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[bookmark: _Toc199940932]Executive Summary 
Home to one of the UK's best-known and most prestigious four-star hotels, Hyatt Regency Birmingham, next to the International Convention Centre and Symphony Hall, has long been a primary destination for business travellers, conferences and events. Being a corporate-branded property under the global Hyatt Hotels Corporation, it enjoys an international brand presence, access to a corporate loyalty programme and strategic proximity to hubs of primary transport links and cultural landmarks. However, after the COVID pandemic, the MICE (Meetings, incentives, conferences, and exhibitions) and corporate segments have declined in the hotel industry. The hotel's occupancy rates, RevPAR (Revenue Per Available Room), and food and beverage sales have taken a significant hit during this downturn, and the impacts are felt throughout the hotel's overall operational profitability. What the shift in corporate behaviour means for remote working, digital meetings and reduced travel budgets has left lasting effects on how hospitality businesses operate (Rogers and Wynn-Moylan, 2022).
Heritage Hospitality Consulting, a leading independent consultancy firm specialising in operational and strategic transformation in the hospitality sector, was engaged to investigate and identify the sources of poor performance and provide evidence-based recommendations on reviving the business. The primary purpose of this consultancy report was to prepare the results of an in-depth strategic review of the hotel's internal operations and the external operating environment. To further diagnose the current position of the hotel, identify the factors leading to a decline in MICE revenue and gain a clear set of strategic responses commensurate with the property's needs and market, the report makes use of anchored frameworks of STEEPLED, SWOT and TOWS.
Analysis with the STEEPLED tool showed several external pressures that have restructured demand in the business travel segment. The volume of in-person meetings and conferences has reduced drastically as social factors (mainly hybrid and remote working being adopted by the mainstream) diminished the need for humans to come together in real time. Thanks to technological advances, companies can meet globally remotely, reducing the perceived need to travel. Reduced spending on external venues and hospitality services is due to economic constraints (inflation and a wave of cost-cutting in corporations). In addition, environmental concerns and ethical expectations have become increasingly important, evidenced by clients preferring venues that employ sustainable practices and are socially responsible. Due to the UK’s exit from the European Union, in terms of labour supply and travelling logistics, complexities of a political and legal nature have also made operations more complicated. Although these factors are interrelated, they have created a macro environment that has rendered the traditional business hospitality models less viable than they used to be.
To consider the internal factors of Hyatt Regency Birmingham, a SWOT analysis was conducted, providing an organisational structure, resources and insight into how services are provided. The hotel retains notable strengths, including its prime location in Birmingham’s conference district, the quality and flexibility of its event spaces, and the strong brand trust afforded by its affiliation with Hyatt. In addition, it has an experienced operational team, a loyal client base and modern guest facilities. Despite this, several internal weaknesses have been acknowledged: underuse of event spaces from a fixed room layout, insufficient present-day convening innovation to adjust to hybrid gatherings and minimal outreach to smaller—even neighbourhood—businesses, bringing forth adjustments to home and flexible working. 
In the competitive landscape, the hotel has to face growing threats from agile boutique venues and co‑working spaces that use technology-first integrated approaches. Competitors increasingly offer modular, digitally enhanced spaces that appeal to freelancers, startups, and hybrid teams seeking informal and tech-ready environments. The emergence of event technology platforms and service providers that allow clients to host meetings across virtual channels has also posed a challenge to the hotel’s conventional service model. However, there are also considerable opportunities available. A rise in demand for locally hosted, small-scale business events, increased interest in sustainable and ethically responsible service provision, and the chance to re-engage domestic business travellers all point towards new revenue possibilities.
A series of strategic directions were identified by mapping the SWOT analysis against external pressures in the TOWS matrix. These include leveraging brand strengths to reposition the hotel as a leader in hybrid corporate hospitality, addressing technological and spatial weaknesses through investment in conferencing innovation, mitigating threats by aligning more closely with flexible work trends and capitalising on opportunities through improved service design, partnerships, and sustainability integration. The strategy outlined in this report focuses on revitalising the hotel’s business model through service innovation, infrastructure enhancement, market repositioning, and sustainable brand development.
The implementation of next-generation conferencing technology allows frictionless hybrid events and reconfiguration of meeting spaces to enable more flexible and innovative use and marketing campaigns, such as targeting SMEs, remote teams, and regional businesses as new kinds of business clients. Intertwined with these is the commitment to sustainability, which enlists the hotel to offer its events in line with the modern expectation of environmental responsibility and social impact. These strategies are outlined on how they can be used through Kotter’s 8-Step Model of structured change management. 
Cost analysis projects that approximately £195,250 will be required for total investment in implementing upgrades to technology, marketing, sustainability certification, staff training and local partnership development (with a 10% contingency buffer). Implementation is projected to begin in September 2025, and return on investment (ROI) is forecasted within 12 to 18 months through increased mid-week occupancy, enhanced MICE space utilisation, and brand reputation. Measurable growth in MICE revenue, event booking rates, client satisfaction metrics, digital engagement levels and other key success performance indicators will be used as key performance indicators for success.
A clear timeline, responsible departments, financial implications and desired outcomes have been given to allow the government to deliver these recommendations through an action plan. The purpose of this plan is to assist the hotel in translating strategic objectives into operational realities within a given implementation window.  The report concludes that its strategy for Hyatt Regency Birmingham is a robust, research-informed, and cost-effective way forward to help the hotel tackle the current challenges and reposition itself for a post-pandemic market. 
