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[bookmark: _Toc199078391]Executive Summary 
Background of the Hotel and Consultancy Context
Located on the Greenwich Peninsula, InterContinental London – The O2 is next to the world-famous O2 Arena. Within IHG’s Luxury & Lifestyle group, the property assists IHG in following its premium service direction by welcoming a mix of business and leisure visitors who come to participate in significant events and conferences (InterContinental London-TheO2, 2025). The vast number of rooms, high-quality restaurants, a spa and large conference areas make this hotel a major player in London’s luxury hotel industry. Its location makes the job harder and more demanding, mainly regarding MICE (Meetings, Incentives, Conferences, Exhibitions) events (Chauhan et al., 2025). Altiora Hospitality Consulting, an organisation from the UK that advises on improving hotels, was chosen to investigate the property’s operational and service matters. Focusing on employees, technology, and internal processes, Altiora collaborates with hotels to deal with quality problems in rapidly developing settings. We draw on industrial markers, back our analyses with facts and use modern management techniques to create solutions that can be implemented. In response to studying the hotel’s internal structure, outside challenges, and satisfaction with its guests, the report provides a strategy that guarantees improved reliability and positions the hotel for future success.
Statement of the Problem and Purpose of the Report
Despite being a world-renowned brand located at The O2, InterContinental London – The O2 still encounters troubles providing consistent service to busy business guests, mainly due to how pressured operations become, skills gaps and staffing challenges (Intercontinental Hotels & Resorts, 2024). During important conferences and arena events, people often mention problems related to service not responding, people not working together well, guests having to wait for check-in and different housekeeping and F&B standards. Such inconsistency reduces how satisfied guests are, how faithfully they return and how likely they are to book again at London’s luxury hotels—a significant risk to both the hotels’ name and income (Savills, 2024). By carrying out this consultancy report, the root causes of the service suspension are identified and evaluated for their effect on performance, and approaches to solving the problem are proposed. The data comes from inside and outside the organisation, and the analysis includes frameworks like STEEPLED, SWOT and TOWS, helped by a change management model for implementation. We seek to create lasting excellent service and strengthen the organisation.
Summary of Key Analytical Findings 
The organisational analysis showed that IHG is underusing its resources and skills related to global training and digital approaches at each property it manages. By doing a detailed STEEPLE analysis, we noticed several pressures in the outside environment. The post-pandemic market shows guests hope for personal service and a smooth experience today. They are looking for ways to check in on their devices, connect via chat in real time and use artificial intelligence for assistance (Saydam et al., 2022). Inflation and employee wage increases are worsening because the hotel relies on significant events and business travellers for most of its business. Brexit’s job barriers for hospitality, new standards in employment law and a rise in travellers interested in sustainability further make it hard for the hotel to hire, train and keep its frontline managers and workers (Kumodji, 2024). Among the internal strengths mentioned by the SWOT analysis were substantial brand equity, the company’s location and support for loyalty programmes. Issues make up these gaps, such as staff preparedness, adoption of technology, and coordination on event days. Utilising the TOWS matrix, the team suggested using loyalty data, digital resources and environmental actions to achieve better services (Anderson, 2025). Reputational challenges, less effective event retention and more competition from both luxury hotels and hotels that only sell through the Internet are the top threats currently facing the industry. The insights support the belief that better training, schedule planning and event management are essential for the hotel to thrive again and in the long term.
Summary of Proposed Recommendations
Three connected recommendations were suggested to solve the problem of service inconsistency. A Service Excellence Academy will first help by providing specific training on using IHG’s corporate resources in each department. Frontline staff will get additional training to improve how they manage emotions and work as a team, especially during busy moments. It will also involve creating ways to recognise and advance employees so they keep working for the company (Emeafor et al., 2025). They should make sure their employee scheduling system is both flexible and digital. Using this system to estimate staff and make scheduling available on mobile devices will improve staff happiness, lower staff absences, and ensure no gaps when the hotel gets busy. The system enables simplified administrative workflows and minimises errors in how salaries are paid (Koniari, 2025). Next, establishing the MICE Excellence Task Force will lead to joint efforts and better organisation of significant events. The group will coordinate before the event, work together in real time and provide follow-up comments from clients, which aids in getting regular bookings and raising event reputation (Edwards & Taylor, 2012). The backside of every recommendation shows steps to carry out each option, how much the work would cost, which departments are involved and which metrics apply. They both lay out a sensible blueprint for bringing InterContinental London – The O2 back to its expected level of professionalism and comfort.


