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Executive Summary- Campanile Val de France has just hit its landmark 20th-birthday since first opening. Whilst the Campanile Hotel  in Paris has maintained its top reputation for friendly customer services, other evaluations show a need for concerns for improvement. Despite having received exceptional evaluations in the past-the hotel rankings are currently experiencing a concerning decline. For instance-recent reviews on TripAdvisor have rated the hotel at only 3 stars. This downward trend is particularly worrying especially when compared to rival hotels that are enjoying significantly higher ratings. Recognising the gravity of the situation the hotel has engaged BCG as the consultancy firm tasked with addressing this decline in customer service standards. (Trip Advisor, 2023)

Introduction-We are BCG consultancy Group-located Northeast of England Hartlepool, we have over10years of experience of consultancy to businesses we in particular deliver our expertise to businesses within the hospitality industry. BCG consultancy-can specialise in offering businesses opportunities to expand identify risks and navigate them to help contribute to the overall success of a business. 

The consultancy project being referred to us is-Campanile Val de France Hotel in-Paris. They are seeking to evolve on their standards and are aiming to get at least a minimum of4* star rating to a maximum5* rating. They would like certain facilities to a better upgrade/have an action plan to develop on good-practices for sustainability within their hotel however-need the right guidance/financial strategies to approach this.  To help develop this we will be using KPI & total quality management(TQM) tools. Also research methods using SWOT & PESTEL. Followed by other frameworks such as STEEPLED/SOAR & TOWS and methodological models etc. 
TQM-This  is a comprehensive system for achieving continuous improvement in customer satisfaction/business performance(Burnes. B, 2014 p-604). REFER TO APPNDIX 1A HOW HOTEL INDUSTRY USE TQM TO HELP IMPROVE. 


KPI’s-This can help hotel management understand how well the hotel is performing in various areas and provide insights into where improvements can be made.(Check Appendix1B for-How KPI’s contribute to improvement) 

SWOT-This is a strategic planning tool used to evaluate the strengths/weaknesses/opportunities and threats(Whittington. R et al, 2020).


[bookmark: _Hlk158142024]PESTEL-This analysis Tool is used to identify the key external factors of political/economical/social/technological/environmental, and legal(Regner. P et al, 2020).


STEEPLED-This is an extension of pestel analysis and stands for social/technological/economical/environmental political/legal/ethical and demographic factors(Fisman. R, & T. Sulivan 2013).
SOAR-this is a strategic planning tool that stands for strengths/opportunities aspiration.(Fisman, R. & Sulivan T 2014). 

TOWS-This analysis is a strategic planning tool that stands for threats/opportunities/weaknesses and strength it involves matching internal strengths/weaknesses with external opportunities/threats to develop strategic options for an organisation.

[bookmark: _Hlk158144772]THECAMPANILE VAL DE FRANCE HOTEL-is a humble3-star hotel located away from the hustle/bustle of the main Paris City centre, yet it still accommodates for all family types thriving to be in the city-to seek its beauty/culture as it’s just a 9minute bus drive away from-Disneyland Paris theme park. Its destination of the admirable location brings families of the city’s iconic landmark-the(Eiffel tower) and the hotel guests are just a 60minute drive away from the16th century Palais Garnier opera house(Quierohotel.com, 2024). The hotels suites/rooms are  all contemporary styled-providing guests with a delightful stay.  It symbolises the appeal to create great lodging for leisure/respite. The Campanile hotel is passionate about creating great value-by providing a free shuttle service to(Disneyland). The Hotel  is- committed to crafting an outstanding experience by creating an exceptional visitor experience where there is attention to detail to every scenario of the guest stay-from check in to check out(Love-holidays.com 2024).
[bookmark: _Hlk158152698]SCOPE/ANALYSIS-BACKGROUND of Campanile-Hotel in France-The Campanile Hotel was opened in2003. The location is situated near easy reach of golf-resorts as well as the beautiful-villages/lakesides/farms, and French-countryside’s. It’s focused on being child friendly and is suitable for all family types-there are areas where hotel is performing positively-such as offering a calm retreat to enable  easy access of the spills/thrills of those adventure seekers-as guests can explore the film sets over at universal studios. This hotel is a popular base for guests wanting to make the most of their holiday.(Travel-Republic, 2024)
Amenities-of Campanile Val De Hotel in France Include: 

· Indoor Play Area	       
· Outdoor Play Area		
· Separate Children Cantine
· Continental Breakfast Buffet Restaurant /Games Room
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                          (Sortir-Paris.com, 2024)
SOAR ANALYSIS
	
	FOUNDATIONS
	GOALS

	C
U
R
R
E
N
T
	HOTEL STRENGTHS-Friendly guest communication & education. Personal Assistance.
-Good  guest safety and security procedures provided. Health/safety policies in place. Emergency supplies available.
-pricing/currently positioned as budget friendly. flexible booking facilities/signature room décor/comfortable bedding with great room views.
-Dining/Breakfast/lunch/ dinner.
- The Hotel is in a Central Location
	HOTEL OPPORTUNITIES-Improved net/Profit margins. 

-implementation on sustainable measures 

-implementation of upgrade on interior/décor.

-Opportunities for better customer satisfaction/positive reviews/ increased star rating.

	F
U
T
U
R
E





	HOTEL ASPIRATIONS-To extend marketing position rather than just maintaining it as a budget friendly family hotel this will allow economic growth and give it the opportunity to establish itself as a sustainable hotel.
-Building better brand image
-Staff training & Development for better service and improved quality of housekeeping.
-Leadership & management training for better structure and organisation.  
	HOTEL RESULTS-Good results on positive eco-tourism as there is an increased demand for this type of service within the hospitality industry. 
- to see an improvement in better technological facilities/employee-engagement. 
-Better infrastructure development
- update on décor & interiors.
- Improved results on leadership management and housekeeping services. 
-Increase on total revenues.



