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[bookmark: _Toc219360748]Executive Summary
This consultancy report will offer a comprehensive report and practical recommendations to be executed by Marriott Cardiff, which is a top hotel part of the Marriott International brand. This report aims to determine the operational problems that are encountered by the hotel located in Cardiff only, assessing the nature of the business environment, and to provide practical recommendations that will remove operational problems, improve customer satisfaction, and sustainability of the hotel. Located in the central city of Cardiff, Marriott Cardiff is a hotel that caters to various clients including business and leisure travelers with extensive facilities, such as luxury premises and services, meeting rooms, and even event venues. Nonetheless, due to its excellent position and brand image, the hotel is now facing some operational challenges namely decreased customer satisfaction, staff turnover and poor delivery of service. 
Using the systematic STEEPLE analysis, this report has identified a number of external factors that are affecting the operations of Marriott Cardiff. Among them, one can single out changes in the economic situation, changing technological progress, and social responsibility. In addition, the SWOT analysis shows that the company has internal weaknesses including lack of staff training, customer service practices and technological systems that are outdated. Marriott Cardiff has a powerful brand name, a well-developed position in the market and satisfied customers, all of which can be utilized to grow the business and achieve higher performance.
Some strategic recommendations that are presented in the report will help to overcome identified problems. The first one involves proposing an in-depth staff training program to improve customer interactions and overall guest experience and work efficiency. This will help to reduce employee turnover and increase the rate of customer satisfaction. Moreover, Marriott Cardiff should invest in technological improvements to enhance operational efficiency and to achieve maximum satisfaction of customers with self-check-in kiosks, an AI-powered concierge, and an updated property management system. The second valuable recommendation would be to implement the concept of sustainable practices, such as energy-saving programs and waste management policies, which would address the need of sustainable trends on the planet and become a better part of the corporate social responsibility (CSR) of the hotel. These will guarantee minimization of costs not only in terms of operations but also attract attention of environmentally conscious travelers, thus making Marriott Cardiff a leader in the sphere of sustainable hospitality.
Another specific recommendation mentioned in the report is the necessity to develop effective marketing tools, especially digital ones, to address particular categories of customers and enhance brand awareness. Marriott Cardiff can also consider developing more relationships with local businesses to access the emerging Cardiff conference and events market. These recommendations need a properly organized change management plan to be implemented. The report details the implementation of the 8-Step Change Model of Kotter’s in order to cope with the process of transformation. Some of the key steps involve getting management support, communicating the necessity of change with all levels and ensuring that there is an action plan with clear timelines. Moreover, the risk management plan will make sure that all possible obstacles, including change resistance and financial limitations, are reduced. Marriott Cardiff can revive and develop through adaptation to the suggested changes. Marriott Cardiff can become more operationally effective, customer-satisfied, and a better brand by upgrading its employee skills and abilities, integrating new technologies, and being sustainable. The current report has an action plan which includes prescribed steps, timeframe, and costs involved in applying those recommendations. The implemented strategies will help Marriott Cardiff sustain its competitive advantage in the constantly changing hospitality sector and become one of the top hotels in Cardiff.
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[bookmark: _Toc219360749]Introduction
The Marriott Cardiff Hotel is a four stars and Upper-upscale hotel and is located within the centre of Cardiff which is a city in Wales. It offers accommodation and hospitality services to business and leisure tourists (Marriott, 2025). The hotel is located strategically around key attractions including Principality Stadium and Cardiff Castle and thus receives a good pedestrian traffic due to the attractions, corporate festivals and events, and also large entertainment events. The principle commercial centre and cultural heart of Wales is the city of Cardiff, which has a population of about 362,400 within the city authority and was generally regarded as a market leader in the UK hospitality industry. The tourism industry in the city has seen a constant demand for hotel accommodation as the estimated number of visitors rose to 21.3 million (Marriott International, 2025).
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Figure 1 Cardiff Marriott Hotel Location

The Marriot brand is a world-renowned brand in the hospitality industry market whose annual revenue is approximated to be around 19.7 billion pounds as of 2025 (TTM) due to its stable performance amidst a competitive market (Hotel Online, 2025). Marriott Cardiff is a smaller part of a larger corporate framework that strives to provide unified guest experiences, maintenance of global environmental brand standards, and achieve optimal finance outcomes. In spite of the strategic benefits, the recent hospitality market review shows that UK hotels have experienced stagnant revenue increases and higher operational costs especially with the increment in labour costs and competition which is all adding in decreasing profitability levels. Such macro environment conditions indicate a harsh business climate where managers of hotels aim at maximizing profits without affecting the quality of their services. 

