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[bookmark: _Toc66202957]Executive summary
Technology has changed the complexion of operating business and also has created a direct impact on the strategies. The increasing use of technology in the different sectors has created more prospects for business owners to find new ways of attracting customers to the business. This Consultancy report has been prepared for one of the most renowned companies in the hospitality sector of the UK named The Athenaeum Hotel. The Athenaeum Hotel has faced problems in recent times regarding its low productivity. The research has found that the company faced a problem because of its lack of use of digital marketing approaches. The analysis also found that the company is not good at developing effective digital marketing to attract customers. This consultancy report has provided an appropriate solution to develop an effective marketing strategy for The Athenaeum Hotel in the digital sector. This consultancy-based report has been prepared based on different types of secondary information collected from the various online and offline sections. The report has successfully identified major problems for The Athenaeum Hotel. Two different problems have been identified with appropriate illustration as well as those problems has been discussed effectively by providing appropriate solutions. The solutions are provided with specific objectives for The Athenaeum Hotel which is quite attainable by the hotel. Another major issue has been found as the problem of the hotel of The Athenaeum Hotel which is the hotel does not have any parking space for parking the vehicles of the guests. Both of the problems have been identified by using different types of secondary analysis of different secondary information. The solutions have been provided based on both of the problems that have been identified by observation and secondary analysis. The solution for increasing efficiency in the digital marketing sector has been provided by developing a well-designed website. The website needs to be lightweight and will also cover a range of information regarding the hotel of The Athenaeum Hotel as well as different offers that are currently available for general guests. Also, hiring expatriates and 10 to 15 employees in marketing executives have been provided a solution to increase the efficiency of digital marketing approaches of The Athenaeum Hotel. The solution for establishing the parking zone for The Athenaeum Hotel has also been provided through this particular consultancy report. The expected solution for The Athenaeum Hotel to resolve the parking-related problem is to purchase land or space near the hotel building and develop the space as the parking zone. The parking zone also requires to be developed in an effective way that includes all the advanced technology related supports like smart GPS, smart CCTV system, car lifts, etc. Thus, this report also covers a range of secondary information that has influenced the guests to visit The Athenaeum Hotel. Moreover, the findings part has provided the table which illustrates the positive and negative aspects of the business and also the illustration includes relevant data. All the outcomes have been shown in the action plan section in which the problem has been stated with an appropriate solution and desired outcome. In the action plan also the expected time of completing the task to achieve the ultimate objective has been provided. Moreover, the internal and external business environment analysis has been conducted in the scope and analysis part of this particular report. For analyzing and evaluating the external environment PESTLE model has been used. Again, to identify the strength and weaknesses of The Athenaeum Hotel, the internal analysis has been conducted by using the SWOT model. Both internal and external analysis has a direct impact on the development of this report and the produced recommendations for the business. This report has been analyzed different types of rules and regulations effectively followed by The Athenaeum Hotel like Innkeeper laws, Truths-in-menu, etc. The appropriate maintenance of different legislation imposed by the UK government has created a better opportunity for The Athenaeum Hotel to increase customer satisfaction during taking the services from the hotel. The outcome of this article report has also provided some realistic solutions in a form of recommendations that will be assisting the owners of The Athenaeum Hotel to think about developing more alternatives. The evaluation and selection of effective alternatives will help The Athenaeum Hotel to reduce their problem of decreasing profitability in the immensely competitive market.








