Strategic Development and Implementation for SMEs

Module: Strategic Management for SMEs
Module code: BMSW6104
Student name: Corina Bistriceanu
Student ID: 2011101
Lecturer name: MD Kalam


[bookmark: _Toc155373399]Executive Summary
The St. Giles London Hotel is a midscale hotel in London that is part of the St. Giles Hotels Group. This report analyses the hotel's strategy and makes recommendations for improvement. St. Giles London competes in the airport lodging market and the central London hospitality, which is both proliferating and competitive, by serving both business and leisure travellers. The company’s current strategic approach in London is focused on increasing its market share and RevPAR by providing exceptional value, dependability, and convenience to our customers. Nonetheless, in the face of increasing competition, VRIN, PESTEL, and Porter's Five Forces analyses revealed opportunities to meet guests' growing demands for sustainability, technology integration, and individualisation. The proposed growth strategy is well-rounded, with an emphasis on aggressive market penetration to increase wallet share in existing segments and cautious product extensions to capitalise on St. Giles' advantageous location. Among the key recommendations are a multi-tiered loyalty programme, mobile services, value-added bundles, pod-style rooms, and strategic expansion across certain UK airports. Execution capabilities can be developed gradually within the constraints of an SME. The change would have to be implemented in stages, with the assistance of external partnerships that could supplement the available financial and human capital. Proactive stakeholder engagement is required to ensure strategy coherence and acceptance. Following these guidelines consistently will assist St. Giles London in realising its vision of becoming the premier midscale airport hotel brand in London while also maintaining its competitive position. The results show that the St. Giles London Hotel should be number one in making its business better by having a growth plan that creates value based on what each customer needs. Sticking to this path means keeping its main service character while adding new guest bonuses. Even though small businesses face some challenges, they can still grow if they do things right.
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[bookmark: _Toc155373400]Introduction
Strategic management focuses on making plans, carrying them out, and supervising different projects to aim for long-lasting growth in a tough business world. It's very important for small and medium-sized businesses (SMEs). It helps small and medium businesses (SMEs) use resources well, adjust to changes, and seize opportunities during uncertain times. (Frantz et al., 2017) St. Giles Hotel is a small and middle-sized business (SME) in the hotel world. This report is about the strategic development and implementation for SMEs with the help of the case study of St. Giles London Hotel. St. Giles is picked because it's a good midscale hotel brand in London that gives great worth to people who travel for work or fun (St Giles Hotels, 2023). The study will use important planning tools like the SWOT analysis, PESTEL framework, Ansoff matrix and Five Forces model by Porter. These help look at what a business has inside and what is happening outside with things like resources and surroundings. The report is structured into three main sections: Strategic thinking, choices for growth in the right direction and decisions with plans to put them into action. It is expected that through a systematic strategic review, suitable directions and actions can be proposed to aid St. Giles in consolidating its operations, enhancing its competitive advantage, and tapping growth opportunities amidst dynamic market conditions. The recommendations are directed at the senior leadership of the St. Giles Hotel Group for incorporation into its broader organizational strategy.

[bookmark: _Toc155373401][bookmark: _Hlk154624550]Overview of St Giles London Hotel
In the heart of London's lively West End, guests will find the exquisitely situated St. Giles London Hotel. This hotel which is located on Bedford Avenue, offers a perfect blend of modern elegance and classic charm. Which in turns makes the most of its perfect location. Guests of all categories, from business travelers to vacationers, are accommodated in the hotel. The property has got 732 modern rooms to accommodate its guests. Guests of the St. Giles London Hotel have access to several amenities. It includes a variety of dining options, a fitness center, and lounge spaces.
[image: St. Giles London Hotel - London]
Figure 1 St Giles London Hotel (St Giles Hotels, 2023)
The St. Giles London Hotel is conveniently located near several notable attractions, tube stations, off Tottenham Court Road and in the immediate vicinity of Oxford Street. That includes the most sought out tourist places like the British Museum, Covent Garden, and other cultural place, as well as the Theater District. The retail areas and entertainment places are also nearby. The hotel in question is an excellent and trustworthy option for those looking for a memorable and pleasant stay in the center of London (St Giles London Hotel, 2023). A seamless and delightful experience is assured for all guests by the hotel's devoted and competent staff. The staff is committed to making sure that the necessities of the guests are well met. A haven of mid-range luxury and outstanding hospitality in the middle of the bustling city, the rooms are tastefully decorated and supplied with modern conveniences.

