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1. Executive Summary 
[bookmark: _Toc192020508]Overview of the Report
The Intercontinental Hotel is having trouble with sales and marketing. This study looks at the problems and offers ways to fix them. Things inside and outside the hotel are looked at to see how they affect the marketing strategy, competitive edge, and income lines of the hotel. It does this with the help of research tools like TOWS (which looks at risks and weaknesses), STEEPLED (which looks at technology, culture, and rules), and SOAR (which looks at strengths and chances). It can also look at how well a company fits its market with Porter's Five Forces and McKinsey's 7S Model. TQM and Six Sigma are tools that many people use to improve how things work. Most people say that the best ways to increase sales and market share are to make digital marketing better, find the best prices, and make the guest experience better. Researching finances makes sure that the ideas being put forward will work and not expense too much.
[bookmark: _Toc192020509]Key Issues Identified
There have been problems marketing and selling the IHG spot that is being looked at, which has made it less successful overall. The drop in sales and profits is a big worry. This could be because of bad marketing, losing customers, and not connecting with people online as much. Because it does not have the newest marketing tools, the hotel is less competitive in a field where having a strong online presence is important. Another big problem is that people do not want to stay with the company. The hotel hasn't had as many guests because it has been hard to keep a good relationship with them. Guests are less happy and loyal because marketing is not personalised enough, and customer data is not used properly. Some staff members haven't been taught how to deal with customers, so service that one cannot count on has also hurt the hotel's market. 
The hotel has also had a lot of problems with digital marketing plans that failed to deliver. People don't notice the company enough because its ads do not reach the right people. The hotel has lost to better-equipped hotels because its website has old information, it does not use social media much, and it does not have any personalised AI tools. Also, the hotel has trouble getting new guests because it is not doing enough search engine optimisation (SEO) and doesn't take good enough care of its online image. 
There is also a lot of competition for the hotel from new companies that are entering the market, such as small hotels and lodging rental services like Airbnb. It is hard for IHG to keep its market share because its competitors give fully customisable and adaptable rooms. The market is getting more and more crowded, and there are more independent hotels with new ways to market. This puts a lot of pressure on IHG's normal marketing plan. The hotel has even more problems because they want their customers to be happy. Bad online reviews and services that cannot be relied on have hurt the hotel's reputation. In general, guests have said they are unhappy with the service, the reaction, and the planning process. If the hotel does not have a well-organised quality management system, it will always have trouble getting and keeping guests because of unhappy customers. 
[bookmark: _Toc192020510]Findings & Analysis Summary
According to the results of the study, the hotel's poor sales and marketing are caused by both outside factors and operating gaps within the company. The STEEPLED study showed how economic trends, technical progress, and social changes can affect what people want to buy. The SOAR and TOWS studies showed that the hotel could use its strong brand image, global presence, and new technologies to make up for its flaws, like old marketing strategies and a lot of competition. Porter's Five Forces study emphasised the need to be different and come up with new ideas to deal with risks from new competitors and pressures to be competitive. 
[bookmark: _Toc192020511]Recommendations
Following are some strategy suggestions for dealing with the problems that have been discovered. Implementing an AI-driven CRM system will improve the handling of customer data and personalised marketing, which will lead to higher customer engagement and retention. Implementing focused ads, search engine optimisation, and social media interaction in a new digital marketing strategy will raise brand awareness and customer conversion rates. Large-scale staff training programmes will give workers the knowledge they need to improve how they deal with customers and the quality of their service. For long-term profits and customer engagement, a redesigned reward programme will encourage return business. Improving lead rates and income growth will also be easier if sales processes are reorganised. Change management strategies, such as involving stakeholders, clear communication, and phased application, will ensure a smooth shift. Cost analysis proves that these suggestions are attainable financially, and SMART action planning shows how to put them into action.
[bookmark: _Toc192020512]Conclusion
