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“Strategic Management in Shangri-La Hotel in London”
[bookmark: _Toc96088696][bookmark: _Toc96088804][bookmark: _Toc96088978]Executive Summary
	This consultancy report illustrates the circumstances of one of the leading as well as the extravagant hotels of the company of Shangri-La. The report gives a brief overview of the physical representation of the hotel as well as expands upon the significance of an effective market plan and strategic management. The report further provides the reader with the influencing political, social, economic, technological, legal, and environmental factors that may affect the outcome of the company. These factors incorporate travel ban, tax reform, huge investment, the value of the currency, the prevalence of technology, digital marketing, rate of crime, regulations, as well as the impact of COVID-19. Furthermore, the report addresses ambience, business ethics, the loyalty of the customers, and service as some of the strengths of the hotel of Shangri-La. Additionally, the report further proposes anticipated threats to the Shangri-La hotel as well that ought to be considered while availing the upcoming opportunities that are likewise addressed in this report. These opportunities can be profoundly availed by the hotel through overcoming its weaknesses addressed in the report. Moreover, the report mainly addresses the concerns of the Shangri-La hotel of London that hinders the effectiveness of the outcome of the hotel. These concerns of the hotel incorporate ineffective market plan and strategic management of the hotel. The report emphasises the two concerns and states that the two are significant for the hotel to increment its profitability as well as in attracting novel customers that are committed to the hotel. As a result of analysing the two concerns of the hotel in-depth, the report proposes its consequences. 
These consequences of ineffective strategic management and market plan incorporate inaccurate estimation of the progress of hotel, marketing disadvantage, defensive and reactive state of the company, losing external partners, planning mismanagement among employees, business without direction, increment in finances, weak outcome, loss in budgeting, trust, opportunities, branding, and customers as well as demotivated and frustrated workers. The report further addresses recommendations on how to plan to competently work on these areas for a better outcome of the hotel. In order to do so, the hotel ought to gain marketing expertise through training its employees to adequately and appropriately utilise the resources as well as finances of the hotel. Additionally, it is likewise suggested that the hotel ought to shift its emphasis from the wants of clients to their needs through amending its production as well as pricing strategy. This as result will persuade the consumers to stay contented as well as committed to the hotels which can likewise be done by the hotel through altering its after-sales service strategy which ought to be engaging with consumers continuously in order to provide them with better services as well as meeting their requirements. As an outcome, this will convince the consumers to promote the services offered by the hotel through word of mouth as well as through digital media. Similarly, the hotel itself ought to embrace the strategy of digital marketing for tempting respected and dedicated customers. This concludes that the report identifies the two concerns of the Shangri-La hotel which can be managed proficiently through the proposed action plan which in the future is anticipated to provide enhanced as well as the benefitting outcome.









