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Executive Summary 
The consultancy report prepared by The Matrix Consultancy Service for The London Marriott Hotel Canary Wharf is about identifying issues faced by the hotel and recommendations for getting rid of the problems. The ever changing customers’ needs and expectations require hoteliers to bring innovative services. The consultancy report demonstrated some of the issues faced by Marriott in the recent time. One of the biggest problems the hotel is facing is there are lots of bad reviews in different review sites and social media. The hotel need immediate initiatives for solving this issue. Again, the hotel has low customer engagement. The report has also identified service failure issue in this hotel service. Lack of sustainable products and services is also barrier for further flourishment of the hotel. The report suggested some changes in hotel operation for successfully handling these issues. From the analysis of the PESTEL, SWOT, and TOWS, the report is able to understand the internal and external strengths of the hotel along with the understanding of the external threats and opportunities. The consultancy report provided the following recommendations. 
Recommendations 
	Recommendations for handling the issues faced by the hotel.  

	· To manage bad reviews, the hotel must need to provide response to customers’ comments and queries.  

	· Develop and maintain all social media channels which are effective in terms of revenue. 

	· Give more importance on digital marketing which can enable the hotel to be in touch with the customers. 

	· Take necessary steps for preventing service failure in different areas of services. 

	· Collect guests’ feedbacks to understand their satisfaction and problems in taking the hotel service. 

	· Set benchmark for improving hotel service. 

	· Empower the hotel staff for taking immediate decisions and initiatives when necessary. 

	· Need more investment in sustainability of hotel operation. 

	· Take sustainable hospitality service policy for improving brand image.  

	· Introducing sustainable products and services. 

	· Arrange employee training program regularly. 


For implementing these recommendations, the hotel need to bring some changes in its hotel operation. The detail change management practices and procedures are discussed in this report. In adopting any change, the hotel may face some barriers from the hotel staffs or other stakeholders. For managing such type of barriers, the consultancy firm suggested some change management strategies. The most important change management strategies are education and communication, leadership commitment, and stakeholder engagement are mentioned in this report. A hotelier can apply one strategy or combined strategies for effective change management. For measuring success or impacts of the change management, the hotel suggested to use the benchmarking process. By setting a standard and comparing actual result against the standard, the hotel can understand the success rate of the change management. The potential benefits and costs associated with implementing the recommendations are provided in this report. An action plan is developed for the hotel for effective change management. This action plan includes solutions, outcomes, time frame, and the hypothetical budget for the completion. 
The action plan summary is given below. 
	No. 
	Problem 
	Solution 
	Desired Outcome 
	Time Scale 
	Completion Date 
	Planned Budget 

	1
	Negative Online Reviews  
	The London Marriott Hotel Canary Wharf should increase social media presence. Respond customers’ comments and queries. 
 
	The expected outcome of this solution is reduction of negative online reviews. This will enhance the brand value of the hotel and ultimately the profitability of the hotel will rise. 

	6 months 
	30/05/2025. 
	£25000

	2.
	Service failure in different service areas  such as unstable WiFi network,  noise at mid-night, not working air-conditioning, no slippers for room use, lack of parking space, etc. 
	Figuring out the service failure areas by an expert team. Re-designing and recovering the failed services. 
	It will solve guest problem in taking the hotel service and increase guest satisfaction. 
	 3 months 
	28/02/2025
	£20000

	3.
	 Food waste contributes in environmental degradation and incur unnecessary operational costs.  
	Create awareness among the hotel staff, guests, and other stakeholders about bad impacts of food waste. Provide placard and give notice in the noticeboard for minimising the food waste.   
	Minimising food waste can reduce hotel’s cost in food sector and also create good impressions among the guests. It will help in saving the environment from food waste.  
	3 months 
	28/02/2025
	£20000