[bookmark: _Toc66202958]Introduction
In modern-day business, it has become very difficult for business organisations to attract customers because of immense competition in the market (Aydin, 2020). Not only in the hospitality sector but also in every sector the competition has been increased (Bas and Sivaprasad, 2020). This competition has a positive impact on the customer expectation because they are now getting a good quality of products and services. Here, working as a consultant within Boston Consulting Group, this consultant is a report that has been prepared for identifying and solving some of the issues of The Athenaeum Hotel that they are facing due to low productivity (Buhalis, et al. 2019). The report has been identified the problems of The Athenaeum Hotel that the company is facing in recent time regarding low profitability. This report has been prepared by conducting appropriate secondary analysis regarding the problem and different data has also been collected from online sources. Moreover, hospitality industry analysis is also provided which has an impact on digital marketing. The consultancy report has also shown some of the scopes for The Athenaeum Hotel to recover the situation. This analysis-based report will evaluate the internal and external strengths and weaknesses by analyzing the environment through using different models like PESTLE and SWOT. This report has been analyzed the problem by using the observation method and has provided an appropriate action plan to solve the specific problem that has been found. The analysis of the environment has also been conducted to identify the current position of the company in the hospitality industry of the UK. This report has been prepared for assisting the owners of The Athenaeum Hotel to focus on resolving the problems that are causing low profitability for the business.
[bookmark: _Toc66202959]Scope & analysis
The Athenaeum Hotel has been established in the year of 1973 in Piccadilly, London, England. The company is running its business for a longer time and it has a decent reputation as well (Burnett and Johnston, 2020). The hotel has almost 111 rules and a total of 12 suites for the guests (Gielens and Steenkamp, 2019). It also includes a high-quality restaurant that offers hygienic food items at a decent price range. Because of not having enough space in their hotel area death could not establish their parking zone. That has been one of the negative features of the business of The Athenaeum Hotel which has decreased their profitability and also decreased the interest of some of their loyal customers (Chakraborty and Nag, 2018). The location of The Athenaeum Hotel is very interesting because Green Park tube station is almost near to the hotel.
The feedback is collected traditionally within The Athenaeum Hotel because they don't have any smartphone application of a well-designed website by which the customers can provide feedback (Guerra and Morris, 2018). According to a recent survey in 2019, it has found that the rating provided by the customers in Google regarding the hotel was 4.4 which is quite decent (Gursoy and Chi, 2020). Also, along with the ratings the customers have provided data and information regarding their experience in The Athenaeum Hotel (Hussain, et al. 2020). More customers have a complaint that they are not notified about different offers and discounts of The Athenaeum Hotel through using any social media or digital platform. That shows the lack of efficiency of the company in terms of developing effective marketing in the digital sector (Helms and Nixon, 2010). Thus the basic problem for The Athenaeum Hotel has been the lack of marketing strategies in the digital sector to attract customers.
Although, The Athenaeum Hotel has been able to get a good reputation in the market because of their good quality production services. The restaurant offers a variety of fresh foods in different forms like Italian foods, Indian foods, Japanese foods, and Bengali foods (Hussain, et al. 2020). The setting of the price of different food items has also been another reason for their good reputation in the local market. Also, The Athenaeum Hotel offers better service to their customers in the accommodation sector (Litvin, et al. 2018). Although The Athenaeum Hotel uses a traditional form of offering different services they also have different advanced technologies used in their internal operations like their own internal data server, Wi-Fi facilities with high-speed internet, smart room key service, smart CCTV systems, etc. The combination of all those factors has created a good reputation for The Athenaeum Hotel in terms of creating a good position in the market. 
A British motoring association named AA PLC has provided 5 red stars and 2 red rosettes to The Athenaeum Hotel in the year 2009 (Kara, 2018). Also, The Athenaeum Hotel has come under the limelight in the year 2008 when it was listed in 500 best hotels in the world by a survey conducted by travelandleisure.com (Mahase, 2019). In that year, The Athenaeum Hotel also got the award of excellence from the UK guide for top London afternoon tea. In that period the profitability of The Athenaeum Hotel has been increased besides margin because of their name and fame across the country.
The business of The Athenaeum Hotel has become down after the advancement of technology has impacted other companies in the hospitality sector of the UK (Mariani and Predvoditeleva, 2019). Here, an appropriate environmental analysis of The Athenaeum Hotel is provided below which will discuss both internal and external business environment. Both analyses will be conducted by using two different theories. For analyzing the external environment PESTLE model has been used below. Also, for identifying and judging the internal strength and weaknesses, the SWOT model has illustrated below.
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[bookmark: _Toc66202961]Table of PESTLE model
	Factors
	Key points

	Political
	· Travel bans can kill the hotel and tourism industry.
· Hotel owners enjoy tax reform

	Economic
	· The strength of currency can bolster the industry.
· The importance of economic cycling.

