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Executive Summary 
This strategic consultancy was conducted to address the vital operational and competency issues of the London Marriott Hotel Park Lane, a luxurious Grade II listed building located in the heart of Mayfair. The consultancy objective was to maximise performance while aligning the hotel's heritage positioning in the competitive London hospitality market. London. The methodology's context was that of a deep analytical framework with STEEPLED analysis being used to explore macro-environmental conditions over the luxury hotel industry. The SWOT analysis is used to evaluate a house's capabilities and competitive niche, and the TOWS matrix analysis is used to transform the challenges identified into strategic alternatives that can be implemented. The systematisation of the process gave a solid base to strategic decision-making and ensured that the recommendations could be well established based on the analysis of both the market and the organisation. 
There have been four critical problems that have been identified. The service quality inconsistencies, although opinions on the hotel were normally good. Yet the hotel had a low Net Promoter Score owing to the periodic lapse of services, such as inattentive staff attitude and slow check-in period, which threatened long-term patronage and repeat visits. The Workforce Instability has high rates of staff turnover that cause interruptions in service delivery and operational continuity, a trend that is more generic in the hospitality business with regard to the retention of talent. Mainly, there is minimal Personalisation since the traditional one-size-fits-all guest services model that the property provided did not satisfy changing tastes in personalised luxurious experiences, especially when set against the ultra-luxury and boutique rivals. Digital Infrastructure Gaps involve the fact that the hotel is behind its competitors in terms of digital presence. This aspect, along with the investments in mobile dining and digital compendiums being made recently, limits the opportunity to provide greater operational efficiency and engage the guests.
This consultancy identifies important strategic and operational obstacles at the London Marriott Hotel Park Lane, the prestigious Grade II listed luxury property, mostly located in the core of Mayfair. The overarching objectives were to transform the performance of revenue while preserving the heritage of the hotel and competitive positioning within the dynamic market of hospitality in London. Using the structured approach of analytics, including proper STEEPLD for the factors of macro-environment, SWOT for capabilities internally and TOWS to include actional approaches, four important approaches were recognised: declining sentiment of guests, turnover of high employees, personalisation of limited service and gaps of digital infrastructure. 
To identify these, four interconnected initiatives were strategically suggested. Initially, the feedback of guests related to the Reputation management system or GFRMS will transform responsiveness through analysis of sentiment and recovery of real-time service, enhancing NPS and digital ratings. Secondly, the Engagement of Workforce and proper Retention programme or WERP, aims to decrease turnover through interviews, stay, platforms of internal communication and structured frameworks of recognition. Thirdly, PLEP or Personalised Luxury Experience Programme take advantage of CRM data to boost personalised services, enhancing guest lifetime and loyalty value. Lastly, the SHE or Smart Hotel EcoSystem transforms efficiency of operation with check-ins of mobile, services of digital concierge and in-room technologies to meet contemporary traveller expectations. 
Each initiative is assisted by the model of change management (ADKAR, Lewin, Kotter or Bridges) to include the adoption of sustainability. The frameworks of balanced scorecards will monitor proper performance across the four dimensions: customers, learning, internal and financial dimensions. The Change Oversight Committee will boost the implementation and correction of the course. 
The phased rollout is included in year one with proper pilot programs, expands in year two through deployment of full-scale and optimises in the onward of year three, with extensions of future into proper sustainability and storytelling of heritage. With the total investment of £90,000, the consultancy promotes the transformation strategically with grounded evidence, alignment with stakeholders and realism of operation that positions the growth for the long term and transforms the prestige of the brand.