[bookmark: _Toc96088697][bookmark: _Toc96088805][bookmark: _Toc96088979]
Introduction 
	Baker (2018), Zhang Fengting, (2018) Yang, (2014), Zhang Fengting, (2018) Abdullah, (2015), and Kee et al, (2020) illustrates that the Shangri-La Hotels and Resorts is the most prominent extravagant hotel group in the territory of Asia Pacific launched its primary hotel in the landscape of the United Kingdom on May 6, 2014. This extravagant asset of London possessed thirty-four to fifty-two levels in the designed building of the iconic Renzo Piano which is The Shard. This building owns 202 rooms as well as suites containing unmatched perspectives. Additionally, the five-star territory possesses three venues of signature beverages and dining, a swimming pool, a gym opened for 24 hours on the 52 level as well as three occasion rooms that confront the river stream. Baker (2018) additionally explicates that the designers of the building utilised modern tactics to put forward the oriental themes which play a profound contribution in the Shangri-La Hotel. The inside of the property harmonises with the view of the cityscape through the blending of colour tones, materials as well as textures and symbolises Tibetan culture (Chen, 2021). However, besides the exceptional appearance and construction of the building, the company can improve further in its marketing plan and strategic management. As per the illustration of Haque (2021), Kerzner (2019), Wood (2014), Kangasniemi (2015), Donkor, et al, (2018), and Taouab, and Issor, (2019), each and every company be it is in the state of start-up, MNCs, or any other level; requires a strategic plan for marketing in order to reach its target. This is likely done through evaluating and examining the current circumstances of the company that may include its consumers and market, then formulating objectives of marketing, marketing strategy as well as implementing the strategy while monitoring the activities of marketing to accomplish the target.
This improvement in the marketing plan of Shangri-La Hotels can cause them in increasing their committed consumers in the prevailing market. Moreover, the company may likewise not be able to attract novel consumers and neither will be able to keep them entertained, since Kamenkova, and Senkova (2020) illustrates that an effective marketing plan or strategic management contributes to appealing to target consumers. Similarly, Ghahnavieh (2018) explicates that an effective market plan ought to address the marketing strategies that are anticipated to be embraced by the company and which will formulate interconnections through corresponding and offering significance to the customers. Therefore, in order to augment the marketing plan or strategy of the company, it is essential to evaluate the current marketing plan as well as the strategy of the company. This report addresses the concern of the ineffective marketing plan and strategic management of the company through analysing its strategy as well as situation using the SWOT and PESTEL analysis. The SWOT analysis is utilised since according to Sarsby (2016) and Dalton, (2019), it will enable the reader in acknowledging the strength, weaknesses, opportunities, and threats of the company while according to Mkude and Wimmer (2015), Pan, Chen and Zhan (2019) and David, (2021), PESTEL analysis will contribute to acknowledging the political, economic, social, technological, environmental and legal factors of the company. 
[bookmark: _Toc96088698][bookmark: _Toc96088806][bookmark: _Toc96088980]Scope and Analysis
Shangri-La Hotel and resorts is one of the primary chain hotels in the Europe and now in Asia (Baxter and Srisaeng, 2020). The hotel is quite successful throughout the years but also facing few problems. The main problems of Shangri-La Hotel are strategic Management issue along with poor marketing plan including the COVID-19 aspect. The hotel industry is influenced by a wide range of factors. The government has an extensive power on hotel industry. The PESTLE and SWOT analysis are discussed in this consultancy report to analyse the Scope and analysis of hospitability industry in UK and primarily Shangri-La Hotel and resort. 
[bookmark: _Toc96088699][bookmark: _Toc96088807][bookmark: _Toc96088981]PESTLE Analysis of Hotel Industry in UK

