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[bookmark: _Toc159519910]Executive Summary
In this report, the issue of international marketing and advertising is explored for the hotel “Delta Hotels St. Pierre Country Club”. The firm that is preparing the report is “InnSight Strategies”. InnSight Strategies has explored all the aspects of international marketing in the analysis section. 
At first, STEEPLED analysis is done to address all of the external factors. The major findings here are the need for technological integration, the use of social media for marketing, and the consideration of legal and ethical implications while crafting a plan for international customers. Economic and Environmental factors should also be considered such as climate change and rise in inflation. All these key findings should be combined to develop Delta Hotels St. Pierre Country Club’s overall strategy. This will help them to develop an international marketing strategy that is aware of all externalities.
Afterwards, a SOAR analysis is done to understand the potential avenues to attract more results for Delta Hotels St. Pierre Country Club. Key insights from the SOAR analysis are the identified challenges for the future. Domestic dominance, economic instability and political instability are major issues that should be addressed by Delta Hotels St. Pierre Country Club. Another pressing issue is climate change, which has made customers more aware of their carbon footprint. Contingency plans should be made for each of these issues after crafting a marketing strategy. Last but not least, a lack of skilled labor can hinder their operations. Hence, they should have proper recruitment and training programs according to their values.
Finally, a TOWS analysis is done after getting key insights from the SWOT analysis. In the TOWS analysis, the key findings are that the hotel should leverage its USPs like the gold course, the heritage, and quality service to attract tourists. Delta Hotels St. Pierre Country Club should also target customers who are particularly looking for a historical experience but also value modern amenities. TOWS analysis also suggests that Delta Hotels St. Pierre Country Club should invest more in online marketing campaigns and in sustainable tourism models. Lastly, they should monitor the potential political climate of their desired market and develop contingency plans accordingly.
Based on the analysis, a 7-point recommendation has been developed to aid the international marketing strategy for the company. Delta Hotels St. Pierre Country Club has long served guests seeking an authentic historic experience in the Welsh countryside. However, to better welcome the growing number of global travelers, a strategic expansion of the international business is prudent. 
The hotel's remote location presents a barrier for some international visitors unfamiliar with the region. To address this, partnerships will be established with local transportation providers to offer convenient and affordable shuttle services connecting major airports. This will improve accessibility and help more overseas guests feel comfortable exploring the area. The new transportation options are expected to be launched within six months and their impact will be closely tracked.
In addition to easing travel, the hotel's rich heritage will be prominently featured to attract segments interested in historic properties. Carefully crafted PR materials highlighting the royal history and architectural details will be distributed to travel publications worldwide. This will enlighten global audiences and grow demand from markets like Europe and the UK. The renewed focus on sharing the property's storied past is slated to begin this fall.
Given today's digitally-driven world, having a strong online presence is also imperative. The hotel website will be optimized to provide an engaging digital experience for international users. Additionally, targeted social media campaigns will be used to introduce the hotel to new global communities. Continuous testing and refinement of digital tactics will commence immediately to ensure messaging resonates internationally.
To directly generate bookings, complementary vacation packages will be arranged through strategic partnerships with major airlines and travel agencies. Bundled flight and hotel stays presented through global distribution channels have potential to increase reservations from farther regions like North America and Asia over time. Initial package promotions are planned for rollout within the next 12-18 months once arrangements are in place.
One of the unique draws of the hotel is the variety of local activities available to guests. Specific events like golf tournaments and wellness packages at the spa will be highlighted in lifestyle blogs and social posts read worldwide. This will spotlight the added experiences and help attract visitors interested in active travel. The campaigns promoting area attractions are scheduled to launch within the next six months.
Influential figures in the fields of heritage, golf, and sustainable travel will also be engaged to authentically share their experiences at the hotel with large online followings. Carefully crafted collaborations with social media personalities experienced in these niches have potential to significantly boost global visibility over time. The first influencer visits are planned for this winter season.
Lastly, to maximize visits to the surrounding region, packaged tickets will be created providing affordable access to lesser-known cultural and natural attractions nearby. Bundled local experience itineraries offered through the hotel incentivize extended stays, benefiting neighboring communities as well. Rollout of the initial regional excursion bundles is targeted for within one year.
With a phased multi-channel approach and ongoing evaluation, this strategic plan aims to strengthen Delta Hotels' international profile and better welcome the diverse travelers of tomorrow to experience Welsh hospitality for years to come.
Based on the McKinsey’s 7S analysis for change management, a strategic multi-pronged approach will be implemented over the next two years aligning the property's unique strengths with opportunities in overseas markets. Targeted recommendations address barriers to attracting international guests through improved digital accessibility, promotional campaigns highlighting the historic heritage, curated packages with airlines and agencies, and engaging influencers worldwide in authentic storytelling. Cross-functional teams organized by initiative will support each effort. Technology, skills training, and an adaptive leadership style foster staff participation in shaping campaigns reflective of the core values of sustainability, hospitality and sense of place. Regular reviews ensure the 7S framework of strategy, structure, systems, skills, staff, style and shared values remains aligned as tactics evolve. This coordinated implementation across departments aims to lay strong foundations for continued growth, benefiting both the hotel and surrounding Welsh communities for years to come.
To conclude, consistent monitoring will ensure continuous enhancement of the guest experience remains a priority as tactics evolve. Careful execution of the above efforts over the next two years lays a strong foundation for increased global visibility and business performance into the future.
 