[bookmark: _heading=h.3h4tz7c1wgnh]
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[bookmark: _heading=h.997jr0do34uz]1. Introduction
[bookmark: _heading=h.yiksfn84jkq4]1.1 Overview
Consultancy is defined as expert advice on a particular subject where a person or group has been paid to provide advice to a company or organisation. An expert in one area who offers analysis and guidance to enhance a business's operations is known as an organisational consultant. Research, data analysis and firsthand observation are the methods which are used by an organisational consultant to evaluate the business (Buttrick, 2009). However, management consultancy is a business consulting kind of thing, which is characterised as an advisory implementation service to organisations' management with an attempt to enhance the effectiveness of the business strategy, performance and organisational processes (Francis and Chakravarty, 2025). The global market of management consultancy services is likely to fetch above 90 billion pounds and constitutes slightly more than half of the overall consulting market in the world. The size of operations consulting of £50 billion makes up the largest sector of the market, with HR consulting and strategy consulting more or less the same size, valued at slightly over £20 billion (Consultancy. UK, 2019). In this respect, decision makers recruit Management consultants to advise them on areas such as organisation, among others.
[image: ]
Figure 1: Global Management Consulting Market
(Source: Consultancy. UK, 2019)
[bookmark: _heading=h.9xqgjfgmenxb]1.2 Hotel background and context
The Marriott London Park Lane is an elegant 5-star boutique hotel that is strategically located on the famous Park Lane and boasts 152 tastefully decorated rooms and suites, most of which are suites overlooking Hyde Park (American Express, 2025). This hotel is a Grade II listed property, and that makes the hotel an exclusive combination of ancient history and modern splendour in the large portfolio of Marriott International. The prime location of the property, at the corner of Oxford Street and Park Lane, puts it in the heart of London in the vibrant West End (Marriott, 2018). The architectural history of the building as a Grade II listed hotel poses certain challenges and opportunities in the modern hospitality market. As stated by Whittington et al. (2020), the strategic positioning framework provides an idea for prioritising the significance of recognising organisational resources and capabilities in competitive situations. This offers its guests direct access to some of the most iconic shopping streets of the world and Royal Parks, thus, it will be quite strategic in terms of operational positions of Marriott in the European market.
[image: ]
Figure 2: London Marriott Hotel Park Lane 
(Source: Marriott, 2018)
[bookmark: _heading=h.e8d4ghsxrnoi]1.3 Strategic Consulting Challenge
The main issue that the London Marriott Hotel Park Lane has to deal with is the multifaceted relationship between the limits of heritage buildings and the current demands of revenue optimisation. This is in line with Burnes (2014), who states that organisations need to be adept at handling change within progressively complicated and unpredictable settings. Noordzife (2014) notes that hotel opening and operations processes involve complex project management solutions that make both strategic positioning and operational excellence important, especially where the performance optimisation of existing properties is involved. Such a challenge requires a structured project work approach with its methodology that finds organised ways of dealing with inefficiencies within an organisation, without compromising on service quality and brand integrity (Buttrick, 2009). The management of the hotel has understood that the classical yield management methodology is not likely to be utilised optimally, due to the specific location of the property and the demographics of the guests living here. In this regard, the threat of emerging competition through boutique and lifestyle hotels in the locality of Mayfair, how tastes have changed in the post-pandemic environment, and the need to reconcile heritage conservation with digital innovation in guest service provision contribute to this challenge.
[bookmark: _heading=h.rt4fv6hyurrn]1.4 Analytical Framework and Methodological Approach
This consultancy report will use an integrated analytical framework, which makes use of developed strategic analysis tools and adheres to a rigorous methodology of strategic search. STEEPLED analysis can be used to assess elements of the macro environment as a factor affecting the luxury hotel business market in London, whereas SWOT analysis will assess internal strengths and positioning against the competition. Then, by using TOWS matrix analysis, challenges will be turned into strategic options that could be acted upon. 


[bookmark: _heading=h.f6dd1k7pr98c]

[bookmark: _heading=h.5m00p1i0tl6o]2. Analysis 
[bookmark: _heading=h.9n2u8fp9vsic]2.1  Identified Issue
Issue 1: Negative Reviews Online or Net Promoter Score Decline
Despite frequently praised facilities and employees, various reports of guests with minor irritations, like inattentive staff or slow check-in, recommend inconsistency in standards of service (Parker, 2024). These occasional negative comments may slowly affect the Net Promoter Score of the hotel, which can deter bookings repeatedly and eliminate the loyalty of the consumers. 
Issue 2: Turnover of High Staff or Understaffing 
The direct data of Park Lane is not available; the broader industry of hospitality, including properties of Marriott, mostly encounters challenges of staffing (Leaders, 2025). Frequent investments and renovations, as at Park Lane, can disrupt the morale of the team or continuity of service if poorly communicated. 
Issue 3: Limited Customised Guest Experience 
The hotel emphasises elegance and discreet luxury, yet lacks highly differentiated customisation of guest practices seen in ultra-luxury or boutique competitors, especially limiting connection with guests (The Luxury Editor, 2025). This one-size-fits-all strategy may generate outcomes in fewer guests returning and diminishing the endorsement related to word-of-mouth.
Issue 4: Lagging Digital Presence compared to the Competitors 
The hotel has identified this by adopting Mobile Dining of IRIS and the digital compendium, showing that prior online offerings were limited for contemporary expectations of guests (IRIS, 2025). The digital tools which are underdeveloped can frustrate the guests and reduce the efficiency of operation, leading to lost prospects of upsell and a less engaging experience for guests.
[bookmark: _heading=h.s8o889ljtpke]

