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[bookmark: _Toc181035434][bookmark: _Toc181030512][bookmark: _Toc181621608]Executive Summary
This consultancy report mainly focuses on the Improving Overall Services of InterContinental New York Barclay by identifying different issues faced by the hotel. The consultancy is done by Zenith Consultancy Firm. The consultancy firm mainly worked with the marketing department to identify different issues that need immediate and long-term improvement. The consultancy firm identified different issues using frameworks such as PESTEL, SWTO, and TOWS. The consultancy firm identified seven major issues that are currently affecting InterContinental Barclay. These issues are caused by internal and external factors. For resolving these issues distinct recommendations have been provided for each problem. This consultancy report has provided the necessary future direction for InterContinental New York Barclay. 
The economic factors, environmental factors, technological factors, and social factors mainly affect the operation of InterContinental New York Barclay. The first identified problem is the failure of the hotel to attract tech-savvy customers. It happened because lack of modern facilities in the hotel and less concentration on digital and social media to attract new customers. The infrastructure of the hotel is not applicable for all sorts of modernisation. But there is still room for improvement in the modernisation of the hotel.  Modern generations care about technology-driven solutions. They do not only care about the cultural heritage like the previous generations. To attract tech-savvy customers InterContinental New York Barclay can improve some rooms and turn them into smart rooms. In addition, the hotel can leverage digital and social media to attract tech-savvy customers. Not using digital and social media is causing other problems like failure to attract tech-savvy customers. People now care about experiential marketing. They care about what they are going to experience while they visit InterContinental New York Barclay. For giving them this experience there is no alternative to using digital and social media more effectively. For that different digital and social media teams can be formulated. This would help in attracting young and tech-savvy customers.
Many customers complain about the poor service quality. This is directly hurting the brand's reputation. It indicates that the hotel is not being properly maintained. The employees are not well-trained to provide quality services. Many customers even complain about the cleanliness of the rooms. There is another problem that is related to this problem. The bad attitude of the employees toward customers is also hurting the reputation of InterContinetal New York Barclay. These issues are very serious and they can reduce the customer retention rate. So, to solve this problem training employees is a must. In addition, the employees should be motivated through different incentives. Regular maintenance and monitoring are highly required. Providing services with broken and poor-quality amenities is harming the reputation of InterContinental Barclay. Managers should be trained enough to monitor the activities of employees continuously. Performance evaluation can also help to enhance the overall quality of services. 
In recent times customers complained that InterContinental charge money for different services that they do not disclose during the bookings of the rooms. The lack of transparency would prevent customers from booking a room next time at InterContinental New York Barclay. The hotel can provide all the information during the booking process through different booking platforms. The hotel can also develop an app that would show all the costs on the app continuously. This would ensure transparency and enhance customer satisfaction. Due to external economic factors corporate booking has been reduced significantly. Corporate bookings are a significant source of revenue for InterContinental New York Barclay. The non-room services account for more than 15% of the revenue for the hotel. So, It is high time for InterContinental New York Barclay to build and sustain relationships with corporate clients to increase corporate bookings. The hotel can provide incentives to increase corporate bookings. 
[bookmark: _Toc181030513][bookmark: _Toc181035435]A 5-star hotel sustains in the hospitality industry because it offers a unique value proposition. The heritage of InterContinental is one of the major unique value propositions of InterContinental New York Barclay. Sticking to only one value proposition for attracting customers. To attract customers, an organisation must rely on different unique value propositions. The hotel can digitalise services and promote the brand's combination of cultural heritage and unique value proposition. By working on the unique value proposition the hotel would be able to attract new customers as well as retain loyal customers. The identified problems and issues would create significant fuss among the loyal customers. The profitability of the organisation would not be sustained if these issues were solved immediately. The action plan suggested in this report can be used vastly to resolve the existing issues faced by the hotel. The profit can be increased by the manyfold only by working on these identified issues. This consultancy report acknowledged various factors while identifying the issues that are harming the reputation of the hotel. Working on the marketing department and the operations would help to become more sustainable for the organisation. 