[bookmark: _Toc155373402]Current Strategic Direction Appraisal 
[bookmark: _Toc155373403]Company’s Strategic Statement
Vision Statement
St Giles Hotel wants to be the foremost midscale airport hotel brand in London, offering comfortable accommodation and reliable service at reasonable rates (St Giles Hotels, 2023). This is aimed at smart people on the go who spend days out and nights away from home.
Mission Statement
The mission of the St. Giles Hotel is to offer comfortable, tech-friendly, design-conscious hotels in prime locations at a good price and with friendly service so that the guest feels at home wherever his journey takes him (St Giles Hotel 2023).
Values
St Giles London Hotel values hospitality, as demonstrated through their welcoming, attentive, and thoughtful service. They also value reliability, aiming to provide consistent, high-quality products and services. The hotel strives to be affordable, with reasonable prices and good amenities, reflecting a commitment to value. Convenience is another key priority, with strategic locations chosen to enable seamless stays for guests. Finally, St Giles London seeks to make positive contributions to the community, including guests as well as partners (St Giles Hotels, 2023).
Strategic Goals and Objectives
St Giles London hotel has outlined several key strategic goals and objectives to work towards over the next few years. One goal is to grow their London market share to 15% by the year 2025. They also aim to achieve 80% brand awareness among frequent airport hotel guests. Increasing repeat guest stays to 30% through loyalty programs is another objective. Additionally, the hotel seeks to maintain a Revenue Per Available Room (RevPAR) at least 15% higher than competitor hotels. Through focusing on these strategic priorities, St Giles London hopes to strengthen their competitive positioning and financial performance over the next few years (St Giles Hotels, 2023).


[bookmark: _Toc155373404]Review of Current Strategic Direction
Alignment with Vision and Goals
St Giles Hotel positioned itself as an affordable quality airport hotel which aligns with the wider company vision to become London's leading midscale brand (St Giles Hotel, 2023). Its Revenue Per Available Room (RevPAR) goal and emphasis on value-based reliability reinforce this focus. However, the vision lacks specifics on sustainability and community impact considering evolving guest expectations (Santos et al., 2021). The current goals also approach growth only from a market share lens without linking expansion to profitability, guest satisfaction, or other key performance indicators.
Responsiveness to External Environment
While the 24/7 airport hotel space promises growing demand, competitive pressures require differentiation (Mintel, 2022). St Giles' current priorities around design, tech and loyalty build on guest needs for stylish, convenient stays with personalized service. Investments in mobile check-in, room docking stations, premium bedding and fitness centers target these needs. However, sustainability efforts lag competitors – an emerging issue amidst rising eco-conscious travel (Roper, 2022). More geo-specific insights comparing London against other flagship markets like New York, Paris and Amsterdam could also shape positioning.
Execution Capabilities and Consistency
St Giles London's capability development stays aligned with the value proposition through staff training on remembering guest preferences and delivering curated recommendations (St Giles Hotels, 2023). The group’s execution seems consistent for individual properties regarding quality assurance and branding. However moving from a property management model to an integrated brand experience requires better cross-property coordination and technological support for enterprise functions like Central Reservations Systems, Revenue Management and integrated advertising (Rauch et al., 2022).
Therefore, while St Giles London Hotel aligns well with the overall brand identity and goals, a deeper review incorporating sustainability, community impact, profitability and emerging guest expectations can anchor competitive consistency amidst aggressive airport hotel growth across London.