Note: The estimated costs are hypothetical.
Finally, The Matrix Consultancy Service is thankful for the opportunity of working with the London Marriott Hotel Canary Wharf. 
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Introduction
Hotels in the UK flourishing with the high demand from local and international travellers. Although, hotels are progressing, they are facing lots of problems in serving seamless hotel services to their guests (Tarrant, 2018). London Marriott Hotel Canary Wharf is a renowned hotel in Canary Wharf of London which was started journey in 2004. From 2004, the hotel is serving relentlessly where the hotel focused on providing luxury hotel services to its guests. The hotel is situated in the centre of Canary Wharf which address is 1 West India Quay, 22 Hertsmere Road, London. The hotel is named after Canary Wharf. This hotel is operated by Marriott Hotels which has 301 rooms with 47 service apartments. With many positive online reviews, the hotel is facing many negative online reviews. This consultancy report is prepared for the London Marriott Hotel Canary Wharf by the consultancy firm The Matrix Consultancy Service. The consultancy firm is located in London which serves local and international hotel brands which are suffering from different issues in the hospitality sector. With the aim of being a help for the progress of hotel brands in the UK, the consultancy firm is serving across the whole UK. The consultancy report will mainly identify and analyse the bad online reviews caused by different service failure and will try to find out solution for minimising bad online reviews. In this era of boarder less competition, managing hotel with strategic initiatives is a must (Pittaway, 2001). A hotel operating in the international market ensuring seamless hotel services in every area of its hotel services is necessary. The consultancy report will focus different operational areas of the hotel such as housekeeping service, food service, room service, amenities service, parking service, check-in and check-out service, etc.   
The ins and outs of the hotel operation will be analyzed in this report. Reviewing the total service areas of a hotel can disclose the issues and problemsa related to customer service (Kadieva, 2016). To provide the action plan for the London Marriott Hotel Canary Wharf, the consultancy firm will analyze all the activities of operational and functional departments of the hotel. The PESTEL analysis of the hotel will be performed in preparing the consultancy report to identify and understand the external factors affecting hotel different issues and problems. For the further analysis of the hotel’s strengths, weaknesses along with opportunities and threats, the SWOT analysis will be conducted. From the SWOT analysis, the consultancy firm can identify the hotel’s internal strengths and weaknesses and offer the most appropriate action plan for the hotel. The PESTEL and SWOT analysis will be the base for understanding the external and internal environments of the hotel operation (Cook, Macaulay and Coldicott, 2014). The consultancy report will also include TOWS analysis which will help in highlighting the future directions for the hotel (PIRNAR, Kurtural and Eriş, 2019). The consultancy report will give main focus on converting the hotel’s problems into solutions for enhancing the brand image. After identifying all the issues, the hotel is facing, the consultancy report will provide the possible recommendations for the hotel. The report will draw the picture about the recommendations can be implemented by following the change management process and procedures. With proper change management strategies, the hotel can solve its issues by bringing change it different operational and functional areas of the hotel. The potential benefits of suggested recommendations will also be drawn in this report. Before providing the conclusion, the report will provide the action plan which is an important part of this consultancy report. Finally, the report will provide conclusion by highlighting the key findings of the report. 
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Analysis 
The analysis of the Matrix Consultancy Service has identified different issues that London Marriot Hotel Canary Wharf is facing. For analysis of the issues the London Marriot Hotel Canary Wharf is facing, data are gathered from different sources. The data are gathered from company website, online review sites, journals, newspapers, magazines, etc. (Bass, 2019).  Necessary PESTEL, SWOT, and TOWS analysis are completed in this analysis part for supporting the analysis of the issues the hotel is facing.   
[bookmark: _Toc180788253]Analysis of the Issues 
[bookmark: _Toc180788254]Bad Online Reviews 