Introduction
Organisational Consultancy is a very important consultancy is a very important concept in the 21st century. Organisational consulting involves works consulting and advocating for organisations to improve their processes and activities. Sometimes it is difficult to understand the impacts and effects that cause organisational processes and activities (Witzel, 2015). That is when organisational consultancy plays a vital role for organisations. Consultancy organisations provide different solutions for different organisations. Sometimes they provide completely new ideas for organisations. Sometimes they provide important ideas that different organisations technically follow (Andraea Dawson-Shepherd, Kellner and Neumann, 2019). This consultancy report is completed on InterContinental New York Barclay Hotel for improving the overall services of the hotel. The consultancy will be done by working with the marketing department. Various problems are currently faced by InterContinental New York Barclay (Gert Noordzij, 2014). These problems need to be solved immediately by InterContinental New York Barclay. Based on the identified problems in this report recommendations will be provided along with an action plan. 
[bookmark: _Toc181030514][bookmark: _Toc181035436][bookmark: _Toc181621609]Background of InterContinental New York Barclay
InterContinental New York Barclay Hotel was established back in 1926 situated in New York, USA. It provides a luxurious residential experience to the people. The hotel is situated in the heart of the city. InterContinental New York Barclay is the most prestigious hotel in Manhattan, New York (InterContinental New York Barclay, 2024a). The speciality of this hotel is still a classic hotel with all the modern-day amenities. There are a total of 702 rooms and suites at InterContinental New York Barclay Hotel. The sizes of rooms and suites range from 250 sq. ft to 1500 sq. ft. The hotel provides different types of offers and packages for its residents (InterContinental New York Barclay, 2022).
[bookmark: _Toc181030515][bookmark: _Toc181035437][bookmark: _Toc181621610]
Background of Zenith Consultancy Firm
Established In: July, 2024
Main Focus: Marketing, Management and Operations.
Type of Organisation: Cross-Border Virtual Organisation.
Zenith Consultancy firm is a multi-national consultancy firm that mainly works from a virtual workplace. The organisation mainly works on gaps and improvement plans that can enhance the growth of an organisation. The organisation helps hospitality organisations to improve operations and adapt better to changing scenarios (O’Mahoney, 2021). To understand the customer`s perspective and go along with the trend Zenith Consultancy Firm can provide all consultancy solutions to different organisations, especially hospitality organisations. There is also good dining and bar at the Hotel. The restaurant named The Parlour is also famous among the residents of the hotel. People can arrange parties and social events at the Hotel as well. The hotel is a definition of modern luxury (O’Mahoney, 2013).
[bookmark: _Toc181030516][bookmark: _Toc181035438][bookmark: _Toc181621611]Theories and Framework
Some different models and frameworks will be used in this consultancy report. Various factors impact an organisation. Understanding the root cause of these problems different theories and frameworks can play a significant role. Organisations like InterContinental New York Barclay face various problems that are created by external problems and factors (Kampanje, 2022). To understand, the impacts of the external factors InterContinental New York Barclay PESTEL framework will be applied. The activities of an organisation are not only decided by the external factors, it is also decided by the internal factors of an organisation (Subramaniam et al., 2011). It is also important to understand the internal and external factors that drive an organisation. In this case, both positive and negative factors that drive an organisation should be identified.  For that analysis, there is no alternative to using SWOT analysis (Newton, 2019). SWOT analysis would allow an understanding of the strengths, weaknesses, opportunities, and threats. It is also important to set the strategic direction of InterContinental New York Barclay. For that TOWS analysis would be used. 
[bookmark: _Toc181030517][bookmark: _Toc181035439]Analysis
Different issues are impacting the hotel. To understand the factors that are impacting and their root cause PESTEL analysis was used. PESTEL analysis will mainly focus on the external factors that are contributing taking different decisions about operating the hotel. 