This consultancy report is prepared in order to assess the performance of Marriott Cardiff and present a series of evidence-based recommendations to help overcome the main issues identified in its operational activities. In the following analytical sections, the internal and the external factors that influence the performance of the hotel are analysed systematically based on the recognised frameworks (STEEPLE, Social, Technological, Economic, Environmental, Political, Legal, Ethics), SWOT (Strengths, Weaknesses, Opportunities, Threats) or TOWS (strategic alignment of internal and external factors). The results obtained through these analyses, will be used to create practical recommendations, to improve guest satisfaction, performance, and competitiveness in the long-term (Demydyuk and Carlbäck, 2023). 
[bookmark: _Toc219360750]Analysis
 This research is based on secondary data sources including industry data, academic sources , market indicators, customers review sites. This research strategy allows the consultant to ensure recommendations are well aligned in regard to external environment as well as internal realities of operations at Marriott Cardiff.
Customer satisfaction ratings on review sites such as TripAdvisor tell a different story with an average rating of 3.9 out of 5, showing an inconsistency in the experiences that guests received when visiting the hotel (Tripadvisor, n.d.). 
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Figure 2 Cardiff Marriott Hotel
Source: (Tripadvisor, n.d.)
[bookmark: _Toc219360751]Key Operational Problems
Marriott Cardiff is based in the competitive UK hotel market, whose demand has mostly resided after the COVID-19 pandemic (Wainwright and O’Brien, 2024). Nonetheless, with occupancy and guest demand on the increase, a number of internal and front office problems have surfaced that can compromise long term expansion.
1. Customer Service Gaps and Satisfaction Issues
The customer experience at Marriott Cardiff is of a mixed quality according to the reviews left by guests on websites such as Trip Advisor. Marriott as a global brand is associated with luxury, exquisite quest experience and comfort. Some of the guests that visited Marriott Cardiff have not met these particular ‘qualities. Most reviews on TripAdvisor indicate the hotel is appreciated for its central location, for good not excellent customer service and indicators such as cleanliness and comfort indicate gaps in what the global brand aims to offer to its guest and what the actual hotel is offering. The reviews on TripAdvisor indicate many service failures that were addressed in this report. 
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Figure 3 Customer Review for Cardiff Marriott Hotel
Source: (Tripadvisor, n.d.)
Examples from guest feedback include:
· As pointed out by a reviewer, the house was old, and the experience offered to guests was not in line with the so-called brand, such as bad room conditions and slow housekeeping services. 
· Certain guests have mentioned occasional service disruption (e.g. room is not serviced, air conditioning broken), indicating that it is not always the same operation. 
· The general guest ratings are quite diverse showing that along with a lot of positive experiences, a lot of guests had something to complain about which negatively affected the overall satisfaction (Freudenreich et al., 2020).
Such difference in guest experience may have dire consequences. The power of negative online reviews is disproportionately greater on making choices and reputation, particularly when depicting service inconsistencies. Peer reviews are perceived to be very believable by customers, and a rather small number of negative reviews will diminish subsequent booking (Zhang et al., 2019).
2. Operational Inefficiencies and Infrastructure Challenges
There is a Marriott Cardiff operational area that is not dealing with the customers but is rather structural. The complaints raised by guests of outdated facilities, the malfunctioning air conditioning, and inconveniences of the parking system show an incomplete adjustment of the maintenance systems to the expectations of the guests regarding the property of the upper-upscale level (Maclean and Memmot, 2022). 
· Operations inefficiencies might also be happening in the back-scene:
· A failure of the housekeeping department to ensure that the rooms are kept in the right conditions either shows lack of time or mismanagement of resources.
· The lack of user-friendly processes may be manifested by the use of parking systems that use repetitive authorization (Zulfiqar et al., 2021).
· The reports of elements breakages in rooms indicate that there were lapses in preventive maintenance scheduling.
· These problems decrease the perceived value of the brand and may raise internal expenses because reactive resolving problems instead of proactive maintenance may occur.
3. Revenue and Market Pressure in the UK
The hospitality industry in the United Kingdom and particularly the hotels are stiffly competing. In 2025, it is assumed that the total UK hospitality market will be USD 61.23 billion, and that the figure will keep growing over the coming years (Mordor Intelligence, 2025). However, despite this positive outlook on the market, there are problems regarding revenue performance. Specifically, the Total Revenue Per Available Room (TRevPAR) of the UK hotel industry has recently been declining by 0.6 which confirms that there is a negative impact on profitability despite the increased demand and occupancy (Mordor Intelligence, 2025). 
Several external elements are putting such strains on its finances: 
· Rise in Labour and Operational expenses: The UK hospitality industry is experiencing an increment in labour cost which was exacerbated by the rising minimum wage and employee benefits, and this is straining the profit margins. To give an example, the National Living Wage in the UK has increased by 6.6 per cent in 2025 and this directly impacts the costs of operation (ONS, 2025). Even though the rate of hotel occupancy may be boosted, this would boost expenses at the expense of margins hence, they are not likely to be profitable. 