This study gives a well-thought-out, backed-up plan for how to fix the chosen Intercontinental Hotel's sales and marketing issues. The hotel can do better in the market and make more money by using digital transformation, process improvement, and customer-focused strategies. The steps that are being offered are the best ways to do things in the field and are meant to promote long-term growth. For speed and better customer contact, a completely new approach to digital marketing, training for staff, a new award scheme, and a reorganisation of the sales process will be needed. Change management strategies will help the process go more easily and cut down on resistance. With the SMART action plan, it can see and measure how well these plans are working. The cost analysis proves that they are possible. The consulting firm is sure that the plans they have come up with will work out in the end and help the hotel deal with future issues in the field.
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[bookmark: _Toc192020513]2. Introduction 
[bookmark: _Toc192020514]Hotel Background
One of InterContinental Hotels Group's flagship hotels, InterContinental Paris Le Grand a five-star luxury hotel situated in the 9th arrondissement of Paris next to the Opéra Garnier. The hotel, located at 2 Rue Scribe, in close proximity to the Opéra Garnier, offers 470 elegantly designed rooms and suites, catering to high-end business and leisure travellers (IHG, 2025). Originally established in 1862, the facility has developed a solid reputation for its world-class service, first-rate dining experiences, and Second Empire–style architecture. Attracting wealthy visitors searching for uniqueness and first-rate hospitality, the hotel has a famous position facing the Opéra Garnier.
[bookmark: _Toc192020515]Consultancy Firm Overview
The company is a professional organisational consultancy specialising in business performance optimisation within the hospitality industry. With expertise in strategic management, marketing effectiveness, and operational efficiency, the company provides data-driven insights and tailored solutions to address complex business challenges. The consultancy leverages industry best practices, innovative frameworks, and a deep understanding of hospitality dynamics to enhance revenue generation, customer engagement, and brand positioning. As market trends change, a big part of what they do is make sure that their client's business plans keep up. The company will monitor the sales and marketing departments of the InterContinental Paris Le Grand and create new plans to help them (InterContinental Paris Le Grand, 2022). The company will use a planned consulting way to get smart ideas that will help them make more money, get more customers, and keep the ones they already have. It is supposed to help the hotel adapt to changes in the business, run more smoothly, and stay successful in the long run. 
[bookmark: _Toc192020516]Issue Identification
Particularly in its marketing and sales areas, InterContinental Paris Le Grand has been seeing slower revenue growth and less client interaction. The hotel has a strong brand image, but new luxury hotels and online booking agents that use advanced digital marketing strategies are making it harder for the hotel to stay ahead. Problems with keeping vacancy levels steady have also been caused by uneven customer return rates and useless marketing efforts. A key problem found is the hotel’s outdated approach to digital marketing and customer relationship management (CRM) (Zhou, 2023). Traditional marketing methods are still used, but data-driven insights are not being used as much to personalise exchanges with customers and improve brand involvement.
[bookmark: _Toc192020517]Theoretical Frameworks for Analysis
To identify and address its sales and marketing issues, InterContinental Paris Le Grand will use a number of analytical methods. These models make it easier to look at things like internal processes, the way the market works outside the company, and strategy possibilities in an organised way. Social, technical, economic, environmental, political, legal, ethical, and population issues will all be looked at in the STEEPLED study to see how they affect the hotel. This will help it figure out the most important outside problems and chances that affect the company. 
The SOAR analysis will highlight the hotel's strengths, opportunities, aspirations, and results, emphasising its competitive advantages and potential areas for improvement (Siakas et al., 2023). Complementing this, the TOWS analysis will provide strategic insights by mapping strengths, weaknesses, opportunities, and threats to identify actionable solutions.
According to Keček, Vuković and Balić (2023), the McKinsey 7S Model will evaluate internal organisational alignment, focusing on strategy, structure, systems, shared values, style, staff, and skills. This will highlight inefficiencies and areas requiring realignment.
Porter’s Five Forces analysis will assess competitive pressures in the luxury hospitality market, including the bargaining power of customers and suppliers, industry rivalry, and threats from substitutes and new entrants (Martinez-Contreras et al., 2022).
TQM and Six Sigma methods will be used to make marketing processes more efficient, cut down on waste, and improve service quality. This will make sure that business growth is focused on the customer.
[bookmark: _Toc192020518]3. Analysis 
[bookmark: _Toc192020519]STEEPLED Analysis
[bookmark: _Toc192020520]Social
Das (2023) states that changed customer standards have influenced the high-end hotel business. Guests now want personalised experiences, eco-friendly practices, and easy digital interactions. InterContinental Paris Le Grand has to address these new needs by means of data-driven customisation and innovative products thus improving customer engagement (Schot and Steinmueller, 2018) 