	PESTLE Analysis

	P
	· Travel ban
· Tax reform

	E
	· Huge investment
· Currency value

	S
	· Competition 

	T
	· Emerging technologies
· Digital marketing

	L
	· Crime rate
· Innkeeper laws

	E
	· Weather 




Political factor
Travel ban: When the UK government is facing internal and external security threats they ban travelling and tourism (Canhoto and Wei, 2021). Travel bans have the potential to create panic in the hotel and tourism industry. For the hospitability industry, the government has a significant grip. That is to say that a travel ban implemented by the government might have an immediate impact on the tourism and hotel industries. A country's whole economy can be wiped out in the blink of an eye by a single decision.
Tax reform: Taxes are another area in which the government has power. Tax reform that lowers the tax burden on hotel owners in the United Kingdom could have a positive impact on the business (Dalir et al., 2021). Boutique hotels might use this saved money to expand their facilities and accommodate additional guests.
Economy factor
Huge investment: Global investors, particularly those based in the United Kingdom, place a lot of money into the hospitality industry. 
Currency value: The popularity of a holiday area might be affected by the strength or weakness of the local currency (Saunders et al., 2022). People from other countries will desire to travel to the United Kingdom if the value of currency is higher than the dollar.
Sociocultural factor
The biggest threat to the hotels and resorts is on-going competition. In peak season hotels frequently run out of rooms, and when they do not have rooms, they raise their lodging rates so creating an official application could be beneficial for hotels for advance booking (Farronato and Fradkin, 2018).  A major challenge for hotels, which often see a rise in profits during peak season when rooms are at a premium which creates huge competition in the hospitability industry. 
Technological factor
Emerging technologies: In the past, hotels relied solely on traditional forms of media (print and broadcast), but with the advent of the internet, new forms of media have emerged (Ristova and Dimitrov, 2019). These are the most significant methods that hotel industry could use, but they must also be cautious because of internet breaching. 
Digital marketing: Using official websites has made it easy for customers to compare prices for hotel rooms. They can check out customers review, testimonials and comments on these websites. As a result, hotels must maintain their pricing to keep customers from booking with a competitor.
Legal factor
Crime rate: Guest and travellers always look for a safe place to visit. The hotel business would be highly affected if it is located near a high-crime region (Zhang and Xiang, 2021). In order to keep their customers, save hotel’s owners and management must pick an area with low crime rates.
Innkeeper laws: Innkeeper laws are followed by hotel owners to protect the well-being and security of visitors and their belongings. Depending on the law and legislation, the innkeeper laws may need to be explained to every guest in the hotel so when visitors' belongings are stolen or destroyed, according to the innkeeper law the damage must be compensated.
Environment factor
People look for a place to stay that is both warm and pleasant when they go on vacation. A person's decision to stay at a certain hotel is heavily influenced by the local weather (Luekveerawattana, 2018). Hotel owners cannot control this, but they must be aware of seasonal variances before pricing their rooms and adjusting accordingly.
Overview
Different hotels and resorts in UK which provide a wide range of rooms at lower prices than the average hotel room, are posing a serious threat to the hotel business. A wide range of government policies, from tax reform to travel prohibitions, can have a significant impact on the hospitability industry. 
[bookmark: _Toc96088700][bookmark: _Toc96088808][bookmark: _Toc96088982]SWOT Analysis of Shangri-La Hotel
Shangri-La Hotels is one of the biggest hotel chains in hospitability industry (Kee et al., 2020). The brief SWOT analysis of the organisation is discussed in this section.
	SWOT Analysis