[bookmark: _Toc159519911]Chapter 1: Introduction
This consultancy report is designed to identify and solve the current issues faced by Delta Hotels St. Pierre Country Club. Delta Hotels St. Pierre Country Club is a hotel that is located in the hills of South Wales. It gives an experience that can be best described by a mixture of history and modern luxury. This hotel was originally a part of a grand manor estate. However, it transformed into a modern haven in recent times. The hotel is situated 20 miles from Bristol and it is easily accessible from major cities. Hence, it is a convenient place for both leisure and business meetings. It has an area of 400 acres in the Welsh countryside (Marriott, 2023).
The services of this hotel are quite diverse, ranging from cozy village rooms to more premium St. Pierre village suites. All of the rooms are equipped with modern amenities for a relaxing and enjoyable stay, but the room size can differ in accordance to its booking rate. Overall, this hotel caters to the needs of different target segments with a blend of history and natural beauty (Marriott, 2023).
This report is developed by the consultancy firm “InnSight Strategies”. InnSight Strategies is a global consulting company that helps businesses doing business in different markets understand one another’s culture. Some of its prominent services are cross-cultural classes and training. It also helps create market entry strategies, which helps companies access different international markets. Another service it offers is developing marketing materials and making communication easier in general. Intercultural conflict resolution is a unique service offered by the firm, which refers to settling disagreements that come up because of differences in culture.
The key values of InnSight Strategies are ‘collaboration and understanding”. This value is especially useful since the firm mostly works in the field of international marketing. The firm operates in 15 different major economies around the world. This helps them gain skills in international marketing in different areas of the world. The main goal of the firm is to create an interconnected world by helping organizations navigate their cultural differences. Last but not least, the firm partners with different universities and other organizations to offer different training programs and certifications.
The issue that will be discussed in this consultancy report is the problem of international marketing and advertising challenges for Delta Hotels St. Pierre Country Club.
Although this hotel is only operating in one location, it may have to reach to other regions if the local market becomes fragmented. In such a case, international marketing will become a major segment for them. International marketing is the process of designing and promoting your products outside of national boundaries (Arman, 2022). There are numerous aspects of international marketing such as reach, adaptation, complexity, benefits etc. Each of these aspects can vary from country to country. This issue can be problematic for the company as each market may have different needs in terms of products and services. When it comes to advertising, the same strategy cannot be used in every country (Caprio, 2022).
This report will discuss these specific aspects and also explore potential target audiences, communication strategy, competitive landscape, logistics, cultural nuances, sustainability and data privacy. Moreover, emerging trends such as online engagement, personalization and contactless solutions will be kept in mind while analyzing the problems and recommending solutions (Arora, Malik and Chawla, 2019). There will be a few reliable frameworks used for analyzing the issue of international marketing in this report. These frameworks are STEEPLED, SOAR, and TOWS (CIPS, 2022). All of these frameworks will be used to analyze the problem in the next section.