[bookmark: _Toc192020521]Technological
Rapid changes in digital technology have changed how the hotel business markets itself. Hossain et al. (2024) state that using artificial intelligence (AI), customer relationship management (CRM) tools, and data analytics is important for marketing and keeping customers interested. 
[bookmark: _Toc192020522]Economic
Changes in the economy, such as inflation and foreign exchange rates, have a direct effect on how much people spend on expensive travel. Orîndaru et al. (2021) state that healing trends after the pandemic have made people want to travel more, but they also say that worry about money may make people spend less on extras. 
[bookmark: _Toc192020523]Environmental
Luxury tourists now give sustainability top importance as hotels' demand for environmentally friendly methods is rising (Oza and ET HospitalityWorld, 2023). By means of green projects like energy-efficient lighting, trash reduction campaigns, and locally produced dining alternatives, InterContinental Paris Le Grand could strengthen its dedication to environmental responsibility (Dabo, 2023)
[bookmark: _Toc192020524]Political
Shaped in part by European Union frameworks, government regulations and policies in France impact hotel operations, particularly with regard to taxation, employment legislation, and travel-related needs (Dredge et al., 2016). Local and EU-level changes might affect employment regulations and supply chain logistics, therefore influencing personnel and running costs (Amighini et al., 2023). Policies for short-term rental services like Airbnb also follow local regulations in Paris and at the national level (Aguilera et al., 2021). The hotel must remain following these evolving guidelines while closely discussing any legislative changes affecting firm operations and revenue streams.
[bookmark: _Toc192020525]Legal
Strict legal frameworks govern data protection, consumer rights, and advertising standards within the hospitality industry. Compliance with the General Data Protection Regulation (GDPR) is essential for protecting guest information and ensuring ethical marketing practices (Tassikas, 2021). Additionally, employment laws regarding fair wages, working conditions, and contracts must be strictly followed to avoid legal disputes. 
[bookmark: _Toc192020526]Ethical
Ethical business practices are crucial for maintaining customer trust and brand integrity. Transparency in marketing campaigns, fair treatment of employees, and responsible sourcing of goods and services contribute to the hotel’s ethical standing (Khatter, 2025). Implementing corporate social responsibility (CSR) initiatives, such as community engagement programs and fair-trade partnerships with the help of AI-driven technologies, can enhance the hotel’s reputation and foster long-term customer loyalty, particularly among socially conscious travellers (Freeda et al. 2024).
[bookmark: _Toc192020527]Demographic
Demographic shifts, including an increase in millennial and Gen Z travellers, have influenced hospitality trends (Prentice, Tracogna, and Akbar, 2024). Younger travellers prioritise experiential stays, social media engagement, and sustainable travel options (Hysa, Zdonek and Karasek, 2022). Additionally, an ageing population requires hotels to offer accessible services and tailored experiences. 
[bookmark: _Toc192020528]SOAR Analysis
[bookmark: _Toc192020529]Strengths
InterContinental Paris Le Grand benefits from a strong brand name, a fantastic site right in the middle of Paris, and a dedication to luxury services. Its strong global loyalty program attracts repeat customers, while its high-end facilities, Michelin-star dining, and personalised guest experiences contribute to a competitive market advantage.
[bookmark: _Toc192020530]Opportunities
Emerging digital marketing trends, such as AI-driven customer insights and social media engagement, offer new ways to enhance brand visibility. According to Tran (2024), expanding partnerships with luxury travel agencies and corporate clients can increase occupancy rates. Additionally, sustainability initiatives and wellness-focused experiences align with evolving consumer preferences, creating new revenue streams and brand differentiation.
[bookmark: _Toc192020531]Aspirations
The hotel aims to establish itself as a leader in digital marketing within the luxury hospitality sector, leveraging cutting-edge technology to enhance customer experiences. Strengthening its position as a preferred choice for business travellers and high-net-worth individuals is a key goal (Zackariya, 2023). Additionally, improving sustainability efforts aligns with the industry’s long-term growth trends.
[bookmark: _Toc192020532]Results
According to Narendratama and Wijoyo (2025), successful implementation of strategic marketing initiatives can lead to increased brand recognition, higher occupancy rates, and improved guest satisfaction scores. Enhanced digital engagement and loyalty program, optimisation will boost customer retention (Bardukova, 2023). Additionally, sustainability-driven campaigns can attract environmentally conscious travellers, reinforcing the hotel’s reputation for responsible luxury and long-term business growth.
[bookmark: _Toc192020533]TOWS Analysis
[bookmark: _Toc192020534]Strengths-Opportunities (SO)