[bookmark: _heading=h.nrpjt079kcnq]2.2 STEEPLED Analysis
Social
Despite economic uncertainty, the UK's social landscape shows a resilient demand for luxury travel with wealthy customers continuing to place a premium on experiential hospitality offerings. Since the pandemic, the rest of the hotels in the UK have made a solid comeback; the UK occupancy rates hit a four-year high in May 2024, demonstrating continued consumer confidence in premium accommodation experiences. Occupancy levels are largely back to pre-pandemic levels, dipping then to 33.5 per cent (UK) and 30 per cent (London) in March 2020, as the country was initially placed in lockdown (Rsmuk, 2021). This is the opportunity for the  London Marriott hotel because of its Grade II listed status and heritage positioning of the property attracts experience-seeking demographics, and the location of Park Lane is full of authentic London experiences, which are endearing to travellers who use social media. 
Technological 
The hospitality industry in the UK has embraced technology more quickly, and machine learning and artificial intelligence are now crucial for increasing revenue and streamlining operations. In the UK, more than 80% of hospitality operators have integrated automated systems to streamline operations (Tzoneva, 2025). The integrated guest experience platforms and cloud-based property management systems are now expected, especially after the onset of digital transformation needs due to the pandemic (Anwar, Deliana and Suyamto, 2024). The UK has an upgraded telecommunications network with full coverage of 5G networks in central London, which supports many high-end guest experience technologies and integrations of operational systems (GOV.UK, 2023). The threat to the London Marriott is that its Heritage building restriction might limit the pace of the applied technology against the new properties, and it might generate unfavourable developments in competition terms. 
Economic
The UK hotel industry is performing strongly with ADR and RevPAR being 20 per cent higher than at the same time in 2019, reflecting continuing high-value demand (PWC, 2019). The occupancy of London is extremely robust and compares much better to national levels; nonetheless, it is projected that growth will stagnate in 2025 in all markets (Ey, 2025). Das and Kumar (2023) stated that volatility in revenue due to currency fluctuations of major international markets necessitates the application of hedging strategies. The post-Brexit stability is lending credence to the financial centre position in London, which is good as far as business travel is concerned. Increased costs of operation, such as 9.8 per cent minimum wage growth to 11.44 and the inflation of utilities push the margins even though guests are ready to pay high prices to get premium experiences (Gov.UK, 2024b). The availability of global sustainability promises and resources of the London Marr International allows for thorough green programmes. This may serve to distinguish the property as well as being compliant with regulations, which may appeal to luxury travellers who will be environmentally conscious.
[image: ]
Figure 3: UK Hotels Forecast in 2020
(Source: PWC, 2019)
Environmental
The net-zero pledges made by the UK by 2050 generate large regulatory tensions calling for extensive sustainability policies and major capital investment (Burnett et al., 2024). The Climate Change Committee focuses on the hospitality industry to cut carbon footprint on the use of energy and renewable energy adoption (Sustainable Hospitality Alliance, 2021). Grade II listed buildings restrict the degree to which buildings can be changed, whereas MEES require minimum EPC scores. Environmental certification weighs even more on the choices of guests, which provides a competitive advantage of genuine certifications (UK Government, 2017). The conservation needs of heritage buildings conflict with environmental regulations, creating a unique set of issues requiring special methods and possibly a reduction in internal efficiency with an associated higher cost of maintenance. The risk is that immigration restrictions lead to the unavailability of skilled personnel for hospitality tasks, and the possible changes of business tax rates or tourism taxes.
Political
Immigration policy after Brexit has become a major factor affecting labour availability, as there have been strict sponsorship conditions on work permits, throwing a wrench in the works regarding finding skilled hospitality workers. Business travel is helped by government support of the financial centre in London, and leisure travel demand is supported by cultural investment (GOV UK, 2023). Recent elections have brought political good ability, thus good, predictable operation, although changes in taxation as well as employment policies should be monitored (Stafford et al., 2025). International relations with the US and EU have a direct impact on the volume of visitors essential to the luxury performance of the UK (Parliament UK, 2024). The workforce issue of Brexit is specific to skilled jobs, such as managers and chefs. This political aspect is a threat since Immigration constraints pose a problem with staffing of special hospitality positions.
Legislative
New 2024 laws enact detailed compliance obligations such as career leave, rights to flexible working and dictates on workplace bullying prevention. The increase in minimum wage is at its highest cash amount ever, and the increase will make a huge change in labour patterns (GOV.UK, 2023a). Paid sick leave on day one does away with waiting and earnings requirements. Grade II listing puts certain limitations upon any modifications that demand special skills and longer approvals. Brand protection mechanisms on guest data are required by UK GDPR, especially when it comes to supporting cross-jurisdiction clients who may have their privacy requirements in many different jurisdictions (Mishova, 2025). This is a legal opportunity since established legal compliance frameworks and corporate resources make an effective response to regulatory changes possible
Ethical
Modern luxury hospitality ethics require full stakeholder implementation to go beyond traditional CSR to genuine community involvement and environmental responsibility. The UK consumers are increasingly judging hotels based on their ethical adherence to supply chain transparency, fair treatment of their workers, and authentic commitment to local communities as opposed to box-ticking efforts (GOV.UK, 2024a). The high-end luxury industry needs an honest, ethical stand and a real promise of being environmentally friendly (Kunz, May and Schmidt, 2020). This includes sourcing of local suppliers, fair trade and worthwhile community programmes. The optimal profit, which goes hand in hand with social responsibility, occurs when the price is ethically set at a high-demand season (Blessing, 2024). Due to London Marriott's well-established corporate responsibility frameworks and commitments to global sustainability, this ethical factor presents an opportunity. 
Demographic
The demographic change in London provides long-term, high-priced accommodation due to the increasing international population and global attraction of talent. Diversification of luxury travellers entails the addition to the Asian market size, younger affluent classes, and travellers who want to be solo tourists and experience luxurious tours (Mack, 2024). Also, mature generation populations ensure high buying capacities, as the younger generation prefers experiential to conventional luxury. Multi-generation travel reduces the need to be more flexible in accommodation and programming (Stanimir and Przybysz, 2024). This is an opportunity since the varied demographic make-up of London's location allows targeting various demographic groups at the same time.