[bookmark: _Toc159519912]Chapter 2: Analysis
In this section, the main issue will be analyzed that has severe implications for the hotel Delta Hotels St. Pierre Country Club. The hotel already has a stable market share in Wales but the Wales tourism market is suffering in recent times. There have been 33% fewer tourists in Wales now compared to 2019 (Yen, 2023). The average spend has also gone down from GBP 515 million to GBP 391 million during the same period (Rural Affairs Committee, 2022). Considering the current situation, international marketing will be used to redesign the firm’s offering as well as the overall marketing strategy. 
The depths of the situation can be analyzed using a number of tools. The first tool that will be used is the STEEPLED analysis method.
[bookmark: _Toc159519913]2.1 STEEPLED Analysis
The STEEPLED analysis divides the external business environment into 8 segments, which are social, technological, economic, environmental, political, legal, ethical, and demographic (Delve, 2022). These factors paint a clear picture of the circumstances the business is operating under and how they have an impact on business performance. The analysis is provided below-
	Factors
	Explanation

	Social
	1. Social media is becoming more influential in tourism-related marketing as 40% of Generation Z uses social media to decide on travel destinations (Peeters, Çakmak and Guiver, 2024).
1. Travelers enjoy tourist destination that they consider compatible with their personality as 46% travelers from a survey agreed to this point (Holloway and Humphreys, 2022).  
1. About 55% of revenue is generated from the 49 days of summer holidays in the Welsh hotel industry (Yen, 2023).

	Technological
	1. Branded mobile apps play a large role in modern day hotel booking as those who use these services have seen 10-15% increase in direct bookings (Lu et al., 2022).
1. 70% guests prefer hotels that provide services such as contactless check-in and payment with the use of technological services (Bellato, Frantzeskaki and Nyagaard, 2023).

	Economic
	1. Revenue from tourism has reduced by GBP 124 million in Wales now compared to 2019 (Hall and Boocock, 2023).
1. Wales only has a share of 2% out of the entire revenue stream from tourism to the UK (Price, Wilkinson and Coles, 2022).
1. Rising inflation and cost of living crisis across the globe has impacted consumer’s ability to spend on travel (Goodwin-Hawkins nd Dafydd Jones, 2022).

	Environmental
	1. The Welsh government has committed to going Net Zero by the year 2025 (Pan et al., 2022).
1. The Welcome to Wales Tourism Strategy 2020-2025 aims to reduce and remove car journeys with more public and sustainable modes of transportation (Nunkoo et al., 2023).
1. 5% of all global emissions is caused by the tourism and travel industry (Palazzo et al., 2022).

	Political
	1. The Wales government created a fund of GBP 180 million for the tourism industry of Wales (Ntounis et al., 2022).
1. Brexit has created issues with immigration of workers and staff as well as their working rights, which has an impact on the industry (Amoamo, 2022).

	Legal
	1. The 182 Rule will increase costs of the industry as it imposes taxes on tourism (Jones, 2022).

	Ethical
	1. Fair labor practice, animal welfare and cultural sensitivity all fall under the ethical consideration of this analysis (Tomassini and Baggio, 2022).

	Demographic
	1. Baby Boomers spend the most on tourism averaging around USD 6,600 compared to millennials who spend USD 4,400 (Nguyen, 2023).


Overall, all of these factors have both positive and negative impact on Delta Hotel. Hence, Delta Hotel should use social media, focus on sustainability, focus on integrating technology, and target the demographic that is more relevant to its offerings. Moreover, they should also be wary of climate change, political issues and ethical and legal considerations when designing their international marketing strategy.
[bookmark: _Toc159519914]2.2 SOAR Analysis
Another useful framework that will be used in this analysis is the SOAR framework. SOAR framework stands for Social, Opportunities, Aspirations and Results (Councill, Haynes and Ritter, 2003). These factors will be used to understand the current challenges and opportunities in the tourism sector and it will be related to Delta Hotels St. Pierre Country Club in the analysis. The SOAR analysis is done below: 
	Factors
	Explanation

	Social
	1. The rise of social media and short-form content are now influencing consumer travel decisions. Investment in dedicated Instagram and TikTok marketing is looking more and more lucrative (Li et al., 2022).
1. Travelers are now focusing more on authenticity and sustainability in terms of tourism. More modernized approaches are losing value as most customers travel to experience life outside of their modern lifestyle (Wut et al., 2022).
1. Market segments are becoming more diverse as the elderly population is growing and disposable income. Moreover, younger generations are also prioritizing tourism because of the development of travel infrastructure (Gebreel and Shuayb, 2022).

