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[bookmark: _Toc2767457]Summary of report
In this report, advice and suggestions will be provided for the project research on “opening delivery service for hotels during weekdays (from Monday to Friday)”. The Ansoff matrix will be used for specific analysis during the course of the study. At the same time, in this report, the SWOT research method will be adopted for comprehensive demonstration, and combined with Primary Research (data), a reasonable solution will be developed, based on the results of the study. For this report, the focus of its consulting and resolution issues is on:
1. How to open the market through the hotel's own advantages (Market development)
2. How to improve the market competitiveness at the initial stage of product launch based on the local influence of the hotel (Product development)
3. How to increase sales of products, increase market share, and achieve the expectant results to obtain profits (Market penetration)
[bookmark: _Toc532572587]
[bookmark: _Toc2767458]1 Introduction
1.1 [bookmark: _Toc2767459]Background and rationale
The HanYuan hotel  to be provide consultancy is a four-star hotel with a 20-year history, very well-known in the local area. For the customers, this hotel mainly provides traditional services such as accommodation, catering and entertainment. During the holiday season, hotel reservations are always in short supply. Especially in traditional Chinese festivals, most customers will book their own room one week in advance. And the hotel also tailors all the services based on customers’ needs. 
However, there is a waste of resources during workdays, which is a loss of benefit to the hotel and not as competitive as other hotels. Concerning this situation, this project would like to offer consultancy for this hotel on its development strategy.
Currently, traditional hotel services are gradually diminishing in today's society, customers are more eager to make independent choices and matching of dishes, and the combination of online ordering and offline services is conducive to enhancing the hotel's comprehensive competitiveness. Therefore, opening a take-away meal delivery service during workdays might be a new addition to my hotel. 
[bookmark: _Toc2767460]1.2 Aim and objectives
This project aims to offer consultancy on opening additional services for HanYuan Hotel during the weekdays.

The objectives are as follows:
· Understanding the necessity of adding additional services for weekdays
· Using strategy tools to analyse the market needs and position specific services
· Offer specific consultancy for the hotel
[bookmark: _Toc2767461]1.3 Anticipated benefits
Offering this consultancy of opening this service might meet the needs of more customers and bring better profits to the hotel. The reasons for opening this service are as follows:
· The decrease in passenger traffic during workdays directly leads to a decline in profits
· People are more willing to wait for a meal instead of going to the restaurant to have meals on weekdays.
· The new take-out service is convenient and efficient, which can save a lot of time of  customers.
· The opening of the meal delivery service will help the hotel to re-integrate human resources and improve the efficiency of the service.
[bookmark: _Toc2767462]2 Literature review
[bookmark: _Toc2767463]2.1 Ansoff Matrix
Its necessity lies in:
1. Conducive to the hotel to determine the market scope and market positioning of the takeaway service(Arslan,2008)
2. Help the hotel get know to the market demand and plan the development direction of the take-away food delivery business(Carlsen,2011)
[bookmark: _Toc2767464]2.1.1Market Development
Take-out service is a new service belonging to the hotel, so the first thing that should be carried out is market development.  Provide existing products to open up new markets, develop service content of food delivery business according to customer needs, and adjust marketing strategies according to changes in market demand.(Chiang,2016)
[bookmark: _Toc2767465]2.1.2Product Development
Secondly, product developments should be carried out in the hotel. Based on the hotel's original traditional business, it will publicize the newly added take-away business. At the same time, it will take advantage of the hotel's own brand influence on existing customers to improve the market competitiveness of new business in the initial stage of formation.(Hussian,2013)
[bookmark: _Toc2767466]2.1.3 Market Penetration
As for market penetration, the first thing  need to pay attention to is the old customer's consumption experience for the new take-away food delivery business. It should pay attention to their opinions and suggestions, find problems in a timely manner and make effective improvements.  will use the loyal customers to satisfy the hotel's service satisfaction and drive the consumption of potential customers.(White,1979)
[bookmark: _Toc2767467]2.1.4 Diversification
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]In the early days of the opening of the take-out service, it will pay attention to the implementation of the above three strategies. But for the diversification strategy, at present, it does not apply to take-away food delivery services. Although the take-away business is a new business, the services and dishes offered are owned by the hotel itself. The focus of the diversified business strategy is to develop new products and launch new markets. This strategy is risky and therefore does not apply to the current stage of business.(Kaaria,2009)
[bookmark: _Toc2767468]2.2 SWOT Analyze
The necessity to use SWOT analysis lies in：
1. Utilize the competitive advantage of the hotel to improve the market competitiveness of the take-away food delivery business
2. Increase market share of business by improving competitive disadvantages
3. Grasp the market opportunities, timely get know to market demand, and modify the direction of business development
4. Identify competitive threats in time, adjust management and service models, and effectively prevent market risks
1. Internal factors - Competitive Advantage:
a. The hotel has a high reputation and has a certain influence in the local area.;
b. Complete hardware facilities and excellent customer experience;
c. Good location and convenient transportation;
d. The hotel can provide High quality service and customized services based on customer needs.
2. Internal factors - Competitive Disadvantage
a. The higher price of the hotel leads to a relatively single consumer group
b. Business pattern is too traditional and lacks innovation
c. The hotel focuses only on providing high-end services but ignoring basic customer needs
d. Staff training period is longer, causing higher training costs 
3. External factors - Opportunities
a. The market for take-away food delivery service has great potential, and the hotel can use its own popularity to open the market.
b. Combining online ordering and offline services will help enhance hotel competitiveness
c. The new take-away food delivery service is conducive to the customer's independents choice
d. Takeaway dishes are cheaper and more attractive than the dishes eaten in the restaurant.
4. External factors - Threats
a. Other hotels in the industry have opened the meal delivery service earlier and know more about the market.
b. Customers are more inclined to order food delivery services from familiar place.
c. Competitors have a long working life and have a certain customer base
d. Competitors may make vicious competition by drastically lowering product prices
[bookmark: _Toc2767469]3 Research Method 
In collecting customer opinions and suggestions, it will use a primary research to interviewing customers with higher loyalty. And for other customers, it will take the way of the telephone contact and questionnaire survey. The necessity of using primary research lies in that it is highly targeted and highly authentic, and the access process is flexible. it can develop a research process based on specific issues, and the information collected through the first-hand research is more time-sensitive. However, during the process of conducting the first-hand research, it should pay attention to the problems of high cost and long time. Respondents may also have negative emotions due to the long time of interviews, which directly leads to a decline in the quality of the data collected.(Taylor,2012)
For the results of the primary research survey, it will use quantitative analysis to conduct research, statistics, collation, and summary of the obtained data. it will also keep abreast of market changes and needs, and adjust my marketing strategies in a timely manner based on customer feedback. Quantitative research is characterized by logical rigor and reliability, and the conclusions it derives are usually very precise. However, when using it, it is necessary to have a correct theoretical perspective as a guide. Combining quantitative research with qualitative research will be more conducive to analyzing the problem.(Watts,1998)
[bookmark: _Toc2767470]4 Time management
Data collection 1-Week  2019.2.4-2019.2.10
For the choice of business models, it will firstly use the Ansoff matrix for analysis.
Data analysis  1-Week 2019.2.11-2019.2.17
After using the Ansoff matrix, it will conduct an in-depth analysis in combination with SWOT analysis methods.
Make research plan 1-Week 2019.2.18-2019.2.24
After using Ansoff's proof and SWOT analysis, it will combine these two research methods to provide a deeper consultation for the take-away food delivery service in a strategic combination.

