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Executive Summary
The problem or issue at stake
[bookmark: _Hlk179246159]This report has been developed to evaluate the issues faced by Marriott Champs Elysees Hotel within its operations that have impacted the overall performance of the business while decreasing the satisfaction rates of their guests. Moreover, the report has underscored the issues of personalisation in which the guests have reported the feeling of being neglected. Moreover, the outdated facilities of the room have failed to meet the expectations of the modern tourists that are seeking options for a luxurious stay. The issues of cleanliness have further catered for the organisation, procuring complaints that do not meet the hygiene standards acceptable for a luxurious hotel in terms of quality and reputation. These qualities have detracted from the reputation of the hotel in terms of their quality of services. Moreover, the guests have further adhered to encountering unprepared rooms, which indicates an ineffective collaboration among their workforce. This undermines the lack of operational efficiency that is required for a luxury hotel to strive in the long run. Moreover, the report has further examined the effectiveness of ensuring that the hotel remains a prominent destination for travellers and without an actionable solution, the hotel could foresee a decline in their customers and procure significant losses in finances. 
Findings
The overall finding of the report underscored various challenges that are related to the services and operations of the hotel that have impacted the reputation and customer satisfaction of the brand. The most significant issue is the lack of personalisation as the guest procuring luxury amenities have not been adhered to considering their outdated facilities of room that do not align with the standards of modern luxury hotels. Moreover, the organisation has struggled with the behaviour of its employees and cleanliness, which is the most common feedback that the hotel has received from its guests on various platforms such as TripAdvisor. The guests have further reported a low standard of hygiene levels that have led to various negative reviews, thus enhancing dissatisfaction. This report has analysed that the hotel has been struggling with the readiness of their room upon the arrival of their guests. This comprehensively reflects the poor coordination among their workforce. These inefficiencies in operations could significantly disrupt the experiences of the guests that are expected from the brand Marriott. The findings further undermine the areas that need improvements. Therefore, adhering to address these issues could lead to a decline in loyalty and rate of occupancy. 
Analysis of these findings
Analysing the overall findings segments the patterns that align with the issues that stem from the quality of services and inefficiencies in operations for the organisation. Therefore, the identification of the lack of personalisation in which the guests have felt that their requirements have not been met poses a competitive threat to the hotel. Moreover, the outdated facilities of the room adhere to a prominent disconnect between the standards expected from a luxury hotel and the offerings of services. Marriott, being a reputed brand, has failed to meet the demand of their guests, which has negated the perceived value with the levels of satisfaction. This has potentially driven the loyalty of their customers. The concerns revolving around cleanliness have been reported by the guests that suggest an improper protocol followed by the housekeeping while catering to insufficient quality control. This undermines that the organisation has lacked in training its workforce to maintain a prominent hygiene standard. Ethical behaviour could be considered as one of the most prominent factors for the hotel considering the unprofessional conduct that has affected the image of the brand negatively. This further suggests that the organisation is required to improve their protocols for customer training in consideration of the higher expectation rates placed for a luxurious hospitality brand.
Your recommendations to the client 
To improve the challenges of service and operations, the hotel should adhere to various strategic recommendations. Primarily the implementation of a prominent CRM system could help the brand to enhance personalisation for their guests through the analysis of their expectations. Implementing these measures would help the organisation to meet the expectations of their guests while improving the rates of satisfaction. Moreover, modernising the facilities in rooms with smart technologies could be important to maintain their competitive parity while attracting a diverse base of customers. To improve operational efficiency, the hotel could implement the use of a real-time system for tracking within their system for property management to cater to prominent communication among their front office and housekeeping staff. This would ensure that the rooms have been prepared for their guests in the provided time slot. Moreover, the behaviour of the employees could be improved through effective service training programs. These programs would focus on the development of soft skills such as communication and conflict management. Moreover, introducing rewards that are based on the performance of employees could help in recognising the talent and motivating the workforce significantly. 
Conclusion
Therefore, the report has undermined the challenges faced by the organisation in terms of operational inefficiencies and service procurement that has impacted the reputation of the organisation negatively. The report has further proposed recommendations, such as the improvement of protocols for hygiene and staff retention to enhance the quality of services. The use of SWOT and PESTLE frameworks signified the strengths and weaknesses of the hotel internally and the external variations that could pose a threat and provide opportunities for the hotel. Considering this, the hotel should tend to adopt an advanced training process while implementing technology to regain its reputation.
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[bookmark: _zbga0d4lrkhk][bookmark: _Toc179245294]Introduction
[bookmark: _bt8pyt4c735c][bookmark: _Toc179245295]Introduction of the Report
The report would evaluate the challenges in service and operations faced by Marriott Champs Elysees Hotel through the identification of their issues. The report will further evaluate the macro and micro-environmental factors that have further contributed to these issues. The report will further provide strategic recommendations that have been tailored to improve the overall performance of the hotel.
[bookmark: _1mpgqmpxdu68][bookmark: _Toc179245296]Background of the Consultancy Company
