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Overview:

Grand Horizon Hotel is a 120-room full-service hotel located in a

metropolitan business district. This audit evaluates its market positioning,
clarity of target audience, differentiation, proof of value, and market impact.

SECTION 1 — Strategic Clarity

Question

1. Canyou clearly
define your target
audience?

2. Canyou articulate
your value
propositionin one
sentence?

3.Doyouowna
specific
category/position in
the market?

4.|s there a
documented
positioning
statement?

Score
(%)

Answer

Yes — business travelers,
conference attendees, and 85
leisure tourists in the city

“We provide luxury
accommodations with
personalized service and

78
seamless event
experiences in the heart of
the city.”
Somewhat, known for 20

conference hosting

Yes, internal strategy doc 75

Comment

Target is broad
but reasonably
defined.

Clear but could
be more concise.

Strong niche but
not top-of-mind
for leisure guests.

Exists but not
widely shared
with marketing or
front desk staff.
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Question

5. Does your team
understand your
positioning?

6. Can sales/booking
staff explain choice
reasons without
price?

Section 1 Score: 73%

BYOBO$$

Answer

Most staff understand,

some cannot articulate it

Sometimes — often rely on 65

amenities and rates

Score
(%)

Comment

Inconsistent
across
departments.

Needs stronger
value-focused
training.

Comment: Strategic clarity is solid but inconsistently communicated across

teams.

SECTION 2 — Competitive Differentiation

Question

7. Do you deliver value

competitors can’t easily

replicate?

Answer

Yes, personalized

concierge support

Partially —

8. Is the difference clear corporate clients

to buyers?

9. Do competitors
struggle to match your
quality?

10. Do you avoid
competing on price?

know, leisure guests
less aware

Some do —
especially
personalized event
planning

Mostly yes

event servicesand 75

Comment

Strong in events;
guest services could
be emphasized more.

Differentiation
messaging weak for
non-business
travelers.

Service differentiator
recognized, but luxury
amenities less unique.

Discounts are rare,
value is emphasized.
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Question

11. Isyour

BYOBO$$

Score
(%)

Answer

Yes, prime location,

differentiation based on experienced event 70

unique assets?

12. Are your
differentiators
documentedin
sales/marketing
playbooks?

Section 2 Score: 70%

staff

Not fully 60

Comment

Not fully leveraged in
marketing.

Inconsistent
messaging to staff and
guests.

Comment: Differentiation exists but is not fully communicated to all guest

segments.

SECTION 3 — Proof & Evidence

Question

13. Do you have
quantified case
studies?

14. Can you quantify
guest satisfaction or
ROI for event clients?

15. Do testimonials

reinforce positioning?

16. Do you publish
thought leadership?

Score

Answer

(%)
Event client
testimonials and 79
corporate bookings

with metrics

Yes, avg. 95%
satisfaction on post- 78
event surveys

Yes, mostly event-
70
based

Occasional hotel blog 60
posts

Comment

Good examples but
limited visibility.

Strong, but data could
be more prominently
showcased.

Leisure guest
testimonials sparse.

Content limited;
minimal positioning
reinforcement.
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Question

17. Do you have 3rd-
party validation?

BYOBO$$

Answer

Awards from local
tourism board

Section 3 Score: 71%
Comment: Evidence exists but is underutilized in positioning messaging.

SECTION 4 - Market

Question

18. Canyou
command
premium pricing?

19. Are profit
margins
expanding?

20. Isyour sales
cycle efficient?

21. Do inbound
leads reflect
positioning?

22. Are you
perceived as
category leader?

23.Isrevenue
growth driven by
positioning?

Impact

Answer

Yes, 10-15% above
competitors

Stable at ~30%

Average for hotel
industry

Somewhat —
business clients
align, leisure less so

Top 3 for corporate
events locally

Partially — mix of
marketing, referrals,
and location

Score

(%)

75

Score
(%)

75

75

70

68

72

65

Comment

Credibility present but
could be leveraged
more widely.

Comment

Guests accept premium
for events; leisure
segment price-sensitive.

Healthy but not growing
significantly.

Event booking inquiries
could convert faster.

Marketing could better
pre-qualify leisure
guests.

Good reputation for niche
but less so for other
segments.

Growth is not solely
attributable to
positioning.
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Section 4 Score: 71%

BYOBO$$

Comment: Market impact is reasonable but could be strengthened with

clearer messaging and focused segmentation.

Total Positioning Score: 71%

Interpretation:

Grand Horizon Hotel has a solid foundation in positioning, particularly in

events and corporate services, but opportunities exist in team alignment,

leisure marketing, proof amplification, and revenue attribution.

FULL BYOBO$$ POSITIONING AUDIT WITH RECOMMENDATIONS - HOTEL

Aggregate
Category gereg
Score
Strategic
. 73%
Clarity
Competitive
70%

Differentiation

Analysis

Messaging is
understood
internally but
inconsistently
communicated.

Event services
differentiate the
hotel, but leisure
offerings less
unique.

3 Recommended Actions

1. Create a concise
positioning statement
shared across all
departments. 2. Train front
desk and sales staff on
value proposition. 3. Audit
marketing materials to
ensure consistent
messaging.

1. Highlight unique assets
(location, concierge, event
expertise) in all marketing.
2. Document differentiators
in a playbook. 3. Segment
messaging for corporate vs
leisure guests.
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Aggregate
Category Sfireg Analysis

Testimonials and
Proof &

Evidence

71% case studies exist
but underutilized.

Revenue and
premium pricing
Market Impact 71% exist but are not
fully linked to
positioning.

Overall Summary & Priority Actions:

Total Score: 71% - Moderate Strength

3 Recommended Actions

1. Collect and publish
leisure and business
testimonials. 2. Create
visual case studies
highlighting ROl for events.
3. Develop blog or social
content reinforcing unique
positioning.

1. Track conversion and
revenue tied to positioning
messaging. 2. Improve
marketing for leisure
segment to pre-qualify
leads. 3. Benchmark
competitors and adjust
pricing/value
communication.

The hotel has strong event positioning but can grow impact by clarifying

value for leisure travelers, amplifying proof, and aligning all teams to

messaging.

High-Priority (30-Day):

v Develop clear positioning statement shared across teams

v Update marketing materials with differentiated messaging

v Collect testimonials for leisure and business guests

Medium-Term (60-90 Days):

v Publish case studies and blogs aligned with positioning
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v Introduce KPI tracking for conversion by positioning messages

v Segment marketing campaigns for leisure vs corporate guests

Once you’ve reviewed this diagnostic report, the most important next step is
turning insight into action. The findings highlight where performance is
strong, where profit is leaking, and where systems are underdeveloped but
the real value comes from prioritizing and implementing the right fixes in the
right order. We strongly recommend reviewing this report with your BYOBO$$
consultant, who can help interpret the results in the context of your specific
locations, validate assumptions, and translate recommendations into a
practical execution plan.

If you do not currently have a consultant assigned, BYOBOSS can match you
with a qualified specialist aligned with your needs and operating
environment. Your consultant will work with you to establish priorities, define
measurable targets, and guide implementation—whether that involves
improving cost controls, refining operational performance, reducing
inefficiencies, or implementing stronger management and reporting
systems. This ensures the report does not sit on a shelf, but becomes a
practical roadmap to improved performance, greater control, and
sustainable growth.
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