[bookmark: _heading=h.783ublxrqjg3]

[bookmark: _heading=h.je8d53438o2f]2.3 SWOT Analysis

	Strengths

Heritage and Prime Location: Nestled in the heart of Central Mayfair, mostly opposite Hyde Park, the hotel enjoys the most coveted addresses of London, which is great for business guests and leisure (Visit London, 2025). It differentiates prestigious location and heritage to attract both business guests and leisure guests, boosting premium rates and high occupancy.
Discreet Elegance and Luxurious Facilities: With interiors that are boutique-inspired, plush bedding, marble bathrooms and customised service, the property mostly exudes the crucial refining luxury (Pandey, 2024). An elevated experience of guests enhances the image of the brand and encourages positive reviews, reinforcing the benefits of competitors.
Standards of High Service: Consistent review to praise employee friendliness, housekeeping and attentiveness, reinforcing positive perception of the guests (Pandey, 2024). Consistently support excellent service with a reputation and encourage repeat stays despite ageing infrastructure.

	Weaknesses 

Aged Infrastructure: Though refurbished, various guest feedback notes that the property mostly feels somewhat dated (Expedia, 2025). Outdated aesthetics may detract from the perception of luxury and limit the satisfaction of guests unless counteracted by the excellence of service.
Differentiation Limitation in the Saturated Market of Luxury: Limited standout charrestaurants that are Michelin-starred restaurants or branding with ultra-luxury compared to all new competitors (Tapper, 2024).
Gaps of Potential Perception versus Rivals of Ultra-Premium: In the market where experiential swagger and transformative design (e.g. VIP artefacts or onyx bathrooms) are highly marketed, the hotel may include underwhelmed guests who seek luxury (Tapper, 2024).

	Opportunities

Capitalising on Luxury Trends of Boutique: The Growing demand of guests for personalised, discreet and homely luxury aligns properly with the style of the hotel and ethos of service (Tapper, 2024). This boosts more engagement with consumers as they will be engaged emotionally and differentiate the brand from the competitive market.
Experiential and Digital Enhancements: Integrating technologies of smart room, bespoke experiences of guests (e.g. curated events of in-stay) or brand partnership strategically could eliminate differentiation and perception. 
Storytelling of Premium Heritage: Emphasising its heritage and historic architecture through proper storytelling can appeal to cultural travellers. This helps to welcome all the travellers with an authentic stay in London.