The InterContinental Paris Le Grand can increase its online visibility by using its excellent position and solid brand reputation through AI-driven marketing and personalised guest experiences. According to D'Acunto (2024), by investing in sustainability initiatives and luxury wellness services, the hotel can attract eco-conscious travellers and high-net-worth individuals seeking exclusive and responsible luxury experiences.
[bookmark: _Toc192020535]Strengths-Threats (ST)
The hotel can counter intense competition by capitalising on its premium offerings, such as world-class dining and exclusive concierge services. Strengthening customer loyalty programs and enhancing direct booking incentives will reduce reliance on third-party platforms (Han and Anderson, 2022). Additionally, proactive adaptation to economic shifts can safeguard revenue during periods of financial uncertainty.
[bookmark: _Toc192020536]Weaknesses-Opportunities (WO)
To address weaknesses in digital marketing, the hotel should implement targeted advertising and CRM strategies to enhance guest personalisation. Expanding strategic partnerships with corporate clients and travel influencers can boost brand visibility (Vlahov and Vlahov, 2021). Enhancing staff training in digital engagement and customer service excellence will further improve marketing effectiveness and customer retention (Bharwani and Mathews, 2021).
[bookmark: _Toc192020537]Weaknesses-Threats (WT)
Addressing weaknesses in outdated marketing strategies is essential to mitigating threats from competitors and alternative accommodations. The hotel must modernise its online presence, optimise its pricing strategy, and ensure seamless omnichannel marketing. According to Issau et al. (2023), adapting to regulatory changes and implementing robust data protection measures will also minimise legal and reputational risks.
[bookmark: _Toc192020538]Porter’s Five Forces Analysis