· Competition through International Hotels: One of the greatest threats of competition is the international hotel chains and the local independent hotels in UK. The foreign chain hotels that would have more economies of scale can afford to offer lower prices and this pulls down the pricing powers of the local players like Marriott Cardiff. According to the market research conducted by the company called STR Global, the number of hotel rooms being offered in the hotel market in the UK will grow by 3.1% in 2024 exposing hotel industry to the competition and pressures on the prices (STR Global, 2024). 
· Online Travel Agencies (OTAs): OTAs continue to further dominate in hotel bookings. OTAs are likely to make up approximately 39 percent of all hotel bookings in the UK by 2025, and their contribution to revenues is massive since they can impose commissions reaching up to 15-25 per room (Phocuswright, 2025). This reliance on OTAs further strains the cost of acquiring the customer and prevents the hotel to use the direct booking channels to better benefit the hotel. 
As a result, despite the pressure the UK hotel industry faces as a result of the excessive demand and occupancy rates, the roles of most hotels are being put under pressure to maximize the revenue they generate per available room and also compete in terms of prices.
4. Labour and Workforce Challenges
The other problem impacting the UK hospitality industry is high workforce issues that are being exacerbated by recent wage increment and labor shortages. According to the British Hospitality Association (BHA), the industry has expressed a 10% vacancy rate on frontline employees, and this has resulted in the service inefficiencies (BHA, 2025). These issues are particularly successful in such areas which directly affect the experience of visitors, such as housekeeping, front desk operations, delivery of food and beverages. Some of the labour concerns include: 
· Enhanced Service Delays: High turnover rate leads to labour shortage that generally causes delay in service. As reported by a compilation of the Hospitality Guild, 45 percent of hotels in the UK noted that their check-in/check-out durations went down due to staffing associated with the issue of low guest satisfaction (Hospitality Guild, 2024). This can cause disappointment of the visitors and revenue loss during seasons of great demand. 
· Greater staff turnover: The problem of employee turnover has been extremely massive within the UK hotel industry. It was reported in 2025 that most hospitality employees turnover is averaged to 30 percent each year which is significantly higher than 15 percent turnover each year of other sectors (ONS, 2025). The high rate of turnover leads to duplication of recruitment, training, and service delivery interference and has a direct effect on the stability of the guest experiences. 
· Inconsistency in standards of service: The service standards are not uniform because of lack of well trained and experienced staff in various departments. The most impacted department due to turnover includes the Housekeeping and Front Desk department because some of the hotels have reported instances of unclean rooms or customer waiting time. In a research by the Institute of Hospitality, it was found that the absence of uniformity in housekeeping services was among the most crucial problems that impacted satisfaction among the guests in 37% of the hotels found in the UK (Institute of Hospitality, 2024). 
These labour challenges, combined with rising labour expenses are affecting the high service delivery the guests expect in the UK hotels thereby affecting the overall performance and profitability of the hotel.
All these working inefficiencies and customer experience problems portray the reason why Marriott Cardiff must implement bespoke measures to enhance customer services and competitiveness in the long term.
[bookmark: _Toc219360752]STEEPLE Analysis (External Factors)
Social
· High demand of experiential travel and personalised service has been common among the UK travellers (Sivula et al., 2025).
· Domestic penetration of tourism is high; more than half of hotel stays in the UK is comprised of leisure travel (VERIFIED MARKET RESEARCH, 2025). 
Technological
· Online offered experiences and mobile-first experiences are considered the norms now (e.g. contactless check-in, digital concierge).
· Enhanced data analytics and AI are becoming a common feature of competitors customising offers and unfair packaged upsell (Jiménez, 2025).
Economic
· The UK hospitality market is growing; it is estimated that the market would reach USD 72.76 billion by 2030, and this implies that the market has long opportunities (Mordor Intelligence, 2025). 
· Nonetheless, the pressure on profit margins and pricing strategies through labour and utilities costs.
Environmental
· Both the guests and regulators are increasing worries about sustainability and reduction of carbon footprint (Chan, 2021).
· Other guests are getting even more demanding when it comes to environmentally friendly options (e.g., less wastage, less energy consumption).
Political
· New laws and various administrative glitches spread by Brexit still generate a question of uncertainty in supply chains and personnel (especially skilled European Union workers).
· Pricing strategies can be influenced by local laws (e.g. tourism taxation or VAT regimes).
Legal
· Medical care policies, security (GDPR), and workforce matters have a direct effect on operational regulatory standards and budgetary frameworks.
Ethical
· The effect of CSR activity and practice of ethical labour on brand reputation and expectations of customers, especially young ones is significant (Chatzopoulou and Kiewiet, 2020).
[bookmark: _Toc218698370]Table 1: STEEPLE Analysis for Marriott Cardiff
	Factor
	Description