[bookmark: _Toc181030518][bookmark: _Toc181035440][bookmark: _Toc181621612]PESTEL Analysis
A PESTEL analysis is a framework or methodology used by marketers to analyse and track macro-environmental (external marketing environment) elements influencing an organisation, company, or industry.
These six elements are described concerning InterContinental New York Barclay. 
Political Factors
[bookmark: _Hlk180695645]A stable political environment is very important for InterContinental New York Barclay. Overall political situation in New York over the many years has been favorable to the InterContinental. This has allowed operating successfully for the last 98 years. Though political factors can influence the operations if any regulations are changed for environmental sustainability. Favourable interventions from the government have enabled InterContinental to conduct business in New York, USA successfully (Peters, Kallmuenzer and Buhalis, 2018).
Economic Factors
The economic factors in the USA were very much influential. The increase in the inflation rate in this decade kind to created problems for people to spend more. The inflation rate in this decade increased substantially in the decade compared to the previous decade. Even though disposable income has decreased for many people, InterContinental New York Barclay was able to make a profit and operate successfully (Porokhovskiy, 2020). It happened because of the large network of hotels under the InterContinental Hotel Group (IHG). Additionally, the per capita income in the USA has increased substantially in the last 5 years. The current per capita income in the USA is £63019. In the last, the Hotel generated a profit of £13.89 million. It is also true that the demand for luxury accommodations from middle-class families and clients has also decreased (Macrotrends.net, 2024). 
Social Factors
Social factors always affect the hospitality industry. The hotel`s offering must align with the culture of the society. It is also essential to recognize the needs of the customers. Differences in generation are also impacting InterContinental Hotel. The people of the modern generation care about digital services rather than old-school services. The digitalization of the whole service is highly required. The understanding of social needs is very important for the success of InterContinental New York Barclay (Presenza and Natalicchio, 2019).
Technological Factors
InterContinental New York Barclay is continuously adopting new technologies to adopting different technologies such as smart rooms, AI-integrated rooms, the development of mobile apps, and energy-saving systems. These new technologies are already satisfying the customers of InterContinental New York Barclay. The customers need to be improved more through more technological innovation. The hotel is still stuck to promoting the heritage while now many of the customers want modern technology-oriented services (Rady Mohamed, 2022).
Environmental Factors
Tourists nowadays choose hotels and resorts that emphasize sustainable practices. Eco-friendly practices are now highly valued by customers. Many hotel chains are now moving forward to meet the expectations of customers and tourists. Organisations also promote their eco-friendly practices to attract customers (IHG, 2024). To emphasize sustainable practices InterContinental New York Barclay has taken many initiatives such as reducing water waste, and energy waste through smart room management, the use of recycled paper, and reducing overall impacts on hotels on the environment. The hotel has already decreased pollution by 25% by applying the IHG Green Engage system (InterContinental New York Barclay, 2024).

Legal Factors 
Legal considerations are very important for a large hotel like InterContinental New York Barclay. Most follow the different requirements of state and national laws. The legal requirements in the USA have not created any problems for InterContinental New York Barclay so far. Any future regulations or breaking any laws can impact the operations of InterContinental New York Barclay (InterContinental Hotel Group, 2024).
[bookmark: _Toc181030519][bookmark: _Toc181035441][bookmark: _Toc181621613]SWOT Analysis
SWOT analysis will analyse the strong zone of InterContinental, the weaknesses of the hotels, the future opportunities, and the threats from the competitors and external factors. This will help in overall decision-making for InterContinental New York Barclay. 
[bookmark: _Toc181621614]Strengths
1. Profitability is one of the most important features of InterContinental New York Barclay. The hotel generated a profit of £13.89 in 2023. The profitability of the organisation helps to make big decisions for the organisation (Statista, 2023).
2. The global presence of the hotel is a big strength for the hotel. Whenever people a hotel of InterContinental group they feel more confident about booking a room at InterContinental New York Barclay.