	Force
	Analysis
	Impact Level

	Threat of New Entrants
	High barriers to entry due to significant capital investment and brand loyalty requirements. However, boutique and lifestyle hotels are increasing competition.
	Moderate

	Bargaining Power of Suppliers
	The hotel relies on premium suppliers for food, amenities, and technology. While alternative suppliers exist, high-end quality standards limit flexibility.
	Moderate

	Bargaining Power of Buyers
	Customers have numerous luxury hotel options and access to price comparisons through online platforms, increasing their negotiation power (Balsiger et al. 2023).
	High

	Threat of Substitutes
	Alternative accommodations like luxury serviced apartments, Airbnb, and boutique hotels offer personalised experiences at competitive prices.
	High

	Industry Rivalry
	Strong competition from other luxury hotels in Paris, such the Ritz Paris or Le Meurice, calls for uniqueness via first-rate marketing and service (Autorité de la concurrence, 2005)
	Very High



[bookmark: _Toc192020539]McKinsey 7S Model Analysis
[bookmark: _Toc192020540]Strategy
InterContinental Paris Le Grand focusses on offering first-rate services, smart digital marketing, and powerful brand development—that is, a premium hotel experience. The hotel aims to enhance customer loyalty by implementing personalised experiences and sustainability initiatives (Norton, 2024). A data-driven sales and marketing approach is being developed to attract high-net-worth travellers and corporate clients, ensuring continued revenue growth and competitive differentiation in Paris’s luxury hotel market.
[bookmark: _Toc192020541]Structure
The hotel follows a hierarchical structure with clear roles and responsibilities across departments such as sales and marketing, operations, guest services, and finance. The centralised decision-making process ensures alignment with IHG's global brand strategy (Voegeli, 2021). However, decentralising some marketing initiatives to the local team could improve responsiveness to market trends and customer demands, allowing for more agile and personalised engagement.
[bookmark: _Toc192020542]Systems
InterContinental Paris Le Grand manages guest interactions, analyses client data, and maximises marketing initiatives using an innovative CRM system (Tochukwu Ignatius Ijomah et al., 2024). The hotel also employs an integrated property management system for seamless booking and operational efficiency. According to Rane et al. (2024), enhancing digital automation, AI-driven personalisation, and data analytics will further refine sales and marketing strategies, leading to improved guest engagement and revenue growth.
[bookmark: _Toc192020543]Shared Values
The hotel's core values emphasise luxury, excellence, and guest-centric service. Sustainability, diversity, and innovation are also key pillars, aligning with evolving customer expectations. InterContinental Paris Le Grand guarantees that all sales and marketing activities reflect the brand's dedication to quality, trust, and long-term client connections by means of high ethical standards and constant development (Welcometothejungle, 2020)
[bookmark: _Toc192020544]Skills
The hotel employs highly trained professionals in hospitality, marketing, and customer service. Staff members receive continuous training on digital marketing trends, guest engagement strategies, and luxury service standards (Bardukova, 2023). However, additional training in data analytics, social media marketing, and AI-powered personalisation would further enhance the sales and marketing team's effectiveness in attracting and retaining high-value customers. 
[bookmark: _Toc192020545]Style
The InterContinental Paris Le Grand's leadership style combines local management autonomy with corporate control from IHG. According to Ajmal, Sareet and Islam (2025), hotel management encourages innovation and proactive decision-making, fostering a culture of service excellence. A more collaborative leadership approach, with increased staff involvement in marketing strategy development, could enhance creativity and responsiveness to guest preferences.
[bookmark: _Toc192020546]Staff
The hotel has a wide range of qualified and professional staff with a good service attitude. The sales and marketing group contribute significantly to brand positioning and revenue generation (Bilgihan and Ricci, 2024). By investing in talent development, digital upskilling, and cross-departmental collaboration, one can fortify the team's ability to navigate industry trends and optimise marketing effectiveness.
[bookmark: _Toc192020547]TQM and Six Sigma Analysis
[bookmark: _cj4d2unv7blr][bookmark: _Toc192020548]Total Quality Management (TQM) Analysis
Al-Ababneh (2021) asserts that regular performance reviews, staff growth, and quality control measures will help make service even more consistent. An organised quality management system can also help cut down on customer issues, boost happiness, and make people more loyal to the brand (Glaveli et al. 2023). The hotel can give guests a smooth and high-quality experience by using TQM at all points of contact (Ali et al. 2021). 
[bookmark: _hvswmk35tw5h][bookmark: _Toc192020549]Six Sigma Analysis
InterContinental Paris Le Grand uses Six Sigma techniques to increase corporate performance and get rid of inefficient procedures, especially in the marketing and sales departments (Alam et al. 2024). The hotel can find weak spots in its customer acquisition strategies, improve its price models, and cut down on mistakes in its advertising efforts by using the DMAIC method (Define, Measure, Analyse, Improve, Control). 
Mandić, Panić, and Šain (2023) state that increasing the consistency of customer interaction strategies, making bookings more efficient, and making it easier for teams to talk to each other will lead to more income and happier guests. By using Six Sigma concepts, the hotel can make sure that its marketing and sales efforts work as efficiently as possible, which will help it make the most money. 
[bookmark: _Toc192020550]4. Recommendations and Change Management 
[bookmark: _Toc192020551]Strategic Recommendations
To fix current errors and make the most money possible, the sales and marketing department needs to be completely restructured. A key step towards better-personalised marketing is to use a customer relationship management (CRM) system that is powered by AI (Boppana, 2023). With AI-powered data, it can look at consumer preferences and interests in real time, which lets it make more focused ads and get the customers more involved (Lopez and Arjunan, 2023). Using prediction analytics to predict sales will help the hotel spot changes in the market and find the best prices, which will help it stay competitive. 