	Social
	Increasing demand for personalized experiences and sustainable travel. Guests prefer eco-friendly and custom-tailored services.

	Technological
	Advancements in digital check-ins, AI concierge services, and data analytics for personalized experiences (Sabharwal and Jain, 2025).

	Economic
	Rising operational costs (e.g., labor, utilities) affect profit margins. Economic downturns may reduce business travel.

	Environmental
	Growing importance of sustainability, with guests preferring eco-conscious hotels. Implementing green practices could enhance the brand’s reputation.

	Political
	Brexit-related changes to staffing and supply chains. Local government regulations affect pricing and operational flexibility.

	Legal
	Compliance with GDPR and health & safety regulations. Changes in labor laws could affect staffing (Galvin, 2019).

	Ethical
	Growing focus on corporate social responsibility (CSR) (Olanipekun and Omotayo, 2020). Ethical labor practices and sustainability efforts are increasingly important to customers.
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Strengths
Brand Recognition: Marriott Cardiff is enjoying the advantage of being part of the Marriott International Brand known for quality, comfort and luxury (Puyt et al., 2020). As part of Marriot International this hotel has access to a massive pool of resources, technology, and loyalty programs that can improve the position of the hotel in the market. In the year 2025, Marriott international generated a global revenue of up to £19.7 billion, and this has seen it become a giant player in the hospitality industry.
Weaknesses
Inequality in the delivery of services: Marriott Cardiff does not experience the brand recognition since despite its good brand, the company experiences problems in ensuring uniform satisfaction of the customers, in terms of customer service and room conditions (Górska-Warsewicz and Kulykovets, 2020). Service delays and room problems have been noted online in reviews and do not serve the guest experience. The customer satisfaction of Marriott Cardiff on TripAdvisor is rated as 3.9/5 which means that there was moderate customer satisfaction and can be improved substantially.
Opportunities
Sustainability Initiatives: As more and more consumers are displaying concerns of sustainability in travel, Marriot Cardiff stands a chance to integrate sustainability in its operations through implementing the eco-friendly traveler by implementing green practices that include reducing waste and energy saving technologies, among others. The sustainable tourism industry in the UK is estimated to grow to £8.3 billion in 2026 as an indicator that there is an expanding potential market of environmentally friendly travel destinations (Arestis and Karagiannis, 2025).
Threats
Competitive Pressure: Marriott Cardiff competes intensely with the other hotel chains and small property hotel chains in Cardiff and in particular with the emergence of new hotels and independent hotel, which are cheaper and distinct in terms of the experience provided. In 2025, the rate of occupancy in the hotels in Cardiff declined by 3.1 percent depicting higher competition in the market and saturation.
[bookmark: _Toc218698371]Table 2: SWOT Analysis for Marriott Cardiff
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong brand recognition with global Marriott affiliation (Eschenbrenner et al., 2023).
	Inconsistent customer service and maintenance issues.
	Growing demand for sustainable and eco-friendly travel.
	High competition from other hotels in Cardiff.