[bookmark: _Toc199078392]1. Introduction
[bookmark: _Toc199078393]1.1 Overview of the Hotel
InterContinental London – The O2 is in the Greenwich Peninsula, London, right by the celebrated O2 Arena. The hotel belongs to InterContinental Hotels Group (IHG). It follows the group’s high-end hospitality standard in the fast-growing Luxury & Lifestyle segment, which accounts for a fifth of the company’s new projects and a fourteenth of its total hotels worldwide. The hotel attracts business and luxury travellers to its events with over 450 comfortable rooms, many impressive restaurants and bars, a sought-after spa and extensive conference options. Because of its location and easy reach by public transport, the hotel draws travellers from several countries, groups from businesses, and event delegates. However, since there is so much competition in London, luxury, quality service, and a clear brand identity are necessary to keep customers returning and profits stable. Since boutique hotels and mixed event needs have grown after COVID, the hotel must ensure its service stays flawless when demand is high, control its budget and fulfil workers’ expectations (Mehta et al., 2023).
[bookmark: _Toc199078394]1.2 Background of Altiora Hospitality Consulting 
Altiora Hospitality Consulting works in the United Kingdom to develop and support companies in the international hotel industry. Altiora exists to help hospitality businesses aim higher and provides customised consultancy in employee engagement, service development, strong operations and environmental change. We are recognised for using proven structures, information from the field, and flexible approaches to grow in markets that change fast and are tough to compete in. Thanks to its expert focus on luxury and big event hotels, Altiora helps clients achieve sustainability in their profits by focusing on guest satisfaction and the importance of employees (Crawford, 2013).
[bookmark: _Toc199078395]1.3 Problem Identification and Strategic Importance 
Currently, the InterContinental London – The O2 encounters a key issue: trouble upholding excellent service at busy events due to staff skill shortages, signs of reduced worker engagement and operating traditions ill-equipped for services following the pandemic (Azis & Che Ahmat, 2022). Although IHG works hard globally to develop professionals using programmes and IHG University, how these efforts are implemented, especially in MICE operations, has highlighted issues (Jamgade, 2018). As a result of these factors, guests are less likely to return, less revenue overall, and RevPAR suffers. With the O2 Arena next door, the hotel focuses on events and relies on regular top-quality service (Foster et al., 2010). A single flaw in service in the luxury sector may hurt the organisation’s reputation, make reward programme members less dedicated to IHG, and open doors for rival companies to catch up. Achieving the solution means enhancing the skills of employees and implementing models that support quick digital change and guest satisfaction.
[bookmark: _Toc199078396]1.4 Scope and Structure of the Report
This report aims to offer a strategic answer to the service delivery issue at InterContinental London—The O2. Various analytical methods reveal what happens within and around the organisation. STEEPLED helps evaluate the effects of changes in the labour market on hotel performance, how guests expect more, and digital developments (Carter et al., 2021). SWOT analysis highlights what the hotel is capable of and what risks it faces, and the TOWS matrix explains how these points should be used in the hotel’s strategies. For successful change, the report applies Kotter’s 8-Step Change Model to create an active transformation map that handles resistance, sparks ownership among staff, and ensures new practices continue (Benhadda & Chibili, 2019). The report features strong recommendations with financial estimates, a detailed plan, and KPIs to show how the programme will significantly impact the results. The consultancy hopes to return the hotel’s reliable luxury service and help it remain a top pick for business and pleasure in London.
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[bookmark: _Toc199078398]2.1 Detailed Explanation of the Identified Issue 
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Figure: Employee engagement survey scores (InterContinental Hotels Group PLC, 2025)
During busy periods, delivering the same quality of service from managers and frontline staff has become a big problem for the hotel, which stems from mismatched capabilities among workers and demanding workloads. Because it is next to The O2 Arena, its success depends on offering excellent service during large-scale MICE events. Yet, since the pandemic, guests expect more, there are more events and hiring suitable employees remains tricky, lowering the consistency of service (Trisnayoni et al., 2022). Looking at the report regarding the “Journey to GM” programme and other development programmes, the company still has problems with execution at the property level. Even though 87% of IHG’s workers globally are engaged and over 145 million people use the IHG One Rewards programme, guests staying at sites like the InterContinental London—The O2 encounter different experiences (InterContinental Hotels Group PLC, 2025).
[image: ]
Source: (Trustpilot, 2025)
What customers say plays a role in this detachment. Among the 1,020 Trustpilot reviews of IHG’s group profile, 77 per cent are 1-star, giving the group a 1.5-star rating in total (Trustpilot, 2025). Many guests continually point out poor communication between staff, staff who do not respond quickly, IT problems and underestimations in service. According to some reviewers, a “nightmare” situation featured late arrival hours, inoperative elevators, power outages and insufficient workers during a busy event—evidence that the hotel’s life team was very stressed (Trustpilot, 2025). Many also complain about unresolved issues and managers who do not care when trying to use old loyalty points. Similar to broader issues in London’s hospitality field, these accounts state that Brexit and higher wage inflation cause labour shortages. While the hotel shows leadership in digital fields, its lack of in-place adaptations for each location makes it more challenging to maintain its luxury standard (Xiang et al., 2021). Immediate actions to strengthen this area are necessary to maintain InterContinental London – The O2’s reputation and valuable event revenue.
[bookmark: _Toc199078399]2.2 Impact on Organisational Performance 
Problems in service excellence at InterContinental London – The O2 have generated serious issues in the hotel’s day-to-day operations, employee work, guest experience, and finances. Owing to its unique location by a popular events venue, the hotel’s room demand changes significantly, mainly during MICE events. Because it cannot always provide good service during these peak times, the service situation has worn out its employees and disappointed external customers (Singh & Hassan, 2024). Working efficiently as a team has been hampered by shortfalls in staffing, lack of training and poor communication among different teams. If service teams respond slowly, check-ins are postponed, and facilities lack staff (Baum, 2022), it delays guests and less efficient service. Besides affecting guests' comfort, these inefficiencies create overwork for staff, reduce their effectiveness and increase their chance of burnout.
The Luxury and lifestyle brand’s central promise—service quality—has become unpredictable. This can cause significant damage in luxury sectors, where one mistake can considerably drop a brand’s reputation (Lu et al., 2015). On the internet, it is clear that guests are wondering about IHG’s ability to provide services and are frustrated by poor communication, opposing their brand promise of being the reliable leader in hospitality (Jones, 1999). Fluctuating service quality has weakened customers' sense of loyalty. Because IHG One Rewards draws in about 60% of global bookings, a poor guest experience can make the programme's value less important (InterContinental Hotels Group PLC, 2025). Losing a deal also risks customers returning, mainly because corporations need smooth and polished service during their events. Financial aspects of service issues affect RevPAR and ADR performance. Unhappy visitors drop local spending, have a lower chance of returning, and make fewer positive recommendations (Dick, 2019). If left without resolution, the problem could weaken InterContinental London—The O2’s competitiveness in a crowded industry.
[bookmark: _Toc199078400]2.3 External Environment Analysis (STEEPLED)
By conducting an external environmental scan following the STEEPLED process, we can spot factors from outside that can affect InterContinental London – The O2’s operation and strategy.
Social
Since the COVID-19 pandemic, guests have wanted and expected new things from their stay. Wealthy travellers now prefer individualised trips, caring attention, and fast resolution of issues. Therefore, offering the same service to everyone in the same way isn’t enough anymore (Fernandes, 2021). Failing to fulfil these requirements while plenty of guests are at the hotel makes it unattractive to current, demanding travellers.
Technological
[image: ]
Source: (InterContinental Hotels Group PLC, 2025)
Guests in the MICE and Gen Z categories are leading the demand for more digital services. Use and revenue from the company’s app skyrocketed by 20% in 2024 (InterContinental Hotels Group PLC, 2025). At the same time, early technical issues travellers state, such as failures during check-in, describe the hotel’s current struggle with implementing technology across the chain.