[bookmark: _Toc155373405]Environmental Analysis 
[bookmark: _Toc155373406]Internal Analysis
[bookmark: _Toc155373407]VRIN Analysis
[image: Managing Resources - VRIN Attributes]The VRIN framework will assess St Giles London against four criteria - Value, Rarity, Inimitability, and Non-substitutability to determine sustainable competitive advantages contributing to strengths and weaknesses (Barney and Clark, 2007).
Figure 2 VRIN Analysis (Talaja, 2012)
Valuable 
Strategic location is a valuable resource of St Giles London Hotel. The hotel’s proximity to London terminals makes it valuable for air travelers seeking transit lodging and connectivity (St Giles London Hotel, 2023). This privileged location enables capturing time-sensitive demand. Loyalty Programs are another valuable resource of the hotel. Personalized programs like the Just in Time Services app provide value through recognition and custom recommendations to repeat guests, driving retention (St Giles Hotels, 2023). Diverse Segment Expertise is also a valuable resource for St Giles London Hotel. St Giles’ combined appeal for business and leisure travelers is valued to balance weekday corporate and weekend tourist demand swings in a volatile sector (Rauch et al., 2022).
Rare 
St Giles lags behind bigger brands regarding rare resources currently. The family-owned chain relies more on leveraging its legacy hospitality experience versus proprietary processes or assets at present (Posadskaya, 2022).
Inimitable 
Brand Personality is an inimitable resource of St Giles London Hotel. St Giles sustains a unique company culture blending informal luxury with family-style service distinguished by personal guest relationships (Chang and Ma, 2015). Competitors struggle to replicate this experiential branding at scale. Knowledge networks are another inimitable resource of the hotel. Long-tenured staff and executive networks across London airports and the hospitality ecosystem make St Giles’ insider knowledge of navigating client expectations, regulations and local dynamics hard to emulate (St Giles Hotels, 2023).
Non-Substitutable 
Prime locations and strong supplier-partner ties are not easily interchangeable. However, factors like service experience and technology integration face risks from better-funded players (Rogerson, 2013).
Therefore, St Giles London relies significantly on leveraging location, loyalty and branding rather than rare assets or IP for now. Developing more tech and analytics capabilities can cement future sustainability.
[bookmark: _Toc155373408]External Analysis
[bookmark: _Toc155373409][image: PESTLE Analysis. How to Conduct a PESTLE Analysis for… | by Anirban  Mukherjee ✍️ | Medium]PESTLE Analysis
Figure 3 PESTLE Analysis (Perera, 2018)
A PESTLE framework evaluates key external factors - political, economic, socio-cultural, technological, legal and environmental to identify strategic opportunities and threats (Makos, 2021).

Political 
UK tourism policies like smoothened visa regimes and reduced taxes through 2023 present growth opportunities for St Giles (Rowell, 2022). However, London expansion delays due to political wrangles pose infrastructure limitations while airports face pressure to tighten security protocols.
Economic 
Rising inflation and interest rates have weakened consumer discretionary spending impacting hospitality recovery post-pandemic (Mintel, 2022). However, upticks in corporate travel budgets with London's resurgent financial and business activity signal opportunities. Currency fluctuations also impact overseas visitor flows.
Social
Evolving guest expectations around personalized, eco-conscious and technologically integrated travel experiences require investments (Santos et al., 2021). Younger guests also seek more localized culinary experiences versus generic hotel fare. These shifts call for understanding emerging guest personas beyond legacy segments.
Technological 
Contactless services, IoT-enabled rooms allowing custom control settings and cloud technologies enabling centralized, real-time management data are redefining hotel capabilities (Posadskaya, 2022). Scaling such infrastructure requires significant investments for a midscale hotel.
Legal
Post-Brexit realignments like European Health Insurance Card changes for EU travellers have complicated travel policies (Hughes, 2022). Regulations around sustainability disclosures and livable wage standards also raise compliance costs.
Environmental 
Climate change expectations are prompting hotels to reduce their carbon footprint through renewable energy, recycling initiatives and eliminating single-use plastics (Lin et al., 2022). Water conservation and local sourcing have also emerged as best practices globally.
Therefore, while St Giles London faces risks from constrained consumer spending and infrastructure limitations, opportunities to embrace emerging technologies, tap shifting guest behaviors and support policy stimulus promising travel sector growth exist alongside. A balanced approach aligning with external dynamics will be constructive.
[bookmark: _Toc155373410]Industry Analysis
[bookmark: _Toc155373411][image: Porter's Five Forces: Definition & Examples | EdrawMind]Porter’s Five Forces Model