	S




	
	· Ambience
· Business ethics
· Service
· Customer loyalty

	W
	· Animal cruelty controversy

	O
	· Emerging trends

	T
	· Competition 



Strengths 
Ambience: Peaceful atmosphere and calmness are two of Shangri-La Hotels most appraised features (Benthem, 2019). Business tourists who are used to staying in corporate class hotels appreciate the luxury meals, big rooms, and beautifully planted exteriors of this hotel.
Business ethics: Respect, Courtesy, Willingness to help, Selflessness, and Sincerity are the Shangri-La hotel's business philosophy, which is based on traditional Asian values. Values such as respect, courtesy, and concern for the visitors are critical to the ability to provide the best service possible.
Service: It is a well-known fact that Shangri-La Hotels and Resorts is known for its excellent customer service and personal attention (Dimanche and Lo, 2022). There is a sense of glory and inspiration in the restaurant's decor and architecture, and the service is uniform across all of the hotels.
Customer loyalty: Regular guests of Shangri-La Hotels and Resorts can earn loyalty points called "Golden Circle" through the hotel's frequent guest recognition program, which rewards them for their commitment with each subsequent stay (Leung and Wong, 2020). These points can be redeemed for a variety of incentives, such as luxurious rooms, complimentary stays, or gourmet meals. As a result of these initiatives, loyal customers can be generated.
Weaknesses 
There have been a lot of Shangri-La hotels opened around Asia and other regions of the world as part of the company's expansion strategy (Chettri, 2020). The hotel has spent a lot of money on large infrastructure projects to maintain its reputation, which has cost them a lot of money.
There have been a number of recent animal rights controversies involving the Shangri-La Hotels and Resorts. The most recent incident was a motel being investigated for allegedly murdering animals in a nearby park. The hotel places a high priority on maintaining its facilities and amenities. As a result, the hotel has to spend more money on employee training.
Opportunities 
The Shangri-La Hotels and Resorts is experiencing a shift in trends. Customers are pickier, but they are prepared to pay more than that for services that provide more value. Shangri-La Hotels and Resorts might charge more for their services if they put greater emphasis on providing a customised experience for each guest.
Threats 
The biggest threat to Shangri-La Hotels and Resorts is its competition in hospitability cooperation.  This includes competition from the likes of Hilton, Wyndham, and Intercontinental, as well as from other hotel chains like Starwood and Marriott.
Overview 
Shangri La Hotels and Resorts is able to compare its business and performance to its competitors due to the SWOT Analysis methodology. Shangri La can take advantage of its strengths to stay relevant in the market, work to minimise and eliminate its weaknesses so that it can better compete with its rivals (Ekinil et al., 2020), take advantage of opportunities presented by changes in the industry structure, regulations, and other factors outside the company's control, and finally make provisions and develop strategies to counter threats that threaten Shangri La's hotel and resorts.
[bookmark: _Toc96088701][bookmark: _Toc96088809][bookmark: _Toc96088983]Main body 
Management consultants in the UK are paid more than $2 billion each year (Thorpe et al., 2018). A large portion of this money is spent on useless data and recommendations that are poorly implemented. Shangri-La Hotel is facing some internal and external problem such as strategic Management. This consultancy report is addressing the problems, effects, impact of COVID-19, and the management techniques. 
[bookmark: _Toc96088702][bookmark: _Toc96088810][bookmark: _Toc96088984]Role of Consultant in Management Issues
There is a wide range of activities that fall under the umbrella of management consulting, and each business and its members define these practises in different ways (Bouncken et al., 2021). Activities can be categorised according to a professional's area of specialisation (such as competitive analysis, corporate strategy, operations management, or human resources). There are as many variations within and between these groups as there are overall.
[image: https://hbr.org/resources/images/article_assets/hbr/8209/82510_A.gif]
[bookmark: _Toc96088703][bookmark: _Toc96088811][bookmark: _Toc96088985]Analysis of Competition for Shangri-La Hotel
[bookmark: _GoBack]A company's expansion might be slowed down or accelerated depending on the level of competition. Despite the fact that the Shangri-La Hotel's primary competitive advantage is the quality of its customer service, it nevertheless faces competition (Al-shami et al., 2021). Competition from other luxury hotel chains (such as Hilton Hotels & Resorts and Marriott International) is putting a lot of pressure on Shangri-La hotels. They employ a strong competitive strategy in order to maintain their position in the market. The level of service at these hotels is not worse, and in some cases, it is superior.
New hotels, resorts and luxurious staycations are putting a lot of pressure on the market. In the end, newcomers are always a danger to the already existing hospitability organisations. The huge Shangri-La hotel business is at risk of being overtaken by smaller, high-quality motels and new hotels. However, most clients do not alter the Shangri-La hotels' originality in offering services.
Coordination between customers, service providers, and merchants is essential here. Every hotel, including Shangri-La, deals with providers of food, electricity, and other supplies on a regular basis. Shangri-La will be obliged to raise its costs if prices rise for its customers. And this, in turn, will lead to a rise in hotel prices. As a result, the agreements between the buyer and seller and the buyer's bargaining power produce competition.
[bookmark: _Toc96088704][bookmark: _Toc96088812][bookmark: _Toc96088986]Strategic Management Issue in Shangri-La Hotel
Since a strategic management concern, Covid-19 can no longer be ignored, many countries are affected by the virus. Management of Shangri-La Hotel have been given the task to consultant to investigate what would happen if government and other authorities throughout the world take drastic measures to limit the spread of the disease to the general population (Gürlek and Kılıç, 2021). However, not everyone in the hospitality industry is equipped to fight back against the corona virus. While major resort and hotel companies such as Shangri-La Hotel will likely be able to recover quickly from this outbreak, smaller enterprises may need more time. so, to develop the strategic management few steps have been taken in order to deal with the outbreak cause by the virus. 
[bookmark: _Toc96088705][bookmark: _Toc96088813][bookmark: _Toc96088987]Corporate Strategy
Consultant must first examine the circumstances of Shangri-La Hotel and generate suggestions at a corporate standard in order to realise the extent to which corona virus will damage the chain business as a strategic management issue (Gürlek and Kılıç, 2021). To attract new customers, Shangri-La Hotel whose main source of revenue is from the travellers must diversify their marketing efforts. When discussing the long-term effects of Covid-19, the Blue Ocean Strategy is used to outline Shangri-La hotel policy in order to achieve this goal. If this technique is successfully implemented, progress and differentiation are guaranteed. The hotel needs to shift its attention away from short-term profit maximisation to long-term sustainability and empirical methods. 