Economic
[image: ]
Source: (InterContinental Hotels Group PLC, 2025)
A combination of inflation, higher employee wages, and a fall in disposable income is challenging UK hospitality. As a result, hotels are unable to provide expensive features without losing profit. Even though IHG has seen global RevPAR rise by 3.0%, the tough economy in London creates clear problems with managing expenses (InterContinental Hotels Group PLC, 2025).
Environmental
[image: ]
Source: (InterContinental Hotels Group PLC, 2025)
Urban luxury hotels are under more pressure than ever to be sustainable. IHG has made significant strategic progress in reducing carbon emissions per room and increasing its Green Engage system. However, on-site implementation at the hotel is essential, or these initiatives might not benefit our guests (InterContinental Hotels Group PLC, 2025).
Political
Brexit is influencing the hotel industry in the UK. Shortages in housekeeping, food service and concierge roles have worsened because migrant workers often find it hard to enter the EU. It stresses that the hotel must meet the service needs during those busy times (Amore, 2023).
Legal
Changes made to UK laws on pay rates and shift jobs raise the standard for complying with rules. When HR processes do not keep up with new regulations, the company could face legal challenges in its day-to-day activities.
Ethical
More people are becoming involved in ethical consumerism. Many tourists value the diversity, fairness and inclusion offered by businesses. FT Diversity Leader recognition for IHG shows why staff must feel involved and included in every IHG property.
Demographic
Today’s guests are usually younger and increasingly use technology. Members of Gen Z who travel want to enjoy instant booking and are seriously concerned about climate change. If the hotel fails to meet those wishes, it could cause its brand to become diluted with future customers (Ramgade & Kumar, 2021).
[bookmark: _Toc199078401]2.4 Internal Strategic Analysis (SWOT)
A SWOT analysis helps you understand how InterContinental London—The O2 is positioned within its industry, including its strengths and weaknesses and any external opportunities and risks.
SWOT Table
	Strengths
	Weaknesses