[bookmark: _Hlk179246138]The organisation that I work in is Roland Berger, a prominent management consultancy firm having a prominent hold in the Paris business dynamics. The organisation operates with over 50 offices in France (Roland, 2024). The organisation helps in providing strategic advice to businesses in various sectors including the financial and hospitality sectors. The brand plays a prominent role in providing expertise in operational and technological strategies while helping organisations adapt to the evolving dynamics of businesses. It has been observed that the organisation generates a revenue of over 700 million Euros (Roland, 2024). This makes Roland Berger one of the leading business management and consultancy-based organisations in France. 
[bookmark: _8eh81nyyf0j][bookmark: _Toc179245297]Organisational Background
It could be stated that the Marriott Champs Elysees Hotel is a five-star property that is located in the city centre of Paris. The hotel was established in 1997 and has been a part of Marriott International. This organisation operates as one of the largest chains of hotels, having over 8600 properties within a span of 140 countries (Marriott, 2024). The Marriott Champs Elysees Hotel upholds the overall brand reputation of Marriott in consideration to its luxury amenities, by offering its guests premium services. These facilities include personalised experiences for the guests with fine dining procurement. It has been observed that Marriott Champs Elysees Hotel caters to over 193 suites and rooms that have been designed to provide their guests with a mix of modern luxury with Persian elegance (Marriott, 2024). The facilities of the hotel include a fitness hub, meeting spaces, and a Michelin-starred restaurant which caters to the requirements of various business travellers. It has been observed that Paris is the second most visited city around the globe, hosting over 38 million tourists on a regular basis (EU Reporter, 2024). The hotel further capitalises on a prominent stream of visitors having rates that exceed its average pricing segment during the peak seasons. Considering the market positioning, the hotel competes with other luxury hotels such as The Ritz Paris and Plaza Athénée. In consideration of the immense competition, the hotel significantly adheres to a rate of occupancy that exceeds over 80% during the peak travelling months (Booking, 2024). This performance could be significantly aided by the status of Paris as a global hub for business travel. Moreover, the loyalty program of Marriott, named the Marriott Bonvoy, contributes significantly to the repeat business, considering the members account for over 50% of the total bookings of the hotel (Marriott, 2023). Therefore, it is necessary for The Paris Marriott Champs Elysees Hotel to maintain excellence in services and investment in its quality of services.
[bookmark: _w6pno7hmlr9f][bookmark: _Toc179245298]Use of Framework and theories to understand the problems
To further analyse the issues faced by the hotel, the report will adhere to the use of various technologies. The external environment of the business would use the PESTLE analysis considering the Political, Economic, Social, Technological, Legal, and Environmental factors, which would have a significant impact on the operations of Marriott Champs Elysees Hotel. Moreover, the report will use the SWOT Analysis for identifying the internal analysis considering the strengths and weaknesses of the hotel to undermine its competitive positioning. The TOWS analysis will be used within the report to analyse the strengths and weaknesses while adhering to the opportunities and threats of the business. Therefore, the use of these frameworks helps in providing a prominent assessment of the challenges faced by an organisation to adhere to the improvement (Buttrick, 2009).
[bookmark: _9svsofum57m][bookmark: _Toc179245299]Analysis
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Figure 1: Bad reviews
(Source: TripAdvisor, 2023)
[bookmark: _la45kkw34dpz][bookmark: _Toc179245300]Problems Faced by the Organisation
The hotel has been facing various issues that includes a lack of personalisation, unprepared rooms, and improper behaviours from the employees towards their guests despite having high-end branding and being in a prime area of Paris. These problems are significantly concerning in consideration of the overall nature of the luxury hospitality sector within the country. It has been observed that the hospitality sector in Paris generates over 16 billion Euros annually, making the expectations of the travellers for the city comprehensively high (Statista, 2024). Considering the Paris Marriott Champs Elysees Hotel, one of the most pressing issues faced by the hotel is their lack of personalised services offered for the guests. Within the modern competitive hospitality dynamic, providing personalised experiences has become one of the most important KPIs to retain and attract various segments of tourists (Noordzife, 2014). However, for Paris Marriott Champs Elysees Hotel, the negative reviews on TripAdvisor underscore the frustration of their guests in consideration of the ignored service procurement such as amenities and preferences of rooms. This could affect the customer retention rate for an organisation as it has been observed that over 56% of the guests for luxury hotels expect to get personalised services while the hotels failing to do so have witnessed a decline in their rates of repeat bookings by 5% (Revenue Hub, 2023). Considering this, the hotel has been struggling to meet the expectations of its guests while damaging its reputation as a luxury service provider. It has been observed that the hotel has been charging their guests an average price of a room starting from 600 Euros a night (Agoda, 2024). The issues towards cleanliness have been another significant problem faced by the Paris Marriott Champs Elysees Hotel. Despite being a high-end luxury accommodation facility, the guests of the organisation have reported about the lack of cleanliness for rooms, thus impacting their overall experiences. Within the hospitality sector, cleanliness is a non-negotiable factor for accommodation facilities. It has been observed that over 80% of tourists rank cleanliness as a prominent priority when selecting a hotel (TripAdvisor, 2024). Considering this, the Paris Marriott Champs Elysees Hotel could face a decline in their rates of repeat business due to unclean rooms from international tourists. Moreover, it has been observed that TripAdvisor has rated the hotel 3.5 out of 5 stars regarding its cleanliness (Google IT, 2024). Moreover, the hotel has received feedback with concerns that the rooms are not ready on a timely scale and has become a source of consistent frustration for their guests. The delays in the readiness of rooms adhere to insufficient efficiency while affecting the experiences of guests after arriving at the hotel. It has been observed that the room occupancy rate of hotels in Paris is over 78% during the peak seasons (Statista, 2020).
[bookmark: _n8xujxyxt6y9][bookmark: _Toc179245301]PESTLE Analysis
	Factors
	Analysis
	Impact