The expert consultant who is preparing the report has searched online reviews about the hotel. The expert has found there are lots of negative reviews about the hotel service.  Online reviews are now become most critical part of any service delivery which can change the customer buying behaviour (Flavián, Gurrea and Orús, 2016). The hotel is facing many bad reviews like the following. 
[image: ]
Figure 1: Bad Online Reviews about Marriot London Canary Wharf. Source: (Tripadvisor, 2024).
Impacts and Scope:  
· Bad online reviews can reduce the brand image to the customers (Hsiao, Chen and Lin, 2017). 
· Customers may not prefer to choose the hotel by seeing these bad online reviews. 
· Ultimately, it can affect the profitability of the hotel. 
Causes: 
Different causes may involve for this bad online reviews. 
· One reason is that the hotel fails to deliver the services they promised to deliver. For example, being a five-star hotel, the hotel should be careful about each and every service are delivered properly. A customer complained he has not get slippers for room use. 
· The hotel management overlooked some guest services which is the main reason for customer service delivery failure. 
· Negligence in managing online reviews is also the reason for these bad reviews.  
[bookmark: _Toc180788255]Hotel Service Failure 
The hotel is offering variety of services to its guests where it is successful in some cases. But, in some cases, it fails to deliver the services accurately to the guests. Hotel services and consumer behaviour are directly related (Ktait, 2020). For example, some technical issues arise which are not solved properly. Failure in air condition service is much common. Issues with room cleanliness, bathroom fitting, etc. arises frequently. Heavy noise in night in some cases disturbs guests in having a good night sleep. There need immediate attention is theses service areas to ensure proper service delivery to the guests. 
Impacts and Scope:  
· Different service failure is creating dissatisfaction among the hotel guests. 
· Customer are providing bad reviews about the hotel. 
· They may be disinterested in taking hotel service again. 
Causes:
· Lack of attention from the top management in certain service areas. It is observed that in some cases, the top management does not give much important on service areas which are most critical to the guests. 
· Failing to big data for service improvement. The hotel has lacking in utilising big data for its service development. 
· Lack of budget for hotel service development is another reason for service failure. For improving service al all areas like food, room, bathrooms, front desk, parking, check-in, lounge, etc. there needs a big budget. 
[bookmark: _Toc180788256]Lack of Sustainability 	
The Marriott Canary Wharf is not much careful in its waste management. As part of CSR activities, the hotels should focus on developing and offering sustainable products and services to their guests (Kang, Lee and Huh, 2010). In every year, the hospitality industry of the UK produces large amount of garbage which are not managed sustainably. It is alarming for the environment. Sustainable energy use is also a big issue in hotel operation (Mensah, 2020). Again, food waste in the hospitality industry is another reason for environment pollution. The London Marriott Hotel Canary Wharf is continuously trying to reduce its food waste. As part of its food waste reduction program, the hotel is working with Winnow. A report says the hotel is successful in reducing 67% of its food waste in the last 6 months (Allan, 2024). The hotel should focus other areas of its hotel service to ensure sustainable products and services for the guests. 
Impacts and Scope:  
· People are now much concern about the environmental issues. Failing identify people’s expectations can hamper the brand reputation of Marriott Canary Wharf. 
· Reducing brand image means lacking behind of competition. 
· To compete with many local and international hotel brands in the UK, Marriott must need to focus on sustainable hotel operation and sustainable hotel services.  
· Chances of failing meet govt. regulations about environmental issues. 
Causes:
· Giving less importance on sustainable hotel service development. 
· Lack of research about the sustainable products and services. 
· Lack of budget may also be a reason for ensuring sustainable hotel development as in the initial time there needs a big budget for introducing sustainable hotel service. 
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Different external environmental factors are directly or indirectly impacting the above mentioned issues. Through the PESTEL analysis, the impacts of external environment on the hotel operation can be demonstrated. 
	Environmental Factors 
	Explanation 