	Opportunities
	1. Virtual reality is rapidly developing and it opens a new area of online marketing. Hotels can showcase their services and rooms using VR technology (Wong, Kim and Lee, 2022).
1. With the plethora of data and data analytics, hotels can now offer more personalized services compared to before. Personalized services massively help in retaining customers in the long run (Pachuki, Grohs and Scholl-Grissemann, 2022).
1. Wellness activities are also gaining traction especially if the tourist spot is in a rural area. Meditation, yoga, spas and like amenities can be added to give a more spiritual experience (Achmad and Yulianah, 2022).
1. Lastly, there has been a rise in niche tourism. This means more and more people are getting interested in specific part of tourism such as gastronomy, adventure and/or spiritual experiences (Cho and Lugosi, 2022).

	Aspirations
	1. Promoting sustainable tourism seems like the best decision both in terms of profitability and environmental sustainability.
1. Creating a welcoming environment for all types of travelers is extremely important in terms of achieving the international tourism market.
1. Innovation and technology should be integrated both in marketing and in other operations.

	Results
	1. All of the previous factors will result in an increase in tourism arrivals and an increase in revenue.
1. Ensuring a welcoming environment and integrating technology will increase and enhance a hotel’s positive brand image and reputation.
1. Local communities will be benefitted by taking the previous steps.
1. Lastly, customer acquisition and retention will be increased in the long run.


Delta Hotels St. Pierre Country Club should take note of the opportunities and benefits mentioned in the SOAR approach. Moreover, some challenges should be considered by Delta Hotels St. Pierre Country Club. For example, increasing demand for tourism can lead to over-tourism, which might have a dire effect on the environment. Economic and political instability is also a major issue that should be considered by Delta Hotels St. Pierre Country Club. Climate change trends should be closely followed as they should consider how climate change can affect their business in South Wales. Overall, there are a number of issues Delta Hotels has to overcome to become more profitable by attracting tourists from all over the world. However, Wales has its own aesthetic and its own story, which can attract travelers if the company presents them appropriate through their marketing efforts. The challenge here lies within the fact that the company has to market tourism in Wales in its entirety since just promoting the amenities of the hotel is not enough to attract more tourists to South Wales. However, if the company succeeds in crafting an international marketing strategy that creates more interest in South Wales from the consumers’ end, it will become one of the leaders in the South Wales tourism industry due to being the face of the marketing efforts.
[bookmark: _Toc159519915]2.3 TOWS Matrix
The TOWS matrix serves as an important tool that can convert the insights generated from a SWOT analysis to actionable strategies that combine all the positive and negative aspects of the business. So, to build a TOWS matrix, A SWOT analysis is given below-
	Factors
	Explanation

	Strengths
	1. Delta Hotels St. Pierre Country Club was previously part of a royal manor. This is why it has the historic touch. Moreover, its heritage dates back to the 14th century, adding another layer of beauty to the historic charm. This works as a unique selling point for the hotel (Marriott, 2023).
1. It is located in the hills of south Wales and is compounded by the modern amenities they offer. The combination of historic charm and modern amenities gives them a competitive edge over their competitors (Marriott, 2023).
1. Reputation is extremely important in this industry. and Delta Hotels St. Pierre Country Club already have an established reputation because of their location and modern amenities (Marriott, 2023).
1. The hotel has a Level 3+ sustainability rating, which is attractive to tourists (Marriott, 2023).
1. Lastly, they have a strong staff base of around 500 employees. They have trained specifically to excel in this industry (Marriott, 2023).

	Weaknesses
	1. One of their major weaknesses is one of their USPs. They are located in a remote area in between hills of south Wales. However, this might be a problem for international tourists to reach there (Visit Wales, 2023).
1. According to 1,911 reviews on TripAdvisor, the hotel has issues with the golf courses occupying majority of the hotel space (TripAdvisor, 2023).
1. According to 1,725 reviews on Booking.com, the hotel requires upgrades related to its spa facilities and food options (Booking.com, 2023).