Dining-From a dedicated dining space for children to an exclusive area for adults, and a warm-inviting family restaurant. 


Breakfast-The onsite breakfast buffet serves continental/traditional cuisine and "all you can eat" breakfast(Ebookers.com 2024).

Dinner/Lunch-Additionally, the Le Marché Gourmand restaurant caters to the breakfast and lunch/dinner needs of hotel guests(Magic-Breaks, 2024).


Technological-Guests can take advantage of the smart rooms that come with air-conditioning/TV Flat-screen televisions-come with cable channels and free hi-speed unlimited Wi-Fi.

Number of Rooms & Categories-Guests can expect to find a total of300 rooms spread across two buildings. The hotel's accommodations cater to a variety of needs-with most guest rooms designed to comfortably accommodate up to four individuals(Campanile,2021).

Signature Décor & Comfortable Bedding-Guests can Indulge in the comfort of the hotel's high-quality bedding-designed to provide a restful night's sleep. Each room is adorned with the hotel's signature welcoming red/white décor(Acoda.com,2024).
[image: A screenshot of a hotel room

Description automatically generated](Tripadvisor, 2024)
ROOM VIEWS Campanile offers a delightful escape for a memorable vacation. Despite the hotel positioning itself  as budget friendly-this hotel is nothing short from magnificent as the hotel boasts stunning room views.(Dlptips.Com, 2024) 
Pricing-The pricing strategy at Campanile is strategically designed to prioritise providing exceptional value for money to its guests. The hotel takes various factors into consideration when determining its price range-including the category of room/seasonal fluctuations/peak rate times-and special packages-ensuring that guests receive the best possible value for their stay (Tripadvisor.co.uk, 2024). As of the most recent update-the price range for rooms at Campanile-starts from£74 to £133 for a standard room-with the rates varying for family suites/other additional facilities-allowing guests to tailor their stay to their specific needs. Furthermore-the hotel accepts major credit cards such as American Express/MasterCard, and Visa, providing guests with convenient payment options (Magicbreaks.com, 2024). 
Communications The CAMPANILE hotel prides itself on its multilingual capabilities, being proficient in10 languages/providing support for well-known languages such as English/Spanish-among others. This allows the hotel to cater to a diverse range of guests-ensuring effective communication/understanding for all visitors.(Agoda,2024)
[bookmark: _Hlk158635331]Guest Safety-In the realm of fire safety, Campanile-spares no expense in equipping its facilities with excellent suppression systems/fire detection These advanced technologies are designed to swiftly detect/contain any potential fire hazards-providing an added layer of protection and peace of mind for the guests/staff.(Kendall Media Inc,2024)

[bookmark: _Hlk159507128][bookmark: _Hlk159506679]Health & Safety Policies-At Campanile ensuring the comfort/safety for the guests is fundamental mission to implement a range of measures to provide a secure/hygienic environment for everyone who stays at the hotel. Throughout the challenging times of the COVID-19pandemic-the hotel took proactive steps to prioritise the health/safety of its guests and staff.(Campanile.com2024) Refer to Appendix2-For more on Hotel-facilities

Market Position-Campanile in Paris positions/presents itself as a budget friendly family holiday destination firstly the hotel has positioned itself as affordable accommodation to provide options/packages tailored  especially for guests to have access to family friendly room configurations/inclusive amenities suitable for all demographics. This makes it attractive/cost-effective choice for customers seeking a fun and memorable holiday moreover Campanile-also offers value added services such as complimentary breakfast/shuttle services to popular destinations/special activities for children enhancing the overall affordability/appeal of the hotel. By emphasising these features/benefits the hotel effectively positions itself as an ideal/ budget friendly choice for families planning a holiday in Paris(Campanile, 2024).

Issues identified by the Hotel-BCG consultancy have collected information  such as staff surveys/schedules/certain trends within the hotel to investigate  the main factors and root cause within Campanile hotel. This Includes: 
Update of interior/décor/indoor play facilities-Campanile is a service-oriented hotel-however it is dealing with outdated interiors/poor restroom fixtures-and obsolete front office furniture/equipment. Also-the hotel will need to look into better indoor play facilities taking into consideration on the rise of ASD it’s important to try and make it autism friendly and try to incorporate all these factors into An action plan for the correct measures  to get this hotel up to the right standards. 
[bookmark: _Hlk158727483]Adequate staffing-The coordination of supplementary services/other related functions poses a significant challenges-particularly due to a lack of adequate staffing, which in turn leads to notable operational lapses. This report seeks to thoroughly explore these challenges and put forth practical/achievable solutions to address them(Matzinger. J,2023).Negative Reviews-For example:a guest on TripAdvisor left a negative review about bathtub filled with unclean water that was not attended to with urgency.  More reviews show significant problems  when room service took longer than expected to complete. Additionally, a second customer criticised the hotel for lacking modern conveniences such as wireless charging stations & USB ports leading customer with no charge on laptop. Other reviews included complaints about extended wait times to be checked in, & glitches with self-check in machines. Even though the hotel had received good-evaluations in the past, the hotel's current rankings are having a troubling decline for example while(agoda.com,2024)rated the hotel at 8.1out of 10, TripAdvisor now gives it a rating of only1.0 this declining trend and is highly concerning especially considering that competing hotels significantly higher in ratings indicating that there is a significant issue that needs to be dealt with at Campanile Hotel.
Poor sustainability measures-To achieve sustainable development targets it’s important to  encompass economic prosperity/environmental quality/social justice for the benefit of current/future generation(Hysa et al,2022)it’s pertinent to note that as climate change accelerates-travellers increasingly favour hotels that prioritise sustainability. Embracing green practices in the hospitality industry is not only relevant in today's context but is also being recognised as financially beneficial for the sector as a whole. This measure may also help increase better reviews/may encourage to extend the star rating of the hotel. 