	Political
	France is considered a key member of the European Union that offers political stability that supports smooth business operations. It has been observed that there is 83% political stability in the country (CEP, 2024).
	The stable political environment of the country would significantly benefit the hotel in terms of boosting tourism and increasing the number of tourists. However, the restrictions for travel could reduce international visits from the prominent markets of the USA and Asia.

	
	The government of the country significantly promotes tourism. It has been observed that Paris alone hosts over 40 million tourists every year, making it the most visited city in France (Road Genius, 2024).
	

	
	The geopolitical relationships with countries like China have directly influenced the country’s tourism. It has been observed that Paris has gained a 10% increase in Chinese tourists after their bilateral travel agreements (Global Times, 2024).
	

	Economical
	The hospitality sector plays a significant role in the economy of France, with Paris alone contributing over 13 billion Euros annually (Statista, 2024).
	The rise in operational costs due to the higher price range of properties and added inflation could affect the profit margins for The Paris Marriott Champs Elysees Hotel. However, the revenue could gain relevance due to the rates of occupancy during the peak tour seasons in Paris.

	
	Paris hosts more than 1,800 hotels which further includes over 60 luxury properties within the city (Forbes, 2024). Moreover, the rates of occupancy for the hotels of this city average 85% during the peak season (SiteMinder, 2024).
	

	
	The cost of operation for businesses in Paris is one of the highest in France. The property price of central Paris has averaged at 10,500 Euros per square metre (Paris Ouest, 2024). This has significantly contributed to higher cost of operational expenses for the hotel businesses.
	

	Social
	It has been observed that over 12 million tourists are international tourists from countries outside of Europe (UN Tourism, 2024). Moreover, the USA serves as the country's largest market source. This necessitates multilingual service procurement and cultural sensitivity within the hospitality sector.
	The Paris Marriott Champs Elysees Hotel should tend to cater to a diverse culture of clients that adheres to eco-friendly measures and personalised services which has been a prominent challenge for the hotels operating under the traditional models of luxury accommodation services.