	Social
	· Digital social media influence the purchase.
· Increasing demand for standard Airbnb rooms.

	Technological
	· Fast sharing news thanks to the internet.
· Reviews on online blogs can make or break a hotel’s reputation.

	Legal
	· Crime rates have ruined hotel profit
· Innkeeper laws.
· Truth-in-menu laws.

	Environmental
	· Major focus on maintaining cleanliness.



[bookmark: _Toc66202962]A brief illustration of external environment analysis
· Political factors
The political influence has been quite noticeable in recent times throughout the overall hospitality industry. The travel ban provided by any political party after coming to the power can create a huge impact on any hospitality company like The Athenaeum Hotel (Mbama and Ezepue, 2018). Another fact is the hotel owner would enjoy tax reform that is controlled by the government. The UK government recently has taken initiative to reduce the number of tax for the hotel owners by 7% which has created a positive impact for The Athenaeum Hotel to regain their previous position before the Covid-19 situation (Hussain, et al. 2020).
· Economic factors
The strength and weaknesses of currency can be another influencing factor for The Athenaeum Hotel to increase or decrease the attractiveness of visiting their hotel (Mbama and Ezepue, 2018). For example, if the International currencies are stronger than the British currency (pound), then people from different places outside the UK will want to visit the country which will be a very good sign for hospitality companies like The Athenaeum Hotel. Another social factor is economic cycling which is affected by different economic changes within the country of the UK (Mondal and Haque, 2017). Here, hospitality is a kind of sector that goes to economic cycles very early and also comes out very early as well. The success of The Athenaeum Hotel in this situation also depends on several factors including the unemployment rate of the society, the job growth, and the travel expenses.
· Social factors
The society of the UK has been changed to different forms to get information regarding the hotels and traveling services (Mbama and Ezepue, 2018). The Athenaeum Hotel could not utilize their business in the digital sector which is creating problems to reach their potential customers in the society. Also, Airbnb demand has been increased in society which has created a huge impact in the hospitality sector. The Athenaeum Hotel has increased its efficiency in terms of offering standard Airbnb rooms for their customers to satisfy their needs.
· Technological factors
The adaption of new technology in the business has been one of the most significant changes in the hospitality industry (Mondal and Haque, 2017). Also, it is found that the traditional print and broadcast-based media has been successfully replaced by social media promotion like Facebook and Twitter. The Athenaeum Hotel has been fallen behind its competitors because of not having enough control over digital marketing strategies. Also, the news and offers of different hospitality companies can now be very quickly through using the internet. 
· Legal factors
The increasing number of crime rates has also reduced the profit in the hospitality sector of the UK (Mondal and Haque, 2017). Here, the crime rate has been increased by 10% in the area of The Athenaeum Hotel which has been another reason for decreasing their profitability (Nadler and McGuigan, 2018). Also, the UK government has imposed “Innkeeper law” to every hospitality organisation that insurance welfare and safety of the guest and their properties in the hotel. That is one of the positive factors that is influencing the business activities of The Athenaeum Hotel. Also, the “truth-in-menu law” imposed by the UK government has created better options for The Athenaeum Hotel to establish good pricing for their food and beverages offered to the customers. The Athenaeum Hotel here follows the guideline to maintain calories and nutrition in their food and beverages.
· Environmental factors
The trend in the UK has successfully developed by the family members visit different places and stays in hotels in different parts of the country (Nadler and McGuigan, 2018). The safety measurements are highly followed by The Athenaeum Hotel which has been influenced by the external environment in recent times (Rather, 2020). For example, currently, The Athenaeum Hotel has established and sanitizing zone in different areas of their hotel to maintain hygienic factors within the business for general customers as well as the employees.
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	Factors
	Key points

	Strengths
	· Good reputation in the hotel and tourism industry.
· Leaves and franchise contract helps to form capital.