Figure 4 Porter’s Five Forces Model (Yushan, 2023)
This framework evaluates the balance of power between five forces shaping industry competition and attractiveness - new entrants, supplier power, buyer power, substitutes and competitive rivalry (Porter, 2008).
Threat of New Entrants 
Low. High infrastructure costs and land access issues pose barriers to compete in the airport hotel category which relies significantly on room volumes and prime locales. So larger hotel groups are better positioned for new builds. However, niche players can still target sub-segments (Research and Markets, 2022).
Bargaining Power of Suppliers 
Moderate. With high operating costs, employee turnover and occupancy reliance, St Giles faces cost pressures from essential suppliers like utilities, laundry, logistics and staffing. However, hotel brand reputation keeps provider switching difficulties balanced (Varelas and Georgopoulos, 2017).
Competitive Rivalry 
High. St Giles faces high competitive rivalry from incumbent national chains like Premier Inn, Holiday Inn Express and Sofitel which possess significant brand recognition. This forces St Giles to differentiate on guest experience rather than price. Mid-priced positioning also sees growing threats from boutique hotels and pod-style airport properties (Mintel, 2022). Rivalry is expected to intensify with over 2000 new airport hotel rooms planned across the UK (Research and Markets, 2022).
Threats of Substitutes 
Moderate. Business travelers willing to commute from London reduce lodging demand. Luxury city hotels also threaten airport options for higher-end leisure travelers through superior dining and amenities. However, airport hotels benefit from essential utilities around flight stays where convenience overrides substitutes for many travelers (Tavitiyaman, Qu and Zhang, 2021).
Bargaining Power of Buyers 
Moderate. Corporates, airlines and travel agencies control room inventory via contracted rates and packages. Price-sensitive individual travelers also force market-linked pricing. But during peak seasons and last-minute bookings, demand surges strengthening hotel bargaining power considerably (Zhang et al., 2018).
Therefore, though the airport hotel space has proliferating competition, substitution risks and supplier-buyer pressures, steady passenger growth supporting essential stays near terminals sustains industry attractiveness for strong locations like St Giles London.



[bookmark: _Toc155373412]SWOT Analysis
[image: SWOT Analysis - What is it and How to do it - Tallyfy]From the above internal and external analysis, a SWOT analysis is presented below to illustrate the findings. 
Figure 5 SWOT Analysis (Phadermrod, Crowder and Wills, 2019)
	Strengths
	Weaknesses

	Valuable Location: Proximity to London terminals provides easy transit access for time-sensitive traveler’s (St Giles London Hotel, 2023).
Experiential Brand Personality: A distinct culture that distinguishes itself from impersonal hotel chain service by blending high-end hospitality with a personal touch (St Giles London Hotel, 2023).
Loyalty Program: Personalized packages like the Justin app aid guest retention through relationships and customization.
[bookmark: _GoBack]Diverse Guest Mix: In a market that changes a lot, the hotel can keep demand from swinging too far by going after both business and leisure customers (Rauch et al., 2022).