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Heritage Hospitality Consulting has prepared this consultancy report in response to a strategic brief received from Hyatt Regency Birmingham. This high-profile four-star hotel has experienced a significant decline in MICE (Meetings, Incentives, Conferences, and Exhibitions) and corporate business bookings since the COVID-19 pandemic (UNWTO, 2023). This report aims to critically assess the internal and external factors contributing to this decline and offer realistic, costed, and actionable recommendations for recovery, repositioning, and sustainable growth. The consultancy process aims to identify and resolve key operational, technological, and marketing challenges that have limited the hotel’s ability to adapt to the evolving business travel landscape (O'Mahoney, 2021).
Hyatt Regency Birmingham, part of the Hyatt Hotels Corporation, is strategically located on Bridge Street in Birmingham’s city centre. The hotel, which opened in 1990 and has been refurbished in recent years, boasts over 300 modern guest rooms, extensive conference and banqueting facilities, a restaurant and bar and leisure facilities, and direct access to the International Convention Centre (ICC). Due to its central location in the business and events district, adjacency to Birmingham New Street Station and brand association with a globally recognised hospitality group, the hotel has observed high occupancy and strong MICE-associated revenue generation.
However, the past four years have seen a seismic shift in the hospitality industry. Many organisations have shifted permanently to hybrid or remote work models, providing massive disruption to business travel and lowering the scale and frequency of in-person meetings and conferences (Odor, 2018). Virtual communication alternatives have become a faster advance of technology, and the economic pressure to reduce corporate travel spend has squeezed budgets even further (Lockwood, 2007). Such shifts have triggered a dramatic change in demand dynamics, and these operators are now forced to rethink how they position themselves and the services they offer. Against this backdrop, with its traditional focus on large-scale events and an international business clientele, Hyatt Regency Birmingham must reconfigure its strategy to live up to these expectations. 
An industry specialist consultancy firm for hotels and hotel venues throughout the UK and Ireland, Heritage Hospitality Consulting works with hotels and exclusive-use venues across the UK and Ireland. The firm aims to unlock latent potential, solve operational inefficiencies, and provide a tailor-made solution that can sustain the viability and competency of hospitality businesses in the complex market environment (Johnson, 2005). The consultancy has adopted a holistic method in undertaking this project, such that secondary data research, market benchmarking, strategic environmental scanning and analytical modelling have been used to comprehensively understand the challenges and opportunities that Hyatt Regency Birmingham faces (Kipping and Clark, 2012). The assignment required deep engagement with real-world data, up-to-date trends in hospitality, and strategic planning tools commonly employed in industry-leading consultancy practices (Evans, Stonehouse and Campbell, 2012).
This report is structured into several sections. Following the executive summary and introduction, the analysis section outlines the key problems faced by the hotel, with detailed consideration of operational and external environmental factors. A STEEPLED analysis examines the wider macro-environmental factors influencing business travel and MICE segment dynamics. This is followed by a SWOT analysis to evaluate the hotel's internal strengths and weaknesses in contrast with market opportunities and threats. Subsequently, a TOWS analysis converts findings into strategic directions for the hotel (Burnes, 2004).
The report then advances into a set of targeted recommendations, each discussed in terms of implementation logistics, cost, staffing implications, and potential business impact. These recommendations are supported by a change management strategy designed to help Hyatt Regency Birmingham execute the necessary changes with minimal disruption. The change strategy integrates Kotter’s 8-Step Model, a leading framework in organisational transformation, to ensure that cultural, operational, and technological changes are embedded smoothly and sustainably (Laig and Abocejo, 2021).
To support practical implementation, the report includes an action plan outlining what specific measures should be undertaken, by whom, at what cost, and within what timeframe. This structured approach will ensure that the leadership team at Hyatt Regency Birmingham is equipped with a high-level strategy and the operational roadmap to realise it (Whittington et al., 2020). Finally, the report concludes with a reflective summary of the core findings and outcomes, reaffirming the consultancy’s commitment to client-centred, value-driven strategic support. 
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[bookmark: _Toc199940935]Overview of the Issue
Hyatt Regency Birmingham, located in the heart of Birmingham’s convention district and directly connected to the International Convention Centre (ICC), has long held a strong market position in the UK’s business hospitality landscape (WTTC, 2023). Operating as part of the Hyatt Hotels Corporation, the hotel has traditionally catered to international business travellers and large-scale MICE (Meetings, Incentives, Conferences, and Exhibitions) events. However, since the COVID-19 pandemic, Hyatt Regency Birmingham has experienced a dramatic shift in demand (Chopra, Verma and Mandal, 2021). Business travel has decreased, digital conferencing has grown, and corporate budgets have contracted (Holloway and Humphreys, 2022). These disruptions have significantly impacted key performance metrics, including occupancy, RevPAR (Revenue Per Available Room), and the contribution of MICE bookings to total revenue (Statista, 2024).
According to Hyatt Hotels Corporation (2024), system-wide RevPAR rose by 17% globally in 2023, signalling a broad recovery across several Hyatt properties. However, this rebound has not been uniform. Urban properties reliant on corporate and international travel, such as Hyatt Regency Birmingham, have recovered at a slower rate due to structural changes in travel behaviours and heightened regional competition (HVS, 2025). The UK market specifically has seen mixed results: while occupancy in regional hotels rose to over 79.1% by late 2023, hotels in major business hubs such as Birmingham have struggled to recover midweek occupancy levels due to reduced demand for conferences and corporate travel (Hotel Management Network, 2024).
In light of these challenges, this section presents a comprehensive diagnosis of the internal and external factors affecting the hotel’s ability to recapture lost corporate business (Noordzij, 2014). The section begins with a macro-level STEEPLED analysis, followed by an internal SWOT analysis and a strategic TOWS matrix to identify viable repositioning strategies.
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The STEEPLED model was applied to identify external environmental factors affecting Hyatt Regency Birmingham’s corporate and MICE performance. The findings are summarised in Table 1.