	Weaknesses
	· Decreasing demand of luxury hotels due to Covid-19 impact.
· Lack of digital marketing skills.
· Not have own parking zone.

	Opportunities
	· Increasing demand in the tourism sector.
· Promote business through using the online platform.

	Threats
	· Global economic downturns.
· Brexit contract reduced communications with non-UK suppliers.
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Strengths
The company of The Athenaeum Hotel has a good reputation in the market of being a successful four hospitality organisation for a longer period since 1973 (Robinson, et al. 2019). Also, the leaves and franchise contract of The Athenaeum Hotel helps the company to release its capital whenever the company requires which is one of the biggest strengths to get investment for the company (Rye, Cowan and Ison, 2006). The Athenaeum Hotel also has a decent loyal customer base which is creating a positive impact to attract some of the potential customers for the business.
Weaknesses
The Athenaeum Hotel highly focuses on different luxury accommodation facility use which may not be responsive during the change of international economy due to any pandemic like the covid-19 situation (Varelas and Vrionis, 2020). Also, The Athenaeum Hotel highly focuses on traditionally promoting their business rather than focusing on the digital marketing sector to attract customers. Not having their parking zone is another weakness for The Athenaeum Hotel which has decreased the acceptance of the potential guests by a decent margin.
Opportunities
The increasing demand in the tourism sector is a great opportunity for The Athenaeum Hotel to expand its business (Robinson, et al. 2019). Also, the use of digital media platforms like Facebook and Twitter can be a huge opportunity for The Athenaeum Hotel to promote their business digitally.
Threats
The global economic downturns will impact the business of The Athenaeum Hotel negatively especially the demand for luxury suits (Wang and Zheng, 2020). The Brexit contract has also become a threat for hospitality companies like The Athenaeum Hotel to deal with different suppliers from other European countries (Varelas and Vrionis, 2020). The increasing price of raw materials has been a threat for The Athenaeum Hotel to operate their business successfully.
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Here, so far the analysis has provided that The Athenaeum Hotel has not been effective in terms of developing and using good digital marketing techniques to attract customers (Robinson, et al. 2019). The issue has created a big challenge for the owners of The Athenaeum Hotel to find out new ways of solving the problem (Susorova and Bahrami, 2013). The above analysis has also provided some positive aspects of The Athenaeum Hotel like a good reputation in the market, better maintenance of UK-based laws, and offering decent quality food items at a good price. 
The analysis also comes up with few factors that have been the negative influencer for the business of The Athenaeum Hotel. Lack of digital marketing skills and not having adequate space for car parking is the major issues that have been found throughout secondary analysis so far (Rather, 2020). So, based on those problems, the owner of The Athenaeum Hotel needs to develop an effective plan for creating an effective digital marketing plan. That will start from developing a well-designed website by which the customers can easily interact with the management or the executives of the company related to any query or information (Nadler and McGuigan, 2018). That is going to be a solution for The Athenaeum Hotel to improve its profitability by maintaining proximity with the customers in the digital sector. Also, another solution to increasing profitability is to develop a parking zone for the guests to park their cars safely (Varelas and Vrionis, 2020). For this purpose, The Athenaeum Hotel needs to purchase land very near to their hotel by which the guests can park their cars. It would be better if the infrastructure of the building of The Athenaeum Hotel could change and convert the basement into a parking zone. Hence, it is not possible currently there and The Athenaeum Hotel needs to find out the alternative solution of purchasing land and establishing a good parking zone that includes all the digital facilities as well (Helms and Nixon, 2010). Here, and to support those solutions, The Athenaeum Hotel needs to improve different internal areas of operations by which that can achieve those objectives.