	Iconic location adjacent to The O2 Arena, ideal for MICE bookings (London & Partners, 2024)
	Inconsistent service delivery during peak periods

	Affiliation with IHG’s global Luxury & Lifestyle brand portfolio
	Staff turnover and skills gap are impacting guest experience (Saleh & Ryan, 1991)

	Access to IHG One Rewards’ 145 M+ members and direct booking platforms (IHG Hotels & Resorts, 2025)
	Under-utilisation of digital guest service technology

	Recently upgraded facilities and versatile event space
	Limited on-site implementation of IHG’s training and sustainability initiatives

	Opportunities
	Threats

	Leverage loyalty data to personalise MICE services
	High competition from boutique and hybrid hospitality providers in London (McKinsey & Company, 2023)

	Implement cloud-based and AI-supported guest service systems (Sadok, 2024)
	Post-Brexit labour shortages affecting frontline roles (Taylor et al., 2020)

	Align with IHG’s Green Engage and Low Carbon Pioneers programme.
	Rising operating costs and wage inflation in London (UKHospitality, 2024)

	Expand talent development via IHG University and RISE (Waqanimaravu & Arasanmi, 2020)
	Negative guest reviews eroding luxury brand credibility (FlyerTalk, n.d.)



Being at this key location and having a strong luxury tie-up with IHG efforts draws in professional and recreational travellers willing to spend more. Moreover, guests can belong to IHG’s extensive loyalty scheme and enjoy upgraded conference facilities, making it easier to earn more revenue due to their loyalty (IHG Hotels & Resorts, 2025). Issues with how staff handle busy times can risk the brand’s image and guests' happiness. Although these tools are accessible to staff, we apply them very little in our operations. Besides, when staff are not fully trained, operations aren’t sustainable, and service routines vary, global strategies do not work well at the location level (Nilashi et al., 2021). The hotel can use AI, sustainability, and learning and development discoveries across the company. Should external concerns such as an unstable workforce, higher expenses, and online criticism not change, they could cancel out what a business does well and destroy its competitive advantage.
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The TOWS matrix builds on the SWOT analysis by finding strategies that use strengths and opportunities to manage weaknesses and threats. The structured process provides direction for developing InterContinental London—The O2’s strategy moving forward.
TOWS Matrix
	
	Opportunities (O)
	Threats (T)

	



Strengths (S)
	SO Strategies
	ST Strategies

	
	• Use IHG One Rewards data to personalise MICE packages and drive loyalty retention (IHG Hotels & Resorts, 2025)
	• Reinforce IHG's luxury brand promise through staff upskilling initiatives

	
	• Promote upgraded event spaces through sustainability marketing aligned with IHG’s Green Engage (Silva, 2023)
	• Utilise direct booking platforms to reduce reliance on volatile external markets (Digital Success, 2024)

	