3. The value creation for the customers is another important fact that makes the hotel more attractive to the customers. Whenever people hear the name ‘InterContinental’ they feel a feeling of luxury and comfort. This value creation plays a significant role in attracting customers.
The market share of InterContinental Hotel Group (IHG) in the USA is only 8.8%. It has the third highest market share. Still, it has a better reputation than many other 5-star hotels in the USA (IHG, 2023).

[bookmark: _Toc181621615]Weaknesses
1. The outdated technology is one of the major barriers to attract new generations. People are now becoming more and more tech-savvy. They want value-for-money digital services.
2. The infrastructure is another barrier that prevents the hotel from fully digitalization of its services. This is decreasing the competitiveness of the hotel Buhalis et al., 2019).
3. The employees of the hotel are not well-trained. People often complain about bad behaviour and bad attitude toward customers by the employees (Tamminga and de Boer, 2018).
[bookmark: _Toc181621616]Opportunities
1. The hotel has a huge opportunity to take advantage of digital and social media. A strong presence in these media can help to generate new customers. The promotion of modern initiatives and cultural heritage can still attract new customers.
2. The organisation should not solely rely on the room services. It can rely on non-room services such as restaurant and bar services. In many hotels InterContinental, more than 15% of revenues come from non-room services (InterContinental New York Barclay, 2019).
[bookmark: _Toc181621617]Threats
1. The huge competition in the hospitality industry is badly impacting the revenues of InterContinental. The rise of new competitors and the rise of platforms like Airbnb are causing trouble for many (Wood, 2013).
2. Macro-environmental challenges are affecting the operations of the hotel. In particular, tourists from different countries in many cases stay in mid-tier hotels rather than a 5-star hotel like InterContinental (Aragon-Correa, Martin-Tapia and de la Torre-Ruiz, 2020). 
[bookmark: _Toc181030520][bookmark: _Toc181035442][bookmark: _Toc181621618]Issues Identified by The Hotel
Failure to Attract Tech-Savvy Customers: The unique value proposition of InterContinental New York Barclay. However, it is facing the problem of attracting tech-savvy generations who care about modern amenities. The new generation of customers cares about digital services that give them good experiences and feelings. The technological infrastructure of the hotel is also not applicable for integrating technologies such as services through mobile apps, AI-driven customer services, and contactless checking Ghosh, Jhamb and Dhiman, 2023). 
Failure to Use Digital Marketing Properly: InterContinental New York Barclay is becoming a failure in using digital marketing properly. There is no strong on social media. In addition, there are no brand engagement activities or posts from the hotel either. This is making it difficult for the hotel to attract high-value customers. They also do not promote any experiential marketing activities (Cavagnaro, 2019). 
Bad Attitude and Behavior of the Stuff: People complain that rooms do not get cleaned properly after someone leaves that room and that room is given to another. The staff even challenged that they were not responsible for that. This type of behaviour is not acceptable from a hotel like InterContinental New York Barclay. The attitude and tone of talking of the staff is sometimes very poor to the customers.
Poor Service: Many customers reviewed that there was poor quality from InterContinental. People complain about broken AC, dirty sheets, and dirty washrooms. The hotel fails to clean rooms properly when some leave the room. This is not expected from a 5-star hotel like InterContinental Barclay. The negative reviews on social media are also hampering the brand's reputation (Heath and Williams, 2023). 
No Disclosure of Costs: Many customers complained that InterContinental New York Barclay does not disclose all the related bills that people may need to pay. Many people complain that the destination fee that they take must be on the booking website of the hotel (SEVİM, 2020).
Reduction of Corporate Bookings: Corporate bookings from different countries have been reduced significantly. This is the result of fluctuations in the external economic environment. Event-based marketing for arranging events for different groups has not been that effective for hotels. In addition, the lack of non-room services is another reason that is causing a lack of booking from different groups (Zentner, Gračan and Barkiđija Sotošek, 2022).
