accordingly. Thus, they can push additional services like special tours in the local areas and tourist attractions, dining, room upgrades, etc (Andeni et al., 2022). This can contribute to the hotel’s total revenue.
It is also necessary for Jinjiang Hotel to be on par with the current advanced technologies. There should be premium and non-premium hotel rooms that are equipped with smart room technologies on various levels, including automated lighting, window treatments and temperature change, air filtration systems, keyless entry and voice assistants (Stringam and Gerdes, 2021). There should also be options for easy booking and check-in through their own official app that can enable people to book rooms and services and obtain them without having to interact with staff more frequently (Cobanoglu et al., 2021). This is also meant to improve their satisfaction level and probe them to be repeat customers.
To improve its global expansion, Jinjiang Hotel should start by forming more strategic partnerships that can help it improve its brand image and operations. This should include airline companies and local travel and tourism businesses (Chakravarty, 2024). They should try to secure exclusive deals through the partnership that can enable them to attract customers and use this to enhance their image (Tran, 2024). Similarly, this also enables them to enter more markets in different regions.
Cultural adaptation is an important part of global expansion. This should be reflected in their staff behaviour, actions, and overall operations. For starters, staff from other countries should be trained in cultural adaptation and cross-cultural competency. Recruiting local employees can also help to improve this (Alkhoraif, 2024). Meanwhile, the menu and amenities should demonstrate the local cultural practices. This is important for achieving localisation effectively (Nor and Zahari, 2025).
Effective global expansion requires a balance between localisation and standardisation. So, their operations and service should match the global quality standards. This can be achieved by training employees similarly across their worldwide operations using the same instructions and materials (Prentice et al., 2024). Guest feedback should be obtained and analysed more proactively using advanced data analytics and frequently to recognise the quality standard and customer satisfaction level along with the areas where the hotel can potentially improve (Shrestha, 2024). 
[bookmark: _Toc191742404]Relevant Change Management Models and Application
Implementing the changes requires following and adapting structured change management models. While implementing changes, it is expected that there may be internal resistance from senior management and/ or employees (Cañedo et al., 2024). So, using the models allows for approaching this with more effectiveness. Jinjiang Hotel will apply Kotter’s 8-step model and Lewin’s Change Model. 
Kotter's model demonstrates 8 distinct steps that should be followed to implement and solidify the changes. The changes will be implemented through them (Grynko et al., 2024). 
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Figure 2: Kotter’s Change Model
Source: (Grynko et al., 2024)
At first, every internal stakeholder should be made aware of declining revenue and issues with global expansion. Thus, they can realise the need to make changes. This should be followed by developing a change management team involving a leadership, change manager, departmental heads and senior management. There should be a detailed structure or plan for the strategy implementation, and this should be visible to all employees (Ngunyangi, 2023). They can also be asked to give feedback or propose improvements to the plan, which increases their active participation and employee engagement. There should be extensive training programmes and support for employees to get on board with new strategies and technologies. Meanwhile, they should start by implementing new pricing strategies, marketing, and smart room technologies in selected hotels and analysing the results to have a better understanding. This data should support the implementation in other locations too (Radwan, 2022). In the end, the strategies, quality standards, and cross-cultural competency should be incorporated within their core values and business strategies to solidify the change. 
Similarly, Lewin's change management model integrates three different steps that are meant for the organisations to smoothly and effectively transition from the present state to the desired state with the changes (Ali and Anwar, 2021). This includes unfreezing the operations, implementing changes and then freezing the operations again to solidify change.
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Figure 3: Lewin’s Change Model Framework
Source: (Equenot, 2024)
Applying this to this process requires recognising the flaws and issues and informing the staff about the same to highlight the need for change. In this state, there should also be training programmes to support the employees from the beginning (Equenot, 2024). During the second phase, Jinjiang Hotel has to execute its new policies, strategies and operations. So, they would start by integrating the technologies i.e. AI into their operations and smart hotel technologies into the rooms. Apart from this, the global expansion strategies should be integrated while the company starts seeking and developing strategic partnerships. After the changes have been made, this should be standardised by establishing modified or new policies, adapting workflows and operations accordingly, and reinforcing the changes through core values, business strategies and new norms (Vasilopoulos, 2025). 
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This is essentially a quality control model or methodology for minimising issues and enhancing operational procedures (Ostergllava and Loku, 2024). 
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Figure 4: Six Sigma Model
Source: (Ostergllava and Loku, 2024)
	Define
	Identifying main areas for loss of revenue, i.e. underutilised/ undersold services, room pricing, lack of upselling

	Measure
	Obtaining relevant data to support assumptions

	Analyse
	Analysing data for recognising root causes/ issues, i.e. ineffective pricing, lack of reach for loyalty programmes, and missed opportunities for cross-selling services (Selnes and Johnson, 2025)

	Improve
	Integrating AI within the pricing model, adjusting using market demands and customer spending trends in real-time, and staff training for cross-selling (Cui, 2023).