Weaknesses (W)
	WO Strategies
	WT Strategies

	
	• Expand access to IHG University and RISE at the site level to reduce skill gaps (IHG Hotels & Resorts, 2024)
	• Implement a digital guest engagement system to handle peak-time queries and reduce frontline pressure (Canary Technologies, 2024)

	
	• Localise sustainability training to improve staff awareness and operational efficiency
	• Introduce an internal service quality dashboard to monitor staff performance and address review trends



According to the SO quadrant, the most growth can be achieved. Using brand recognition, loyalty records and enriched facilities, the hotel can give each MICE guest an exceptional experience that helps the business grow and keeps guests returning. Supporting IHG’s Green Engage programme would help attract people who care about the environment and large corporate groups (Silva, 2023). Warehouse operations depend greatly on having the right strategies. RISE and IHG University programmes should be applied more effectively at the site level through greater use at the hotel. As a result, organisations will experience stronger operations and reduced inconsistency from changes in staff and their knowledge (IHG Hotels & Resorts, 2025). For companies in the WT, a digital service response platform can ease the pressure on staff in crowded times. Moreover, real estate experts with a dedicated dashboard for each product could see performance changes and take swift action for any issues (Canary Technologies, 2024). Together, these actions are designed to achieve service excellence, improve staff work, and encourage guests to trust again InterContinental London—The O2’s leadership in London’s top event hotels.
[bookmark: _Toc199078403]2.6 Summary of Analysis
The study of InterContinental London—The O2 shows that its corporate abilities aren’t fully aligned with how services are delivered at the property during busy business event times. Despite being a premium property, part of IHG’s family, and very close to the events at The O2 Arena, the hotel struggles to provide good service during busy MICE events. Outside factors like guests wanting more, increasing use of online services, difficult staffing after Brexit, and economic inflation have made it harder to operate (Gazi et al., 2024). Although IHG’s infrastructure and support programmes are strong within the hotel, they are hardly used locally, leading to problems in service level and noticed in guest comments on Trustpilot (2025). Thanks to the loyalty base, upgraded facility, and global L&D opportunities, existing strengths can address problems with employees’ skills and digital skills implementation. Also, lowering risks such as damage to reputation and high employee loss requires action at the day-to-day business level. From this analysis, it appears there is a significant gap between a business's strategic goals and the services customers receive. As a result, the suggested actions will target upskilling the workforce, adopting digital tools for guest services, and fostering ongoing service excellence so the hotel can meet guests’ needs, hold onto essential clients, and maintain its leading position in London’s luxury hospitality business.


[bookmark: _Toc199078404]3. Recommendations and Change Management
[bookmark: _Toc199078405]3.1 Overview of Proposed Strategy 
This report supports the implementation of an integrated service excellence and talent enhancement strategy for Intercontinental London—The O2 to remedy the uneven delivery of services during hectic business periods. It was made to help improve service, skill up staff, and adopt lasting management methods that align with IHG’s international aims. It is clear from what has been analysed that because the hotel is close to The O2 Arena and under the IHG Luxury & Lifestyle label, guests expect a lot from it, especially in the MICE segment (Bolotenko, 2020). Still, reviews on Trustpilot from 2025 and additional research show that the service falls short on the front lines, especially when things are most crowded. Things have gotten tougher because of shortages of workers after Brexit, skills gaps and little use of digital technology, despite IHG investing in technology and staff development programmes like IHG University and RISE. We plan to use a training programme, tools to interact with guests in real time, and a dashboard to monitor how everyone completes their tasks. These initiatives aim to prepare the staff better, speed up service for guests, and build loyalty among guests. It is essential to tackle the current problem and strengthen the operations to maintain quality long after the crisis. These recommendations have been implemented to help close the significant gaps we noticed. They list practical methods, assign roles to team members, examine needed resources, and set up appropriate metrics to measure success.