To make the hotel's online footprint stronger, digital marketing tactics need to be greatly enhanced. Johnsen (2024) states that using social media, email marketing, and pay-per-click (PPC) ads as part of an online marketing strategy will help get more customers. Search engine optimisation (SEO) should also be a top priority to make sure the hotel's website ranks highly in search engine results, which will bring in more customers (Angeloni and Rossi, 2021). 
To make the sales team more efficient, they need to make a big change to how they work. Adeniran et al. (2024) state that conversion rates will go up if salespeople switch to a data-driven approach and use customer information to tailor how they reach out to potential customers. Setting up an organised way for customers to give feedback will help the company solve their issues and improve the service the company provides, which will make them more loyal. The hotel should set up a business development team whose sole job is to focus on corporate partnerships and group bookings, which will bring in even more money. 
To make sure that these planned efforts are carried out well, training and growth for employees must also be a top priority. Regular training on digital marketing, customer service quality, and CRM utilisation will prepare staff with the necessary skills to perform successfully (Dey, 2024). To keep workers motivated and build a culture in the company that is focused on success, incentive programmes should be put in place. Recognising and praising great work will make people even more productive and happy at work. 
Zhang (2024) states that loyalty programmes need to be changed to keep customers coming back and keep them for a long time. Customers should be able to get personalised deals based on their past purchases and tastes. This will make them feel valuable and encourage them to come back. Customers will be more loyal if there is a tiered points system where repeat guests can get special benefits (Singgalen, 2024). Adding a mobile app to handle reward programmes will make them easier to use and get more people involved. 
Also, using data analytics to figure out how well a plan is working is very important. Key performance indicators (KPIs) like customer contact rates, conversion rates, and return on investment (ROI) should be tracked by a specialised analytics team to see how well plans are working (Taherdoost, 2023). Continuous optimisation based on data insights will help the business grow and change with the needs of the market. 
Sustainability should also be a part of the marketing plan to make it more in line with what customers want and with business responsibility efforts. Promoting eco-friendly features like recycling programmes and energy-saving operations in marketing materials will boost the hotel's image and attract tourists who care about the environment (Taherdoost, 2023). To increase the trustworthiness of a brand, it is crucial to actively seek certifications from environmental groups. 
[bookmark: _Toc192020552]Change Management Strategies
Giousmpasoglou and Marinakou (2024) state that making changes in an organisation, especially in the sales and marketing area of a hotel, needs to be organised and well-planned. Strategies for managing change should focus on reducing pushback, increasing acceptance, and making sure that the change will last for a long time. The 8-Step Change Model by Kotter is one of the best ways to handle change. The first step is to make workers feel like they need to change right away. Next, a leading alliance made up of key partners and leadership is formed. At every level of the organisation, there should be a clear and engaging strategy for change that is shared clearly and successfully. This idea should show how the change will help people and should be in line with the hotel's business goals. 
Engaging stakeholders in a meaningful way is key to making sure that all workers know what they need to do to help with the change. Vrontis et al. (2022) state that open lines of contact should be set up to get feedback, handle issues, and support good results. Employees should have a say in what happens and be given training and other tools to help them make the change. Organisational transformations often run into problems when people do not want to change. To reduce pushback, management should find out what employees are worried about and address them, offer benefits for participation, and show that they are committed to the change (Ghani et al. 2022). It is also important to give workers power by giving them chances to be involved and recognise their efforts. 
The use of Lewin's Change Management Model, which has three steps: unfreezing, changing, and refreezing, is another important approach. The unfreezing stage makes workers ready for change by questioning their current beliefs and raising their understanding. In the changing stage, new tools, methods, and ways of doing things are presented. These need help and direction to be adopted successfully (Rosdiana and Aslami, 2022). In the refreezing stage, the new habits are reinforced to make sure they become lasting parts of the organisation's culture. This can be done with ongoing training programmes, constant growth programmes, and regular reviews of performance. 
Communication is a vital component of successful change management. A well-defined communication strategy should be implemented to keep employees informed and engaged throughout the process. Regular meetings, newsletters, and digital platforms can be used to disseminate information and gather feedback. Leadership should play an active role in leading by example, demonstrating commitment to change, and inspiring confidence among employees (Bwalya, 2023). Transparency and trust-building are essential to ensuring that employees feel valued and motivated to embrace new changes.
Training and development programs should be tailored to equip employees with the necessary skills and knowledge to adapt to new marketing and sales strategies. Workshops, online courses, and hands-on training sessions can help employees develop technical and interpersonal skills essential for a customer-centric approach (Shields, 2024). Providing continuous learning opportunities fosters a culture of innovation and adaptability, enabling employees to contribute effectively to the hotel’s long-term success.
Measuring and evaluating the effectiveness of change initiatives is critical to ensuring sustained success. Key performance indicators (KPIs) should be established to assess the impact of changes on sales, customer satisfaction, and overall business performance (Isha, 2023). Regular assessments should be conducted to identify areas of improvement and make necessary adjustments. By adopting a data-driven approach, the hotel can refine its strategies, optimise operations, and achieve its marketing and sales objectives (Nair, 2021). Successful change management fosters a dynamic and agile organisation capable of responding to evolving market trends and customer expectations, ultimately strengthening its competitive position in the hospitality industry.
[bookmark: _Toc192020553]Cost Analysis & Financial Implications