	
	There has been an increasing number of younger tourists, particularly Millennials and Gen Z, who are travelling to Paris, with these groups accounting for 45% of tourists (CBI, 2024).
	

	
	It has been observed that there has been an increase in demand for sustainability and experiences of health consciousness. It has been observed that over 68% of hotel guests in the country prefer eco-friendly options for travel (CBI, 2024).
	

	Technological
	It has been observed that over 80% of luxury hotels in Paris use digital concierge services and keyless entry systems (Hotel Tech Report, 2024).
	To stay competitive, the hotel is required to adopt the use of digitised solutions such as automated guest services and keyless entry, which are widely being adopted by other organisations within the luxury hotel segment.

	
	Hotels with high ratings witness over 20% higher booking rates (EuroNews, 2024). This undermines the overall importance of maintaining a positive digital presence.
	

	
	The hotel's businesses have been adopting AI-driven chatbots and virtual reality tours to enhance customer experiences. Considering this, it has been estimated that over 60% of luxury hotels in Paris will integrate AI-driven solutions into their operations within 2025 (Hotelandcatering, 2024).
	

	Legal
	The labour laws in France are one of the most adopted regulations in Europe with the adherence to working hours, minimum wages, and employee benefits (Aloisi, 2022).
	A stringent health measure with the employability laws within France requires compliance towards procuring operational complexity for The Paris Marriott Champs Elysees Hotel.

	
	Post-pandemic health regulations require Paris hotels to adhere to strict hygiene standards. This further includes regular sanitation and social distancing measures that further increase the complexities in operations (Gillen et al. 2021).
	

	Environmental
	The hotels in Paris have adhered to the pressures for the introduction of sustainable practices considering the preferences of travellers to stay at accommodation providing eco-friendly services by over 70% (ETC Corporates, 2021).
	The pressure towards sustainability requires the adherence to eco-friendly practices that could significantly increase the costs of operations for the organisation while attracting eco-conscious travellers within the Paris Marriott Champs Elysees Hotel.

	
	Being a severely populated city in France, Paris has been facing significant challenges in regard to their increasing levels of pollution. Considering this, the French government has introduced the Paris Climate Action Plan initiative which aims to reduce carbon emissions by 40% by 2030 (UNFCCC, 2024).
	


Table 1: PESTLE Analysis
[bookmark: _z6g91jtvgjih][bookmark: _Toc179245302]SWOT Analysis
	Strengths
	Weaknesses

	The Marriott Champs Elysees Hotel is located on the Champs-Élysées, which is a hub that attracts both leisure and business travellers.
The hotel is an integral part of the brand Marriott that adheres to a strong loyalty of over 177 million members on a global stage (Marriott, 2024).
The hotel further offers a range of premium services that include its Michelin-starred restaurant, helping to maintain a high average daily rate (Marriott, 2024).
	The exceeding property cost of a city with an increase in the cost of labour adheres to prominent operational inefficiency for an organisation within the hospitality sector (Adams, 2024).
The consistent complaints of guests about the improper behaviour of staff members could damage the reputation of Marriott Champs Elysees Hotel.

	Opportunities
	Threats

	The recovery of the hospitality sector in consideration of the incentives provided by the government has increased the rates of occupancy for hotels within Paris by 76% (LinkedIn, 2024).
The growth in demand for eco-friendly measures could help Marriott Champs Elysees Hotel to attract a new base of customers.
	The luxury hotel market in Paris has been adhered to compete with 60 luxury hotels for the high-end guests (HVS, 2024).
The rise in inflation in Paris by 5.1% could significantly affect the spending parity of travellers while reducing the profitability of organisations operating in the hospitality sector (Reuters, 2023).


Table 2: SWOT Analysis
Analysis:
It could be stated that an organisation within the hospitality sector could gain prominent benefits due to its strong reputation and location (Akbari et al. 2021). However, for Marriott Champs Elysees Hotel, the operational challenges faced by the organisation considering its issues with services and cleanliness negates the overall potential for increasing its service measures and profitability. Adhering to the growing trends in the market with the demands of customers helps an organisation enhance its market positioning and profitability (Iyer et al. 2021). Therefore, the increased competitiveness within the segment of luxury hotels could pose a prominent risk for Marriott Champs Elysees Hotel.
[bookmark: _dqcskirkutru][bookmark: _Toc179245303]TOWS Analysis
	 
	Internal Factors

	External Factors
	 
	Strengths
	Weaknesses

	
	Opportunities
	The prime location of the hotel could be significantly leveraged with the growth in international tourists in Paris. It has been observed that the number of tourists has been expected to reach 45 million by 2023 (Statista, 2024). Therefore, the hotel could utilise the loyalty program of Marriott to expand within the market.
	Adhering to service issues such as the behaviour of staff with issues of cleanliness could help The Paris Marriott Champs Elysees Hotel help to raise the demand of the luxury of luxury staycations with an increased rate of 4.5 nights every night (Hotels Combined, 2024).