[bookmark: _Toc2767471]5 Recommendations
Market development = (internal factors, competitive advantage) + (internal factors, competitive disadvantages)
The key to market development strategy is to discover market demand and open up the market with own competitive advantages. At the same time, in the early stages of market development, hotel should avoid being affected by its own disadvantages and thus reduce the market competitiveness of new business. For the interior of the hotel, it should first adjust the management mode, provide customers with more choices by increasing the types of services, and reduce the cost of services by optimizing the internal resources of the hotel to reduce the sales price of the products. The hotel itself also needs to use the network and mobile APP to promote, regularly carry out discounts and promotions, use low prices and high quality services to increase customers’ satisfaction with the hotel and gradually dilute the customers’ traditional impression of high consumption of the hotel. For the services launched by the hotel, it should be aimed at more consumer groups rather than just focusing on high-end. Only paying attention to the consumption needs of different customers will the development of new business get great developments.(Nicolas,2011)
 
Product extension = (external factors, opportunities) + (internal factors, advantages)
In the product extension strategy, it must first meet more market demands. And grasping market opportunities is conducive to the hotel to find market demand timely.
The opening of the take-away food delivery service is an extension of the hotel's traditional catering service. The products offered in the take-away service can meet the needs of different price levels of consumers, and the provision of diversified services is conducive to increasing the brand influence of the hotel itself and attracting more potential consumers. At the same time, hotels can also use consumer awareness and recognition of existing brands to launch sub-brands or new products, in order to quickly profit at a lower risk and quickly expand market share in a shorter period of time. However, it should also pay attention to the changes in market demand and the increase of operating costs while carrying out product extension. promptly modify the marketing strategy while grasping the market opportunities, and adjust the development direction of the take-away food delivery business according to the feedback and suggestions of customers. Only in this way can the take-away food delivery business enhance the market competitiveness in the process of product extension.(Cardozo,1993)
 
Market penetration = (external factors, threats) + (internal factors, disadvantages)
Before conducting the market penetration strategy, must first analyze the market risk and the advantages of our competitors, and at the same time, need to reduce the effect of the hotel's internal disadvantages in the market competition. When the take-away food delivery business enters a mature stage, the risk of implementing the market penetration strategy is minimal, and the required input resources are minimal. Therefore, running the hotel needs to pay attention to the fact that the change in customer interest may lead to a decline in the market share of existing businesses, and if the take-away service does not gain a dominant position in the market, it will face more competitors. So, during the maturity period of the hotel, it should pay attention to preventing external threats and improving internal disadvantages. What’s more, it  should combine the differentiation strategy, enhance brand influence through product mix, and improve market competitiveness by service innovation.(Hill,1979)
[bookmark: _Toc2767472]
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