	Control
	Tracking customer feedback and increase of revenue, monitoring performance dashboards, employee performance



[bookmark: _Toc191742406]Application of TQM
TQM, or Total Quality Management, is also a quality control and assurance model that focuses on quality as well as the level of customer satisfaction. This is beneficial for improving the quality standards and standardising them across Jinjiang's global operations (Al-Ababneh, 2021). 
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Figure 5: Total Quality Management Model
Source: (Al-Ababneh, 2021)
	Customer Focus
	Performing market research and identifying cultural preferences to the adapted within services (Liviţchi, 2024)

	Employee Involvement
	Training all staff using global standards and the same programme, cultural competency training

	Process Standardisation
	Applying uniformity within services and procedures but having flexibility for localisation.

	Continuous Improvement
	Integrating advanced data analytics, obtaining and analysing customer feedback, and modifying quality standards accordingly (Enyinna, 2023)

	Data-Driven Decision Making
	Using BI (business intelligence) applications for identifying consistency, standardisation, and customer satisfaction (Isiaku and Adalier, 2024)



[bookmark: _Toc191742407]Measurement of Success
This refers to the KPIs (key performance indicators) that will be applied and tracked to understand the effectiveness and benefits of the recommended actions for Jinjiang Hotel. For tracking revenue increase, RevPAR (Revenue Per Available Room) and ADR (Average Daily Rate) growth will be tracked on the main and ancillary services separately (KIPROP, 2023). Apart from this, customer satisfaction rating and NPS (Net Promoter Score) will be used for customer satisfaction. Service delivery speed and an increase in bookings and hotel check-ins among international and local customers will inform the operational effectiveness and successful global expansion (KIPROP, 2023). Lastly, employee performance and training completion scores can inform about their adaptability and acceptance of the changes (Belias et al., 2024). 
[bookmark: _Toc191742408]Potential Benefits of the Recommended Actions for the Hotel
Optimising the pricing model and strategy using AI can best reflect the current market and competitor prices. Moreover, this can also consider customers’ spending patterns. Thus, the hotel can price the rooms so that it attracts more customers without completely diminishing their profitability (Talukder et al., 2025). In addition, training the frontline employees to push for more ancillary or additional services through upselling or cross-selling efforts. Thus, this can also help Jinjiang to boost its revenue while also appealing to the guests (Andeni et al., 2022). This also allows for seamlessly promoting the services through the staff to increase their reach. This also creates a competitive advantage.
Personalised benefits, experiences and services are crucial in the hospitality business for attracting customers and improving their satisfaction level. Due to this, it is essential for Jinjiang to increase awareness of its extensive loyalty programme so that more customers become members and start using the benefits (Mukhtar et al., 2023). This automatically increases repeated purchases. Similarly, integrating smart room technologies within the hotel rooms is also meant to improve the personalised experience of the customers. 
Achieving the balance between standardisation and location will enable Jinjiang to create uniformity within the services while also having the flexibility to incorporate local cultural preferences. Moreover, using strategic partners from the regions can also increase their brand acceptance and visibility. In addition, developing partnerships with local businesses comes with more benefits (Wei, 2024). For instance, businesses are more likely to have important knowledge and experience about the local markets, their demands, customers, etc. Thus, Jinjiang can benefit from the knowledge and use this to modify their services as well. This also improves their brand acceptance in the local markets.
Using the same training programme for employees across their operations achieves the purpose of generating uniformity among the entire workforce, especially the frontline and service employees. This is meant to inform and train them equally and similarly about the hotel's operations, cross-cultural competency, values and business strategies and, most importantly, quality standards. Thus, Jinjiang can achieve consistency within its services regardless of the location. This is particularly beneficial for enabling the hotel to achieve consistency and uniformity within its service delivery and quality standards (Situmorang and Japutra, 2024). Thus, customers can know what to expect, which increases the likelihood of repeated customers. 
[bookmark: _Toc191742409]Cost Estimation
	Strategy
	Estimated Expenses (¥)