Intense Rivalry: Intense rivalry from every sort of hotel is making the operations of InterContinental New York Barclay difficult. The innovation strategies of the rivals are pretty stiff. In addition, many 3 to 4 stars are also providing personalized and modernised services. Above all people now care about facilities and experience, which segment, InterContinental is not doing good (Singal, 2020).
[bookmark: _Toc181030521][bookmark: _Toc181035443][bookmark: _Toc181621619]TOWS Analysis
TOWS analysis will help in aligning strengths and weaknesses with opportunities and threats for selecting the future direction of the company. 
The possible future direction for InterContinental New York Barclay. This mainly focuses on how the problems can solved shortly.
	[bookmark: _Hlk181618820]TOWS
	Strengths
	Weaknesses

	Opportunities
	1. Use the brand reputation and digital marketing to ensure growth and profitability. 
2. Enhance Non-room services for the customers.
3. Enhance experiential marketing for customers to realise what they can experience when they arrive at InterContinental Hotel Group (Lema, 2020).
	1. Employees to keep up the brand reputation of the hotel.
2. Leveraging modern technologies and personalised services can help to gain more customers.
3. A Long-term plan is needed to make the infrastructure tech-friendly (Rini and Ferdinand, 2021).


	Threats
	1. Survive in competition by providing quality services.
2. Provide unique non-room services that are non-common in other hotels (Arjona-Fuentes et al., 2019).
	1. Improve services concerning complaints such as bad behaviour of the employees, lack of digitalised services, etc.
2. Make the overall infrastructure sustainable for serving customers effectively in different difficult scenarios (Howard, 2023).



[bookmark: _Toc181030523][bookmark: _Toc181035445][bookmark: _Toc181621620][bookmark: _Toc181030522][bookmark: _Toc181035444][bookmark: _Toc181035893]Recommendation and Change Management 
Digitalization of Services
InterContinental New York Barclay can explore a couple of digitalization services. They can create smart rooms in a couple of rooms. For instance, they can develop 40 rooms with smart technologies. If this is successful in the first year, then more than 60 rooms should be improved as smart rooms. AI can be used for personalized services and solving the problems of people immediately. They can also integrate facilities of rooms such as air conditioning, lighting, etc. with mobile apps. So that people can control their rooms with their phones (Oliinyk, 2022). 
Change Management Practices/Procedures: They can collaborate with the digital service team and start working in a couple of rooms in the first year. In addition, the employees should be trained in the digital services.
Success Measurement: The success measurement is the creating attraction for tech-savvy customers. Also, booking through digital platforms would increase because of digitalisation. Increasing the number of bookings in the smart rooms is also a success measurement. The usage of apps can also be monitored by the managers. This would tell if the app is working (Ishchenko, Silvestrova and Galstyan, 2022).
Potential Benefits: There are many benefits of the digitalisation of services. The most important of all is attracting tech-savvy customers to the hotel. The customer experience would also increase. The overall profit of the hotel can also be increased through digitalisation. The number of loyal customers can also increase Rybalchenko, Namliieva and Garbar, 2022).
Associated Costs: The overall costs associated with smart room development, app development, and AI integration is £4,00,000. The cost would directly impact the number of bookings. 
[bookmark: _Toc181030524][bookmark: _Toc181035446][bookmark: _Toc181621621]Leveraging Social and Digital Marketing
Social and digital media have a huge impact on engaging customers to the businesses. Engagement on social media should be improved. In addition, the engagement with the people should be both-sided. Social media engagement posts are highly required. Promote what people are going to enjoy when they come to InterContinental New York Barclay. In this case, the hotel can collaborate with different influencers. Social media-targeted ads can also play a big role for Intercontinental.
Change Management Practices/Procedures: There should be a team for digital and social media marketing. Their work would be to let people know what people are going to enjoy if they visit InterContinental New York Barclay. The team should also take the feedback of people seriously and show condolences to them (Buttrick, 2009).