[bookmark: _Toc199078406]3.2 Recommendation 1: Establish a Service Excellence Academy 
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Source: Own
The main recommendation is to build a Service Excellence Academy directly in InterContinental London – The O2. This internal campaign will focus on developing skills and providing training for team members who interact with customers. Though IHG has initiatives and educational programmes for staff, the findings show they do not fit the intense operation at this flagship property. Hence, the approach should be customised (Kinner & Dryden-Palmer, 2014).
Academy lessons will be designed for each department and address reception, concierge, banqueting, and MICE coordination areas. Topics discussed will be emotional intelligence, dealing with complaints, recovering from service problems, operating digital systems and understanding culture (Fiala & Thirumaran, 2021). Educational staff from the hotel and resources from the IHG group will develop and deliver the curriculum, using mixed instructor workshops and online microlearning on the IHG learning platform. Training will happen at times that won’t interfere with normal work activities (Eissner & Gannon, 2018).
To ensure the programme stays relevant and people engage, department managers will choose employees to act as trainers and examples for others. When an agent finishes their training, certification will bring quarterly awards, faster access to job promotions, and recognition within the company (Nestoroska & Petrovska, 2014). After training, use surveys and monitor guest ratings (such as Net Promoter Score and TripAdvisor) to help continuously improve the programme. The academy works to solve the problem of uneven service by helping staff feel more capable, engaging better with guests and reinforcing the standards of IHG’s luxury hotels. Human-centric HR is predicted to reduce staff leaving, boost team spirit and increase the hotel’s reputation, setting the right basis for new technology-based and performance upgrades.
[bookmark: _Toc199078407]3.3 Recommendation 2: Deploy AI-Powered Customer Support Systems
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Figure: Importance of AI use in Travel (Statista, 2024)
InterContinental London—The O2 could solve problems guests face during busy periods by incorporating a chatbot that supports several languages into the IHG mobile app and the room’s devices. This process addresses what is happening in the industry, as Statista (2024) found that leaders in hospitality technology prioritised using generative AI for customer support in 2024. A well-built AI system should easily handle multiple requests, like check-ins, upgrading rooms, making shuttle reservations, and answering guest questions. This reduces pressure on frontline staff during events with a high volume of guest questions, and responses are always consistent and accurate (Johnson, 2023).
Combining the tool with guest loyalty programme data from IHG One Rewards will allow management to obtain real-time feedback and provide well-matched and promptly encouraged services (Jasrotia et al., 2024). This change improves efficiency, makes guests happy, fits into IHG’s digital plan, and shows the hotel is trailblazing new innovative hospitality systems. In the future, this will lead to teams working less, guests celebrating high review marks, and a bigger percentage of online guests coming back (Vashisth et al., 2025).
[bookmark: _Toc199078408]3.4 Recommendation 3: Establish a MICE Excellence Task Force
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Source: Own 
To address the third problem, the hotel could organise a MICE Excellence Task Force at InterContinental London – The O2, a group handling all areas linked to elevating the hotel’s event standards. Thanks to its location next to The O2 Arena, the hotel’s MICE segment brings in vital money and sets it apart from competitors (The O2, 2025). Nevertheless, ongoing issues during significant events found in online reviews and Trustpilot feedback stress that event organisers need better coordination, responsibility and a better visitor experience (2025).
Key task force members will be from the front office, banqueting, housekeeping, event sales and IT, who will report to a senior event manager. It would be responsible for planning for significant events, running event-day centres to make key decisions and reviewing how the events went with the clients after conclusion. Each significant MICE booking would be handled by a dedicated account manager, who keeps in touch with the client at all stages (Edwards & Taylor, 2012).
Based on what worked well for the Hilton London Metropole, we recommend the Event Planning Concierge strategy, which increased its repeat bookings by 18% within a year (Hilton, 2023). In the same way, Marriott’s Meetings Imagined programme shows how cooperating across departments helps with event delivery and feedback. A MICE Excellence Task Force results in dependable service, stronger client relationships and more people rebooking with IHG. The process also supports staff in fulfilling purpose-centred responsibilities and tying daily operations to their careers.
[bookmark: _Toc199078409]3.5 Change Management Strategy
The report states that Kotter's 8-Step Change Model should be used to ensure the smooth operation of the Service Excellence Academy, flexible shift management tools, and the MICE Excellence Task Force. Because it offers an orderly plan, transformation becomes systematic, involves everyone, and lasts through good times and bad at InterContinental London—The O2.
[image: How To Successfully Implement Kotter's 8 Step Change Model]
Source: (Huang & Hands, 2022)
Step 1: Create a Sense of Urgency
The leadership team ought to use guests’ unsatisfactory feedback, falling loyalty ratings and poor operations as a reason to act now. Pointing out the Trustpilot complaints and missed money through the review process will gain agreement from all areas of the company (Huang & Hands, 2022).
Step 2: Build a Guiding Coalition
A group of senior leaders, HR experts, heads of operations and departmental supervisors is needed to lead the way forward. Their actions encourage workers to adopt the same priorities and behaviour (Marinakou et al., 2018).
Step 3: Form a Strategic Vision
Management's vision should be: “Everyone delivers sensational service using technology expertise.” The company’s vision should be refreshed in each meeting, employee training, and internal messages.
Step 4: Communicate the Vision
Holding town halls, creating digital dashboards, and sending email updates will help people understand what’s going on. People should learn the advantages of the change by advancing in their careers and feeling less stressed and uncertain.
Step 5: Empower Employees for Action
Eliminate workflow hurdles and let employees at any level offer suggestions for improving services. Innovative digital solutions will give employees more freedom to choose correctly (Salifu-Sidii, 2025).
Step 6: Generate Short-Term Wins
Everyone should recognise and appreciate the positive outcomes of the new task force's early efforts, such as an effective MICE event or enhanced guest feedback after training. Showing the results strengthens a body’s credibility.
Step 7: Sustain Acceleration
Review more training cycles, gather employee ideas, and improve your strategies. Include key performance indicators in manager evaluations and encourage co-workers to coach each other to keep the group moving forward.
Step 8: Anchor the Change in Culture
Set service excellence goals for your employees’ appraisals, ensure they’re recognised, and consider them when hiring new staff. In time, the initiatives should be truly adopted by the hotel instead of seeming like just occasional projects (Schlosser & Roach, 2023).
Resistance issues will be addressed by encouraging open chat with staff members, providing strong incentives and having managers lead by example. Creating a connection between personal growth and accomplishing these initiatives will strengthen staff engagement and help everyone meet the same goals.
[bookmark: _Toc199078410]3.6 Cost and Resource Requirements
	Item
	Estimated Cost