Here, some of the improvement areas are discussed below that may change the scenario for The Athenaeum Hotel. Those improvement areas are discussed in various sections like the managerial section, operation section, technological section, and financial section.
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A. Create SMART goals
Here, the management of The Athenaeum Hotel festival needs to establish SMART goals. SMART illustrates specific, measurable, attainable, relevant, and timely goals (Guerra and Morris, 2018). For The Athenaeum Hotel, an ideal goal for attracting customers in the digital sector will be engaging at least 3000 people in 3 months with their brand in the digital sector through using different social media platforms like Facebook and Twitter. Also, the company needs to relate the data related to the email accounts of the potential users in the hospitality sector that will help the company to provide offer related information to them quite easily.
B. Arrange training sessions
The top management needs to hire an expatriate from the industry of hospitality to train the employee is to develop an effective marketing plan through the digital sector (Gursoy and Chi, 2020). Also, all the internal employees need to provide both online and offline based training to match up with the changing environment in regular tasks. Especially, the executives of the marketing department need to provide appropriate training to develop effective digital marketing approaches like developing digital leaflets, banners, arranging online case competition, online marketing campaign, and many more. 
C. Improve leadership
The type of leadership needs to be changed in the marketing department and which will help the organisation to achieve marketing goals and objectives through using the digital sector (Nadler and McGuigan, 2018). For example, the leaders of The Athenaeum Hotel should provide enough information and help the subordinates to evaluate the information to formulate effective digital marketing plan like provided a personalized discount offer to any individual on his or her birthday, wishing the customers through email on different occasions like women’s day, valentine’s day, etc. Developing an appropriate platform for every individual to perform better to develop an effective marketing plan comes from improved leadership.
D. Developing communication skills
In The Athenaeum Hotel, the management and the leaders need to play a vital role to improve the communication system by improving the skills of the employees. The Athenaeum Hotel users are on server and network to communicate with each other efficiently (Mondal and Haque, 2017). That has been one of the most positive signs for the company (Hussain, et al. 2020). This system has created much success for the company in terms of improving their internal operations and providing the customers appropriate satisfaction. But in terms of developing an effective digital marketing plan for the company, marketing executives need to develop their skills in the communication sector. The communication system needs to be more proactive to provide information from operations and other departments to the marketing department of The Athenaeum Hotel. Only then, the company will be able to execute an effective plan according to the strength and weaknesses of the business.
E. Choosing digital marketing strategies
The Athenaeum Hotel here needs to select few digital marketing strategies through which they are going to attract customers (Gursoy and Chi, 2020). Some ab to use digital marketing strategies may include email marketing, SEO marketing, affiliate marketing, social media marketing, smart device marketing, etc. In most cases, it is found that smart device marketing has been so successful for different hospitality companies across the world. Here, any hospitality organisation identifies the location of the customers through tracking their smart devices and gives discounts and other offers related SMS to them (Buhalis, et al. 2019). Thus, the engagement of the customers with the business increases. The Athenaeum Hotel needs appropriate brainstorm to evaluate the marketing strategies in the digital sector and select one or two best ideas to attract the customers.
F. Hire marketing executives