[bookmark: _Hlk158758394]BGC Consultancy group will be-providing their expert guidance/support to help convert the problems to solutions to help improve overall Internal communications/collaborations among different departments in a hotel can be facilitated through various mechanisms. BCG Group will-also be using  a variety of analytical techniques to reveal the fundamental causes(Lockyer,2003). These may include regular meetings/both formal and informal/the use of digital collaboration tools/platforms/shared goals/objectives/cross functional project teams and a clear organisational structure that support internal departmental communication/teamwork. Additionally having an open-door policy, a culture of transparency to help facilitate communication/collaboration among different departments.
In order to gain a comprehensive understanding of the challenges-a TOWS analysis has been conducted(Building from the SWOT)to identify the hotel's weaknesses/strengths as well as external threats/opportunities.
TOWS Strategies:SWOT

	STRENGTHS (S):
-Variety of dining experiences 
-Diverse Facilities 
-Strategic Location
-Friendly Customer services 
	WEAKNESSES (W):
-Limited Online Visibility. 
-Market with Intensive competition
-Poor Staffing
-Poor Housekeeping/Management
-Outdated Infrastructure
-Brand Perception/Extension of market positioning
-Seasonal Demand

	OPPORTUNITIES (O):
-Developing sustainability measures/ improve brand image 
-Market Expansion i.e. corporate event hosting 
-Digital Revolution/Tourism Growth
-Investments/ collaborations with other ventures. 
	THREATS (T):
-Inflation Rates/ Currency Exchange Rates.
-Impact of pandemics/ public health Crisis. 
-Strategies from other Competition. 
-Regulatory Changes
-Increased reliance on online Travel agencies impacting on lower profit margins. 




	TOWS
	STRENGHTHS(Internal)
	WEAKNESSES(Internal)

	OPPORTUNITIES

E
X
T
E
R
N
A
L
	SO strategy:To upscale the brand reputation(S) & pinpoint the hotel as an excellent location (S) to present  the hotel as a top sustainable lodging choice.(O)

-introduce eco-friendly amenities and energy efficient practices to appeal to environmentally conscious guests.(Suarez-Albanchez, et al.,2021)
	WO strategy:: tackle the issue of competition within the market (W) by exploring in digital upgrade.(O) to produce a Better website & mobile app that enhances the  guests  stay within the hotel.( Parks, Boncher & Schneider,2022). The  application could offer functionalities such as better room check in/out options for room personalisation’s and recommendations for local sight-seeing.  

	THREATS
EXTERNAL
	ST strategy: stand out amongst competition (S) Being prepared for extensions of economic decline. (T) by providing discounts & tailored packages. This strategy can help maintain revenue streams and build long term loyalty with customers.(Weaver,2023) 
	WT strategy: -Alleviate  pressure from competition (W).  Monitor changes in the market/customer preferences/pricing strategies (T). 


TOWS STRATERGY SUMMARY:By implementing these TOWS strategies-the Campanile Val De France are able to challenge its threats/weaknesses, broaden revenue streams/improve visitor experiences, and maintain its standing as a popular hotel within the competitive market(Nanu et al,2020). There are also several key strengths/opportunities being identified to maximise the hotel's business by implementing a sustainability strategy this will enhance the organisation's reputation/support the continuous growth/development.
-The seasonal demand:the hotel may have  results with fluctuations-as demand  based on the season which can impact on revenue/staffing, this is something important for management to manage in order to be a step ahead of the upcoming weaknesses identified/using initiatives such as promotions/exclusive packages to bring customers in during these periods. 
MONITORING TOTAL REVENUE-The primary opportunity to increase total revenues is by implementing dynamic pricing based on fluctuating demand levels(Guilding. C 2013).  As per the hotels a policy- prices rise when rooms are unoccupied and demand decreases(S. O. Neil, 2024).
[bookmark: _Hlk159019803]Poor Housekeeping:The impacts of poor housekeeping will need to be looked into. An effectively managed housekeeping function has the potential to improve guest experiences, save the company money by cutting unnecessary expenses/generate additional revenues and alleviate pressures on other departments(Localle,E 2024).
The brand perception/Positioning-Some customers may perceive the Campanile hotel positioned as more of a budget orientated hotel which could impact the pricing and the type of clients it may attract(Blythe. J,2009). In the increasingly competitive market, it’s essential for Campanile to extend its positioning/utilisng targeted marketing and competitive initiatives to establish a strong brand image /differentiate the company from its competitor(Bowie.D, Buttle.F, Brookes.M & Mariussen.A, 2017). This will enhance the hotel's appeal to a broader customer base in addition expanding the customer profile beyond being solely a budget friendly/family hotel to also being recognised as an environmentally-friendly hotel that will attract the eco-conscious customer boarding in the target market profile/improving the hotel’s  overall competitiveness. 
ROI:(Return on investment)-as indicated in the TOWS strategy investing in sustainable measures in a hotel can lead to ROI( Return on Investment) in the long term in several ways such as cost savings i.e. Water conservation can lead to significant cost savings over time/investing in energy efficient lighting/heating/ventilation and air conditioning system can reduce utility expenses. Similarly implementing waste reduction/recycling programs can lower waste disposal cost. These cost savings contribute directly to the bottom line-improving the company's financial performance and contributing to-ROI.
The STEEPLED/PESTEL Strategies-are one of the primary factors in assessing the marketing environment of any organisation to assess the current situation at The Campanile hotel a STEEPLED/ PESTEL analysis has been conducted to gain deeper insights into the hotel, which will inform/determine the marketing plan for a comprehensive understanding of the overall situation of the hotel (Kotler.P & Armstrong. G ,2009).
PESTEL
	Political:
	Economical
	Social
	Technological:
	Environmental:
	Legal:

	-Political instability
-Taxation: Current/Future
-Pandemic policies

	-Economic conditions

Employment levels

	-Trends
Preferences
-Cultural factors
-lifestyle changes

	· Technology advancements

· Infrastructure development

	-  Environmental regulations: 
- Compliance with sustainability practices
- Improvement on energy efficiency.
- Using Green initiatives.
	- Employment laws.
· employee rights.-Health and safety regulations:


STEEPLED:
	(S) social 
	-Lifestyle changes, can influence the demand for hotel services and amenities.

	(T) technological
	-Innovations in technology ranging from online booking platforms to smart room devices and contactless check and procedures have a positive impact on providing guests with the seamless experience.  (Rothwell & Arnold, 2023)
-Infrastructure development: Access to reliable transportation and communication infrastructure, including high speed internet access, can impact the hotel's accessibility and guest satisfaction. (Eid R & Alzahrani A, 2019)

	(E) economical
	- Fluctuations in economic variables like inflation currency rates and overall economic health can influence the affordability for guests on travel and  accommodations. (Parker et al, 2019)
- The income and occupancy rate of hotels may be impacted by  business cycles  and economic recessions.  
- Employment levels: Unemployment rates and income levels can impact the hotel's customer base .

	(E) environmental
	- Environmental regulations: Compliance with environmental standards and sustainability practices, such as waste management and energy efficiency, can impact the hotel's operations and reputation.
- Green initiatives: Consumer demand for environmentally friendly services and products can influence the hotel's offerings and marketing strategies.

	(P) political
	 - Political instability in the region can affect tourism and business travel to Paris, potentially impacting the hotel's occupancy rates.
- The hotel staff must adhere to various policies to ensure a smooth day-to-day operations and achieve positive outcomes.

	(L)-legal
	- Adhering to local and national labour laws and safety standards is crucial for the hotels day-to-day operations. (Pathak, 2023)  for example certain laws must be upheld certified and visibly displayed by the management at all times. These laws are essential for optimising the use of equipment and resources to ensure the best possible experience for guests at the Campanile Val de France hotel(Kotler.P & Kartajaya. H, 2017).
- Health and safety regulations: Adhering to health and safety standards, including food safety and building codes, is critical for guest well- being and legal compliance.
- Employment laws: such as working hours, minimum wage, and employee rights, is essential for the hotel's operations.

	(E) Eethical
	- The hotel must be mindful and respectful of cultural preferences and diversity in its offerings. The management team should be committed to upholding ethical standards and promoting equality to effectively handle the diverse needs of the guests (Weaver,2023).
- Embracing ethical practices like corporate social responsibility can boost a hotel's appeal to socially conscious clients(Shearn, 2022).
- Sourcing products ethically, using ethical labour practices and participating in ethical community initiatives all contribute to creating a positive image for the hotel.

	(D) demographic
	- The hotel's marketing and service strategy is determined by demographic characteristics such as the age and nationality of its customers (Parkes Boncher, & Schneider, 2022).
[bookmark: _Hlk159105699][bookmark: _Hlk159096309]- understanding the demographic composition of potential guests can help the hotel tailor its marketing and service offerings to meet the needs of different customer segments.


MARKET ANALYSIS
The Marketing Mix Provides a framework for understanding the hotel's position and making necessary adjustments in an organised manner. This helps Campanile Val de France gain clarity on their marketing strategies. 
	
PRODUCT:
	The product is the Campanile Val De France in this position. Making targeted adjustments in the marketing mix centered around the hotel to bring it to its optimal marketing position and attract new customers (Brassington. F & Petitt.S, 2010).


	
Price:
	The pricing strategy  of Campanile Val De France currently  is low due to them positioning themselves as budget friendly.  BCG consultancy feel the hotel could potentially increase revenue by adjusting and repositioning itself, By revising the pricing and targeting strategy by extending their customer profile to attract a new market segment of eco-conscious guests to also be able to enjoy the hotel (Ghauri.P.N, 2014).

	Place:
	The Campanile Val De France is within a prime location. BCG consultancy believe that the hotel has the potential to draw in more customers by promoting additional activities and specific amenities (Kotler. P, Armstrong. G, Harris.L.C, Piercy. N, 2013).

	Promotion:
	In today's digital age, promotions are inevitably carried out on digital platforms, and the same applies to the marketing strategy of Campanile hotel. Given these changes it must be the primary marketing plan for Campanile hotel in this regard.




OFFERINGS, TO  ADAPT TO COMPETITIVE STRTERGIES It is crucial to assess the external threats, particularly in relation to competition, as many companies have made significant efforts to promote sustainable practices. Attracting the eco-friendly market, which seeks out hotels that implement additional measures to distinguish themselves from rivals and demonstrate a commitment to sustainability, can lead to more efficient customers retention and a competitive edge (Porter,1985). While the impact may not be immediate, the long-term benefits will manifest in improved market share, increased profits and  sustained long term prosperity for the hotel (Porter,1985). On the other hand, a competitive disadvantage poses a strategic challenge for hotels like Campanile as established hotel chains can use competitive tactics and threat of substitute services to undermine the unique customer service profile the hotel has worked hard to establish. If leading hotels offer similar or identical services, it can undermine campanile unique selling point new USP, potentially leading to a decrease in market share declining earnings and a negative impact on operating margins (Sunnykobecook, 2009).