	Factor
	Impact on Hyatt Regency Birmingham

	Social
	Increased remote and hybrid working models have reduced traditional demand for in-person conferences, shifting expectations toward hybrid-capable hospitality venues (Gebbels, Pantelidis and Goss-Turner, 2019).

	Technological
	Rapid innovation in virtual meeting platforms (e.g., Zoom, Teams) has disrupted the demand for physical conference space, requiring the hotel to invest in hybrid technology (Harvard Business Review, 2025).

	Economic
	Inflation and recessionary pressures have led to tighter corporate budgets for travel and events, leading to increased price sensitivity in the MICE market (Knight Frank, 2023).

	Environmental
	Growing environmental awareness means business clients increasingly prefer venues with demonstrable sustainability commitments and carbon-neutral packages (Buhalis and Leung, 2018).

	Political
	Post-Brexit visa and labour restrictions have impacted the flow of international delegates and access to skilled hospitality workers (ONS, 2023).

	Legal
	Evolving employment law and GDPR requirements demand continuous compliance in staffing, guest data handling, and operational planning.

	Ethical
	Clients demand ethically aligned practices, including local sourcing, equity in staffing, and community partnerships, influencing venue choice (Fletcher et al., 2018).

	Demographic
	A younger generation of business travellers expects seamless digital integration and more informal, collaborative meeting spaces.



Table 1: STEEPLED Analysis of Hyatt Regency Birmingham (Self-developed)
The analysis suggests that Hyatt Regency Birmingham must address several intersecting external challenges, particularly those driven by technological transformation and evolving client values.
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An internal SWOT analysis was conducted to assess Hyatt Regency Birmingham’s strategic position, capabilities, and vulnerabilities. Table 2 presents the analysis.
	Strengths
	Weaknesses

	Prime location next to ICC and the city centre
	Outdated AV and conferencing infrastructure

	Strong brand affiliation with Hyatt Corporation
	Underutilised midweek MICE spaces

	High-quality leisure and wellness facilities
	Limited engagement with local SMEs and regional clients

	Experienced management team and MICE operations
	Heavy reliance on international business travel and large-scale events (Morrison, 2022).