	Smaller Scale: When St. Giles Hotels is compared to other hotel businesses, it's clear that it does not have the same size or resources.
Minimal Brand Awareness: The hotel faces a hurdle because of its low brand recognition among foreign tourists (Santos et al., 2021).
Employee Turnover: The high incidence of employee turnover in the hotel industry is another problem.
Lack of Asset Ownership Advantages: It doesn't have the same proprietary systems or processes that big hotel chains do, which gives it an edge when it comes to owning assets (Zhang et al., 2018).

	Opportunities
	Threats

	Government Policy Incentives: UK stimuli to boost travel sector reopen growth avenues post-pandemic (Rowell, 2022).
Shifting Guest Expectations: Younger, tech-savvy guests seek greater personalization, localization and sustainability (Santos et al., 2021).
New Technologies: IoT, mobile services and AI-driven analytics redefine hotel capabilities and efficiency (Posadskaya, 2022).
	London Expansion Delays: Infrastructure limitations pose capacity pressures amid rising London airport hotel demand (Mintel, 2022).
Value Brands Growth: Budget hotel chains gain share through price advantage (Tavitiyaman, Qu and Zhang, 2021).
Macro-Economic Challenges: High inflation and interest rates have weakened travel discretionary spending recovery (Mintel, 2022).


[bookmark: _Toc155373413]Strategic Growth Choices 
[bookmark: _Toc155373414]Strategic Option Analysis 
[image: Ansoff matrix - Wikipedia]The Ansoff Matrix evaluates growth strategy choices on two parameters - expanding into new or existing markets while offering existing or new products/services (Ansoff, 1957).
Figure 6 Ansoff Matrix (Loredana, 2016)
[bookmark: _Toc155373415]Ansoff Matrix 
Figure 6 depicts the Ansoff Matrix with four growth strategies applicable to St Giles London Hotel.
Market Penetration 
This focuses on increasing market share for St Giles’ current hotel offerings in its existing London airport market. Tactics involve competitive pricing packages, differentiated loyalty programs and targeted marketing to gain share from major hotel brands (Kumar, 2022). The goal is to grow occupancy and RevPAR through deeper guest penetration. For instance, priority check-ins, airport lounge access and exclusive rates during peak events in London could attract price-sensitive business travelers.
Market Development 
St. Giles expands into new geographic markets while maintaining its primary focus on airport lodging. St. Giles can leverage its location competency outside of London with minimal investments by extending its brand through management contracts to other UK airports such as Manchester, Birmingham, or Edinburgh. Another strategy for entering new markets is to form alliances with major European airports (Sztorc, 2017). Even though some localization is adjusted for new locations, services remain the same.
Product Development 
This plan will allow St. Giles to help more people at London Airport. Including things like apps for guests, areas to work, spaces with drinks and services that bring people to the airport can make a brand more attractive. It will help it get new customers. With the extra high-speed internet for business travelers, airport parking spots, and small hotel rooms that look like pods added, there are now lots of new people included (Sandvik, Arnett and Sandvik, 2021).
Diversification 
St. Giles is trying diversification by growing past its main job of airport hotels and services. Offering group deals in connected areas like airport shopping, hotel packages, and unique parking or transfer services can help with planning changes and using locations well (Lee and Jang, 2017). It aids in having different income sources to reduce risks of ups and downs in certain industries.
[bookmark: _Toc155373416]Proposed Growth Strategy
The St. Giles London Hotel may consider market penetration as its growth strategy to make quick money and improve products for customers' changing needs. This can be a new path forward that works with its limited resources (Kumar, 2022). In the short term, dangers linked to a greater spread of investments should be lowered. Meanwhile, careful growth in markets is being studied.