	AI for pricing model
	20,000

	Marketing loyalty programmes
	7,000

	Staff training for upselling and cross-selling
	30,000

	Smart room technologies
	300,000

	Cultural competency and quality standardisation training
	100,000

	Advanced data analytics
	13,000

	Service standardisation and location
	30,000

	Total
	5,00,000
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	Number
	Problem
	Solution
	Desired Outcome
	Time
Scale
	Completion
Date
	Planned
Budget

	1.
	Declining revenue
	Incorporating AI within the pricing model and using data from current demands, competitor prices, customer spending and booking behaviour for dynamic pricing
Training frontline employees for upselling and cross-selling ancillary or additional services and pushing for the services during check-ins or other times to boost revenue.
Increasing the reach of Jinjiang’s existing comprehensive customer loyalty programmes through marketing and highlighting personalised benefits for members
Integrating smart room technologies, i.e. automated lighting, window treatments and temperature change, air filtration systems, keyless entry and voice assistants in premium and non-premium hotel rooms in different levels to attract customers
Integrating options for easy booking and check-in through Jinjiang's own official app for customers who prefer limited interactions and more autonomy in purchasing and obtaining services
	Increasing RevPAR and ADR
Increasing streams of revenue
More streams contributing to revenue.
Increasing number of repeated purchases from loyal customers
Attracting more customers through hotel amenities and room attractiveness
Easy check-in and booking options for attracting and catering to different types of demographics.
Gaining a competitive advantage in different markets
	6 months
	01-09-2025
	¥180,000

	2.
	International expansion issues
	Developing strategic partnerships with airline companies and local travel and tourism businesses for securing exclusive deals through the partnership and attracting customers through the deals
Training staff from other countries in specific markets for cultural adaptation and cross-cultural competency
Recruiting more employees from the local employee market to increase scopes for localisation
Adapting the menu and amenities and modifying them as per the local cultural practices
Emphasising achieving standardisation in terms of global quality standards across operations.
Arranging for comprehensive training programmes using the same instructions and materials for training employees similarly across their worldwide operations
Securing feedback from guests regularly and analysing guest feedback frequently using advanced data analytics 
	Using partners for easier market entry
Increasing brand acceptance and visibility
Improving market presence in the local areas
Culturally adapted and competent staff for catering to guests from different cultural backgrounds.
Local employees for cultural adaptation and localisation
Standardisation efforts through uniform quality standards
Guest feedback analysis for process and operations improvement and greater customer satisfaction in foreign markets
	14 months
	01-05-2025
	¥300,000
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In conclusion, the report has been developed by professional consultants from Bain & Company for Jinjiang Hotel Group based in China. The hotel has been experiencing two key issues, i.e. declining revenue and global expansion problems. So, their main need was to seek consultancy services and get a report or a response on how the issues could be resolved. Even though the company already has a major global market presence in the world and belongs to the second position among the largest hotels worldwide, it is still necessary to resolve them. Otherwise, it can affect the hotel's survival and market position. This has prompted analysing the issues in depth and recognising the root causes, which need to be addressed through strategic interventions. It was found that pricing, declining occupancy rates, economic downturn, reputational issues, management issues, infrastructural development issues, etc. It was also realised that acceptance of Jinjiang among local inhabitants in foreign markets is another major factor. 
The strategies and actions were recommended to Jinjiang in accordance with the key problems and underlying issues, which can ultimately address the declining revenue and global expansion problems. For instance, the integration of AI and considering current market prices or consumer spending patterns can create dynamic pricing for rooms that can be acceptable and affordable for customers amidst economic issues. This also enables them to make profits without making it unaffordable for the market. Similarly, upgrading the rooms using technologies and integrating easy booking or checking-in options gives customers improved and more personalised experiences. It also caters to different demographics and gives customers more autonomy. Similarly, training staff using the same comprehensive training programmes can make it easier for Jinjiang Hotel to make their quality standards and services more uniform and consistent across the services. It is also beneficial for them to address the development and management issues. Meanwhile, they were also recommended to recruit employees from the local market and modify their services to align with local cultural preferences. Moreover, using strategic partners can also help them to gain brand acceptance. 
The report has also highlighted the process using which the proposed strategic changes can be made with the help of structured change management practices. To achieve this, both Kotter's 8-step Model and Lewin's Change Model were proposed. In addition, Six Sigma and TQM methodologies were also explained and applied to show how following each model in an organised manner can allow Jinjiang to reduce problems and flaws and instead improve ineffectiveness and quality. 
In the end, Bain & Company would like to thank Jinjiang Hotel Group for offering this major opportunity to the team of professional consultants and undertaking this project. The company acknowledges the trust shown in its capabilities and assures Jinjiang Hotel that a thorough job has been done in developing this report so that it can benefit them to address the issues. 
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