	
	Threats
	To mitigate the competitiveness and differentiation from other hotels, The Marriott Champs Elysees Hotel could utilise its strengths to offer exclusive packages. It has been observed that Marriott has witnessed an increase in their loyalty program by 12% (Skift, 2024).
	The higher costs of operations and uncertainties in economies could be mitigated through the optimisation of their operational efficiencies. It has been observed that most of the hotels in Paris have witnessed an improvement in terms of their operational margins.


Table 3: TOWS Analysis
[bookmark: _7qf2ht5zsc4t][bookmark: _Toc179245304]Recommendations and Change Management
[bookmark: _pjzrtaz2ph2s][bookmark: _Toc179245305]Recommendations
The Paris Marriott Champs Elysees Hotel, a luxury flagship destination, is one of the finest hotels. However, as per reports, it is seen to have faced manifold operational challenges leading to degraded customer satisfaction and hotel performance. These need actionable recommendations as listed below:
1. Improving guest personalisation and modernising room facilities
Issue
As per the review in TripAdvisor (2023), guests have reported huge dissatisfaction with their personalised demands were not considered in the hotel and also that the room facilities were somehow outdated. 
Recommendation
The first that can be done is to implement an advanced and sophisticated Customer Relationship Management (CRM) system, upgrading their room offerings with compelling designs and smart technology.
Implementation and benefits
Robust CRM systems help hotels track guest preferences and needs and analyse previous stays (Sofi et al. 2020). By leveraging its strengths in the global network of Marriott Bonvoy, the management can gain real-time data for personalising guest's experiences and meet their specific needs upon arrival. This includes pre-arranged room temperatures, personalised welcome notes, favourite drinks, demanded pillow types, etc. As people have complained that the hotel lacks modernisation, they can invest substantially in matching their rooms with upgraded luxury standards. Luxury standards tend to enhance guest experiences while helping them to stay loyal to the brand (Han and Kim, 2020). This can help them meet rising guest expectations and target the modern and tech-savvy client base. To ensure classic appeal along with modern designs, they can focus on blending contemporary classic designs with luxury Parisian decorations.
Cost
Implementing high-end CRM software would cost between €60,000 and €80,000 (Salesdorado, 2023). This includes training, integrating the system and continuous maintenance. Extra expense would be required to upgrade room facilities in suites and other premium rooms. While this is a huge investment, the improvement would drive more customer satisfaction, resulting in increased occupancy rates and repeated visits.
Change management 
Staff training is a must as it would be essential towards the success of this CRM system. The guest service employees and front desk tasks must be trained on operating the system and utilising guest data successfully to ensure a tailored and smooth experience.
Measuring success
Guest satisfaction surveys would be the key to measuring its success. Questions concerning room quality and satisfaction can be tracked with the aim of increasing guest satisfaction scores by at least 20% during six months of its implementation. Positive online reviews, word-of-mouth referrals and repeat visits would also form the key performance indicators (KPIs).
2. Enhancing Cleanliness levels
Issue
Guests complained about the hotel rooms being dirty, thus negatively impacting their experience.
Recommendation
Hotels usually retrain their housekeeping staff and implement detailed cleaning lists so that it becomes clear on their part the jobs they need to do and the cleanliness standards (Tra, 2020). Considering this, Paris Marriott Champs Elysees must retrain their housekeeping employees and delineate a detailed cleaning checklist while introducing regular quality control inspections at least 3 times a day to ensure the quality of rooms and all parts of the hotel are ensured and met as per the standards of Marriott before releasing them to guests.
Implementation and benefits
Stricter housekeeping protocols have to be enforced that would include the creation of a cleaning checklist covering every element of the room from bathroom to linen. Then, supervisors must conduct final cleaning inspections to verify every room and place of the hotel is cleaned sincerely and is guest-ready. However, cleanliness and hygiene audits must be performed regularly as they help identify higher-risk areas more often (Gould et al. 2020). Marriott must have a cleanliness audit at least once in each quarter and feedback from clients has to be used effectively to enhance standards. Real-time feedback systems can be included so that guests can report their cleanliness issues through the in-room tablets or hotel app.
Cost
The cost would include retraining the housekeeping team, revising cleaning levels and using quality control inspections, estimated at €5,900 to €11,000. 
Change management 
Conducting workshops focusing on the significance of cleanliness in augmenting guest satisfaction and the entire reputation of the brand is essential. Thus, they must ensure the buy-in of their housekeeping staff along with providing constant support and empowerment with cleaning supervisors appreciating their hard work and rewarding them. According to Godbless (2021), rewarding employees for their consistently good performance and improvements boosts their morale and engagement for the task.
Measuring success
Reducing cleanliness compliance by 85% in 3 months is the KPI. Internal audits must track the number of total rooms passing with a positive inspection score and guest feedback marked by enhanced satisfaction would also be assessed.
3. Ensuring operational efficiency and room readiness
Issue
Rooms were not ready upon the guest's arrival and that indicates a lack of communication and organisation among the departments. Lack of communication results in mismanagement where the actual message does not get conveyed (Kalogiannidis, 2020).
Recommendation
They must implement a real-time tracking system for room readiness merged with the Property Management System (PMS). PMS manages all elements of a hotel's business functions including delivering superior client satisfaction (Ali et al. 2020). Integrating this would allow the front desk team to track the status of every room. This can improve coordination between the front desk and housekeeping team, ensuring the rooms are ready on time.
Implementation
The hotel needs to integrate its overall housekeeping module into its PMS system so that it can receive real-time updates on each and every corner including the room's status. Housekeeping employees must use mobile drives to get updates and also share the same with other teams and supervisors that the cleaning is done and is prepared for arrival followed by inspection by the cleaning officer. Better communication can arise by better scheduling and team briefings (Newton, 2010).