For preparing an effective digital marketing plan the executives need to have enough experience in the digital marketing sector for a longer time (Aydin, 2020). So, The Athenaeum Hotel needs to recruit at least 10 to 15 executives in the marketing department who has enough capabilities to handle the pressure of digital marketing (Bas and Sivaprasad, 2020). The roles of those employees in the marketing sector would be responding to the feedback of the customers, assisting top management by providing digital information, assisting the marketing manager to formulate an effective plan by providing unique ideas, supporting the customer service department by offering a range of information provided by the customers as recommendations.
G. Setting a digital marketing budget
The budget needs to be developed by the company before setting the final plan to execute. Here, in the initial stages as it is expected that the company needs a huge investment to set up those digital marketing strategies and approaches to attract the customers in many ways (Guerra and Morris, 2018). So, initially, it can be said that around £100,000 is required to establish a search platform in the digital sector to promote the business. This budget will cover a range of activities like launching different campaigns in the online sector, creating a well-designed and bug-free website, etc. The budget will also be going to bear the expenses of recruiting the new employees for the marketing department of The Athenaeum Hotel.
H. Targeting customers
The targeting strategy is one of the basic factors that influence the profitability of any company in the hospitality sector (Gielens and Steenkamp, 2019). Here, The Athenaeum Hotel has been using traditional methods of targeting the customers in a different way but by developing effective digital marketing strategies the company needs to target the customers based on different criteria. The location-based targeting, psychological targeting strategy, and economic targeting are also included here for The Athenaeum Hotel to establish an effective targeting plan for the company. 
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A. Identification of land
Here, The Athenaeum Hotel needs to identify appropriate land and location for establishing their parking zone. The company needs to look around the building to develop its parking zone (Burnett and Johnston, 2020). Here, a basic factor needs to be identified by the management of The Athenaeum Hotel that the parking zone must not be in a place of a large distance from the hotel building. The land also needs to be enough big to cover the demand for car parking of all the hundred and eleven rooms and twelve suites of the hotel of The Athenaeum Hotel.
B. Development of technology
The parking zone also needs to be developed in such a way that includes all the technological advancements currently offered by other hospitality companies (Gursoy and Chi, 2020). Lift systems for cars, smart CCTV systems, and digital punching payment systems, etc. need to establish. Also, an internal GPS tracking system for all the vehicles inside the parking zone needs to be developed which will increase the monitoring facilities for The Athenaeum Hotel regarding the vehicles of their guests. The technologies need to be developed in an arranged way by which all the executives are aware of using those technologies to ensure better customer satisfaction for all the guests.
C. Budget for the plan
The company requires a large amount of investment to establish a parking zone for the business which is a much-required facility for guests in the hotel and tourism sector of the UK (Buhalis, et al. 2019). Here, the expected budget for purchasing land and establishing a technology-based parking zone requires around £700,000 for The Athenaeum Hotel. The budget also includes the cost of training and hiring the expatriate for improving the skills for the employees to operate digital marketing approaches. The hotel also required appropriate resources in a technical sector like the vision of the owners, negotiation skills, and technology-related skills to execute the budget plan effectively to solve the problem.
D. Recruitment of skilled employees
Skilled employees need to be recruited by The Athenaeum Hotel to improve the efficiency of managing parked cars in the parking zone (Hussain, et al. 2020). Also, the Human resource department of The Athenaeum Hotel needs to ensure that the recruited employees are skilled enough to manage and operate those advanced technologies that are going to be used in the parking zone.