[image: Strategic Management Issue]
Blue Ocean Strategy
Reduce: Shangri-La hotel and Resort must decrease the cost for the service, there is no need for an IT specialist to administer or run the hotel's cloud-based data management system (Cobanoglu et al., 2021), which also cuts down on staff time because most workers are working from home. In addition, the prices are decreased without the need for any major tools or equipment. 
Create: Shangri-La hotel and Resort will attempt to persuade consumers to keep their travel programs and encourage new customers to make reservations in order to confront strategic management issues such as controlling booking cancellations and generating substantial amounts of brand-new revenue (Tam et al., 2022). In order to reassure clients, the company employs a variety of communication methods, including messages/notes on the website, phone calls, and emails. The hotel considers the guest's health status and implements additional measures on the premises. If a customer decides to cancel their stay, the hotel will refund the booking fee.
Raise: The Shangri-La hotel and Resort can begin to measure the overall impact of the strategic management issue by doing an assessment of all services (Alhemeiri, 2019), its marketing position, and the business demographics sources affected by the issue. There will be less of an impact on Shangri- La’s earning in the immediate run because of the large number of tourists and agents it serves.
Eliminate: The Shangri-La Hotel waives all cancellation fees for all pre-booked guests from China, Japan, Italy, Korea, Iran, and Saudi Arabia who were planned to arrive and book their room at least 3 days before arrival. 
[bookmark: _Toc96088706][bookmark: _Toc96088814][bookmark: _Toc96088988]Effects of Poor Marketing Plans and Strategies
An effective marketing strategy serves as a way to keep tabs on which strategies are bringing in the most revenue. It's impossible to know where the guests and customers are coming from if the hotel do not have a well-established marketing strategy. As a result, Shangri-La hotel and Resort would not know which of their marketing strategies are working (Buhalis and Leung, 2018). The hotel may lose money on marketing and advertising avenues if they do not perform while also underutilising valuable marketing tools. In the worst-case situation, failing to design a marketing plan can lead to financial difficulties, a lack of customers, and budgeting issues in Shangri-La hotel and Resort.
Ineffective Promotional Approaches
In the absence of a well organised marketing strategy, the advertising, marketing and sales efforts of Shangri-La hotel and Resort are likely most likely to get affected (Loureiro et al., 2019). A marketing strategy aids in market research, identifies target demographics, and aids in the selection of effective promotional tactics for the hotel. A significant portion of developing a marketing strategy involves investigating and comparing ad rates. Ineffective marketing strategies can result the poor sales, revenues and profit for Shangri-La hotel and Resort.
Budgetary Issues
In addition to a marketing strategy, Shangri-La hotel and Resort also need a budget. Using a tracking tool, they can see how much money they have to spend on various marketing methods and how many clients they gain as a result of each one. With no specific marketing strategy, it is possible to overspend and have bad outcomes if Shangri-La hotel and Resort place ads, run commercials, and print promotional materials without a clear strategy in mind (Loureiro et al., 2019). When the hotel management have a well organised marketing strategy in place, they will be able to manage their advertising campaigns, buy advertising in bulk, and reach their target market.
Low Revenues 
Failure to attract enough clients would be the worst-case scenario if Shangri-La hotel and Resort do not have an effective marketing strategy in place (Steiger and Desmet, n.d). Customers will not use their services if they are unaware of existence and services of Shangri-La hotel and Resort. Slowdown in business, layoffs, inability to pay debtors, and eventual closure are all possible consequences of poor marketing plan.