The three main KPIs that BGC consultancy feel Campanile Val De France need to focus on will be occupancy rate, (ADR) & and (RevPAR). Monitoring occupancy rates and revenue against industrial benchmark is crucial for the hotel campanile Val de France to stay competitive.
1. Occupancy Rate: This is a fundamental KPI for Campanile representing the percentage of available rooms that are occupied during a specific time period. Campanile can compare the hotel's occupancy rate with industry benchmark to gauge its performance in attracting guests. 
2. Average Daily Rate (ADR): This will help Campanile understand its pricing strategies and revenue generation. It reflects the average revenue earned for each occupied room in a given time. Campanile can compare the hotel's ADR with industry averages this can help assess it positioning as well.
3. Revenue per Available Room ( RevPAR): This is a comprehensive KPI that combines both occupancy/pricing metrics to provide a holistic view of the hotel's performance. Campanile can compare the hotel's RevPAR with industry benchmarks to evaluate its effectiveness in maximising both occupancy/pricing to drive overall revenue.

By focusing on these KPI's and comparing them with industry standards the hotel campanile Val de France can gain insight into its performance relative to competitors identifying areas for improvement and optimising its pricing and occupancy strategies for a better profitability (E, Goodman. & A Hawkins, 2015).
[bookmark: _Hlk159283315]Using TQM principles TQM involves a systematic management of processes as well to achieve consistent and predictable results This can significantly improve Campanile’s service quality and guest satisfaction, whilst also reducing operational cost for the hotel, by mapping out some of their key preprocesses identifying bottlenecks/inefficiencies Some of the main key steps that Campanile can take to effectively implement these TQM principles include-leadership commitment, being customer focused, keeping employees involved, contributing to continuous improvement This can involve regular review of performance metrics identifying areas for improvement and implementing changes based on the findings, working to define, develop and going above and beyond to reach targets (N.Hoyne, 2022).
[bookmark: _Hlk159330731]Current Financial Situation in Campanile Val de France In order to maintain financial stability, the business must sell its products services and packages at a price that not only covers cost but also Key indicators for enhancing sustainability include providing customers with friendly and respectful services, as well as meeting high service standards.  generates profits. Within the hospitality industry, there is a grown focus on impressing sustainability and resilient practises to ensure a long-term success. Various factors play a crucial role in maintaining.  resilience within the sector as highlighted by (Nugrohoet et al, 2021) key indicators, for enhancing Sustainability includes providing customers with friendly and respectful services, as well as meeting high service standards. The challenges posed by lockdowns and restrictions have prompted the industry to reassess its strategies and develop plan that prioritise  resilience and adaptability. 
RECCOMENDATIONS:
Campanile must capitalise on its strengths, such as its prime location and diverse amenities, while proactively addressing its weaknesses, which impacts the issues mentioned on analysis. It’s important to challenge the issues  through these recommendations advised from BGC consultancy this will involve having a comprehensive strategic plan in place, using efficient resource allocation, implementing better staff training and fostering a culture of innovation and adaptability. This approach will enable the organisation to enhance its competitive position and sustain long-term growth in the dynamic hospitality industry (Williams A.S, 2021).

· Executing  appropriate communication technologies and effective PMS software platforms to streamline information sharing and collaboration. By offering expertise in organisational dynamics and communication strategies.

· As identified on analysis there needs to be a change colour scheme to the hotel as it currently is  very bland with no real identity character/personality. Better facilities for children to explore currently is very basic this will be an investment this  will encourage families with children to book.
· INVOLVE IMPLEMETNTING TECHNOLOGY TO ENHANCE COMMUNICATION.
· The hotel should monitor reviews and trace identify what the issues are.
·  Better signage and branding.
· Qualitative data can be collected from customers to find out the needs of the of the hotel. 


· Embracing greener business by Implementing sustainable practices to attract customers and gain competitive edge is crucial. These practices involve reducing food waste by half as wasting food translates to wasting money. Additionally, offering sustainable activities for guests to participate in this can appeal to customers who priorities with environmentally conscious hotels. (Good D, et al, 2021) REFER TO APPENDIX 2B FOR SUSTAINABLE ACTIVITIES-CAMPANILE CAN INCLUDE FOR THEIR GUESTS.

· Promoting towel reuse and installing 300 eco-friendly shower heads and toilets this can reduce water consumption. Implementing energy efficient measures including electrical vehicle charging station this will further boost sustainability and enhance campanile brand image.

· Switching to geothermal energy for lighting or sensory lighting this is an efficient measure as only  2.7 watts LEDs used instead of the  standard 20 watt lights this reduces energy consumption.  Also switching to the use of electrical vehicles for transportation rather than the normal petrol shuttle bus service is a strategic approach not only improves environmental impact but also offers long term economic benefits as highlighted by (Font et al, 2015). 