	Political Factors 
	· Strictness in the UK holiday and other visas are critical for getting international guests and expert employees.
· Political party changes and their decisions affect hotel operation. 
· Brexit has a profound influence on the hotel operation where having competent workers from other nations has become costly for the company (Crescenzi, Di Cataldo and Faggian, 2017). 

	Economic Factors 
	· Rising cost of utility services can increase the operational cost of Marriot Hotel Canary Wharf. 
· Increasing labour cost is another factor for increasing operational cost. 
· Economic growth of the UK has a positive impact on the profitability of the hotel. 

	Social Factors 
	· Culture, norms, trends, etc. influence customer behaviour in taking the hospitality services. 
· Understanding the cultural nuances is necessary for the London Marriot Hotel Canary Wharf to serve guests properly from different culture. 

	Technological Factors 
	· For sustainable hotel operation, the hotel can take help of the advanced technologies.
· Again, big data can help the hotel in understanding the consumer behaviour. 
· Managing social media channels effectively can help in reducing bad reviews about the hotel. 
· Online presence and user-friendly website can induce guest to take the hotel service. 

	Environmental Factors 
	· Environmental challenges should be given higher importance in operating a hotel operation for minimising the environmental impacts (Somerville, 2004). 
· Renewable energy use, minimizing food waste, proper waste management and water management can help the hotel to increase its brand image (Bux and Amicarelli, 2022). 
· Careful environmental footprint of the hospitality companies is important for creating a positive brand image (Oluseyi, Babatunde and Babatunde, 2016).

	Legal Factors 
	· The hospitality industry of the UK must need to follow the existing rules and regulations of the UK. 
· Environmental laws are most critical for the hoteliers (Vanhala, 2012).
· By following the government restrictions, the hotel had to keep operation close for a certain period in the Covid-19 time (Baum et al., 2020).
· The prevailing laws can also help the company in handling any unexpected situation through legal violence. 
· The hotel should respect the laws and abide by the laws to avoid any future hassle. 


Table 1: PESTEL analysis of London Marriott Hotel Canary Wharf. Source: Self-made 
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	Strengths 
· Location near to Canary Wharf is an advantage for the hotel. 
· From 2004, the hotel is serving with a good reputation (marriott.com, 2016). 
· This five-star hotel offers premium services to its guests. 
· It offers online booking option in advance. 
· Free Wi-Fi, fitness centre, smoking free property, etc. examples of good service for the guests. 
	Weaknesses 
· The company holds some weaknesses which needs immediate attention for improving the brand image. 
· Bad reviews in the internet is a curse for a hotel which directly discourage a customer not to choose the service (Vermeulen and Seegers, 2009). 
· Along with the good review, there are lots of bad reviews in different hotel review site about the hotel. 
· Service failure in some areas, and less focus on sustainable product and service delivery may become a great threat for the company. 
· Service failure in different service areas creates dissatisfaction among the guests.  

	Opportunities 
· The hospitality industry of the UK is flourishing rapidly after the Covid-19 pandemic. 
· Leveraging the advanced technologies for service improvement. 
· Increasing investment in digital marketing can help the company to be a greater touch with the guests.  
	Threats 
· Greater competition from the companies like Premier Inn, Hilton, etc. are very challenging. 
· Economic crisis after the Covid-19 pandemic across the world may influence the profitability of the hotel operation (Yacoub and ElHajjar, 2021). 



Table 2: SWOT analysis of London Marriott Hotel Canary Wharf. Source: Self-made 
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After completing the SWOT analysis, the TOWS analysis can in getting the future directions for the hotel. As the part of extension of SWOT analysis, the TOWS analysis of the company is done. The following figure shows the TOWS analysis. 
	
	Strengths (S) 
	Weaknesses (W) 

	Opportunities (O) 
	Strengths/
Opportunities (SO)
· London Marriott Hotel can exploit opportunities by using its strengths. 
· With the great location in the centre of Canary Wharf, the hotel can beat its competitors. 
· It should promote its location facility to the guests. 
· Increasing online presence by using the internet may help the company increase its customer engagement. 
	Weaknesses/
Opportunities (WO) 
· Overcoming the weaknesses is necessary for exploiting the opportunities. 
· Reducing bad online reviews is needed for mitigating the weakness of the hotel and exploit its opportunities. 
· Responding to the bad reviews can help in solving misunderstanding between the hotel and guests. 
· An expert team can be appointed for solving such type of issues. 
· After mitigating the weaknesses of the hotel, the company can focus on exploiting the opportunities. 

	Threats (T) 
	Strengths/
Threats (ST)
· To avoid any potential threat, a hotel can leverage its strengths. 
· The London Marriott Hotel Canary Wharf can promote its centre location by showing it can reduce transportation cost of the guests and convenient journey. 
· Thus, because of financial issues, the customers may choose to take hotel service from the Marriott Canary Wharf. 
· Ultimately, the hotel can get more customers and beat strong competition. 
	Weaknesses/
Threats (WT) 
· Minimising weaknesses to avoid any further threat for the hotel. 
· Marriott Canary Wharf must focus on reducing its weaknesses to avoid any type of possible threat. 
· Some of the weaknesses of the hotel such as bad online reviews, certain service failure, lack of sustainable products and service, etc. should be minimised unless and until they become threat for the company. 
· Efficient energy use can create a good brand image about the hotel. 
· By taking sustainable hotel operation policy, the hotel can avoid any legal threat from the UK government. 