Assessment of the Market	
The target market must be identified before the development of successful marketing strategy. As part of this process, Shangri-La hotel and Resort need to figure out who are their ideal customers and how to attract them. According to Aurelia-Ana, (2018) one of the most popular marketing fallacies is that the purpose of an advertisement campaign is a quick punchline. Humour can have an impact on the marketing strategy, but it can also make it impossible to consistently send a clear message to the customers. In advertising, humour or wit can initially grab the attention of consumers, but the best approach to keep them interested is to stay true to core message of the services provided by Shangri-La hotel and Resort.
Competition Analysis
Knowing the competition and how Shangri-La hotel and Resort differ from them can help them to focus on marketing efforts and increase their efficiency and impact. If Shangri-La hotel and Resort wants to outperform their competition such as Hilton, Wyndham, and Intercontinental, as well as from other hotel chains like Starwood and Marriott, they have to better their marketing strategies and plans (Mendieta et al., 2018)
Branding
Differentiation is a key component of branding strategy of Shangri-La hotel and Resort (Nakai, 2021). A well-crafted marketing plan provides a comprehensive approach to branding along with appropriate marketing messages. Consumers may become perplexed if Shangri-La hotel and Resort deviate from this well-established path. A luxury retailer's strategy for identifying itself as such, but if the hotel goes against this plan and targets lower-income customers, it sends a muddled message that is unlikely to attract either target group.
Training  
The employees, especially the sales team, front desk employees, waiters and managers, may find it challenging to adapt to a sudden change in the marketing strategy. It is possible that they will go after the inappropriate or irrelevant customers, share the wrong message, or otherwise misinterpret the marketing goals in the process. Everyone in Shangri-La hotel and Resort should be working toward the same goals if the marketing strategy is to be successful (Jones and Comfort, 2019). So appropriate training would be given to the employees of Shangri-La hotel and Resort.
[bookmark: _Toc96088707][bookmark: _Toc96088815][bookmark: _Toc96088989]Key Factors in Success of Shangri-La Hotel and Resort
Despite of few problems Shangri-La hotel and Resort is perpetually acquiring success. The key factors of the consistence success are discussed briefly in this consultancy report.
The method in which a firm conducts business has a significant impact on its success. Shangri-La hotels are known for their high level of customer service and attention to detail. Shangri-La hotels are one of a kind luxury and hospitality in service. They have distinctiveness in offerings; from relaxing spa treatments to medical therapy are key factors in acquiring guest in the bulk.
The capacity to manage problems and act appropriately in unexpected situations is an important part of providing excellent service to guests (Giousmpasoglou et al., 2021). Customers are drawn to hotels that offer special deals, promotions, and pricing based on the loyalty programs that involve them in their relationship with the Shangri-La hotels and resorts. The use of successful advertising on digital and online ads as part of a marketing strategy is beneficial for Shangri-La hotels and resorts. Employees are motivated to work at a high level in the company because they know they will be rewarded for their efforts. As a result, clients become more loyal if personnel are pushed to go above and beyond for them.
[bookmark: _Toc96088708][bookmark: _Toc96088816][bookmark: _Toc96088990]Findings & Results 
	 The consequence of an ineffective market plan
	The consequence of ineffective strategic management