Success Measurement: One of the key success measurements is an increase in the number of posts each day. This would help attract more customers. More engagement in social media posts is another success measure. The increase in bookings can also be increased through social media posts. 
Potential Benefits: The digital and social media activities would ensure a better presence of the hotel in the digital world. This would also help the hotel to promote its unique value proposition. The presence would allow connecting people who are interested in this type of value proposition (Verma, Stock and McCarthy, 2019).
Associated Costs: For keeping up these activities there is needed an investment of £1,50,000. This would ensure better social media campaigns and better experiential marketing. 
[bookmark: _Toc181030525][bookmark: _Toc181035447][bookmark: _Toc181621622]Improving Service Quality
InterContinental New York Barclay must be consistent in providing what they are promising to provide. The poor service quality is harmful to the reputation of the hotel. The overall quality should be improved through continuous quality inspection measures. Standards should be set to ensure quality. In addition, the checklist should be implemented for cleaning rooms. Overall, the operations of the hotel should be improved (Wu and Liang, 2022).
Change Management Practices/Procedures: Managers should monitor the activities of employees daily. This would ensure quality. There should be a standard procedure for ensuring the cleanliness of the hotel. The basic functions of every item in a room would be checked and improved. For instance, if an AC is not working then it would be repaired instantly. A PDCA cycle can implemented to improve the current process of the hotel (Kipping, Clark and Oxford University Press, 2012). 
Success Measurement: The success measure would be the reduction in the number of complaints by the customers. There should be a fast response to the complaints of the customers as well. The services should also work properly such as well-working AC, working lights, etc. The number of complaints must be counted for each month (Fisman and Sullivan, 2014). 
Potential Benefits: There would less or no complaints about the cleanliness and services of the room. The brand reputation would be restored. There would be more positive comments and ratings on social media and hospitality-related websites respectively (Dominici and Guzzo, 2022).
Associated Costs: The quality inspection and maintenance would cost the hotel around £45,000. This is more of the regular work that the hotel is failing to do. 
[bookmark: _Toc181030526][bookmark: _Toc181035448][bookmark: _Toc181621623]Improving Employee Behavior
Employee behaviour reflects what a 5-start is all about. The experience of the customers depends on the employee behaviour significantly. The better the behaviour the better the experience. Complaints from customers concerning poor employee behaviours should be dealt with aptly. The performance of the overall services also depends on the employee behaviour. There is no alternative to polite and conversational behaviour in the hospitality industry. This helps in better guest satisfaction. There should be clear roles and responsibilities for each employee. This would increase the effectiveness of services. In that case, staff would do what they need to do in the workplace (Baron and Armstrong, 2017).
Change Management Practices/Procedures: To ensure good behaviour from the employees, there is a set of guidelines on how to approach the customers. Especially, when they are complaining about something. There should be enough motivating factors for the employees (Burnes, 2017).
Success Measurement: The success measure would be fewer complaints from the customers. The number of bookings can also be increased because of better behaviour of the employees. The performance evaluation of the employees can improve the behaviour of the employees significantly (Riley, 2018).
Potential Benefits: Reviews of the Customers depend on the performance of the employees. There will be better ratings of InterContinental New York Barclay on different digital platforms (Riley, 2019). 
Associated Costs: There are costs associated with developing training modules. The costs for developing a training module would cost £50,000 annually. This would ensure profit generation for the hotel. 
[bookmark: _Toc181030527][bookmark: _Toc181035449][bookmark: _Toc181621624]Improve Transparency
Not disclosing all the prices by the hotel is seen negatively by the customers. A reputed hotel like InterContinental New York Barclay. Needs to be transparent about the costs that might be incurred by a customer. The whole billing system should be digitalized. Feedback can be taken from customers through social media and other digital media related to the hospitality industry to enhance transparency in the process. The type of additional charge during a stay should be disseminated beforehand (Vössing et al., 2022). 