	Opportunities
	1. The main opportunity in this sector is the growing income of middle-class people and their tendency to spend their money on tourism (Butler, 2023).
1. The increase in online travel booking also allows hotels such as Delta Hotels St. Pierre Country Club to reach wider audience through online platforms (Talwar et al., 2023).
1. Wales has a huge basket of untapped tourist attractions that can be marketed accordingly to the needs of the customers. These include wildlife attractions of Puffin Colonies to Skomer Island as well as sightings of tuna whales, sharks, and dolphins. There are also scenic railways, mountains, slates, coastal paths, and more (Greason-Walker, 2022).
1. Lastly, the importance and demand for sustainable tourism is developing both on a macro and micro level. Delta Hotels St. Pierre Country Club can grab this opportunity by focusing on eco-friendly travel experiences (Corry and Richards, 2023).

	Threats
	1. With the rise of tourism, the competition is increasing in international markets as well as in Wales (Rushby, 2023).
1. 94% of overnight stays in Wales come from domestic travelers, which creates a negative impression in terms of international tourism (BBC, 2023).


Based on the SWOT analysis, a TOWS matrix can be developed. The TOWS matrix is provided below-
	
	Opportunities
	Threats

	Strengths
	· Established reputation and brand recognition
· Leverage reputation to expand into new, high-potential international markets like Western Europe and East Asia
· Unique historic charm and blend of modern amenities
· Promote point of differentiation in marketing campaigns targeting sustainable and heritage tourism
· Sustainability credentials and Level 3+ rating
· Appeal to environmentally-conscious travellers by highlighting eco-friendly practices
	· Leverage reputation
· Partner with regional tourism boards to promote Wales internationally
· Pursue strategic alliances with reputable international hotel brands
· Differentiate the product
· Develop curated heritage and sustainability experiences
· Highlight point of difference through niche marketing and influencers
· Expand markets
· Conduct multimedia marketing campaigns in overseas feeder markets
· Collaborate with international tour operators for promotions

	Weaknesses
	· Remote location limits accessibility for international guests
· Partner with local transportation providers to offer convenient shuttle/transfer services
· Golf courses occupy majority of property space
· Develop new recreational activities to attract non-golfing tourists and maximize property usage
· Reviews identify need for upgrades to spa/dining facilities
· Conduct renovations with a focus on enhancing the guest experience in these areas
	· Remote location limits direct access
· Increased competition from more accessible international competitors
· Golf focus reduces property usage
· Potential decline in domestic golf tourism trends


Based on the strategies outlined by the TOWS matrix, a detailed set of recommendations and change management plans can be built. The following chapter will provide details on the recommendations and change management plan.