	Threats
 
Intense Competition in the Luxury Segment of London: New entrants of super-luxury like Raffles, The Mandarin Oriental, and Peninsula raise the bar of competition with aggressive pricing and extravagant amenities (Robbins, 2023). Inclining supply may pressure occupancy and daily rates on average, challenging the strategies of revenue management.
Pricing Pressure and Market Saturation: With many openings of luxury, occupancy fluctuations, and promotional pressure, revenue may be affected, especially amid an uncertain economy (Tapper, 2024).
Moderated Growth of Industry: Slowing demand for travel has mostly led Marriott International to downgrade the global forecast of RevPAR for 2025 (Reuters, 2025).


Table 1: SWOT Analysis 
(Source: Self-created)
[bookmark: _heading=h.yot3w3bgcn9s]

[bookmark: _heading=h.4szumxoh6vqj]2.4 TOWS Analysis 

	
	Internal Factors

	External Factors
	Strengths (S)
I. Prime Location (Visit London, 2025)
II. Standards of High Service
III. Luxurious Facilities

	Weaknesses (W)

I. Aged Infrastructure
II. Limited differentiation


	
	Opportunities (O)

I. Rise in the Luxury of the boutique (Tapper, 2024).
II. Demand for Digital Experiences 

	Strengths/ Opportunities (SO)
Leverage the quality of service and heritage to generate personalised experiences of a boutique.
	Weaknesses/Opportunities (WO)
Upgrade the features of ageing using proper smart technology to properly align with trends that are experiential.

	
	Threats (T)
I. Entrants of the new luxury segment
II. Slowing the demand for travel
	Strengths/Threats (ST)
Promote consistent and heritage service as USp or unique selling points against proper new arrivals.
	Weaknesses/Threats (WT)

Identify gaps in infrastructure and boost online innovation to retain the market share.


Table 2: TOWS Analysis 

[bookmark: _heading=h.tpa99k3ftm8n]3. Recommendation and Change Management 
[bookmark: _heading=h.kf7a4tn1oaic]3.1 Recommendation 1: Proactive Feedback of Guests and Reputation Enhancement
Strategy and Implementation (For Issue 1)
To identify the declining sentiment of guests and safeguard the reputation of the hotel, the recommendations include deploying the Feedback of Guests and a system of Reputation Management or GFRMS that consolidates proper reviews from specific platforms such as Booking.com, TripAdvisor and surveys of guest satisfaction. This system will use tools of sentiment analysis with the CRM of the hotel, including the detection for real-time and dynamic issue resolution.
Including Implementation Steps
· Deployment of Sentiment Analysis: Integrate a proper tool that flags reviews with negative or low scores of satisfaction automatically, routing them to the managers of the service. 
· Response Protocols: Designate empowered employees to respond within twenty-four hours to feedback from guests that resolves minor problems proactively. 
· Follow-up Engagement: Determine automated emails of post-stay soliciting feedback, including the commitment of the hotel to the satisfaction of the guest. 
Change Management 
Embedding a successful approach requires a thoughtful process of change management. Applying the specific ADKAR model: 
· Awareness: Educate employees about how small points of dissatisfaction, like inattentive service or slow check-in, can crucially affect future bookings and NPS (Johansson, 2025). 
· Desire: Encourage proper ownership among the frontline employees by granting autonomy to resolve problems immediately, like offering a complimentary upgrade (Jamroch et al., 2022).
· Knowledge: Conduct workshops of “Listening & Resolution” to train employees on interpreting proper feedback and preemptively identifying the needs of the guests.
· Ability: Empower employees with authority and clear guidelines to act properly, turning complaints into prospects for delight. 
· Reinforcement: Review metrics of feedback daily, identify teams that excel in response to guest recovery and speed. 
Measurement 
Effectiveness needs to be gauged through: 
· Monthly tracking of NPS: Monitor benchmark and trends against the sentiment of guests online (Johasso, 2025). 
· Response Timing: Measure the feedback percentage identified within the twenty-four hours.
· Sentiment Improvement and Resolution Rates: Track how many problems are resolved with satisfaction and correlate with transformations in tone of review. 
Benefits 
The proactive strategy offers various advantages:
· Resolution of Swift Issue Builds Trust: By responding properly, the hotel elucidates proper care that can recover the confidence of the guest, even after the negative experience. 
· Public Perception and Improved NPS: Acting on transparent feedback assists in rebuilding proper loyalty and transforming the reputation online. 
· Repeat Stays and Positive Advocacy: Guests mostly see proper concern that is taken properly with specific return and hotel recommendations that create advocacy organically. 
Cost Estimate 