Change Management Practices/Procedures: InterContinental New York Barclay can use an app where the app would shows every cost associated with staying at the hotel. The costs associated must be shown before even booking including taxes. Transparency in the process would change people`s perspective toward the hotel (Whittington et al., 2023).
Success Measurement: An improved billing system would show every classification of costs. This would ensure transparency. There would be no or fewer complaints about the billing system. The staff can also clarify to the customers about the billing. Increased booking after seeing every cost associated with the booking. Blockchain can be used to increase transparency. 
Potential Benefits: Customer satisfaction would increase significantly and people will try to visit more if they get to know about billing beforehand. This would ensure to attract customers who got lost. It should be promoted that the overall transparency of the hotel has increased substantially. (Inayatulloh, 2023). 
Associated Costs: The overall cost for ensuring transparency by integrating the IT system would be around £10000. 
[bookmark: _Toc181030528][bookmark: _Toc181035450][bookmark: _Toc181621625]Enhance Corporate/Event Bookings
Corporate bookings are a very important source of income for the hotels. The corporate booking for InterContinental New York Barclay has decreased substantially over the last few years. The hotel should work on increasing corporate bookings. The relationship with the corporate clients should be restored. Different incentives and promotional offers can be given to corporate clients to increase the number of corporate bookings. Corporate bookings are very helpful in selling room and non-room services together (Liat et al., 2017). 
Change Management Practices/Procedures: Promote different offerings to corporate clients. Train marketing and salespeople to increase the sells to corporate clients. Build new more sustainable relationships with the corporate clients. Ensure the hotel is fully fit for organising corporate events (Kotter, 2012). 
Success Measurement: The success measurement would be the increase in the number of corporate bookings. The revenues from the corporate bookings will also increase because of increased corporate bookings. Reaching more corporate clients through marketing efforts and building sustainable relationships with them will increase the number of bookings for corporate events (Bell, 2023).
Potential Benefits: InterContinental's reputation will increase not only for its room services but also for its non-room services. Revenue from different events organised by the hotel will increase significantly. Targeted marketing and traditional marketing both can play a significant role in attracting more corporate clients (Choi, Lee and Park, 2020).
Associated Costs: There are two types of costs associated with this: marketing costs and the costs for improving the non-room services suitable for organising different events. The total costs would be £75,000. 
[bookmark: _Toc181030529][bookmark: _Toc181035451][bookmark: _Toc181621626]Work on Unique Value Proposition 
For competing Rivals unique value propositions can play a significant role for InterContinental Barclay. The current unique proposition of the hotel is luxury services, personalized services, and eco-friendly practices of the hotel. These unique value propositions can help the organisation to increase market share and compete with its rivals. With the digitalization of services, the unique value proposition of the hotel would get better eventually (Litvin, Goldsmith and Pan, 2018). 
Change Management Practices/Procedures: Increase brand engagement activities through social and digital media. Training of employees is mandatory so that the hotel can offer in real what it is promising to offer people. Everything that the hotel authority would define the hotel. In that case, the hotel needs to be careful about every step it takes (P. Crick and Spencer, 2019). 
Success Measurement: People remember InterContinental because of its unique value proposition. The hotel will get more loyal customers. An increased number of bookings is another common success measurement because of the increased branding of unique value propositions.
Potential Benefits: The rebranding of the hotel is one of the major benefits. The hotel would be able to attract new customers. Customers will be able to connect more to the hotel when they hear of InterContinental New York Barclay. The barding of a unique value proposition would increase the revenue from the room and non-room services (Kwun, 2018).
Associated Costs: The total cost of bringing of unique value proposition is £50000. Many of the costs associated with the previous recommendation will cover the rest of the cost for rebranding.



[bookmark: _Toc181030530][bookmark: _Toc181035452][bookmark: _Toc181621627]Action Plan
The recommended action plan for InterContinental New York Barclay. These action plans would be easy to implement because of their set deadlines and planned budget. 