Table 3: TOWS analysis of London Marriott Hotel Canary Wharf. Source: Self-made 
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	Recommendations for handling afore mentioned issues 

	· To manage bad reviews, ensure response to every comments and reviews provided by the guests in online. 

	· Maintain presence in all the social media channels. Focus on digital marketing for getting more effective results from promotion. 

	· Taking steps for preventing service failure. 

	· Collecting guest feedbacks. 

	· Set benchmark for improving guest service. 

	· Give reasonable power to hotel staff. 

	· Increasing sustainability in hotel operation. 

	· Taking sustainable hospitality service policy. 

	· Introducing sustainable products and services. 

	· Arrange employee training program regularly. 


Table 4: Recommendations. 
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Managing Bad Reviews 
Consumer behaviour are now highly influenced by the reviews provided in different review sites and social media. Social media is a big space for sharing thoughts and feelings where many customers share their opinion about different products and services (Heinonen, 2018). The London Marriott Hotel Canary Wharf is continuously being criticised by its customers. For managing bad reviews in online medium, the hotel should take necessary steps. The hotel can appoint an expert team who are knowledgeable in responding customer comments. A team with pre hand knowledge should study why the hotel is getting bad reviews and how to respond to these bad reviews. Identifying issues where guests are facing problems can help in meeting guest expectation and reducing bad reviews.   
Maintaining Online Presence
For reaching customers effectively with minimum costs digital marketing is a big opportunity for the marketers. Building emotional bonding with the guests may help the hotel in retrieving its brand image. Maintaining online presence in different social media channels and creating emotional content can help the hotel in building relationship with the guests (Gupta, 2024). Being active in social media channels and responding to quest queries can build guest trust about the hotel (Gu and Ye, 2013). For maintaining social media channels, the company must consider of appointing expert social media managers. With 3.07 billion active users in a month, Facebook holds the position of the world’s largest social media channel. Then, YouTube has 2.5 billon active users as of 2024. Thus, the hotel need to give priority basis importance to the social media channels from where they can get more response.  Social media used by the marketers as of January, 2024 is as follows. 
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Figure 2: Social Media Used by the Marketers Worldwide. Source: (Dencheva, 2024).
Preventing Service Failure 
Recovering failed services can help positively influence the guests. Guest who has faced any problem in taking hotel service and the problem was solved with most genuinely, can be much more delighted than other usual guests (Taylan Dortyol, Varinli and Kitapci, 2014). Now, hotel guests are very demanding and they expect seamless hospitality services (Sornsaruht, 2024). To stand out from the chaos of the competition, the hotel should be careful in its service delivery. The afore mentioned step of maintaining robust online presence can help the hotel staff to find out their mistakes from the customers’ reviews, comments, and queries. For example, a guest has become disappointed for not getting slippers in room as he is paying premium prices for the premium services. Hotel staff with direct proper inspection and investigation can identify the service failure areas and take steps for preventing service failure. Big data can also be a great help for identifying the service failure (Xiang et al., 2015). 
Collecting Guest Feedbacks 
Guest feedbacks is a good source of data for taking decisions about service improvement (Manhas and Tukamushaba, 2015). The hotel can take steps for collecting guest feedbacks about their services. There are many mediums of taking guest feedbacks. The hoteliers can provide a form to the guests before leaving the hotel to provide feedback about them. Another way can be an online form attached in their website provided to the guests taking their services to give feedbacks about the hotel services (Chen et al., 2022). Knowing the customers’ thoughts will enable the companies to find out their lacking and areas of improvement.  
Setting and Using Benchmarks for Service Improvement
The process which is involved in measuring quality and performance of a company’s product or service to a standard for point out the areas of improvement (Anand and Kodali, 2018). In this benchmarking, the actual data is compared against a predetermined standard (Sarkis, 2021).  There involve 8 steps in the benchmarking process. These steps are as follows. 
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Figure 3: 8 Steps of Benchmarking. Source: (Chin et al., 2001). 
The London Marriott Hotel Canary Wharf can set its own standard or take one of its competitors with high performance as a standard. Then, it can compare its performance against the standard for finding out the gaps. After identifying the gaps, the hotel can take proper steps for continuous service improvement.  
Empowering Hotel Staff and Arranging Training Programs 
For taking immediate decisions in different unexpected situations, the hotel staffs may need some power. Empowering staff may also delight them to give more dedication toward their jobs (Rubkina, 2023). Hotel staff with necessary decision making power can be more engaged in their workplace. Along with empowerment, the hotels should also arrange training programs for hotel staff. To increase the employees’ competency, there are no better option than employee training programs (Gazija, 2011). In arranging training programs, the hotel can use its own space and training can be given by its experienced hotel staffs to keep the cost minimal of the training programs. 
Adopting Sustainable Hotel Operation Policy
The demand for sustainable hotel operation is rising day by day.  Hotel companies with sustainable operation and services have greater demand among the customers with positive brand image (Michalis, 2023). The continuous environmental degradation due to industrialisation has become a headache across the world. People are now becoming more conscious about the environmental pollution. For adopting sustainable policy, the London Marriott Hotel may need a heavy investment. For covering the big investment in sustainable operation, the hotel can take partnership programs with other companies. Steps like reducing food waste, local food sourcing, requesting guest to reuse towels and save energy, discouraging sound pollution, etc. can be taken where minimum cost will be involved (Bux and Amicarelli, 2022b). Proper waste management by taking help of the advanced technologies can also be a good option for the sustainable operation (Han et al., 2018).  
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Change management can be referred to as a structured approach that helps an organisation in transiting from the present state to a desired state (Gill, 2020). The change management process involves several steps. For the change management of the London Marriott Hotel Canary Wharf, the Matrix Consultancy Service suggests to follow the steps given below. 
	Change Management Process 