	Prime central Cardiff location near major attractions.
	High staff turnover and workforce challenges.
	Technological advancements (e.g., digital check-ins, AI concierge).
	Economic pressures on pricing and profitability.

	Comprehensive amenities, including meeting rooms and dining options.
	Some dated facilities and infrastructure requiring modernization.
	Expansion of experiential travel and local tourism trends.
	Increasing dependency on OTAs for bookings, reducing margins.
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[bookmark: _Toc218698373]Figure 3: SWOT Analysis
Source: (jenslin, 2024)
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S-O Strategies (Use Strengths to Exploit Opportunities)
· Curated Experience Packages: Marriott Cardiff can use its solid brand reputation and the positioning to design unique moments to the guests, as there is an increasing trend in the experiential travel (Morrison, 2022). It may consist of cultural tours, food and local heritage visits that will satisfy both recreational and business travelers who are interested in more individualized stay. Marriott Cardiff can maximize its attractiveness by providing distinctive experiences locally and distinguishing itself against the competition (Brown Epstein, 2022).
· Loyalty Programme Integration: The loyalty program is one of the major strengths of Marriot, and Marriot Cardiff should promote the length of stay especially among hybrid work travellers. This will be cross-sold to other facilities like meeting rooms, business services, and spa treatments as a way of generating more income. 
W-O Strategies (Overcome Weaknesses by Exploiting Opportunities)
· Training and Development Program: Marriott Cardiff should consider investing in an intensive training and development program to address the issue of customer service gap and high staff turnover. These programs must be on how to enhance service consistency giving the employees skills to deliver better guest experiences. It will not only assist in retaining staff but also make the entire service delivery better, which is a major area of failure of the hotel.
· Technological Upgrades: The use of digital technology and means of operations, including mobile check-in, automated service tracking, and artificial intelligence (AI) concierge services, will simplify operations and enhance the customer experience (Lukanova and Ilieva, 2019). These innovations will shorten the operational bottlenecks, which will make the operation more efficient and convenient, and increase the shortcomings of maintenance and service delivery.
S-T Strategies (Use Strengths to Minimize Threats)
· Leverage Global Distribution Channels: Marriott Cardiff can harness the international distribution networks of Marriott International to increase the direct booking system and minimise the use of third-party OTA systems which incur high commission. Through advertising the Marriott Rewards and providing special offers or prices on direct bookings, the hotel will gain more profitable bookings and become less reliant on expensive distribution channels (Vieira, Oliveira and Pataco, 2024).
· Brand Loyalty and Customer Assurance: To counter the competitive trends posed by the independent hotels, the Marriott Cardiff can focus on its loyalty rewards program and brand guarantee to retain its customers. This will decimate the effect of the competitors of lower rates, supporting the value proposition of Marriott Cardiff to the customers who are focused on presumed brand and clean service delivery (Ristova, 2022).
W-T Strategies (Mitigate Weaknesses and Avoid Threats)
· Facility Upgrades: Marriott Cardiff must focus on refurbishment of old facilities in order to be competitive. This involves renovating of guest rooms, lobby and modifications of amenities in order to increase perceived value and attract guests who would want to experience a contemporary and high-quality environment. This will guarantee Marriott Cardiff ability to compete with newer properties which might have a more contemporary touch.
· Workforce Stability: In order to overcome the problem on staff turnovers, Marriott Cardiff must consider remunerating its employees with competitive packages and career development benefits. Opportunities offered to enhance promotion will enhance employee satisfaction and decrease service discrepancies due to a labour shortage (Irabor and Okolie, 2019). This will assist in ensuring high service standards, despite the emergence of more intensity into the industry and labour markets challenges.
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[bookmark: _Toc218698374]Figure 4: TOWS Strategic
Source: (Vecteezy, n.d.)
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Practical Recommendations
The next actionable evidence-based recommendations will help to cover the most critical operation issues revealed during the analysis of Marriott Cardiff. The recommendations aim at personnel education, technological advances, sustainability management and customer interaction, all aimed at increasing the competitiveness of Marriott Cardiff and the quality of its service delivery, as well as guaranteeing proper growth on a long-term basis.
1. Staff Training and Development
The low level of service delivery and high staff turnover can be recognized as one of the primary weaknesses detected in Marriot Cardiff operations. To solve this, Marriott Cardiff must engage in an elaborate staff training and development program whose areas of concern included the following:
· Guest Service Excellence: Frequent training workshops devoted to the skills of communication, interaction with a customer, and resolution of complaints with the guests as quickly as possible (Gallup, 2024).
· Sustainability Awareness: Educating the staff on the sustainability objectives of Marriott, and inspiring employees to participate in activities that support environmental sustainability including waste minimization and energy consumption minimization.
· Leadership Development: The management will avail staff development opportunities in terms of mentoring and management training programs to develop into leadership positions (Poole, 2021).