	Investment Area
	Estimated Cost
	Expected ROI
	Implementation Timeframe

	AI-Driven CRM Implementation
	£50,000
	20% revenue increase
	6 months

	Digital Marketing Overhaul
	£30,000
	Higher brand visibility, 15% lead conversion increase
	4 months

	Staff Training Programs
	£20,000
	Improved customer interactions, 10% higher retention
	3 months

	Loyalty Program Revamp
	£40,000
	25% increase in repeat business
	5 months

	Sales Process Restructuring
	£35,000
	More efficient conversions, 12% revenue growth
	4 months



The investment plan outlines key areas requiring financial allocation to enhance the sales and marketing efficiency of the hotel, ensuring a sustainable competitive advantage. Each investment area is associated with an estimated cost, expected return on investment (ROI), and implementation time, providing a structured approach to strategic decision-making.
The adoption of AI-driven Customer Relationship Management (CRM) is a necessary investment that will bring in an extra 20% of income over six months. The cost is expected to be £50,000. AI-powered CRM systems make it easier to connect with customers in a way that is tailored to their needs by looking at their past actions and preferences (Gün, 2025). Customers will be happier, more committed, and more likely to buy again after this change. Singh (2024) states that automating sales and marketing processes additionally reduces mistakes made by hand, speeds up operations, and frees up staff to work on more important tasks, which boosts total production. Since digital solutions are becoming more important in the hotel industry, incorporating AI is a smart move that will pay off in the long run. 
The £30,000 planned digital marketing makeover should make the brand more visible and enhance lead conversion rates by 15% in four months. In a world that is becoming more and more digital, having a strong online presence is important for getting and keeping people. As part of this investment, the hotel will improve its website, run focused social media ads, and use data-driven advertising methods. By improving its search engine results and forming relationships with influential people, the hotel can reach even more people and appeal to more possible guests as a result (Kumar, 2024). 
This strategic approach not only strengthens brand positioning but also ensures a measurable increase in direct bookings, reducing dependency on third-party booking platforms and commission costs.
The loyalty program revamp, costing £40,000, aims to drive a 25% increase in repeat business over five months. Customer loyalty programs are critical in encouraging repeat stays and building long-term relationships with guests (Hendler, LaTour and Cotte, 2022). By introducing tailored rewards, exclusive discounts, and personalised incentives, the hotel can strengthen its customer base while fostering brand advocacy. Enhancing the program's digital accessibility through mobile apps and CRM integration further improves engagement, ensuring a seamless experience for loyal customers.
The sales process restructuring, with an investment of £35,000, is projected to drive a 12% revenue growth over four months. By optimising internal workflows, automating sales tracking, and refining customer segmentation strategies, the hotel can improve conversion rates. Sales teams will benefit from streamlined procedures that allow them to focus on high-priority leads and effectively close deals (Alhassan, 2025). The introduction of data analytics in sales forecasting will also enable more accurate decision-making, reducing inefficiencies and maximising profitability.
[bookmark: _Toc192020554]Measurement of Success
It is important to keep track of how well the planned strategies are working so that the hotel's sales and marketing staff can get the results it wants. Improving CRM should lead to a 20% rise in sales, and reorganising sales should lead to a 12% rise in sales. Chalupa and Petricek (2024) also state that keeping track of the costs of getting new customers and comparing them to the money made from new bookings will show how effective marketing is.
Customer engagement and retention rates will also serve as critical success metrics. AI-driven CRM will enhance personalisation, while the revamped loyalty program is expected to increase repeat business by 25%. According to Lentz, Berezan and Raab (2021), monitoring repeat guest bookings and engagement with loyalty initiatives will help determine the program’s effectiveness. Surveys, online reviews, and Net Promoter Scores (NPS) will be analysed to measure guest satisfaction and brand perception.
Staff efficiency and service quality improvements will be evaluated through employee performance metrics and customer feedback. Training effectiveness will be measured by assessing staff proficiency in digital tools and customer service skills, leading to improved customer interactions and overall service quality (Busulwa, Pickering and Mao, 2022). By consistently monitoring these KPIs, the hotel can assess the success of the implemented strategies and make data-driven decisions to optimise future performance.
[bookmark: _Toc192020555]5. Action Plan 

	Objective
	Specific 
	Measurable 
	Achievable
	Relevant
	Timeframe

	Enhance Customer Engagement
	Implement AI-driven CRM for personalised interactions
	20% increase in direct customer interactions
	Train staff on CRM usage and automate responses
	Improve guest satisfaction and foster repeat bookings
	6 months