The St. Giles London Hotel's proposed growth strategy will change how it is innovative. This will make sure its services meet the different needs of guests. It is estimated to grow in the market and get more money from current customers. The goal is to make sure both short-term profits and staying important when things outside change are kept in check. To make people want to come back, some good ideas are new ways of saving money slowly that do not use up a small business's resources too much (Lee and Jang, 2017). There should also be special deals with extras like access to a lounge or food packages included in the price of staying at the property. Finally, there should be different levels and rewards for returning guests in loyalty programs so they feel appreciated. Managed programs that provide the changes needed for flexibility, safety, and health can be used to reach these goals. These changes should also take into account local preferences. Businesses can lower the chance of closing and keep up with growth by focusing on customers and protecting current demand shields (Sandvik, Arnett and Sandvik, 2021).
[bookmark: _Toc155373417]SFA Analysis
[image: Sfa Immagini - Sfoglia 518 foto, vettoriali e video Stock | Adobe Stock]SFA Analysis can be used to identify whether the proposed growth strategy is suitable for St Giles London Hotel or not.
Figure 7 SFA Matrix (Johnson et al., 2014)
Figure 7 illustrates how the SFA framework determines appropriateness by evaluating strategic directions based on three criteria: acceptability, feasibility, and suitability.
Suitability
The suggested penetrative and product development priorities align well with St. Giles London's strengths in airport location competency, loyalty branding, and a varied guest mix that appeals to both business and leisure segments (Anggraeni, Jahroh and Suparno, 2022). Utilizing current resources that make sense for a family-run, midscale hotel chain can improve value offerings and increase guest spending.
Feasibility
With St. Giles' reliable service and focus on guests, it's easier to get more people to stay, cross-sell extras, and offer new packages. Partnerships for certain amenities would make investments more manageable, which would make them more financially feasible (Ward, 2022). Because of limited resources, ambitious product diversification into newer segments needs to be done with care.
Acceptability
In terms of what guests want from a one-of-a-kind experience, the suggested directions and tactical focus on service personalization and segmentation are spot on. This goes beyond simply providing a place to rest before travelling and accommodates changing preferences. Moreover, if left unchecked, a lack of explicit sustainability pledges may limit future acceptance (Anggraeni, Jahroh and Suparno, 2022). Employees must also be engaged for operational changes to be accepted.
Therefore, from the above analysis the penetrative and product development priorities suit St Giles London's strengths with financially feasible and acceptable tactics but a judicious approach pacing multi-faceted expansions is vital for execution coherence.
[bookmark: _Toc155373418]Stakeholder Analysis and Expectations 
Medlow’s framework may map key stakeholders of St Giles London Hotel on power and interest metrics to determine engagement priorities for strategic direction acceptability.
[bookmark: _Toc155373419]Key Stakeholders 
The St Giles London Hotel, to ensure that the growth strategy is successful, has various stakeholders on board. This decision seeks to make sure that the interests of all groups are taken care of. Key stakeholders of the hotel are Investors and Owners, Employees, Corporate Guests, Individual Guests, Local Community, Airport Authorities, Partners - Airlines and Agents, and Supply Partners (Olander and Landin, 2015).
[bookmark: _Toc155373420]Power and Interest Implications
[bookmark: _Hlk154700357]Investors and Owners
Shareholders directing brand vision possess high power and interest in growth returns through rising London airport hotel revenues (Kenton, 2022). Prioritizing profitable occupancy expansion by tapping more share-of-wallet from existing and new guest segments aligns with their growth expectations.
Employees
Frontline staff delivering customer experiences hold low formal power but very high interest in business stability protecting employment and engagement (Céspedes-Lorente, Burgos-Jiménez and Álvarez-Gil, 2020). Change management reassuring job continuity and enhancements can ensure acceptance.
Corporate Guests
Frequent corporate travelers, events clients and partner travel agencies provide bulk business. They have high power and rising interest in personalized, technology-integrated stays (Posadskaya, 2022). Value additions like premium Internet, convenient check-ins and lounge access address expectations.
Individual Guests
Independent and web-savvy tourists possess moderate to high product interest but can only influence through brand selection and reviews (Sánchez-Medina, Díaz-Pichardo and Cruz-Bautista, 2016). Competitive pricing and consistency priorities cater to their needs.