	Item
	Estimate Cost

	CRM Integration and Sentiment Analysis Tool 
	£20,000

	SOP Development and Training Workshops
	£5,000

	Total
	£25,000


[bookmark: _heading=h.v4z7qmxxgjnk]
[bookmark: _heading=h.4b377epydmk6]3.2 Recommendation 2: Strategic Stabilisation of Workforce and Engagement 
Implementation and Strategy 
To identify the turnover of high employees and understand, we suggested the Retention Programme (WERP) and Workforce Engagement that empowers internal communication, transforms employee satisfaction and reduces attrition (Jamroch et al., 2022). This includes: 
· Stay Interviews with Exit Analysis: Conduct proper “stay interviews” every six months to understand the motivation of recent employees. Exit interviews need to be analysed rigorously for specific patterns. 
· Channels of Internal Communication: Launch the dashboard or internal app where renovation updates, feedback loops and role expectations are shared daily. 
· Career Progression and Recognition Framework: Form the recognition programme quarterly and integrate the pathways of clear promotion linked to milestones of training. 
Change Management
The 8-Step Change model of Kotter can boost acceptance. This framework assists in including 8 steps to understand future needs for innovative change. 
[bookmark: _heading=h.oz2wz2ocm4jy][image: ]
Figure 4: Kotter 8-Step Change Model
(Source: Kotter, 2025)
Create Urgency: Present proper data on attrition rates of the industry and how they compare to trends of Park Lane. 
Coalition Form: Build a team of cross-departmental staff with champions. 
Develop Vision: Frame efforts of retention as part of shifting in culture toward excellence of employees (Burton, 2024). 
Communicate Vision: Use storytelling visually in digital boards and meetings. 
Remove Barriers: Identify transformation overwork, inconsistencies or unclear roles.
Short-term Wins: Reward primitive adopters or other departments by enhancing the scores of engagement. 
Build on the Change: Incorporate ideas of employees into the continuous improvement process. 
Anchor in Culture: Make central engagement in appraisals of performance. 
Measurement 
· Tracking Turnover Rate: Compare staff turnover annually for before and after implementation (Djajasinga et al., 2021).
· Scores of Employee Satisfaction: Use anonymous surveys quarterly (Andrade et al., 2021). 
· Engagement Metrics: Monitor proper participation in stay interviews, training and loops of feedback.
Benefits
· Delivery of Strong Service: Informed, stable employees create proper experiences for guests. 
· Cost Efficiency: Declining decreases in turnover in recruitment and costs of training. 
· Staff Advocacy: Engage and promote employees with the brand and elevate overall morale. 
Cost Estimate 
	Item
	Estimated Cost (£)