	Training Programme Development
	£25,000 (one-time)

	Ongoing Staff Certification & Meeting Costs
	£12,000/year

	Digital Scheduling System (Fourth/HotSchedules)
	£15,000/year

	MICE Training & Workshops
	£10,000/year

	Staff Reallocation for Task Force
	£0

	Total First-Year Cost Estimate
	£62,000


To implement the proposed strategy at InterContinental London—The O2, training, technology, and staffing must be emphasised and invested in. The revenues from improved services, happy guests, and continued economic gain will recover these investment costs. It is estimated that around £25,000 will be needed initially to develop the curriculum, purchase learning materials, and train instructors. On average, monthly costs for facilitating meetings and certifying staff members are thought to be £1,000 per month and can be added to the HR development budget. Training resources from IHG’s headquarters, IHG University, and RISE are other ways to fund the project (Tan & Despotis, 2021). Establishing Fourth or HotSchedules in a restaurant would require an annual fee of about £15,000, making the app accessible to everyone employed. The app helps reduce extra work and routine errors, decreasing indirect costs from ineffective scheduling. The task force is formed by reassigning staff from other departments, which means the company does not have to pay new hires. Even so, spending about £10,000 annually on training, in-house workshops and client activities is essential for ensuring top service standards in planning MICE events. Even so, these investments are not significant given the big hotel and the high percentage of guests it welcomes during critical events. Given that the typical standard ADRs are in the £250–£350 bracket, with a slight increase in regular guests and retained events, costs could be recovered in the first year (Hoque, 2013). Concentrating on high direct bookings and customer loyalty is part of the group’s strategy (IHG, 2024), which helps the company get good returns on its investment efforts.
[bookmark: _Toc199078411]3.7 Performance Measurement and Evaluation 
The strategy's success will be reviewed by looking at key performance indicators such as staff retention rate, guest satisfaction level, NPS, the time it takes to respond to service requests and how often MICE events return (Wee et al., 2022). The company will collect data from digital feedback sites, post-stay reviews, internal dashboards, and regular quarterly meetings. The outcomes will be examined next to the data gathered before implementation and what is found in other IHG regions. By analysing results every 3 months, managers can use facts to keep the strategy responsive, measurable, and aligned with guest satisfaction and employee involvement.
[bookmark: _Toc199078412]4. Action Plan
	Problem
	Recommended Action
	Department Responsible
	Timeline
	Estimated Cost
	Desired Outcome
	Review Mechanism