	Opportunities
	Threats

	Increasing interest in hybrid meeting formats
	Competitive offerings from tech-integrated boutique hotels and co-working spaces

	Growth in sustainable hospitality and carbon offset
	Rise of virtual conferencing platforms replacing in-person events

	Partnership potential with fintech and universities
	General cost-cutting in corporate travel budgets due to economic uncertainty (Oxford Economics, 2022).

	Regional business travel recovery (within the UK).
	Lack of digital marketing innovation and poor search visibility in local markets (Buttle et al., 2016).



Table 2: SWOT Analysis of Hyatt Regency Birmingham (Self-developed)
The internal analysis reveals significant strengths that can be leveraged, including Hyatt’s brand reputation and location. However, these are offset by technical and strategic weaknesses that limit the hotel's responsiveness to the new business landscape.
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The strategic TOWS matrix in Table 3 converts the SWOT analysis into actionable strategies.
	
	Opportunities
	Threats

	Strengths
	Use brand trust and location to lead in hybrid conferencing and ethical MICE delivery.
	Use loyalty programmes and premium services to counter boutique hotel competition.

	Weaknesses
	Upgrade AV systems and redesign meeting rooms to attract SME bookings and hybrid events.
	Upskill staff and modernise digital marketing to reduce vulnerability to tech-driven disruption.



Table 3: TOWS Matrix for Hyatt Regency Birmingham (Self-developed)
Strategies generated from this matrix include investing in technology, forming localised partnerships, enhancing sustainability credentials, and re-engaging with new business audiences through targeted marketing.
To further support the analysis, it is critical to examine how Hyatt Regency Birmingham’s challenges reflect broader industry trends and performance indicators.
According to the Hyatt Hotels Corporation's 2023 Annual Report, comparable system-wide RevPAR increased by 17% from the previous year, indicating a post-pandemic recovery in global business travel (Hyatt, 2024). However, the report also revealed that recovery varied significantly by market, with urban conference-driven hotels lagging behind resort and leisure-focused destinations. For Hyatt Regency Birmingham, this translates to a slower return to pre-pandemic levels of MICE business.
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Figure 1: RevPAR Growth by Segment (2023)
(Source: Hyatt Hotels Corporation, 2024)

[image: ]A UK-wide hospitality analysis by Knight Frank (2023) noted that while leisure-led occupancy rebounded to 74.1% with ADR growing to £103, marking the first time in history to achieve above £100 in regional cities, business-led urban hotels faced persistent weekday under-occupancy. This aligns with reports from Hotel Management Network (2024), which found that the average occupancy rate across the UK grew to 79.1% by the end of 2023, Average Daily Rate (ADR) for occupied rooms across the UK increased from £143.71 to £148.46 and Gross Operating Profit (GOP) for UK hotels improved from 35.2% to 36.6%, but Birmingham underperformed relative to other core cities such as Manchester and Edinburgh due to its reliance on business events.

Figure 2: UK Urban Hotel Weekday Occupancy (%) – Birmingham vs National Average
(Source: Hotel Management Network, 2024)