[bookmark: _Toc159519916]Chapter 3: Recommendations and Change Management
Th following recommendations can be made based on the analysis done above for Delta Hotels St. Pierre Country Club
[bookmark: _Toc159519917]3.1 Address Remote Location and Upgrade Facilities
Delta Hotels St. Pierre Country Club prides itself on its historic charm and excellent customer service. However, to better serve international guests, some strategic changes are needed. Upgrading key facilities and addressing transportation issues will enhance the guest experience and drive bookings (Zhang, Sotiriadis and Shen, 2023).
Working closely with staff, it is recommended to renovate the spa area and expand healthy dining options over the next 6 months. Staff feedback will be gathered at the planning stage to ensure a smooth transition. A detailed project plan with clear timelines, responsibilities and budget will be crafted. Regular communication through emails, town halls and feedback surveys will be conducted. On-site training will be provided to relevant teams on the new offerings and service standards.
Partnering with major car rental companies and local transport operators can help set up affordable airport transfers - a welcome change for international guests. While costs will be incurred, the long-term benefits of increased direct bookings and repeat customers will offset this. Customer satisfaction scores on ease of transportation will be tracked monthly to measure success.
Overall, a participative change management approach involving all stakeholders and regular performance reviews will result in positive experiences during and after the transition process (Sisto et al., 2023). With the average room rate being £150 per night and occupancy at 70%, the estimated annual investment of £100,000 for the upgrades and transfers is very reasonable and will lead to increased revenues within 2 years that more than make up for the costs (Font et al., 2023). The changes will cement Delta's position as the premier historic hotel in South Wales.
[bookmark: _Toc159519918]3.2 Leverage Historic Heritage
Leveraging its rich royal history and heritage is a great opportunity for Delta Hotels St. Pierre Country Club to boost its international profile (Hu et al., 2022). However, change can be difficult and proper change management is needed to ensure staff and customers have a positive experience.
The recommendation is to create heritage and golf packages targeted at European markets. Staff will play an important role in successfully promoting these new offerings. Consultative workshops will be held to gather their insights and address any concerns regarding additional responsibilities. An e-learning module highlighting key selling points of each package and new service standards will be mandatory for all frontline staff.
Public relations campaigns in key source markets will require collaboration between the marketing and operations teams (Lin et al., 2022). Regular cross-functional meetings will be scheduled to ensure smooth coordination. Feedback from PR and social media campaigns will be systematically collected and shared with teams to reinforce success and make improvements (Kerdpitak, 2022).
While initial costs of €50,000 will be incurred on campaign development and collateral, the average package price of €800 leaves good margins. With an estimated increase of just 50 packages booked per month, the investment pays for itself within a year. 
Overall guest satisfaction scores on the heritage experience and staff knowledge will be the key metrics to measure success over the next 6-12 months. Regular reviews involving staff will be held to identify areas for reinforcement or change. A participative approach will result in positive guest experiences and staff pride in their historic property.
[bookmark: _Toc159519919]3.3 Digital Marketing Efforts
This segment focuses on developing an international digital marketing strategy. While change can be difficult, clear communication is key.
The recommendation is to optimize the website for global users and targeted social campaigns. Gathering staff feedback upfront will address any training needs to support these initiatives (Zeeshan et al., 2022). The marketing team leads implementation with cross-team collaboration. Regular updates at meetings ensure understanding and buy-in from all. An incentive program recognizes online promotion efforts.
An initial £30k covers website upgrades and 6 months of ads/campaigns. Even a modest 10 additional direct bookings monthly offsets costs within a year given average £150 rates.
Weekly tracking of online satisfaction and conversion from clicks to bookings measures success. Monthly check-ins involve staff to identify what's working and opportunities for refinement.
A participatory approach that values staff contributions ensure they feel invested partners in this digital evolution (Fernandez, Martinez and Martin, 2022). Data insights will shape the evolving strategy. But maintaining open communication and recognition keeps staff engaged at every step of amplifying this historic property's reach globally.
[bookmark: _Toc159519920]3.4 Partnerships with Airlines and Tour Operators
Forging strategic partnerships can help Delta Hotels better access the international market (Li et al., 2022). However, change requires effort to ensure benefits are realized.
Working with major carriers and tour groups, the recommendation is to introduce promotional packages combining regional flights and stays. Staff will play a key role in selling these bundles. Department heads will identify a "partnership team" to develop pitch materials outlining property amenities and attractions. This content supports negotiations. Regular check-ins between departments track partnership progress and opportunities (Song and Wu, 2022). An incentive rewards staff referrals leading to package bookings.
Initial investment in joint marketing is £25,000. But even 25 additional international guests monthly through these channels covers costs within a year given average £150 rates.
Partnership-specific satisfaction ratings and year-over-year booking comparisons from target regions will evaluate success after 12 months.
With open communication and cross-team collaboration, these alliances become a collaborative effort that deepens Delta's reach abroad while enhancing the guest experience (Lee, Jan and Chen, 2023). Staff participation drives the benefits of thoughtful expansion.