[bookmark: _Hlk159338770]Improvement on Employee Engagement Employee engagement and satisfaction within a hotel can be measured through various methods including employee service one-to-one meetings and feedback mechanisms these tools can help management understand the level of employee satisfaction motivation/commitment. Initiatives to enhance the work environment may include regular training and development programmes, opportunities for career growth recognition and rewards programmes positive and inclusive company culture work life balance initiative and open communication channels followed by providing a safe and comfortable physical working environment this will be  crucial for enhancing employee satisfaction within the Campanile Hotel. Other strategies to improve on employee engagement is by getting opinions/ feedback on the organisations as well as the staff concerns this can be done by collecting data from questionnaires, surveys, and interviews by using the quantitative approach of open-ended questioning, to collect opinions and behaviors, it requires more intense time interviews are more flexible, most interviews are confidential as information provided can be more sensitive. Whereas surveys are close ended questions and are less flexible. this will provide Campanile a better detail of information to assist on the analysation of requirements required to perform better. It may give the management team an insight into adjustments that may be required such as a  change to staff working hours/uniforms or  switch up of positions/duties this at Campanile is currently not  streamlined it is  very mix match. The change management practises/procedures may be implemented by using The Mckinsey 7s Model may enable Campanile to structure and positions it staff accordingly. It is hierarchy, system that supports the excellence of t hotel and has an important aspect of the employee well-being it shows everyone's role and what it is they are expected to do within the organisation.  when this model is applied to Campanile it will bring out the best features for the hotel. (CFI Education Inc, 2024)
                               The Mckinsey 7s Model
[image: ]
	STRUCTURE:
	· To establish a flat management structure, it’s essential to streamline the hierarchy by removing the roles of assistant managers in the hotel, to only three levels. This includes 1ST level (hotel managers) 2nd level (shift-managers) and 3RD level customer representatives-overseeing housekeeping this change will cut cost and boost efficiency helping to meet KPI targets.

	SYSTEM :
	instead of having shift supervisors assigned daily roles to customer assistant staff, implementing a duty rotation system is recommended. This change can minimise potential conflicts amongst employees and make work processes more engaging and dynamic.

	STYLE:
	transitioning the management style in the hotel from traditional to inspirational can lead to increased motivation among the workforce resulting in high performance levels without requiring significant financial resources being needed.

	STAFF:
	Campanile should focus on hiring capable/promising candidates while ensuring that employees are informed of their growth opportunities within the organisation.

	SKILLS:
	It is essential to establish structured training and developmental programs to ensure that all workforce members possess the necessary skills to deliver high levels of customer satisfaction.

	STRATEGY:
	Campanile should priorities the quality of its products, packages, room services and customer services while strategically positioning itself as an environmentally friendly and family orientated hotel to drive in revenue growth.


BGC Consultancy suggests that managers can conduct assessments to identify the areas of improvement provide training/developmental programmes of a coaching and support the benefits include fostering a positive work of culture and creating systems for recognising, rewarding employee contributions. By providing expert guidance, support the managers can improve overall employee morale/job satisfaction within Campanile hotel. The  Internal communications/collaborations among different departments  within the hotel can be facilitated through various mechanisms. These may include regular meetings, both formal/informal the use of digital collaboration tools/platforms/shared goals/objectives/cross functional project teams and a clear organisational structure that-supports internal departmental communication/effective teamwork. Additionally having an open-door policy/culture of transparency this can help facilitate communication amongst different departments (B. Sotoohi, 2018)

BGC CONCULTANCY have given guidance to contribute to improving communication channels as mentioned however taken an extra step to tackle mismanagement, by conducting communications audits providing training on effective communication skills/facilitating extra team building activities, BGC consultancy can  offer their expertise in organisational dynamics, communication strategies for the management to follow and adhere to. 

The  above suggested measures may be implemented by carrying out observations that can be used to figure out solutions working alongside stakeholders to come up with ideas based on feasibility and impact focus on hiring additional staff if needed during peak hours one solutions combined a plan needs to be implemented such as timelines and making sure that it is staying on track with the plan making adjustments if needed.

[bookmark: _Hlk159332501]The SIX SIGMA ANALYSIS MODEL Is a methodology widely used in process improvement and quality management. Its objective is to enhance the efficiency of processes and reduce defects by identifying and removing the cause errors and variations. This is a Strategic tool that Campanile can use to improve on quality management and have a balance between the income it generates amongst the expenditure of costs. (McMenamin. E, 2024)
[image: ]
ACTION PLAN:
	Number:
	Problem 
	Desired outcome 
	Time scale 
	Completion Date:
	Planned Budget: 

	1. 
	Poor internal signage & brand 
	-To agree revised logo whilst maintaining current colour scheme and font considering the possible loss of the brand loyalty, but balancing this is with clear recognisable signage and image. 
	3 months 
	26/05/24
	£20,000

	2. 
	Poor interior design & décor

	· To agree in refurb in hotel lobby/lounge and waiting area, to help maintain colour scheme that will align with other areas of the hotel.
	3 months
	26/05/24
	£29,000

	3. 
	Poor sustainable practices. 
	- As discussed on recommendations the implementation of extra sustainable practices to improve efficiency and attract new target market, this includes:
- The fitting of new 2x car electrical parking bays for customers to charge their vehicles. energy efficient shower heads/toilets in all 300 rooms.
- Geothermal energy saving lights across all rooms. 
	3 months
	26/05/24 
	£1,200
Eco- showerhead (B&Q, 2024)

£23,100
[bookmark: _Hlk159629656]Water saving fitted toilette (Wickes,2024)


£1,596
[bookmark: _Hlk159630256]Fitted EV Parking Bays. (Pod-point, 2024)

£314 Geothermal energy saving lights (Tool-station, 2024)

	4. 
	Poor employee engagement. 
	Staff attendance to regular Training &development programmes. 
	3 months
	26/05/24
	[bookmark: _Hlk159632467]£1,939.20 x10 members of staff (CBRE, 2024)


	5. 
	 Set up of PMS Software 
	To upgrade on new PMS Software with improved technological advancements. 
	1 year
	26/05/25
	£1,200 (Capterra.com)


	6. 
	Recruitment of New Staff. 
	extra step to tackle mismanagement by recruiting new members of staff. 
	3 months
	26/05/24
	[bookmark: _Hlk159634089]£13,420.80 (Wage-indicator.org, 2024) x 6 new recruits