The Downtown Birmingham Economic Vitality Report for Q3 and Q4 2023 indicates that the 12-month hotel occupancy rate in downtown Birmingham stood at 65.6% (Hotel Management Network, 2024). This figure reflects a recovery from the pandemic-induced lows but still lags behind the national average. For example, the UK's hotel occupancy rate has increased by 2.5 points YoY in November 2023, from 76.6% to 79.1%. There are several reasons why occupancy rates are lower in Birmingham, such as less business travel and competition from other accommodation options. Being that Hyatt Regency Birmingham is such a well-known name in the area, these trends go directly to them, and they must have a plan in place to increase occupancy rates, like targeting local events and bettering their marketing.
These figures back up Hyatt Regency Birmingham’s challenge, which is not an isolated issue but a key component of a long-term transition in UK business travel and events. 
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This report shows a complex interplay of external pressures and internal constraints which affect Hyatt Regency Birmingham’s ability to achieve its former status as a leading MICE and business travel destination. The hotel benefits from intrinsic advantages such as the prestigious location following the ICC, brand equity from affiliation with Hyatt Hotels Corporation, and a well-established events operations team. Still, it has failed to quickly adapt to changes in market demands and structural shifts in the business hospitality environment.
Externally, the increase in people working remotely and a hybrid work form has permanently shrunk the need for typical in-person meetings, thereby shrinking demand for conference space (Durão et al., 2024). Digital conferencing technologies and corporate clients' heightened cost sensitivity (due to inflation and pressures to budget cuts) changed the way business events are conducted (Visit Britain, 2025). At the same time, political and regulatory changes have created further layers of complexity in operations, including post-Brexit labour restrictions and changing data protection laws. Corporate clients further shaped expectations of sustainable and ethical business practices, shaping corporate decision-making criteria, particularly among the younger generation of socially conscious workers who now dominate the workforce.
The hotel’s challenges are mainly internal, consisting of outdated conferencing technology, underutilised event spaces during weekdays, and misalignment of the marketing strategy with emerging client segments. When SWOT and TOWS analysis were further conducted, it was clear that there was a strategic gap; there were opportunities in place, such as the regional SME demand, the hybrid event formats and the sustainable conferencing, but the current service model the hotel is set up with was not aligned with these market opportunities.
Market data in the real world echoes this picture. Despite Hyatt's industry-leading performance on its global indicators, the regional variances persist. On weekdays, Birmingham lags further behind in occupancy, especially in systems such as corporate segments, which proves that properties like Hyatt Regency Birmingham need to reposition themselves in a fundamentally altered business landscape.
Thus, it can be concluded that Hyatt Regency Birmingham ought to implement a consistent strategic transformation involving infrastructure modernisation, market repositioning, digital capability, and stakeholder repositioning. These steps are necessary to transition from recovery to resilience and maintain long-term relevance in an increasingly competitive, hybrid-oriented corporate hospitality market (Fauzi et al., 2025).
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[bookmark: _Toc199940941]Introduction to Recommendations
This section presents a comprehensive response to the key strategic and operational challenges identified at Hyatt Regency Birmingham. Rooted in the preceding analysis and aligned with the hotel’s brand identity under the Hyatt Hotels Corporation, the recommendations aim to reposition the property competitively in a reshaped business hospitality landscape. The decline in MICE and corporate travel revenue, aggravated by shifts in work practices, rising guest expectations for sustainability, and the emergence of hybrid meeting formats, requires the hotel to undertake a multi-faceted transformation strategy (Wijesinghe, 2014). This transformation must not only address service and infrastructure gaps but also ensure long-term brand consistency, financial viability, and staff engagement (Lee and Ok, 2016).
The recommendations outlined here are strategic in scope and address the findings from the SWOT, STEEPLED, and TOWS analyses. These proposals are not isolated actions but are integrated within a structured change management framework to ensure that implementation is systematic and inclusive. The approach leverages Kotter’s 8-Step Model to support employee engagement, reduce resistance, and ensure sustained momentum. The rationale for each recommendation is justified with respect to feasibility, market trends, brand alignment, and the potential to deliver measurable performance gains, including higher RevPAR, improved occupancy, and more diverse revenue streams.
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Based on the organisational and environmental analysis, the following strategic recommendations have been identified to address Hyatt Regency Birmingham’s core issue: declining business and MICE travel demand.
1. AV Infrastructure Upgrade and Hybrid Packages