	1. Identify what needs to change. 

	2. Get Stakeholder Buy-in. 

	3. Plan for the change. 

	4. Implement the change. 

	5. Document the change. 

	6. Communicate. 

	7. Review Progress, analyze, and improve. 


Table 5: Change Management Processes. 
By following the afore mentioned steps, the Marriot Canary Wharf can proceed with its change management. For example, Marriott needs to reduce food waste where it needs to make hotel staff and guest conscious about the food waste. And also need systematic change of food sourcing, food preparation, and food serving for reducing food waste (Srinivas Rao, 2012). Here, the first stage is identification of reducing food waste. Then, making sure of the involvement of stakeholders such hotel manager, staff, department heads is necessary (Tung and Au, 2018). The expectations of the change management should be communicated with the stakeholders (Lindberg, 2020).  In the planning stage, the plan should include change objective, scope, time, resource availability, etc. For example, as the objective of the reduction of the food waste to move toward sustainable operation and reducing environmental impacts. The targeted for the change can be 6 to 8 months. After roadmap of the change, the implementation stage starts. In this stage, actual work begins. The plan should be communicated with the hotel staff and empowered hotel staff for actively supporting the initiatives. Collecting all information related to the change management project in one place is called documentation (Harkness, 2020). Documentation will help hotel staff in understanding the change process and progress. Clear and open communication in every stage is necessary for proper change implementation. Two-way communication is effective for change management (Parsells, 2013). A change initiative should be reviewed after a certain time. The hotel should review the progress. After analysing the progress, the hotel should take steps for further improvement.  
[bookmark: _Toc180788264]Change Management Strategies 
There are some change management strategies that can be applied for a seamless transition. Some prominent change management strategies are as follows. 
· Education and communication, 
· Stakeholder engagement,
· Leadership commitment, etc. 
The consultancy report suggests use a single strategy or combined strategies for overcoming resistance to change. For example, hotel staff may not be interested in requesting guests to stop food wasting. In this situation, educating the hotel staff about the need of reducing food waste can help in easing the transition. Two-way communication can be much more effective. Through the two-way communication, the hotel staff may raise queries and the top management can persuade the hotel staff by providing replies (Lehmann, 2017). Engaging hotel staff in the whole change management process can also induce them to involve dedicatedly in the change management process (BARINUA (PhD) and DEINMA, 2022). Thus, any of these change management strategy or combined strategies can ease situation and ensure a seamless transition (Srinivas Rao, 2012). 
[bookmark: _Toc180788265]Measurement of Success/Impacts Rate 
For measuring the success rate of the change management, the company can use the benchmarking. Setting a standard and comparing the actual result against the standard enable the hotel to gauge the success rate of the change management (Bourne et al., 2002). Taking feedbacks from the stakeholders specially from the hotel staff can also help in measuring the success rate (Vaja and Bhatt, 2018). Employee workplace engagement, quality of work, revenue, cost, finance, etc. will help the hotel to determine its change management success rate (Presbitero, 2016). For example, if Marriot Hotel Canary Wharf introduced renewable energy use in its hotel. It can measure the success rate by comparing the previous energy costs and present energy costs. If the previous energy cost is higher than the present one, then it can be assumed as a successful in terms of cost saving from sustainable energy uses. 
[bookmark: _Toc180788266]Potential Benefits 
The consultancy service firm suggests some recommendations for the hotel. By implementing the recommended strategies, the hotel can get the following benefits. 
· First of all, by managing social media channels, the hotel can keep direct connection with the present and potential customers. 
· As a result, it can understand the customers’ needs and expectations. 
· Responding to bad online reviews will help the company to reduce its bad reputation (Baek, Choe and Ok, 2019). 
· Preventing service failure will increase the standard of service delivery. 
· Sustainable operation will help in building and increasing brand image. 
· These afore mentioned benefits will increase guest satisfaction.
· Thus, the company’s profitability will increase for the implementation of the recommended strategies. 
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There needs short-term and long-term investment for implementing the afore mentioned recommendations. By considering the size of the hotel and its yearly income, the reasonable cost is planned for the hotel.  
	Recommendations for implementation 
	Costs 