[bookmark: _Toc159519921]3.5 Events and Activities Marketing
To attract more international visitors, promoting Delta's unique events and on-site activities can boost appeal. However, change requires an engaged team.
The recommendation is to introduce golf tournaments, spa packages and local sightseeing on social platforms and travel blogs targeting key markets. Staff-led brainstorming identifies the property's strongest selling points. This shapes the campaign message and content calendar. The marketing team coordinates content creation and distribution with input from operations. Regular check-ins track engagement and bookings from promoted events. An incentive program recognizes staff social media advocacy. Departments also collaborate on itinerary packages pairing on-site offerings with local attractions.
Initial investment is £15,000 over 6 months. Generating an additional 15 international bookings monthly through these campaigns covers the cost within a year given £150 average rates.
Campaign-specific metrics like click-throughs, sign-ups and bookings from promoted events/activities measure success after 6 months (Jaziri, Hassine and Bouzaabia, 2023).
With open communication and cross-departmental teamwork, the property authentically showcases all it has to offer (Tuarev, 2022). Staff participation ensures international visibility drives real on-site experiences and repeat visits.
[bookmark: _Toc159519922]3.6 PR and Influencer Marketing
Tapping into PR and influencer initiatives can further raise Delta's profile abroad (Li, Zhang and Fang, 2022). However, change takes commitment to ensure staff feel valued in new directions (Hosseini, Cortes Macias and Almeida Garcia, 2023).
The recommendation is to leverage media coverage and influencer campaigns highlighting history, eco-focus and upgraded amenities. Staff will aid content development and host influencer visits. The marketing team leads coordination, with input from departments on story angles. Regular check-ins evaluate coverage and social engagement. An incentive program recognizes staff referrals of influencers and contributions supporting their promotions. Departments also collaborate on itineraries showcasing the property.
Initial £20,000 investment over 6 months generates an estimated 20 additional international bookings monthly. Even modest incremental revenue from these guests covers costs within a year given average £150 rates.
Campaign metrics like articles placed, social shares and bookings from promoted influencer content will evaluate success after 6 months (Zheng et al., 2023).
With open communication and cross-team involvement, PR and influencer initiatives authentically convey what Delta offers to a wider audience abroad. Staff participation ensures the benefits of expanded reach.
[bookmark: _Toc159519923]3.7 Promote Sustainability and Untapped Attractions
To further drive international visits, leveraging eco-achievements and Wales' lesser-known offerings can boost Delta's competitive edge (Pennant, 2024). However, change requires collaboration to maximize benefits.
The recommendation is to highlight certifications and bundling local attraction tickets/itineraries (Williams, 2023). Staff will help shape campaign messages and assist with promotions. Departments will identify sustainability and area activity angles to promote. Regular check-ins evaluate engagement and bookings from these campaigns. An incentive program recognizes staff social advocacy. Departments also cooperate on curated packages pairing the property with surrounding areas.
Initial £17,000 investment over 6 months generates an estimated 15 additional international bookings monthly. Incremental revenue from these guests covers costs within a year given £150 average rates.
Campaign metrics like clicks, sign-ups and bookings from promoted bundles and packages will evaluate success after 6 months.
With open communication and cross-departmental teamwork, Delta authentically showcases its green achievements and Wales' hidden gems to attract responsible international travelers (Tasnim et al., 2023). Staff participation ensures expanded reach drives real on-site experiences.
[bookmark: _Toc159519924]3.8 Change Management Through McKinsey’s 7S Framework
The McKinsey’s 7S Framework is a tool that analyzes 7 internal factors of the organization to understand its strategy (Jain and Kansal, 2023). It serves as a great tool to identify and manage the changes that are needed within the organization in order to facilitate new strategies.
Strategy: The 7 recommendations establish a roadmap with clear objectives to expand the international business. Regular reviews will track progress of the strategies.
Structure: Role definitions and cross-functional teams will support each initiative. For example, partnership efforts will involve Sales, Marketing and Operations.
Systems: Technology and workflows will adapt to new processes. The website upgrade will streamline international bookings. Influencer content will be distributed through marketing systems.
Shared Values: Sustainability, heritage and hospitality will remain core. Staff will participate in shaping campaigns reflective of these values.
Skills: Training will equip teams to execute initiatives. Digital skills will develop alongside heritage expertise. Influencers will showcase the property authentically.
Style: An open, collaborative leadership style will garner staff participation in all changes. Regular check-ins will engage all voices and recognition will show value in contributions.
Staff: Incentives and opportunities for growth will motivate staff throughout transitions. Feedback will be welcomed on refinements while their well-being will be prioritized.
Weaving the 7S elements cohesively will facilitate change management. For example, cross-functional teams will apply their skills through new systems and processes, guided by a shared strategic vision and values. Regular reviews will capture learnings to further align the 7S framework over time. With staff feeling enabled and invested in the transition, Delta can successfully expand its international presence through a coordinated approach balancing consistency and progress. Strategic alignment across the 7S domains will smooth implementation of the recommendations and maximize their benefits.