[bookmark: _Toc66202970]Findings & Results
The findings of the report have suggested view positive and negative areas of The Athenaeum Hotel in the current section. The findings are provided below with a table with the results as well as the description is provided with the appropriate illustration.
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	Aspects
	Key findings

	Positive aspects
	· Good facilities offered to the guests
· Follows the regulation of standards
· Decent loyal customer base
· Better leadership strategies

	Negative aspects
	· Lack of digital marketing skills
· Not having own parking zone
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· Good facilities offered to the guests
The table has shown the results and the findings of different positive and negative aspects of the business (Guerra and Morris, 2018). Here, the first positive aspect for the business is The Athenaeum Hotel has a good reputation in the market for being a successful hotel management company (Litvin, et al. 2018). Also, because of this particular reputation, a royal way of customer has been developed in that long period. Also, the company has enough skills to satisfy their customers in their hotel by offering good food items at a decent price range. Here, it has found that The Athenaeum Hotel has a large number of rooms which is hundred and eleven and 12 efficient suits. Of all those 111 rooms and 12 suites, all of them are offering Airbnb facility is which is the most positive aspect of attracting customers in the local market of the UK. 
· Follows the regulation of standards
The Athenaeum Hotel also highly focuses on maintaining the government rules and regulations like Innkeeper laws and Truth-in-menu law (Chakraborty and Nag, 2018). That is regarded as another positive aspect of the business that helps to gain a good reputation and also increases customer satisfaction. The increased level of satisfaction from the customer can create a positive impact on the profitability of the business (Gielens and Steenkamp, 2019). Also, it has found that different external factors are also helping The Athenaeum Hotel to increase its profitability and productivity. Such as, decreasing the tax rate imposed by the UK government has created an effective opportunity for the owners of The Athenaeum Hotel to increase the profitability by a decent margin. 
· Decent loyal customer base
Here, The Athenaeum Hotel has also a positive response from their loyal customers in a traditional way which has been another strength for the company (Buhalis, et al. 2019). Here, it has also found that the company is having a decent number of loyal customers who are regularly producing a good revenue for the business. Thus, the company is getting the opportunity to show the skills and competencies of offering the best quality of services (Burnett and Johnston, 2020). It will work as a buzz marketing approach by satisfying the loyal customers and promoting the business through the good word of mouth of those customers. 
· Better leadership strategies
The leaders within The Athenaeum Hotel are also quite capable of managing the internal operations in a successful way that provides more opportunities for the company to think about business expansion (Gielens and Steenkamp, 2019). Also, each of the executives working within The Athenaeum Hotel is experienced enough to handle any type of unwanted situation raised from the internal or external business environment. So, it is considered as is strength for The Athenaeum Hotel.
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The analysis has found different types of negative aspects that are available within The Athenaeum Hotel. Here, two different types of negative aspect have been noticed within the organisation of The Athenaeum Hotel. Both of them are illustrated below by conducting an appropriate observation-based analysis.
· Lack of digital marketing skills
The major finding in the report has been in the lack of digital marketing skills of The Athenaeum Hotel. A recent survey in 2019 has provided the data that in the world 2.77 billion social media users have been accounted for in a different form of Facebook, Twitter, Instagram, WhatsApp, etc. (Burnett and Johnston, 2020). As, the analysis has successfully found that The Athenaeum Hotel is currently using different traditional methods of attracting customers like printed posters, banners, leaflets, etc. All those aspects are not effective in this modern technological era (Gursoy and Chi, 2020). So, it has been found as the major problem that The Athenaeum Hotel is not capable of developing an effective digital marketing plan for their business. Also, the company does not have a decent website that shows a variety of discounts and promotion-related officers of the business. The owners of The Athenaeum Hotel have not been aware of the situation that the company still does not have a strong presence in the social media sector like Facebook, Twitter, and Instagram (Chakraborty and Nag, 2018). So, the customers have also complained that The Athenaeum Hotel is not good at offering different types of discount-related offers to the customer through using different digital media like social media and email. That has been the major drawback of the marketing plan of The Athenaeum Hotel for so long (Buhalis, et al. 2019). The owner of The Athenaeum Hotel is determined about solving the problem this time and that’s why this particular report is going to help him to find different ways of implementing digital marketing strategies to attract guests. Moreover, 
· Not having own parking zone
Another major problem there has been found through the analysis has been that The Athenaeum Hotel has no parking zone in their building. In modern civilization, every hospital and organisation is offering a range of facilities which includes good parking system as well. Guests from distant places come to stay in the hotel by using their vehicles (Varelas and Vrionis, 2020). So, The Athenaeum Hotel has no parking zone in their building that is a negative aspect for the business. So, it is one of the negative sides that is decreasing the interest of the guests towards The Athenaeum Hotel (Susorova and Bahrami, 2013). The problem has been successfully identified by the managers but the solution and is much more costly. But if the management of The Athenaeum Hotel wants to regain their position in the market which is very much competitive in the current section, The Athenaeum Hotel needs to find out different alternatives to solve the problem, and the only way to solve it to develop their parking zone (Wang and Zheng, 2020). For this reason, The Athenaeum Hotel needs to think about the way of establishing their parking zone with advanced facilities.
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The report has successfully found different positive and negative aspects of the business of The Athenaeum Hotel. In this section, an appropriate illustration about the action plan required for The Athenaeum Hotel to solve the problems that have been found will be provided. Two different problems have been identified which are lack of a digital marketing approach and also not having a parking zone in the building. The action plan will identify the problem and will provide a possible solution to that problem of The Athenaeum Hotel. Also, the desired outcome will be presented for The Athenaeum Hotel with an appropriate time scale and completion date. The action plan will also provide an approximate budget amount required for The Athenaeum Hotel to solve the issue using that particular alternative of solution.