Local Community
Area residents and groups expect environmental consciousness and employment opportunities from responsible tourism (Santos et al., 2021). Civic compliance and contagion avoidance drive their moderate power and interest.
Airport Authorities
Governance bodies overseeing infrastructure and concessions have a moderate stake in hotel contributions to passenger experience and convenience (Santos et al., 2021).
Partners - Airlines and Agents
Critical distribution partners for hotel inventory, their moderate power but the rising interest lies in commission potential from ancillary packaging driving guest funnels.
Supply Partners 
[bookmark: _Hlk154700306]Essential supply partners hold moderate power, but relatively lower strategic interest as long as contracted terms are met (Kenton, 2022).
[bookmark: _Toc155373421]Assessing Strategy Acceptability 
The company's growth strategy is in favor of stakeholders because some resources are already acquired, and they will focus on the market to a certain extent. The proposed growth strategy balances short-term market penetration for quick returns and long-term product development to meet shifting guest expectations (Olander and Landin, 2015). This aligns with shareholders' growth and revenue priorities while reassuring staff about continuity through change management. It caters to corporate guests wanting tech-integrated, personalised stays and independent guests prioritizing value, while also benefitting partners via ancillary sales. Local community and airport authorities' interests are addressed through responsible operations. Controlled investments suit fiscal capabilities (Santos et al., 2021). In simple terms, the balanced way opens up chances in a controlled way that meets everyone's needs. It helps get more customers and makes them spend money without using too many resources. This is great for those involved like buyers, visitors and workers.
[bookmark: _Toc155373422]Strategic Recommendations 
The primary recommendations for the St. Giles London Hotel are to pursue aggressive tactics in the current airport market and to carefully expand into complementary offerings that capitalise on the hotel's advantageous location.
Tactical Penetration
A tailored, tiered loyalty program that provides special benefits based on spending and frequency of stays could help St. Giles London increase wallet share and penetration among current customers. St. Giles can try to get people and businesses who travel more often to use their airport hotels. They can provide faster levels for upgrades. If not many people are coming, offering special offers for Christmas or summer deals can help bring more guests on weekends (Murray, Hospenthal and Holcomb, 2022). A way to increase money per room is to bundle things like dinner deals, entry into airport lounges, and cab trips with stays in the rooms. In the end, today's travelers get lots of help from touchless technology, like checking in on their phones without touching anything. They also have robots that use AI to serve them better and use technology to make things comfy in their rooms.
Judicious Product Extensions
St. Giles can make the most of its potential by adding complementary spaces and getting customers from places other than airport hotels. The hotel can connect with passengers on a more personal level and get into the huge airport parking business by starting its parking services under a unique brand name. People on a budget and people with longer layovers who want a simple place to stay the night might be interested in capsule-style pod rooms (Olsen and Connolly, 2020). By planning day trips to London that include transportation, activities, meals, and extra nights at hotels, travellers who arrive early or leave late can be accommodated.
Gradual Market Development
Because of its specialized operational experience, St. Giles is prepared to gradually expand into other airport markets in the UK, such as Edinburgh and Manchester. It can make the most of its existing resources by emphasizing terminals with high corporate demand. The hotel can increase demand for weekend leisure by marketing day-trip packages to these cities because they are close to both transportation hubs and attractions (Guterman, 2015). The brand can gradually expand its footprint by emphasizing affordability and the ability to bring the St. Giles experience to additional airports in the United Kingdom.
[bookmark: _Toc155373423]Strategic Implementation
[bookmark: _Toc155373424]Implementation Roadmap
The strategy will be implemented in 4 phases. 
	Phase
	Tasks