Cost 
Upgrading their PMS for having a real-time room update tracking system can somewhere range from €11,600 to €24,000 apart from staff training and giving mobile devices to their housekeeping staff. This might save time and reduce inefficiencies due to timely reports of cleaning updates.
Change management
Staff would have to be trained to use the new features of PMS along with protocols for team communication which requires clear establishment. Training would be organised for both departments along with regular monitoring to identify and resolve all forms of bottlenecks.
Measuring success
The goal must be to ensure almost 95% ready rooms for checking in at the scheduled time as monitored by PMS. Guest complaints must decrease substantially and are targeted to reduce by 90% during the initial three months of implementing this system.
4. Improving Employee behaviour and guest service standards
Issue
Reports of rude employee behaviour resulted in degraded guest experience that negatively impacted the hotel's reputation.
Recommendation
The hotel needs to implement a customer service training program for their employees so that they can understand the significance of empathy, guest communication and conflict resolution. According to Rane et al. (2023), an empathetic attitude towards guests helps retain them, fostering customer loyalty and satisfaction. A performance reward system can also be implemented to incentivise excellent customer service.
Implementation and benefits
Workshops on enhancing customer service by expert trainers in the luxury hospitality industry will be held. These workshops would be held on topics like tackling customer interactions, guest difficulties, using empathetic and positive body language, resolving issues, etc. It would also have role-playing scenarios. To empower employees, a reward and recognition program can be introduced for giving tangible rewards to employees for their excellent guest service like bonuses and additional pay. (Madhani, 2021).
Cost
Customer service workshops and training would cost nearly €12000 to €17,400 whereas the reward system would also incur a substantial budget.
Change Management
Introducing such new customer service standards might face employee resistance if their efforts are not fully recognised. It is the property's duty to ensure the new training module is positively presented and all the topics are covered so as to highlight the benefits for the employees as well as their reputation itself. Regular open communication and feedback channels would help carry out the transition with ease.
Measuring success
This would be measured via customer satisfaction surveys and a reduction in guest complaints. It must aim to reduce unprofessional employee behaviour by 98% during the first three months of implementing the training sessions.
[bookmark: _goq881mgp1jl][bookmark: _Toc179245306]Change management procedures and practices
Kotter's 8-step change model is an impactful framework for ensuring a transition towards a change by all the shareholders of an organisation (Kotter, 2012). By using this model, Marriott Champs Elysees would ensure staff buy-in and reduce all resistances followed by achieving the desired results.
Step 1: Create urgency
This stage helps create a feeling of urgency for people to act with purpose and passion (Aulet, 2024). The management must convey the significance of these issues to the employees and focus on the financial performance and their reputation being at risk. The leaders can present data like occupancy rates and reviews along with complaints to showcase the intensity of the issue (Yarnold et al., 2023). This can result in urgency among employees and can be done by conducting meetings to explain the critical nature of these changes, using guest feedback and degraded satisfaction scores and providing tangible instances of the issues to be solved. 
Step 2: Building a Guiding Coalition
An effective guiding coalition is always important for leading the changes (Laig and Abocejo, 2021). This coalition can encompass the HR, customer service, front desk and housekeeping employees to be responsible for their own areas as influential staff can help rally support for such changes. It can be done by appointing main stakeholders from several departments to form a change leadership squad and engaging the team members who may serve as the change ambassadors for inspiring others.
Step 3: Initiating a strategy and vision
The hotel needs to make a clear vision outlining the future state like modernised facilities, personalised service or best customer service. Developing a detailed vision statement encapsulating their goals and actionable statuettes so that it provides specific strategies for all the departments, like training, cleaning protocols, etc.
Step 4: Communicating the Vision 
Marriott Champs Elysees Hotel must hold briefings weekly with all their employees to discuss progress and address issues proactively. Effective communication is integral for ensuring employees understand the changes and accept them (Li et al. 2021). Visual aids like infographics can be used for reinforcing the vision along with communication platforms like newsletters and intranet pages for advocating the updates.
Step 5: Removing obstacles
They can identify or mitigate any barriers which may prevent their employees from embracing the changes like resistance to use new technology, fear of increased work pressure, issues like new service standards, etc. Comprehensive training on new service levels and CRM protocols can help bolster confidence among employees to drive change.
Step 6: Creating short-term wins
To ensure momentum, it is essential to attain and recognise quick wins (Wood et al. 2021). Short wins, here, mean cleanliness scores, improved guest satisfaction, etc. Rewarding employees by setting specific goals like reducing cleanliness complaints to 60%. This would help instil an urgency among employees and a will to achieve goals in return for rewards (bonuses) and recognition programs.
Step 7: Building the change
Implementing quarterly performance reviews can help assess the effectiveness of the changes required. Staff development programs like refresher training sessions and guest satisfaction workshops can also be initiated.
Step 8: Anchoring changes within corporate culture
Changes have to be embedded properly among employees so that they become successful (Burnes, 2014). The values of operational efficiency and tailored services would be reflected in their everyday activities and must be conveyed through employee handbooks, job descriptions, criteria, etc. It must include their core values in onboarding and employee orientation.
[image: ]
Figure 2: Kotter’s 8-step change model 
(Source: Laig and Abocejo, 2021)
[bookmark: _ralm7gjip3u7][bookmark: _Toc179245307]Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Timescale
	Completion Date
	Planned Budget