	 Absence of accurately assessing progress or success.
	Marketing disadvantage

	Defensive state of the company rather than proactive.
	Frustration/stress on employees

	Mismanagement in plans of employees
	Demotivated employees

	Loss of external partners
	Directionless business

	Loss of trust/branding
	Loss in budget

	Increment in expenses
	Customer loss

	Opportunity loss 
	The weak outcome from campaigns

	
	



	Since it has been established above that Shangri-La hotel can improve its marketing plan as well as strategic management for the enhancement of its business and profitability. Therefore, the company ought to take some further measures for its enhancement. According to Ward (2017), Marketers ought to analyse the current circumstances of the market, evaluate the work of the competitors, examine the performance of their own company, arrange stakeholders, strategise for upcoming opportunities, making the most of prevailing opportunities. However, failure in such tasks may lead to improper planning of marketing. Similarly, Ward (2017) further proposes five risks of ineffective market planning.  These risks incorporate not being able to estimate the level of success which will cause the actions taken by the company to benefit in the long haul. Additionally, the company will be encountering market disadvantages, and rather than acting proactively, the company will be in a defensive state. Moreover, the absence of a proper plan will eventually permit the employees to execute their plan and all the employees will follow their own plan. This as result will frustrate the employees due to loss of control. Additionally, the absence of direction will demotivate the employees since they will not be able to acknowledge their contribution to the company’s growth. Furthermore, the company will lose its external partners since they will likewise be unable to comprehend the plan the company is executing which in result will make it challenging to fund the company.
	Hughes (2021) explicates further drawbacks of poor or ineffective market planning. Hughes associates poor market planning with four factors that are likely to get affected by it which are branding, direction, expenses, and customers. According to Hughes, if the company does not plan its marketing it will lose its branding since people are anticipated to get attracted to the branding of the company. Additionally, he explicates that marketing strategy is subjected to its target customers and is in accordance with the industry as well as its competitors. If there is no marketing strategy or planning, the company will lose its direction and will be futile since it will not be able to hit its targeted customers. Similarly, the directionless efforts of the company will contribute no good to the profitability of the company rather will increment its expenses. As result, the company will likewise not be able to attract customers and will not entertain the target audience which will eventually cause the business revenue. Similarly, Hutchings (n.d.) likewise put forwards seven drawbacks or marketing plan that is ineffective. These drawbacks incorporate a marketing approach that is reactive, not availing benefitting opportunities, budget loss, a manufacturing material that doesn’t profit, encountering loss in profit, encountering weak results from campaigns, as well as increment in the degree of stress level of employees. 
	Additionally, Victoria (2018) explicates that ineffective management is likewise causing the company concerns relating to service. Since the company is encountering a lack of manpower therefore the company is unable to provide frequent services to its customers in the hotel. The workers which are less in quantity seemed to be providing assistance. The revenue of the Hotel was likewise profoundly influenced due to the COVID-19 circumstances which is however now being gradually recovered from April after the government’s conventions for employees that are overseas. 
	Similarly, Bishop (2020) illustrates that an ineffective or poor market plan will cause the company to use resources where it is not needed due to the mismanagement of workers and resources. Additionally, the company will be unable to acknowledge the needs of the customers which will make it lose consumers. Furthermore, without strategic management hotel will likewise not be able to effectively utilise digital media for its marketing as well as a promotion since Hanlon (2022) explicates that utilisation of digital marketing requires strategic planning. Moreover, an ineffective market plan will cause the company to mismanage its resources as well as its employees which will eventually influence the service quality offered by the workers. Furthermore, it will likewise increment the stress of the workers which will make them demotivated and will leave the customers unsatisfied.
[bookmark: _Toc96088709][bookmark: _Toc96088817][bookmark: _Toc96088991]
Action Plan
	As per the illustration of Bishop (2020), it has increasingly become essential for the marketers in today’s marketplace that is competitive and revolutionising, to opt for the appropriate technique as well as information to appeal to consumers. Marketing is gradually turning into a commodity that will enable the customers to have power over what they chose to buy. In such circumstances, the significance of marketing plans and marketing strategy has incremented to a prominent extent.
	Number
	Problem
	Solution
	Desired outcome 
	Time Scale
	Completion date
	Planned Budget

	1.
	Marketing Plan
	Gaining marketing expertise through training
	Utilising resources and funds where needed
	3 months
	16/6/2022
	£15,000
(per trainee)

	
	Marketing Plan
	Directing the sales towards customers’ needs rather than customers’ desires/preferences.
	Increment in the sales of services 
	1 month
	16/4/2022
	£200,000

	
	Marketing Plan
	Utilising internet marketing
	Attracting valuable and committed customers
	-
	-
	£70,000

	2. 
	Strategic Management
	Production strategy
	Satisfied customers from the services provided 
	2 month
	20/5/2022
	£100,000

	
	Strategic Management
	Pricing strategy
	Pricing affordably as well as adequately for the services provided  
	2 months
	30/5/2022
	£250,000

	
	Strategic Management
	Promotion strategy
	Increment in the sales as well as customers
	4 to 5 months
	2/8/2022
	£30,000

	
	Strategic Management
	After-Sales service strategy
	Retention and satisfaction of customers as well as profitability
	1 month
	15/4/2022
	£60,000