	7. 
	New Wireless Charging with connection for USB port
	To Act upon inserting Wireless Charging with connection for USB port across all 300 rooms. 
	5 months
	26/6.24
	£1,500 (Ikea.com,2024)

	8. 
	Update on New Indoor sensory Play-equipment. 
	Taking into consideration on the rise ASD, facilitate/adapt to create an autism friendly space. 
	5 months 
	26/6.24
	[bookmark: _Hlk159637513]£1,185.00 (Community Products UK Ltd)

	9. 
	Digital Marketing
	· Upgrade on hotel website.

· Flyer making 

· Posters


- Creating app


- Search Engine Optimisation

- Social media Platform Management

	6 months
	26/05/24
	· £495.00
[bookmark: _Hlk159638752]Creating website (Elevate online marketing Ltd,2024)
  
[bookmark: _Hlk159639322]- £8.95 Flyers (Banana print, 2023)
[bookmark: _Hlk159639431]- £11.65Posters (Insta print,2024  

[bookmark: _Hlk159639611]£999.99 creating app app (Create.onl, 2024)
[bookmark: _Hlk159639946]£24.99 (Telecoms world, 2024)

[bookmark: _Hlk159639738]£300.00( Bark.com2024)

	10. 
	Guest/Staff satisfaction surveys 
	Carry out periodic surveys and asses the received feedback. 

	Ongoing
	N/A 
	N/A

	11. 
	Employee engagement interviews. 
	Carry out periodic staff interviews and asses the received feedback.

	Ongoing
	N/A
	N/A 

	12. 
	Health & Safety Guidelines 
	Examine/evaluate health/safety-procedures. 

	Ongoing
	N/A
	N/A 


[bookmark: _Hlk159791450](Refer to appendix 3-for Action plan Overview/Summary)
	HOTEL’S INCOMINGS:
	Year 1 
£: 

	Sales
	£40,000

	Capital Introduced (from personal savings)
	£29,950

	Funding (The British Charitable Fund Paris, 2024) 
	£5,200

	Loans/Borrowing
	£10,000

	Sponsorship
	£27,000

	Total Income
	£112,150


(REFER TO APPENDIX 7- FOR INCOME OVERVIEW/SUMMARY)


Conclusion- various opinions from different statements need to be assessed to validate the positions commonly used in organisational consultation plans. Marketing plans present various options to showcase marketing related positions that could drive development in actions for successful marketing plan. Although Campanile hotel aspires to establish itself amongst the top 5-4 star rating within the hotel industry-that is considerable progress yet to be made. However by leveraging investment appraisal methods to assess the change through tangible expenses/benefits-each strategic move has the potential to advance the hotel toward its desired outcome.
· Each Goal set out by BCG has been set out to be distinctive with an eco-friendly approach incorporating multiple activities/facilities to reinforce the hotels concept. Embracing sustainability drives innovation efficiency and sets brands apart. By integrating sustainable practices, the hotel not only benefit the environment but also enhances their long-term financial performance. By implementing these features/adhering to BCG's recommendations Campanile can sustain success/elevate standards/enhance customer satisfaction/gain a competitive advantage and elevate the hotel's popularity to new heights. Adhering to the outlined agreements is crucial to transforming Campanile hotels venture/overall success. On the other hand- It’s still important to monitor the impact of success rates. The success of the strategies may be measured by analysing the total revenue this will show if the hotel has made a steady recovery within their financial performance/position after a  year (Answer et al, 2020) Hopefully we look forward in collaboration with your firm. We would like to thank you for providing us the opportunity to be included in this possible project-thank you for your sincere attention, Kind regards BCG consultancy. 
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APPENDIX 1A
Using TQM principles: TQM involves a systematic management of processes as well to achieve consistent and predictable results This can significantly improve Campanile’s service quality and guest satisfaction, whilst also reducing operational cost for the hotel, by mapping out some of their key preprocesses identifying bottlenecks/inefficiencies Some of the main key steps that Campanile can take to effectively implement these TQM principles include-leadership commitment, being customer focused, keeping  employees involved, contributing to continuous improvement This can involve regular review of performance metrics identifying areas for improvement and implementing changes based on the findings, working to define, develop and going above and beyond to reach targets. 

APPENDIX 1B: How KPI’s contribute to improvement
Some of the common KPI used in the hotel industry to measure the success of TQM initiatives and how they contribute to continuous improvement 

Staff productivity and efficiency 
KPI is related to staff productivity such as rooms cleaned per hour for housekeeping staff or revenue generated per employee can help measure the efficiency of a hotel's operations. TQM initiatives aimed at improving staff training empowerment and processes can contribute to higher productivity and efficiency.

Customer retention and loyalty
 KPI’s related to the customer retention and loyalty such as repeat gas rate and net promoter scores NPS measures the likelihood of gas to return to the hotel and recommend it to others. TQM initiatives focused on service quality and gas satisfaction can contribute to higher customer retention and loyalty leading to a positive impact on these KPIS.

Cost of quality 
This KPI measures the cost associated with maintaining and improving quality including probation costs prevention cost and fairly cost. TQM initiatives aim to reduce the cost of poor quality by preventing defects errors and rework leading to cost savings and improved operational efficiency.

-These KPIs will contribute to continuous improvement by providing a hotel with actionable data and insights by regularly monitoring these metrics hotel management can identify trends patterns and areas of underperformance and make informed decisions to drive continuous improvement in service quality operational efficiency and financial performance.