	1
	Lack of customer personalisation and outdated room facilities
	Implementing CRM system, upgrade room facilities
	Enhanced guest satisfaction, personalised experiences, modernised room design
	Six months
	April 2025
	€60,000 - €80,000 (CRM) and the room upgrades

	2
	Cleanliness issues
	Retraining housekeeping staff, implementing detailed cleaning checklist and inspections
	Improved cleanliness standards and reduced guest complaints
	Three months
	January 2025
	€5,900 - €11,000

	3
	Rooms not ready upon guest arrival
	Implementing a real-time room tracking system in PMS
	Operational efficiency, 95% room readiness rate
	Four months
	February 2025
	€11,600 - €24,000

	4
	Rude employee behaviour
	Customer service training, performance reward system
	Enhanced guest service, reduced complaints, increased employee engagement
	Three months
	January 2025
	€12,000 - €17,400 (Training)

	5
	Lack of organisation between departments
	Enhancing team communication and coordination protocols
	Improved operational flow, better teamwork between housekeeping and front desk
	Two months
	December 2025
	Included in PMS upgrade costs

	6
	Outdated technology in guest services
	Implementing in-room tablets for real-time feedback and requests
	Enhanced guest interaction, faster response times, improved service satisfaction
	Five months
	March 2025
	€45,000 - €60,000