[bookmark: _Toc159519925]Action Plan
The action plan involves the breakdown of the problems, solutions, desired outcomes, time scale, completion date of solution, and planned budget for it. The action plan is provided below-
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Remote location limits international access
	Partner with transport providers for airport transfers; negotiate deals with airlines
	Improved accessibility driving bookings
	6 months
	August 2024
	£100,000

	2
	Historic heritage underleveraged
	PR campaigns highlighting royal history and charm
	Increased awareness and visits from heritage segments
	6 months
	August 2024
	£50,000

	3
	Lack of international digital presence
	Optimize website and run targeted digital ads
	Wider reach and consideration among global travelers
	6 months
	August 2024
	£75,000

	4
	Dependence on domestic market
	Partner with airlines and tour operators on packages
	New international customer segments
	12 months
	February 2025
	£150,000

	5
	Low visibility of unique offerings
	Promote local events and activities on social and blogs
	Additional bookings from showcased attractions
	6 months
	August 2024
	£15,000

	6
	Room for more profile raising
	PR and influencer initiatives on sustainability, amenities etc.
	Enhanced reputation and preference
	12 months
	February 2025
	£30,000

	7
	Untapped regional potential
	Bundle local tickets and itineraries on sustainability
	Incremental visits and revenues
	12 months
	February 2025
	£17,000







[bookmark: _Toc159519926]Conclusion
In conclusion, Delta Hotels St. Pierre Country Club may face challenges with attracting international customers due to the current circumstances of the tourism industry in Wales. The company should consider developing its international marketing strategy to pull more international customers. 
Delta Hotels St. Pierre Country Club should focus more on developing their online presence as their current efforts are not up to the mark to attract international consumers. When it comes to international marketing, they should focus on developing services that are conducive to their growth. Most customers now prefer authentic experiences. Hence, they should tailor their services in terms of where they are providing their services. They should study the location of their hotel and change their service according to that location. 
Since the market segments are becoming more diverse in terms of age. They should offer services by that both elderly and young people want from the tourism industry. Moreover, they should integrate technology and data analytics if they want to solve the issue of international marketing. This will help them gain more international share and make better business decisions.
People often want to escape from their busy modern life and embrace the local and spiritual well-being of remote areas such as Delta Hotels St. Pierre Country Club. Hence, they should add relaxing services such as Spa, meditation and yoga to give the customers the full extent of a spiritual experience. Moreover, they need to market the attractions of Wales and South Wales properly to ensure international customers are attracted to the overall experience.
To conclude, the summary of the 7-step recommendation for Delta Hotels St. Pierre Country Club is given below-
· Address transportation barriers inhibiting overseas access. Partnerships with regional carriers and shuttles connecting major airports ease the journey. Improved transportation options take effect within 6 months.
· Leverage the storied heritage through carefully crafted PR. Features in travel publications worldwide enlighten audiences on the royal roots and architectural grandeur. A renewed focus on history launches this fall.
· Optimize the digital presence catering to global travelers. A mobile-friendly website and targeted social campaigns introduce new audiences to the property online. Continuous refinement of digital tactics starts immediately.
· Forge complimentary packages with airlines and agencies. Bundled flight and stay deals through global distribution systems increase bookings from markets like Europe and North America. Initial partnerships launch in 12-18 months.
· Showcase unique local events. Features in lifestyle blogs and social media highlight the golf tournaments, spa packages and surrounding areas of interest. Campaigns promoting added activities start within 6 months.
· Pursue strategic profile-raising initiatives. Collaborations with influencers experienced in heritage travel share authentic stories demonstrating the sustainable features. The first influencer visits take place this winter.
· Develop itineraries maximizing regional attractions. Packaged tickets to lesser-known areas incentivize extended stays, benefiting neighbors. The initial local experience bundles roll out in a year.
With careful execution and monitoring, this plan aims to welcome growing international customers to Delta Hotels for years to come while consistent evaluation ensures continuous enhancement.
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