The customer satisfaction rate and turnover within the companies that invest in employee training and development is high. The companies which invest in employee development related higher growth in profits by 24 percent and increased productivity by 21 percent.
2. Technological Upgrades
Marriott Cardiff needs to invest in the following technologies as a part of the digital transformation strategy:
· Mobile Check-Ins: Implement mobile check-in and keyless entry to facilitate the process of guest arrival and increase the convenience. This will lead to a decrease in wait times and increase the satisfaction of the guests.
· AI Concierge Services: Introduce densely AI-concerning chatbots or a virtual concierge service that will deliver in-real-time services, that is, respond to the requests of the guests 24/7 and enhance the efficiency of the work area and interaction with the customers (Yadav et al., 2024).
· Property Management System (PMS): Have the current PMS upgraded to the one which incorporates the data analytics of guests, providing them with personalized service suggestions and allowing to manage the rooms better (Sapkota, 2019).
Digitalization of the hospitality sector has resulted to higher levels of customer satisfaction and efficient operation where companies have reported retention rate of 10-20% and a cut of between 15-25 percent in operations cost as a result of automation (McKinsey & Company, 2025).
3. Sustainability Practices
Marriott Cardiff needs to increase its sustainability endeavor by embracing the following eco-friendly activities:
· Saving Energy: Use energy saving (efficient) lighting, cooling and heating systems to save on energy. To save energy that may be used in empty rooms, the introduction of smart thermostats can be performed to control the temperature according to the preferences of guests.
· Waste Reduction Programs: Implement a waste recycling program and specifically reduce single-use plastics, enhance composting and food waste management (Cornago, Börkey and Brown, 2021).
· Sustainability in Sourcing: Use local and sustainable its suppliers of food and beverage products, which help minimize the carbon footprint posed by transportation (PWC, 2022).
One point seven two percent of consumers are ready to spend more in goods and services offered by brands that have shown concern to be sustainable. Sustainability strategies tend to increase visitor numbers and positive reviews including the hotel.
4. Customer Engagement and Loyalty Programs
To improve customer interaction, Marriott Cardiff will need to improve the customer engagement by adopting the following strategies:
· Improvement of Loyalty Program: Take advantage of the Bonvoy loyalty program of Marriot to provide personalized reward and incentive to repeat customers. personalize promotions of guests basing on their guest preferences and travel history to promote longer stay.
· Feedback Loops: Build systematic and improved systems to capture real-time guest feedback by way of online surveys or in-room tablets (Kumar, 2021). Act on this knowledge in order to solve problems and enhance services.
· Customized Experiences: Guest data can be used to provide a customized experience to guests, including local tours, room upgrades, or dining experiences, among others (Arapou and Kapiki, 2023).
Personalized experiences are directly connected with loyalty the customer loyalty as 80% of the consumers would consider doing business with a company which provides a customized experience.
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Marriott Cardiff should embark on a holistic approach of change management to successfully implement the recommendations. It will lead to harmonious transitions, reduce opposition, and harmonize the employees to the strategic goals of the hotel. The detailed strategy will also enable the Marriott Cardiff not only to resolve the existing problems but also to cultivate the culture of improvement, which will make the hotel successful in the long-term perspective. The best model that can handle such organizational change can be the 8-step model of changes by Kotter that offers a systematic approach to a step-by-step process of leading change in an organization (Trawick and Carraher, 2023).
Create a Sense of Urgency
The development of a sense of urgency is the first step towards Kotter model. Marriott Cardiff must clarify to its staff members why it must change explaining about the reasons why the hotel is facing critical issues. The level of customer satisfaction has been irregular with a considerable number of guests complaining about service failures, lack of maintenance and delays. This, as well as the emergence of new competitors in the Cardiff region that have lower prices and experiences to offer their customers, makes the change something that is immediate. Also, digitalization of the hospitality sector is gaining more and more momentum, and Marriott Cardiff should not afford to miss on the opportunities of using modern technologies, including mobile check-ins and AI concierge services. A communication of such points will make employees realize the significance of change and develop a shared perception of why the action has to be taken within the nearest future (Olmstead, 2019).
Form a Powerful Coalition
After setting the urgency, Marriott Cardiff will need to create a strong coalition that will spearhead the change process. This alliance would be comprised of top-level managers, departmental leaders, and other stakeholders like the leaders of the union, or any persons with an influence in the organization. These persons will be such central figures in initiating change in every corner of the organization (Lewis, 2025). During the time the coalition is to be formed, it will be necessary to have a diverse representation of different departments within the hotel (e.g. front desk, housekeeping, food and beverage). Through the leadership team, Marriott Cardiff would be able to make the change process to be aligned with the overall strategic goals of the hotel, making all divisions strive towards achieving shared objectives. This group will also be tasked with the responsibility of leading the change in their departments and responding to any of the concerns that will arise.