	7
	Inconsistent brand experience
	Establishing regular brand standards audits across departments
	Consistent luxury experience aligned with Marriott’s global standards
	Six months
	April 2025
	€20,000 for audits and training



Table 4: Action Plan
SMART Objectives 

	Recommendation
	Specific Objective
	Measurable
	Achievable
	Relevant
	Time-bound

	Implementing CRM system and upgrading room facilities
	Personalising guest experiences by implementing CRM and upgrading rooms with smart technology
	Increasing guest satisfaction by 20% in 6 months
	Investing in CRM and room upgrades is feasible with current resources
	Addresses customer complaints about personalisation and outdated rooms
	April 2025

	Retraining housekeeping staff and enforcing cleaning protocols
	Improving room cleanliness and reducing guest complaints
	Achieving 85% positive cleanliness reviews in 3 months
	Retraining and improved checklists can be implemented with existing staff
	Directly resolves customer dissatisfaction related to cleanliness
	January 2025

	Implementing real-time room tracking in PMS
	Ensuring 95% room readiness upon guest check-in
	Track readiness through PMS, with a 95% success rate
	PMS upgrade is feasible within the hotel’s budget
	Solves operational inefficiencies related to room availability
	February 2025

	Customer service training and reward system
	Improving employee behaviour and guest service standards
	Reducing guest complaints by 98% in 3 months
	Training programs and incentives are manageable within the existing structure.
	Relevant to addressing complaints about employee behaviour
	January 2025

	Installing in-room tablets for real-time feedback
	Enhancing guest service responsiveness with in-room tablets
	Tracking guest feedback improvements through tablet usage
	Implementing in-room technology is feasible with a moderate investment
	Supports modernising guest services to meet expectations
	March 2025


Table 5: SMART Objectives
[bookmark: _c9lj4cn1d3f5][bookmark: _Toc179245308]Conclusion
The consultancy report has critically examined the manifold issues that this luxury hotel named Paris Marriott Champs Elysees Hotel has been facing. It is known that the first major issue it had to face was lack of personalisation, due to which guests’ needs were not fulfilled upon arrival. This not only resulted in huge customer dissatisfaction but has clearly resulted in a degraded reputation for the hotel. Some other issues include rude employee behaviour, unprepared and dirty rooms, poor service due to outdated facilities, etc. On account of solving these, the report has presented detailed actionable recommendations so that the company can rectify their issues and gain a positive reputation among clients. Upon performing the PESTLE analysis, it has been underscored that the stable environment of the country is a major plus point for the hotel as it would help boost tourism and more guests. More guests are synonymous with higher occupancy rates, which would translate to huge organisational success. Besides their strengths in holding over 177 members on a global basis, the preference towards eco-friendly and sustainable tourism might be a disadvantage for the company. 
It is so that without adapting towards eco-friendly accommodation services, this hotel would lag behind and lose out on the Gen-Z and millennials section of the people who have a stronger inclination towards sustainable tourism. Besides this, as they face huge issues in having outdated facilities in a room, they must adhere to sophisticated technology means like CRM or PMS so that they can keep track of the room's cleanliness levels and only if it passes the check inspections, can they consider the rooms as "guest-ready". Considering the SWOT analysis, their weakness lies in operational inefficiencies along with improper and rude employee behaviour towards guests. This is something they need to improve along with the lack of communication among their departments that leads to unorganised and unready rooms upon guest's arrival. In order to mitigate this in the near future, they must opt for a sophisticated PMS system that would help them integrate their cleaning department to take a look at the rooms and coordinate the front-desk employees with the housekeeping staff so that before releasing guests, they can be updated of the rooms being ready. However, it has also been remarked that conducting employee training on customer service can help them reduce rude behaviour among their staff. This would help them mitigate the threat of rising competition, as identified in the SWOT analysis. 
It is recorded that the luxury hotel sector of Paris is competing with over 60 well-known hotels for high-end customers, and so, in order to enhance their competitiveness, Paris Marriott Champs Elysees Hotel must navigate these issues effectively. Additionally, as inferred from the TOWS analysis, despite their prime location, their service standards have to be enhanced in order to raise occupancy levels and regain their long heritage gained over the years. 
We thank Paris Marriott Champs Elysees Hotel for giving us an opportunity to collaborate with you and look forward to future partnerships.
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