	Inconsistent service during MICE events
	Launch the in-house Service Excellence Academy
	HR, Training, Department Heads
	Start: Month 1
Full roll-out: Month 3
	£25,000 setup
£1,000/month
	Improved guest experience, reduced complaints, and better staff confidence
	Guest satisfaction survey, TripAdvisor ratings, NPS scores

	High staff turnover and scheduling inefficiency
	Implement digital shift management and HR software (e.g. Fourth)
	HR, IT, Department Supervisors
	System setup: Month 2
Go-live: Month 4
	£15,000 annually
	Streamlined scheduling, reduced absenteeism, and higher staff satisfaction.
	HR feedback, absence rate, system usage reports

	Low event service consistency and missed rebooking opportunities
	Create a cross-departmental MICE Excellence Task Force
	Events, Sales, Ops, F&B, GM
	Setup: Month 2
Fully operational: Month 4
	£10,000 annually
	Increased repeat bookings, improved MICE client satisfaction
	Post-event client surveys, repeat client tracking, and event feedback

	Limited training-to-performance translation
	Link training to KPIs and quarterly performance reviews
	HR, Heads of Departments
	Start: Month 3
	Included in the Academy cost
	Motivation through reward, accountability, and continuous learning
	Internal review meetings, training completion reports

	Lack of real-time service feedback and correction mechanisms
	Implement an internal service dashboard and review system
	Quality Assurance, HR, IT
	Design: Month 2
Launch: Month 5
	£5,000 development
	Proactive issue resolution, visibility of service standards
	Monthly performance reviews, dashboard metrics



This action plan provides a step-by-step roadmap for the operations team to execute the proposed strategy efficiently. It aligns departmental responsibilities, timelines, and costs with clear performance outcomes and review mechanisms, ensuring consistent delivery, measurable progress, and accountability throughout the transformation process.
[bookmark: _Toc199078413]5. Conclusion
[bookmark: _Toc199078414]5.1 Summary of the Problem and Findings
This report discusses a key operational challenge at InterContinental London – The O2: variations in service due to staff, timetable and technology inefficiencies during events for meetings, incentives, conferences and exhibitions (MICE). By analysing the organisation thoroughly based on stakeholder perspectives, what guests think (Trustpilot, 2025) and internal IHG data (IHG, 2024), it was discovered that the issue hurt guest satisfaction, how the brand is perceived and performance of revenues. Complex challenges from the outside, like greater guest demands, difficulties getting staff and greater attention to sustainability issues, create more pressure, meaning uncertainty and insufficient resources at hotel sites. Both frameworks (SWOT and STEEPLE) confirmed the findings, and using the TOWS matrix, various excellent strategies were found based on the hotel’s environment. The combined findings highlight that the need for fast, focused changes in talent, technology and event service delivery is obvious.
[bookmark: _Toc199078415]5.2 Summary of Recommendations and Value Proposition
Three strategic actions were suggested to deal with the service performance issue entirely. Providing members of our team with specified training through the Academy helps them provide better service, fosters loyalty among employees, and allows our behaviour to match what IHG’s luxury brands require. Second, using a flexible shift system linked to HR programmes will cut staff stress, promote accurate planning of schedules and allow team supervisors to respond in real time to staffing needs. Forming a MICE Excellence Task Force will help smooth out the process of organising significant events, guarantee thorough consistency and raise client satisfaction and retention, especially since the hotel is by The O2 Arena and draws a lot of business clients.
All these initiatives are joined to provide an efficient, flexible, and IHG-backed approach to boosting service across the company. They are meant to help brands regain their integrity, encourage workplace excellence and raise loyalty among guests and workers. Guided by Kotter’s 8-Step Model for change, important KPIs and a detailed roadmap for implementation, these recommendations are set up to deliver desired outcomes and great value in the long run. They facilitate and align with IHG’s talent development, sustainability and digital transformation goals for the InterContinental London – The O2, while solving its performance gaps.
[bookmark: _Toc199078416]5.3 Strategic Outcomes and Future Opportunities
Over time, implementing the strategy will boost guest ratings, keep staff from leaving and encourage guests to book again in the lucrative MICE niche. Also, thanks to updated training, digital solutions and a focus on service, the hotel is set to be an example of service innovation for other hotels in the same area of IHG’s portfolio. What we have created is helpful for more developments, like using AI in services, ensuring events have a reduced carbon footprint and making loyalty programmes more personal. If the hotel watches and responds to this challenge and leaders prioritise it, it can become a key strength in the future.
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