	Improve Digital Marketing
	Overhaul digital marketing strategy
	15% increase in lead conversions
	Invest in SEO, PPC campaigns, and social media
	Strengthen online presence and brand visibility
	4 months

	Increase Staff Efficiency
	Conduct staff training on digital tools & sales skills
	80% staff competency post-training
	Provide structured workshops and refresher courses
	Enhance service quality and operational efficiency
	3 months

	Boost Customer Retention
	Revamp loyalty program
	25% increase in repeat bookings
	Redesign incentives and engagement strategies
	Strengthen customer loyalty and long-term revenue growth
	5 months

	Optimise Sales Processes
	Restructure sales approach
	12% increase in revenue
	Streamline processes, improve lead conversion
	Maximise efficiency and improve profitability
	4 months

	Enhance Brand Perception
	Upgrade branding and hotel signage
	10% improvement in customer perception surveys
	Modernise design while maintaining brand identity
	Attract new customers and retain existing ones
	3 months



The SMART action plan gives the hotel an organised way to deal with its most important sales and marketing problems by making sure that each project is clear, measured, attainable, relevant, and has a due date. Putting in place an AI-driven CRM system should make customers more interested, which will lead to 20% more direct contacts. This will be done by teaching staff and automating tasks, which will contact guests more personally and effectively. In the same way, the digital marketing change will use SEO, PPC ads, and social media tactics to boost brand awareness and lead sales by 15%. 
Staff training programmes try to make things run more smoothly by giving workers the digital tools and sales skills they need, making sure that 80% of them are competent after training. It is expected that a new reward programme with better benefits and personalised deals will increase return business by 25%. This will help keep customers coming back. Restructuring sales processes will also increase conversions, which will lead to a 12% rise in income. This will be possible by streamlining operations and managing leads better. The goal of brand image upgrades, such as better signs and branding, is to get 10% more good customer feedback, which will strengthen the hotel's place in the market. 
[bookmark: _Toc192020556]6. Conclusion 
The consulting report looked at the chosen Intercontinental Hotel's sales and marketing problems in detail and suggested an organised way to solve them. A mix of strategic analysis tools, such as STEEPLED, SOAR, TOWS, Porter's Five Forces, the McKinsey 7S Model, TQM, and Six Sigma, has helped the hotel fully comprehend the inside and outside factors affecting its performance. Concerns that have been raised include falling sales, disinterested customers, bad digital marketing strategies, lots of competition, and below-ideal levels of customer happiness. Taking care of these problems is important for the hotel to stay competitive and make money in the long run. 
The results made it clear that outside factors, like unstable economies and new technologies, are making standard marketing and sales tactics less successful. The problems that have been found have been made worse by inefficient sales processes, decisions that are not based on data, and limited attempts to go digital. The SOAR and TOWS analyses helped us figure out how to best use the hotel's strengths, like its strong brand image and global reach, while also minimising its flaws, like its use of old marketing methods. Porter's Five Forces competition research showed how important it is for customer interaction strategies to be unique and come up with new ideas. 
The suggestions are mostly about bringing new life to sales and marketing plans by going digital, making processes more efficient, and focusing more on the customer. A focused digital marketing makeover, staff training programmes, and a reward programme makeover are at the heart of the answers that have been offered. Each suggestion is meant to make encounters with customers better, raise awareness of the brand, and increase sales. Changing the way sales are done and making decisions based on data will also make operations run more smoothly and lead to higher conversion rates. 
Change management methods that work, like Lewin's Change Model and Kotter's 8-Step Change Model, have been suggested to make adoption go more smoothly. These guidelines will make sure that all stakeholders are involved, deal with any possible pushback, and help them move towards a sales and marketing model that is more efficient and focused on the customer. The cost analysis gave a realistic budget for execution. This made sure that the hotel knew how each tip would affect their finances and how much money they might make back. 
For long-term success, it's important to keep track of how well these projects are doing. To see how things are going, key performance indicators (KPIs) like customer contact rates, lead conversion rates, income growth, and customer happiness measures will be tracked. The SMART action plan gives it an organised timeline and clear goals to make sure that each strategic project is carried out well and produces results that can be measured. It has been seen that adopting the above changes can eventually enhance the quality of the operations of the company.
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