The hotel must transform its MICE offering through significant investment in smart audiovisual infrastructure to accommodate changing client expectations (Patterson and Ashrapov, 2022). Rooms should have 4K cameras, soundproofing, wireless presentation tools, and built-in integrations for Zoom, Microsoft Teams, and Cisco WebEx. These upgrades should be promoted as part of bespoke hybrid conferencing packages (e.g., on-demand technical support, digital event analytics and additive services such as live polling and remote participation kits). The benefit of this strategy is that it will allow the hotel to match with boutique tech venues in terms of catering to this type of customer's needs, thereby repositioning the hotel as a high-value hybrid hub (Mohamed and Saber, 2022).
2. Reposition Target Market: SMEs, Academia and Local Events
It uses property resources for marketing to concentrate them on local and regional institutions, including SMEs, universities, or governmental bodies. These types could be added or redesigned to fit this segment: co-working spaces and informal lounges. Flexible booking options and preferential pricing benefiting non-profit and academic bodies will open more market access (Tsaur and Tsai, 2023). These customer bases are less vulnerable to international disruptions and offer more consistent demand than multinational clients, which must deal with issues that affect the entire world. Since Birmingham is increasingly known for education and fintech, this is a viable growth strategy to tap into this market.
3. Green Conference Packages and Certification
Corporate event procurement now defines environmental responsibility (Green Key Global, 2024). Hyatt Regency Birmingham can create a series of green packages certified by bodies such as Green Key. These packages might be centred on digital-only documents, biodegradable catering supplies, carbon offset options, and partnerships with local zero-waste vendors (Li and Liu, 2020). This directly tackles the environment and ethics of the STEEPLED analysis and can be presented as a premium value proposition.
4. Digital Marketing Revamp and Virtual Sales Tools
Traditional channels have become less effective in attracting MICE clients. A shift toward digital-first marketing should include virtual venue tours, interactive event planners, SEO campaigns targeting Midlands-based SMEs, and LinkedIn advertising focused on business decision-makers (Sigala, 2015). Tools such as HubSpot and Google Analytics can be used to track lead conversions and booking trends, enabling data-driven marketing (Deloitte, 2023).
5. Institutional and Cultural Partnerships
The hotel can embed itself into the local corporate and academic ecosystem by partnering with universities, theatres, business parks, and fintech firms. Co-hosted events, internship placements, and shared sponsorships can build trust and brand familiarity while opening new event and lodging pipelines.
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The successful implementation of the above recommendations requires a structured, human-centred change process. Kotter’s 8-Step Model provides a comprehensive framework to guide transformation while addressing staff resistance, capacity building, and continuous improvement.
Step 1: Create a Sense of Urgency
The change process must begin with transparent communication from leadership regarding declining KPIs and emerging risks (Subramaniam et al., 2011). An internal communication campaign—backed by data on declining MICE bookings and competitor innovations—can be used to alert teams and trigger strategic concerns.
Step 2: Build a Guiding Coalition
A cross-functional transformation team should be formed, comprising leaders from marketing, operations, IT, and front-line guest services. The inclusion of junior staff ensures credibility, innovation, and broad ownership (Hayes, Ninemeier and Miller, 2017).
Step 3: Form a Strategic Vision and Initiatives
The vision— “Redefining Hyatt Regency Birmingham as the Midlands’ premier hybrid and sustainable event destination”—should be consistently reinforced through signage, digital displays, and leadership communication. Initiatives should be tied to concrete milestones such as tech upgrades, partnership announcements, or certification achievements.
Step 4: Enlist a Volunteer Army
Mid-level managers and front-line staff can be empowered through formal ambassador roles. These change ambassadors can test new AV tech, host familiarisation events for SMEs, and pilot green conference packages (SW Chan, 2013). Staff incentives might include bonuses, training certificates, or recognition awards.
Step 5: Enable Action by Removing Barriers
Department heads should identify procedural bottlenecks, such as rigid supplier contracts or outdated event planning systems. HR should revise training to include digital competencies, and procurement must be aligned with sustainability targets.
Step 6: Generate Short-Term Wins
Successes, such as first hybrid client booking, achieving Green Key certification, or securing a new SME account, should be celebrated via staff newsletters, client press releases, and reward programs.
Step 7: Sustain Acceleration
Quarterly staff reviews, open feedback loops, and client satisfaction surveys should be used to refine implementation (CIPD, 2023). Budget allocations for continuous improvement must be included in departmental forecasts (PwC, 2023).
Step 8: Institute Change
Cultural entrenchment requires aligning HR policies, performance KPIs, and marketing language with the transformation objectives. Roles should be redefined to reflect new hybrid and sustainability responsibilities (Kilincarslan and Demiralay, 2021).
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Using structured methods of modelling, such as PLS-SEM, research validity and decision-making effectiveness in hospitality research are enhanced (Ali et al., 2018) and each recommendation presented is derived from theory and empirical insights. According to Hyatt’s financial report, RevPAR in urban business hotels grew at only 13%, lagging behind resort properties (Hyatt Hotels Corporation, 2024). Similarly, the occupancy rate in Birmingham remains 6–8% lower than the UK city average (REV Birmingham, 2024). These indicators confirm the need for adaptation in business-facing hospitality models.