	Development of an internal App or Licensing
	8,000

	HR Training and Recognition Program
	7,000

	Exist or Stay interview setup of the System
	5,000

	Total
	20,000



[bookmark: _heading=h.dfsk99w9w18x]3.3 Recommendation 3: Personalised Program of Luxury Experience
Strategy and Implementation 
To combat the experience of guests for limited customisation, we suggest launching with the PLEP or Personalised Luxury Experience Programme. This will include services of one-size-fits-all into guest-specific, dynamic interactions. The important actions include: 
· Guest Profiling Through CRM: Collect all the data during check-in and booking, noting all the preferences such as dietary restrictions, room temperature or previous details of visit (Danurdara et al., 2024).
· Personalised Pre-Arrival Emails: Use the data of guests to send proper dining recommendations, events matching, or spa offers for a specific profile  (Woods and Homer, 2022). 
· In-Room Personalisation: Place notes for welcome, digital screens for greeting the guests by their specific name, and offering recommendations aligned with their proper tastes (Das, 2023).  
· Teams of “Luxury Curators”: Train the small team with experts in guest experience to provide proper support and on-demand itineraries. 
Change Management 
Applying the framework of Change Management by Lewis: 
· Unfreeze: Share insights of the competitor showing how customisation boosts loyalty. 
· Change: Train the employee on the tools of CRM, interactions of roleplay and test rooms of the pilot (Harrison et al., 2021). 
· Refreeze: Celebrate proper stories of success and institutionalise the prompts of CRM in SOPs. 
Additionally, employees need to be empowered to delight and surprise guests within proper guidelines -adding proper warmth without overly scripted interactions. 
Measurement 
· Ratio of Return Guests: Track transformations in repeat visits (Candra et al., 2023). 
· Ratings of Guest Experiences: Focus on mentioning surveys, including personalisation or innovative touches. 
· Uptake of Curated Offer: Monitor redemption rates and click-through rates that include tailoring offers for pre-arrival (Richards, 2024).
Benefits 
· Differentiation from the Competitors: Distinct customised services differentiate Park Lane from the generic offerings of Five-Star (AGYEI, 2021). 
· Guest Loyalty: Connections emotionally nurture visits repeatedly with proper advocacy.
· Upselling Prospects: Customised offers mostly translate to enhanced spend per guest. 
[bookmark: _heading=h.cwxtzpmpapbr]3.4 Recommendation 4: Operational Efficiency Upgrade and Digital Presence
Implementation and Strategy
To close the crucial digital gap with all the competitors, Park Lane needs to build on the existing process of mobile dining and compendium digitally by integrating SHE or Smart Hotel Ecosystem. This integrated process of solution would boost services, offer intuitive touchpoints digitally and elevate the journey of guests. 
Key Features 
· Mobile Check-Out or In and Room Key: Assist guests to skip the proper reception and access crucial rooms directly through smartphones. 
· In-Room Tablets or QR Interfaces: Enable service of room ordering, booking appointments for spa or requesting the amenities through digital menus. 
· AI-Powered Concierge of Chat: Handle directions, FAQs and minor requests 24/7. 
Change Management 
Use the Transition Model of Bridge:
· Ending Phase: Clear communication of why these transformations are important to meet the expectations of guests (Kingsnorth et al., 2021). 
· Neutral Zone: Providing time and training for employees to test all the tools before the overall rollout (Hou et al., 2021). 
· New Beginning: Reinforce tools digitally as enhancers of service, not proper replacements, preserving the touch personally. 
Pilot proper rollout on the specific floor before the proper deployment to collect feedback from employees and guests. 
Measurement 
· Uptake of Digital Feature: Downloads of the monitor app, rates of check-in and frequency of digital orders (Wilson, 2025).  
· Tech Satisfaction of Guests: Add metrics specific to tech to surveys of satisfaction. 
· Gains of Operational Efficiency: Measure decline in desk queues, calls and response times. 
Benefits 
· Seamless Journey of Guests: Tech-savvy travellers mostly appreciate the convenience of self-service without losing proper luxury. 
· Staff Efficiency: Declines the task repeatedly, assisting employees to focus on the engagement of guests (Oladimeji and Owoade, 2024).
· Upsell Channels: Table-based or in-app prompts can recommend upgrades, dining offers or special services. 
Cost Estimates
	Item
	Estimated Cost (£)

	Digital Key and Mobile Check-In
	10,000

	QR Menu Systems or In-room tablets
	8,000

	AI Concierge System
	7,000

	Total
	25,000



Total Overview 
	Recommendation
	Estimated Cost (£)


	Feedback of Guest and Reputation System (GFRMS)
	25,000

	Engagement of Workforce and Program of Retention 
	20,000

	Personalised Program for Luxury Experience
	20,000

	Ecosystem of Smart Hotel
	25,000

	Grand Total
	90,000


[bookmark: _heading=h.d0hr7kmrjpyy]
Key Outcomes 
The proposed initiatives are mostly designed to boost measurable enhancements across satisfaction of guests, revenue growth and staff stability. The system of guest feedback will boost NPS or Net Promoter Scores, digital reputation and loyalty through proper recovery of service. The programme of staff engagement will reduce turnover, stressing high-quality and consistent delivery of service. The AI-powered customisation programme will include aligned experiences, enhancing bookings repeatedly and guest value of life. 
[bookmark: _heading=h.u8m6kst6r3m6]3.5 Monitoring and Phasing Framework 
Phasing Strategy:
Year 1: Focus on proper launching related to the feedback system of guests and enhancing the engagement of employees through team-building and training programs. Simultaneously, the personalisation strategy and mobile app with guest-facing facilities assist in proper evaluation control and iterative growth. 
Year 2: Based on the proper insights, personalisation initiatives will scale up and complete the rollout of the mobile app across various departments. A collection of systematic feedback and analytics of data will assist in identifying primitive effects and operational adjustments. 
Year 3 and Beyond: Focus on optimisation continuously on employee development, technology and personalisation of guests (Vuong, 2025). The strategic focus expands to include branding of sustainability and storytelling of heritage programs, with a focus on long-term repositioning of the brand.
Success and Monitoring Measurement
· Consumer Perspective: The NPS or Net Promoter Score, rating of guest reviews and repeat rates of booking (Vuong, 2025). 
· Internal Operations: Usage Metrics of App, repeat rates of bookings and rating of guest reviews. 
· Growth and Learning: The scores of employee engagement, rates of staff turnover and completion of training percentage. 
· Financial: Uplift of revenue from cost savings, upselling through automation and retention. 
A committee of Change Oversight, including the senior leaders from IT, management, HR and services of guests, will properly oversee the review of quarter performance, evaluate KPIs and guide strategies of adaptation. 
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	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned budget