	Maintaining Social Media Presence 
	£50000  ( Yearly) 

	Developing an expert team for responding online bad reviews. 
	£60000 (Yearly) 

	Initiative for food waste reduction 
	£40000 (Yearly) 

	Preventing Service Failure 
	£840000 (Yearly)



[bookmark: _Toc180788268]Action Plan 
The London Marriott Hotel Canary Wharf has been facing many negative reviews in online medium. And there are many service failures in different areas of service delivery. This action plan is designed for the hotel to get rid of its negative online reviews. 
	No. 
	Problem 
	Solution 
	Desired Outcome 
	Time Scale 
	Completion Date 
	Planned Budget 

	1
	Negative Online Reviews  
	The London Marriott Hotel Canary Wharf should consider of increasing its online presence. For increasing online presence, the hotel need to make its website user-friendly (Schmidt, Cantallops and dos Santos, 2008). Secondly, the hotel need to develop all network through social media presence (Noone, McGuire and Rohlfs, 2011). It should be more focused on building connection with the customers through different social media channels. 
 
Responding to customers’ queries will enable the hotel to increase connectivity with the potential customers (Jiang and Wen, 2020). Guest of the hotel by getting replies from the hotel authority can convert their negative reviews to positive reviews. 
	The desired outcome of this solution is reducing negative online reviews about the hotel service. Reduction of online bad reviews is a positive sign of getting more customers. It increases the credibility of the hotel’s quality services.  

	6 months 
	30/05/2025. 
	£25000

	2.
	Service failure in different service areas  such as unstable WiFi network,  noise at mid-night, not working air-conditioning, no slippers for room use, lack of parking space, etc. 
	Finding the service failure areas is needed for the hotel. Failed services create dissatisfaction among the customers and generate negative expressions (Lee, Singh and Chan, 2011). It can appoint an expert team for find out the areas where customers are not getting their expected services (Xie and Heung, 2012). After figuring out the technical problem, a technical team should work on solving each and every technical problem (Lewis and McCann, 2004). Outsourcing technician can also be used for saving cost when developing and managing a technical team is costly. 

	Recovering service failure is necessary for offering a seamless guest service (Loo and Leung, 2016). Solving the issues of the hotel service delivery will help the hotel to offer a smooth hotel service delivery. 