	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Failure to Attract Tech-Savvy Customers
	Digitalization of all Services. Include features that are necessary to attract tech-savvy customers
	Attracting tech-savvy customers to the hotel. The overall profit of the hotel can also be increased through digitalisation. The number of loyal customers can also increase.
	1 Year
	31-10-2025
	£4,00,000

	2
	Failure to leverage digital and social media
	Leveraging Social and Digital Marketing
	better presence of the hotel in the digital world. This would also help the hotel to promote its unique value proposition.
	6 Months
	30-04-2025
	£1,50,000

	3
	Bad Attitude and Behavior of the Stuff
	Improving Employee Behavior through training and motivational incentives
	There will be better ratings of InterContinental New York Barclay on different digital platforms because customer reviews depend on the performance of the employees.
	3 Months
	31-01-2025
	£50,000


	4
	Poor Service
	Improving Service Quality through training and proper maintenance of the hotel.
	The brand reputation would be restored because There would less or no complaints about the cleanliness and services of the room.
	4 Months
	28-02-2025
	£45,000

	5
	No Disclosure of Costs
	Improve Transparency of the billing system. 
	The hotel's overall transparency has increased substantially, which would ensure to attract lost customers.
	2 Months
	31-12-2024
	£10000

	6
	Reduction of Corporate 
	Enhance Corporate/Event Bookings
	Targeted marketing and traditional marketing both can play a significant role in attracting more corporate clients. Revenue from room and non-room services would increase.
	6 Months
	30-04-2025
	£75,000.

	7
	Intense Rivalry
	Work on Unique Value Proposition
	The hotel would be able to attract new customers. The barding of a unique value proposition would increase the revenue from the room and non-room services.
	6 Months
	30-04-2025
	£50000
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InterContinental New York Barclay is a large hotel. Even large hotels sometimes need organisational consultancy. The hotel is a prestigious organisation and it has been providing services to the people successfully since 1926. Zenith Consultancy Firm did the consultancy for the hotel and its marketing department. The consultancy report is very important for the hotel to attract the new generations who not only care about the cultural heritage but also the modern amenities that are essential in their daily life. 
SWOT, PESTLE, and TOWS analysis have been used to identify problems that are being faced by the hotel. These frameworks are also used for identifying the strengths and future direction of the hotel. The economic factors have always impacted the operation of the hotel. Because of the increase and decrease in disposable income the demand for services of Intercontinental gets impacted. On the other hand, the social expectation from the 5-star hotel is increasing day by day. The technological innovations are inducing InterContinental to modernize the offerings of the hotel.  Being sustainable is another requirement of the people. The sustainable practices are highly appreciated by many people which is currently successfully done by InterContinental. People visit InterContinental because of its global presence and unique value proposition. The organisation has some great strengths and these strengths are ensuring profitability. The old infrastructure and the outdated technology are some of the weaknesses that are causing problems for the hotel. Leveraging digital innovation InterContinental can be much better. However, the threats from the rivals must be considered. 
Problems like poor service and bad attitudes and behaviour from the employees is a significant problems for InterContinental. This type of problem directly impacts the brand image of the hotel. On the other hand, not leveraging digital media and technological innovation is preventing the hotel from attracting new customers. Especially, the young tech-savvy generation. The lack of corporate bookings is another challenge for the hotel. It is high time for InterContinental to resolve all the issues it is currently facing. There should be a long-term plan to solve all the current problems. By providing training and maintenance the hotel can retain its loyal customers. For attracting new customers there is no alternative to digitalisation of services and using digital and social media effectively. An action plan has been suggested for InterContinental New York Barclay. By following the action plan the hotel would be able to resolve many issues within the next 1 year. Some action plans would only take 2-3 months to resolve. The hotel should first reduce the number of complaints like poor service quality, bad attitude of employees, and lack of transparency since they impact the current relationship with the existing customers. These issues directly affect the brand image. On the other hand, branding and leveraging digital media would ensure the attraction of new customers.
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