	1
	Declining Net Promoter Score & Negative Reviews
	Proactive Feedback of Guests and Reputation Enhancement
	Increase in NPS and a significant reduction in negative reviews
	6 months
	2026
	£25,000

	2
	High Staff Turnover and Undertaffing 
	Strategic Stabilisation of Workforce and Engagement
	Reduction in staff turnover and improved service consistency 
	8 months
	2026
	£20,000



	3
	Limited Customised Guest Experience
	Personalised Program of Luxury Experience
	Enhancement in guest return rate and also increased personalisation scores 
	6 months
	2027
	£20,000

	4
	Lagging
Digital Presence
	Upgradation of operational efficiency along with Digital presence
	Improvement in digital presence and improvement in direct bookings
	12 months
	2024
	£25,000


Table 3: Action Plan
(Source: Self-Created)
This plan of action is grounded in the approach of problem-based theorising; it considers that each organisation has its own set of issues that need to be addressed through targeted action, but not generic consulting models (O'Mahoney, 2021). The sequential implementation approach illustrates how management consultancy can indeed be a great force to shake the traditional practice and instead focus on the facts of operations rather than models. In line with the framework proposed by Kipping and Clark (2012), the plan takes into consideration the complicated interplay between external skills and the internal self-reliance capabilities. The gradual implementation will enable the transfer of knowledge without undermining the autonomy of the organisation, which is especially important in the context of the hotel chain, in compliance with its history and current organisational operating culture. Consistent with Subramaniam et al. (2011), an action plan involves organised risk mitigation to accommodate perceived uncertainty in business. The timing in the staggered timeline minimises implementation risks, and the total investment is allocated across several projects, thus reducing financial exposure. The digital transformation part of the action plan is specifically concerned with the external market pressure and competitive positioning issues. In addition, the plan acknowledges the knowledge of O'Mahoney O'Mahoneyeyy (2020) on institutional prestige by taking advantage of the Grade II heritage status of the hotel as a competitive advantage, not necessarily an operational limitation. Each intervention is aimed at measurable organisational outputs, which respond to current consulting practice which draws on accountability and performance measurement. 
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Overall, the holistic consultancy application, as applied to the London Marriott Hotel Park Lane, has unravelled sensitive key strategic issues. The stipulated systematic solutions towards ensuring operational excellence whilst maintaining the exclusive personality of the property. Based on robust analysis models such as the STEEPLED, SWOT, and TOWS analyses, these four major problems have surfaced. The major problems surfaced are the net promoter scores as a result of inconsistent service, a high employee turnover rate that impacts service delivery, a limited ability to customise the guest experience and a weaker online presence than rivals. 
The strategic suggestions that have been derived focus on these challenges by adopting a rational solution based on the principles of change management. Timely employment of the proactive guest feedback and reputation management system helps in addressing service perception problems proactively by real-time sentiment analysis and a quick response plan and protocols, which will help increase NPS scores in a short period with a minimal investment. On the contrary, the workforce engagement and retention programme, harnessed through the 8-Step Change model by Kotter, will solve the most crucial staffing issues that form the basis of service deliveries, and it is expected that the current turnover time will be reduced by eight months. The Personalised Luxury Experience Programme takes the traditional approach of the proper, which is to treat returns of tourism into a personalised experience, including the ability to use CRM integration to build emotional connections that prompt repeated differentiation of the hotel from others.
The Smart hotel ecosystem project sets the property in a position to compete within the digital environment successfully, but remains within the confines of the Grade II listed property. When examining the hotel using the SWOT analysis, it was found that the Park Lane location, heritage site status and a reputation for service are the strongholds on which a competitive differentiation in the oversaturated luxury market in London could have been built. Nonetheless, it must be proactively adjusted to changing guest requirements, technological change and labour conditions as well to succeed. The proposed solutions recognise the situation of the property as an iconic Grade II listed building and turn the restrictions of heritage into competitive advantages by authentic storytelling and personal guest experiences. 
The implementation timeline acknowledges the fact that these challenges are interdependent, and the stabilisation workforce acts as the basis for offering improved guest experiences that lead to supporting a digital transformational, abroad-based approach, which will make the change sustainable and will be based on extending current strengths and improving upon the weaknesses identified. The quantifiable results assigned to every recommendation will allow continuous tracking and revision, where the hotel will be in a position to adapt to the altering market environment and, at the same time, retain its operational quality.
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