	Phase 1
	· Design tiered loyalty program benefits and promotional packs.
· Initiate employee training on changes.

	Phase 2
	· Develop partnerships for bundled amenities like lounges, and transfers.
· Test parking offering brands; shortlist pod-style room partners.

	Phase 3
	· Launch an integrated mobile app and AI chatbot for convenience.
· Complete the loyalty program and unveil seasonal packs.

	Phase 4
	· Commence Manchester/Edinburgh airports expansion.



[bookmark: _Toc155373425]Benefits and Consequences
The proposed focus allows St Giles London to balance revenue goals by leveraging current capabilities while mapping a gradual growth trajectory. Personalization, bundling and cautious product extensions enhance competitiveness and appeal to evolving guest expectations (Kenton, 2022). Proactive financial stakeholder engagement ensuring returns, alongside change management reassuring staff and partners secures transformation coherence. But when resources are stretched too thin, there may not be clear priorities, which could hurt the brand. Because of this, it is very important to implement in a way that gets everyone involved without putting too much pressure on people to meet deadlines.
[bookmark: _Toc155373426]Implementation Challenges for SMEs
As a small to medium-sized enterprise, the St. Giles London Hotel necessitates a methodical approach to surmount the customary barriers of resources and capabilities that impede the execution of strategic transformation (Hitt et al., 2016).
[bookmark: _Toc155373427]Key Execution Hurdles
Financial and HR Limitations 
As a family-owned chain, St Giles lacks the expansive budgets of bigger hotel brands to fund large-scale initiatives, acquisitions or global supply chains/systems (Noy, 2018). Limited managerial bandwidth given lean teams also constrains the pace of change programs.
Process and Technology Bottlenecks 
Inadequate data integration for airport-specific services is the result of time-honoured operational processes, legacy procedures, and disconnected technology systems (Noy, 2018). An outdated IT infrastructure makes customer-focused upgrades more difficult.
Innovation and Partnership Deficits 
Using internal skills to make radical changes to services is less likely to happen than using external networks. In the same way, smaller travel aggregators find it harder to work with larger ones because the larger ones have more negotiating power (Hitt et al., 2016).

Brand and Marketing Skews 
In SMEs, operational focus often takes precedence over strategic brand building. Additionally, local area marketing prevents the dispersal of consumer data among various touchpoints, integrated programs, and metrics (Noy, 2018).
[bookmark: _Toc155373428]Overcoming Execution Barriers
Phasing Change Journey 
Follow change roadmaps that put short-term wins first to reach the company's big long-term goals (Hitt et al., 2016). Test the changes, get more information, and slowly improve skills.
Optimizing External Collaborations
Partnerships with specialized contractors, consultants, and partners can help with infrastructure, technical know-how, and marketing support, which can help cut down on internal costs (Noy, 2018).
Review Processes before Technology 
Before implementing ad-hoc workflow automation, simplify legacy processes and eliminate unnecessary steps. IT integration roadmaps should be driven by process priorities rather than technological advancements.
Tactical HR Interventions 
Job rotations are a great way to show off the different skills of the employees. Get people on board with the changes needed to make by strategically hiring people with specific skills, like revenue management, and starting upskilling programs (Hitt et al., 2016).





[bookmark: _Toc155373429]Conclusion 
This report examined the St. Giles London Hotel's growth imperatives and strategic environment in depth. St. Giles is a competitive midscale SME that stands out among the numerous airport hotels in London. Its key strengths are its strategic locations, customized loyalty program, and solid business plan, which attracts both leisure and business travelers. It is strongly advised to use a well-balanced penetrative strategy that seeks to increase the share-of-wallet of current customer groups while also introducing novel products that provide enhanced convenience and customization.  Proposed initiatives center on personalized loyalty tiers, value-added bundles, and integrated mobile services aim to both strengthen and cater to St. Giles' distinct 'home away from home' service experience while also addressing impersonal airport hotel competition. St. Giles can achieve its goal of becoming the leading midscale airport hotel brand in London by utilizing strategic phasing, external partnerships to improve capabilities, and change leadership that ensures staff safety.  To maintain its competitive edge in the aviation industry, the St. Giles London Hotel must act now by transforming rather than waiting for disruptive forces to reshape the sector.
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