Upgrading AV and offering hybrid packages addresses the long-term shift in client expectations toward flexible, tech-enabled meetings. It also reflects the “technological” and “social” forces noted in the STEEPLED analysis. Repositioning toward regional institutions, particularly SMEs and academia, reduces market dependence on international corporations and aligns with Birmingham’s economic profile.
Green conferencing has moved from a “nice-to-have” to a business imperative. Booking.com’s 2023 Sustainable Travel Report noted that 76% of global travellers prefer sustainable accommodation options. Hyatt’s own Global Care & Sustainability commitments support this move and offer brand alignment.
Digital marketing and local partnerships are low-cost, high-impact tactics that address the weaknesses identified in the SWOT analysis. Kotter’s change management model was chosen for its widespread use in service industries and its ability to sequence transformation in clear, employee-led steps.
These combined strategies are not just relevant—they are necessary. Without decisive intervention, Hyatt Regency Birmingham risks declining relevance and underperformance relative to the UK urban hospitality market.
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The implementation of the proposed recommendations is feasible within 18 months and can be staggered to balance financial, operational, and human resource considerations. Hyatt’s existing procurement and training infrastructure supports global rollouts of initiatives like AV upgrades and digital marketing, which can be adapted to local requirements at relatively low marginal cost.
The hotel’s decentralised departmental structure supports rapid decision-making, particularly in marketing, guest services, and events management (Slack, Chambers and Johnston, 2010). Initial CAPEX for AV equipment may be in the range of £150,000–£200,000, but this can be spread over phases and offset by increasing MICE revenue. Marketing reinvestment can be drawn from underperforming international sales budgets and reallocated toward regional digital campaigns.
Partnerships with universities and SMEs require minimal financial investment and offer disproportionately high returns in terms of exposure and booking volume (Marshall, 2023). Sustainability certifications, while incurring minor audit and compliance costs, can lead to access to new client segments and ESG-aligned funding opportunities (Chen, Sloan and Legrand, 2010).
Staffing implications are also minimal, with training integrated into existing workflows and digital resources provided by Hyatt’s global learning platform. In short, the implementation roadmap is practical, financially sustainable, and well-aligned with the operational rhythm of the business.
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The anticipated benefits of the proposed strategy are multi-dimensional. Firstly, AV infrastructure and hybrid events will boost MICE revenues by attracting modernised events and regional corporate bookings (McKinsey & Company, 2023). These improvements should contribute to a projected 8–12% increase in RevPAR during the first full year of implementation. Occupancy rates—particularly midweek—will increase due to diversified clientele from SMEs, universities, and local agencies.
Green conferencing packages and certification enhance the brand’s credibility with environmentally conscious organisations (European Commission, 2023). This can lead to partnerships with public institutions or corporations with ESG mandates (Hilton, 2024). The sustainability upgrades also reinforce Hyatt Hotels Corporation’s global “World of Care” platform, ensuring brand consistency.
Digital marketing and co-hosted events will improve community visibility, generate referral business, and extend market reach to previously untapped client groups (Revinate, 2025). Participative change processes will allow staff to be upskilled and engaged.
These outcomes also align with Hyatt’s global goals of innovation, care for people and the planet, and meaningful connections. Locally implemented, they enhance the hotel’s brand performance and amplify its corporate brand in the UK market.
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Finally, this section has presented a tailored set of recommendations and a coherent change management approach for repositioning Hyatt Regency Birmingham in a fast-changing corporate hospitality market. The strategy derived here is based on internal analysis and external market data to upgrade conferencing infrastructure, enter new regional markets, develop sustainability-led products, improve digital marketing capabilities, and build strategic partnerships.
This provides a framework structured by Kotter’s 8-Step Model so that these changes are carried out inclusively, measurably, and sustainably. The hotel can tackle short-term performance gaps and long-term strategic goals, thus positioning itself to recover and lead innovation in the urban business hotel segment (mybiz.makemytrip, 2020).
If done right (with discipline and flexibility), this transformation can have a material impact on growing the hotel's market share, operational resilience and brand relevance for years to come (Mun, Woo and Seo, 2021).
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A detailed phased implementation plan follows the details of the proposed strategic changes for Hyatt Regency Birmingham. It aligns with the brand’s global priorities but is also localised for local market execution. It has costs itemised, timeframes laid out, risk management strategies, and a structured Action Plan table for client implementation and tracking.
	No.
	Problem
	Solution
	Desired Outcome
	Start Date
	Time Scale
	Completion Date
	Planned Budget