	 3 months 
	28/02/2025
	£20000

	3.
	 High food waste which contributes in environmental deterioration. 
	The should take steps for reducing food waste through creating awareness among the customers, hotel staffs, and other stakeholders. The hotel staff can request guests not to waste food (Antonschmidt and Lund-Durlacher, 2021). Notice board can also provide notification about reducing food waste for sustainable operation.  
	Food waste reduction can save operational costs of the hotel. Again, it can minimise environmental effects of the hotel operations. This will ultimately increase the brand image of the hotel. 
	3 months 
	28/02/2025
	£20000


Note: The estimated costs are hypothetical. 
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Conclusion
This consultancy report is prepared for The London Marriott Hotel Canary Wharf which is situated in the center of Canary Wharf. First of all, The Matrix Consultancy firm is thankful to the London Marriott Hotel Canary Wharf for giving the opportunity to prepare this consultancy report for the hotel. The hotel is operating with a good reputation where it also faces criticism from its customers. The Matrix Consultancy Service is appointed for consultancy where the firm has identified several existing and potential issues of this hotel. The PESTEL, SWOT, and TOWS analysis are conducted for the hotel to understand the external and internal environment and the background of the hotel operation and its problems. The consultancy firm offered some recommendations with the potential benefits and costs. The report has found that the hotel has many negative reviews in online. People have given bad reviews in different review sites. Again, in social media, there are also bad reviews about the hotel. Low presence and lower engagement in the social media with customers is observed in analysis of the hotel operation. For reducing online bad reviews, the report suggested to improve the online presence of the hotel operation. Appointing an expert social media team can help the hotel in maintaining a good presence in social media and creating an engaged customer base. Again, a team can be developed for finding out the reasons of online bad reviews and recovering from those bad reviews. Responding to customers’ queries will help the hotel to be more connected with the hotel guests. Again, service failure in different service areas is another big issue for the hotel. For example, there are no slippers for room use, unstable WIFI connections, noise pollution in night, etc. These service failures create disappoint among the hotel guests. So, finding out the areas where the hotel services are not meeting the guests’ expectations is necessary for the hotel. Outsourcing technicians can help the hotel to solve technical issues in the minimal costs. Sustainability is a big issue in this today’s world where people are getting much more cautious about the environmental issues. Marriot Canary Wharf is stepping toward being sustainable in its hotel operation where it is slow in some cases. The hotel can take a robust step for sustainable hotel operation although this will incur a big cost for the hotel. The hotel has a big step for minimizing food waste and it is successful in reducing the food waste. For efficient energy uses, and proper waste management, the hotel is still needed to take big steps. For ensuring successful change management, the hotel need to ensure two-way communication with the hotel staff. Proper education and communication of the change management with the hotel staff can clear the objectives of changes and can encourage hotel staffs to be more involved with the change management process to make it successful. Finally, thanks to the hotel again for selecting The Matrix Consultancy Service for consultancy. By taking consideration about these recommendations and taking necessary steps for the changes can help the hotel to solve its different issues and increase its profitability. Brand image is an important thing to create positive impressions among the guests. So, the hotel should give priority about improving hotel brand image through reducing bad online reviews, recovering service failures, adopting sustainable hotel operation policy. 
[bookmark: _Toc180788270]
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Don't Book Marriott London Canary Wharf

| am a Titanium Elite (for Lifetime) and a Marriott customer for 30 years. In that time | have
posted less than a handful of negative reviews about Marriott properties. Get ready as this one
is for the record books.

I reserved this property roughly 6 months ahead, for the last few days of a 30-day Northern
European trip, before a direct business class flight home to Phoenix.

I chose the 2nd most expensive “Executive Suite” and requested a high floor, and trusted as
always, a Hotel Manager would notice my status and provide us a high floor with a view,
especially for 400 pounds sterling ($520 a night).

On arrival, | was told we were upgraded, but only to the 5th floor, with no options.

We were given the category of executive suite we booked, BUT a HORRIBLE location. One set of
windows faced the “chiller” equipment and highway, and the other set of windows was looking
straight at elevated train car tracks where people could see in to the room. So we had to keep
everything closed most of the time | HORRIBLE ! The other sides of the hotel faced Canary
Wharf, West India Quay and water views. Not for Titanium advance reservations apparently.

| complained multiple times and was told all better view and higher floor rooms were booked
and nothing could be done. All frequent Marriott travelers know this is never the case, as it was a
matter of switching our location with someone who had not checked in yet. They wouldn't do it.
They were apologetic, but wouldn't budge, and admitted a review was needed to see why they
had ignored my reservation request, lots of reservation time ahead, and my status not getting
attention.

Do yourself a favor. This is a poorly managed property, over-priced, tired "run-down" condition,
not as modern as their 20-year claim, and especially unresponsive to Marriott status requests,
even when made ~ 6 months ahead.