-These KPIs will contribute to continuous improvement by providing a hotel with actionable data and insights by regularly monitoring these metrics hotel management can identify trends patterns and areas of underperformance and make informed decisions to drive continuous improvement in service quality operational efficiency and financial performance.
APPENDIX 2– More Information on Campanile Val de France:

Guest Education-Visitors to the hotel are provided with essential safety information including emergency procedures and a guided tour of exit points. Additionally, guests can access information about the local ecosystem, learn about the hotel's use of self-operating machinery, and gain insights into the surrounding landscapes and landmarks. The hotel also offers guidance on navigating the area, including directions, shortcut routes, and details about available public transportation. Furthermore, guests can stay informed about upcoming events and immerse themselves in the rich culture of France through educational materials available at the hotel.

[bookmark: _Hlk158673573]Flexible Booking Policies-In times of rising inflation, it is crucial for customers to receive flexibility when making bookings, regardless of the booking date. For guests who have booked a fully refundable rate, they are allowed to cancel or modify their booking up to 6 PM on the day of arrival without incurring any additional charges. If everything goes according to plan, the hotel strives to ensure that guests experience a seamless check-in and check-out process, along with flexible policies and accommodating management to address all their needs.  (Goibibo.com,2024) 

Personnel Assistance-Campanile Val de France has implemented comprehensive procedures to assist its personnel in managing crisis situations. These measures include a range of safeguards designed to ensure the well-being and security of both the staff and the guests. These protocols are carefully designed and regularly updated to provide a safe and secure environment for everyone in the hotel, allowing for effective response and management in the event of any unforeseen circumstances.

Emergency Supplies-At the Campanile Val de France, a strong emphasis is placed on ensuring the safety and well-being of both guests and staff, particularly in the event of an emergency. To this end, the hotel meticulously maintains a comprehensive stock of emergency supplies, including essential items such as food, water, and medical equipment. These provisions are carefully managed to safeguard the health and comfort of all individuals on the premises during unexpected situations. Moreover, the hotel features dedicated first aid rooms equipped with pertinent information about trained first aid staff who are proficient in providing immediate medical assistance. It is a priority for the hotel to have at least one first aid staff available to respond to any medical needs that may arise during their shift. These individuals are always prepared to assist with any health-related concerns, ensuring that guests and employees feel supported and cared for at all times. The Campanile Val de France also ensures that basic medical supplies, such as paracetamol, bandages, cold ice packs, plasters, are readily available for immediate use. This proactive approach further enhances the hotel's ability to address minor medical issues, including cuts, bumps, and bruises, without delay. By providing these essential resources and care, the hotel demonstrates its commitment to creating a safe and secure environment for everyone within its premises

APPENDIX 2B

SUGGESTED SUSUTAINABLE ACTIVITIES CAMPANILE CAN INCLUDE FOR THEIR GUESTS: 

· Guests can be  supported to take part in activities that encourage sustainable-practices and that which contribute to the preservation of the natural resources. This could be  planting trees/participating in beach clean-ups/or learning about renewable energy solutions/or learn about waste management protocols/being aware of chemical products and  why are they used? where it comes from in order for them to be more sustainable etc. By implementing sustainable practices in reuse and recycling-these experiences empower guests  to make a positive-impact on the environment.

APPENDIX 3
Action plan Overview/Summary

The action Plan measures/recommendations comes at a high cost of a total of-£95,070.59. Both the costs of eco-water saving toilets and the upgrade of interior design & décor is considerably high compared to the other measures, however investing in high quality products can positively influence return on investment-(ROI) by enhancing customer satisfaction/fostering customer loyalty and generating positive referrals. When guests perceive the value/quality of a product they are more likely to make a repeat purchases/recommend the business to others. This can lead to increased sales/higher customer retention rates and ultimately a greater return on the initial investment. Additionally, these high-quality changes/measures can help the hotel differentiate itself from the competitors/build a strong brand reputation/attract new customers seeking superior products/services. In essence prioritising quality can create a competitive advantage drive customer acquisition and ultimately contribute to success of this hotel. 

APPENDIX 4: Hotel’s Income Summary:

· Funding has been received-by grants via schemes within the local-Paris community. As Mentioned on the Scope analysis the Hotel business has an emphasis on-supporting children affected by-ASD the grant application from The British Charitable Fund Paris supports businesses encouraging good causes-the trust is happy to give £1,300-into the hotel-business every 3months, which will total to-£5,200 a year. It will be-checked, every year, depending on the success of the Campanile ASD Play facilities. 

· On the other hand, a one off Payment of £20,000-has been sponsored by Septime Restaurant In France, they are happy to sponsor the Campanile renovation project in particularly focusing on the sustainability element of the renovation. Owner of the restaurant Bertrand  Grebaut opened his eco-friendly restaurant in 2011, it has now won the sustainable restaurant of the year award. Bertrand  Grebaut has played important roles in sustainability and is a member of Bon Pour Climat- a movement to reduce carbon footprint within the hospitality sector. Septime Team are also included within an organisation names Ernest which links restaurants/hotels to charities to make better economical changes. (Price. L 2017) 

· £29,950 of personal savings has helped cover the cost for other interior and design décor upgrade around the Hotel. As much as the sponsorship had helped cover expenditure costs worth up to- £27,00, This was not enough to cover the remaining amount of £13,420.80 for staff recruitment-an extra  £10,000-bank loan has been taken by the Funding Circle Ltd-this company works with businesses who aim to make a difference. The loan consists of monthly payment of £100 and an annual charge of £1200  spread over a 70-month duration to be settled within a six-year time frame. (Funding Circle Ltd, 2023). Although the bank loan has helped cover all the expenditure of staff recruitment, there is still £23,100- left to pay for economic water saving toilettes, this expenditure will be  achieved via the hotel’s revenue streams and income.
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