	No.
	Problem
	Solution
	Desired outcome
	Time Scale
	Completion Date
	Planned budget

	1
	Poor website and lack of digital marketing approach
	To develop a bug-free and lightweight website, recruiting around 10 to 15 digital Marketing executives, change leadership approach in the marketing department of the hotel and choose an effective marketing strategy by targeting the customers.
	The engagement of the customers is expected to be increased (min 3000) in the digital sector, the total amount of revenue of the company will be increased by 5 to 8%, employees would develop a sharing culture in the marketing department.
	5 months
	12/08/2021
	£100,000

	2
	Not having a parking zone
	To purchase Island near the hotel building of The Athenaeum Hotel, implement different advanced technologies like car lift system, smart CCTV system, and smart internal GPS for vehicles etc., and to recruit skilled employees to accomplish the objectives and monitor the tasks.
	The guest will be providing feedback in the most positive way to improve the ratings of The Athenaeum Hotel, the overall customer satisfaction will be increased. 
	6 months
	12/09/2021
	£700,000.
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Based on the above discussion of the analysis that has been conducted from the perspective of The Athenaeum Hotel, a few of the recommendations are provided below in short.
· The management of Athenaeum Hotel should focus on hiring employees from external sources in the marketing sector. That who will assist the marketing department to gain new knowledge regarding the establishment of different effective digital marketing strategies for the company. Thus, The Athenaeum Hotel will be able to increase its efficiency in the digital marketing sector.
· The management of Athenaeum Hotel needs to develop different guerrilla marketing strategies in the online section like huge discount offers, free room services, etc. That will ye notify the customers about the online presence of The Athenaeum Hotel. Thus, the customers will be able to connect with the business of The Athenaeum Hotel through using online media.
· The management of Athenaeum Hotel needs to establish a well-designed smartphone application for Android and IOS. It will help the users to find different ways of attracting guests from different places. This will allow the revenue of The Athenaeum Hotel to be collected from diversified places in the UK.
· The management of Athenaeum Hotel requires preparing an effective targeting plan based on the psychology and the economic condition because the social and global economic condition has not been in a normal state currently. It will help the owner of The Athenaeum Hotel to develop an effective plan according to the current situation and the customers will be much pleased with the diversified offers for different individuals.
· The management of Athenaeum Hotel needs to find a perfect land for their parking zone to be established which will increase the efficiency of the offered services. By having their parking services The Athenaeum Hotel can ensure satisfaction to their customers.
· The management of Athenaeum Hotel needs to hire an expatriate in the marketing department to train the previous and newly recruited employees to develop an effective marketing plan for the business. It will help The Athenaeum Hotel to find out different ways of improving their digital marketing skills to compete with some of the competitors in the hospitality sector of the UK.
[bookmark: _Toc66202977]Conclusion
Lastly, it can be said that effective management of internal leadership has provided The Athenaeum Hotel such kind of success in the market. As a consultant of Boston Consulting Group, this record has successfully a showed the positive and negative aspects of the client named The Athenaeum Hotel. This report has been prepared based on different secondary information collected from different articles and journals in the online sector. Also, the real house of the finding is suggesting that the company is having both positive and negative aspects. The report analysis has found major problems for The Athenaeum Hotel. One is lack of digital marketing coverage to attract customers and the other one is not having their parking zone. Both of the problems have been successfully evaluated and illustrated with different relevant data throughout the report and also provided appropriate solutions and alternatives. The alternative has been provided in the main body of the report as well as in the recommendations for the owner of The Athenaeum Hotel. The report has identified add other supportive factors that influence the business by analyzing the internal and external environment of The Athenaeum Hotel. Both PESTLE and SWOT model has been used for identifying external and internal environment respectively.
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