Since it has already been established that the major concerns for the Shangri-La hotel fall in their marketing plan and strategic management. These concerns can be effectively catered through prior and efficient planning which includes training the employees to gain marketing expertise, shifting the priority in manufacturing products towards customers’ needs, utilising internet/digital marketing, as well as through amending the production, pricing, promotion, and after-sales service strategies. As per the illustration of Bishop (2020), most of the companies get over ambitious and as result utilise such marketing tools and strategies that may not be compatible with their market/business which causes the company to waste their resources as well as finances. Bishop (2020) additionally explicates that marketing services considering the preferences of the customers will make no impact; however, prioritising their needs may increase the contentment of consumers (Kadic-Maglajlic, Boso and Micevski, 2018) as well as revenue of the business. Similarly, companies ought not to underestimate the contribution that digital marketing plays (Bishop, 2020). This implies that Shangri-La hotel ought to prefer customers’ needs and advert their services through the means of the digital channel. However, according to Victoria (2018), the company is planning to expand upon the notion of exposure through the means of the internet as well as accumulating novel assistance to customers of these locations’ Atlanta divorce prosecutors. These three tasks may benefit the company in directing the workers to avoid such blunders and increment their expertise in the effective utilisation of resources and finances. Additionally, the company ought to utilise the internet for marketing while being considerate of the customers’ requirements. 
	Muhammad et al, (2012) and GbolagadeAdewale, and Oyewale (2013) explicate that product can be illustrated as the exterior, labelling, and packaging of the product that differentiates it from other products and provokes the customer to opt for it, examine it, and purchase it. Additionally, GbolagadeAdewale and Oyewale (2013) likewise explicate that marketability of the company is profoundly influenced by the price that is set for the product or services that the company offers. Therefore, Shangri-La hotel can increment its marketability through offering its services as products which can increment the business performance if the company chose to make its services distinct and better from the market in terms of pricing. Furthermore, the Hotel can likewise increment its business through engaging effectively with its customers in order to satisfy their requirements which will increment profitability (GbolagadeAdewale, and Oyewale, 2013) as well as utilising their committed customers as a channel for promotion of their services. According to Daniel (2018), “Promotion affects the knowledge, attitudes, and behaviour of the recipient. Promotion usually provides target audiences with all the accurate information they need to help them make the decision to visit a particular destination/site (p. 3).
[bookmark: _Toc96088992] Recommendations
· Shangri-La Hotel can enhance its marketing plan by training its workers for their better expertise.
· The Hotel can additionally transform its marketing strategy by shifting the emphasis of services from customer wants to customer needs.
· Similarly, the Hotel can upgrade its marketing plan further through the utilisation of digital marketing. According to (Xinyi Mao, 2017), “Shangri-La London should use social media profiles to tell its story and create a strong brand around luxury and the upscale London experience” (p. 1).
· The hotel ought to provide distinct services from the market and shift its focus to customer requirements.
· The Hotel can likewise differentiate its services from the market by pricing them adequately as well as reasonably.
· The hotel can enhance its services through continuously engaging with its customers and being considerate of the needs of their customers. 
· Moreover, the hotel is anticipated to increase its marketability through utilising its committed customers as a channel to promote their services through word of mouth as well as ought to utilise digital marketing simultaneously.
Shangri-La Hotel is itself a prominent hotel in the market, yet it can further enhance its services and profitability through implementing the aforementioned strategies. For further improvement TOWS analysis can be implemented. In a SWOT analysis, the evaluation of all strengths, weaknesses, opportunities, and threats are done. The deep analysis of SWOT analysis is beneficial for the further improvements in the hotel services.  To build a TOWS analysis, a consultant has to think of the each location as a single perspective. A TOWS matrix illustrates the relationships among external and internal elements and picks strategies based on these. Internal factors of Shangri-La-La hotel include things like the amount of money a hotel invests, how innovative it is, how much it pays its employees, and the size of the company. External factors include, for example, the region's hotel and restaurant productivity, the location of enterprises, the pricing of competitors, and the number of tourists.
[bookmark: _Toc96088993] Conclusion
In conclusion, it can be illustrated that Shangri-La hotel in London which is one of the most prominent hotels in terms of extravagance as well as services can further enhance its execution through working on its market plan as well as strategic management. For the betterment of the hotel, the company can effectively manage its market plan in accordance with the needs of the customers and not their desires. This can be strategically done through upgrading theirs after-sale service strategy which requires the workers to continuously engage with their customers to ensure their satisfaction. Furthermore, the hotel can build upon its strengths to eradicate its weaknesses while making the most of its opportunities and being considerate of the risks. Moreover, the hotel can attract valuable clients through effectively utilising Digital media which will likewise require the company to work on its market plan as well as strategic management. This however needs to be done by the company, while being considerate of all the factors that may influence the outcome of the business. This implies that the hotel needs to amend its strategies like production strategy, pricing strategy, promotion strategy as well as an after-sales service strategy and need to plan effectively the marketing of the services of the hotel. These amendments or enhancements will benefit the company in utilising resources as well as finances appropriately, increase in the sale of services, appealing to consumers that are appreciated as well as committed, satisfying the consumers from the services provided and from its pricing, retention of customers, as well as in profitability of the hotel.
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