	1
	Outdated AV infrastructure
	Upgrade meeting spaces with integrated hybrid conferencing tools
	Increase MICE bookings by offering flexible hybrid event options
	15/07/2025
	6 months
	15/01/2026
	£120,000

	2
	Low local market engagement
	Launch digital campaigns targeting SMEs, universities, and regional agencies
	Increase brand visibility and regional bookings
	01/09/2025
	3 months
	30/11/2025
	£25,000

	3
	Poor sustainability profile
	Introduce Green Key-certified conference packages with carbon-offsetting and eco-catering
	Attract ESG-focused clients and boost CSR reputation
	01/09/2025
	6 months
	28/02/2026
	£7,500

	4
	Skills gap in hybrid hosting
	Deliver in-house and third-party staff training on hybrid tech and client service
	Improve technical delivery and client satisfaction
	01/10/2025
	3 months
	31/12/2025
	£15,000

	5
	Weak community/business integration
	Form strategic partnerships with local institutions and co-host events
	Create new booking streams and brand goodwill
	01/10/2025
	4 months
	31/01/2026
	£5,000

	6
	Unmonitored change outcomes
	Implement KPI dashboard and client feedback analytics
	Real-time performance tracking and informed adjustment
	01/10/2025
	2 months
	30/11/2025
	£5,000

	Total
	
	£177,500




Table 4: Action Plan (Self-developed)
An additional £17,750 contingency (10%) brings the total estimated implementation cost to £195,250.
[bookmark: _Toc199940949]Summary
This implementation plan provides a pragmatic and financially detailed roadmap for Hyatt Regency Birmingham’s repositioning strategy. The action plan table enables clarity for management when scheduling, budgeting, and monitoring progress (Buttrick, 2009). When executed as proposed, this investment offers strong return potential via enhanced bookings, diversified revenue, and strengthened brand positioning in a competitive hospitality landscape.
[bookmark: _Toc199940950]Conclusion
This organisational consultancy report, delivered by Heritage Hospitality Consulting, has examined the strategic challenge facing Hyatt Regency Birmingham—specifically, its declining performance in the business and MICE (Meetings, Incentives, Conferences and Exhibitions) segment. Drawing on a comprehensive situational analysis, including a STEEPLED framework, a SWOT evaluation, and a TOWS matrix, the report has diagnosed both external pressures and internal inefficiencies contributing to underperformance. In particular, structural changes in corporate travel behaviour, the rise of hybrid working, and elevated guest expectations regarding sustainability and digital capabilities were identified as critical contextual shifts.
Despite being located adjacent to the International Convention Centre and operating under the globally recognised Hyatt Hotels Corporation, the property has experienced stagnant weekday occupancy rates and underutilised event facilities. It suggests that service offerings no longer meet the evolving needs of corporate clients, academic institutions and local businesses. If not responded to proactively and specifically, misalignment creates a risk to revenue performance and reputation.
In response, this report has determined a multifaceted strategy to reposition the hotel as a premier destination for hybrid and sustainable events in the Midlands. Upgrading audiovisual infrastructure to support seamless hybrid conferencing, introduction of Green Key Certified sustainable event packages to restructure cost heterogeneity, revamping digital marketing to entice regional clients through the city’s nurturing of hybrid skill development and forging strategic partnerships with universities, SME, and public sector institutions are recommended. These actions are taken to diversify revenue streams, reduce corporate reliance on a single corporate event client group and future-proof the hotel's event strategy.
A structured change management framework has supported Kotter’s 8-Step Model recommendations to assure adoption and cultural integration in the long run. This framework encourages transparency, staff engagement, and continuous improvement, which are essential to successful organisational transformation. In addition, the implementation plan is an 18-month phased plan that is fully cost and has realistic KPIs, responsibilities, and risk mitigation strategies. A practical action plan and a practical plan to support Hyatt Regency Birmingham’s management team for program scheduling and progress tracking are also included.
This strategic shift is illustrated with real-world figures and market analysis of RevPAR growth across different hotel market segments (boutique, business, mid-market) and relative occupancy rate gap in the targeted market. The project has an overall estimated investment cost of £195,250 (with contingency), and the recommendations offer a realistic transformation roadmap that has a strong potential return on investment.
Nearly, Hyatt Regency Birmingham is at an inflexion point. Innovation, sustainability, and the backing of local partnerships can help the hotel fight current risks and open new frontiers in the fast-changing hospitality ecosystem. If the strategy is well implemented, the hotel will experience increased operational resilience, gain brand equity, and be placed ahead of the UK urban conference and events market as a forward-thinking leader.
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