3. Develop a Vision for Change
There should be an effective vision statement about change that should guide Marriott Cardiff in the change process. The central theme of this vision is to become a sustainability leader in the field of hospitality services and, at the same time, adopt digital innovation. Marriott Cardiff ought to aim at making itself to be viewed as a technological hotel providing such personalized experience to its guests using AI and data-driven systems (Thakur, 2024). This vision must be presented in such a manner that it is appealing to employees at every level it must include the benefits of these changes to both the guests and the employees. The employees will also require knowledge of the way this change will be resulting in the quality of service provided, satisfaction of the guests and the eventual growth (Freudenreich, 2020).
Communicate the Vision

Communication is essential in making sure that all persons at Marriott Cardiff are in line with the vision (Hartley, Marriott and Knapton, 2023). The management of the hotel should spread the vision among employees in a regular basis, using a variety of internal communication tools such as email newsletters, team meetings, or online means. This is made sure by making sure that the employees know the reasoning behind the changes and they will be more accepting to the transformation. It should be regularly updated and any new developments and progress indicated. Also, the leadership must not be closed and hostile to feedbacks, letting the employees express their ideas and worries regarding the changes.
Empower Action
To have success in the change, Marriott Cardiff needs to empower action throughout the organization. It is the elimination of barriers that can impede the implementation of new practices and promotion of active involvement of employees in the change process. Any decision-making process touching on improvement of the processes should include the employees, particularly those who have direct influence on the experiences of the guests such as implementation of new technologies, or customer service strategy. Marriott Cardiff must also offer staff training and development programs to enable them to be skilled enough to operate in the new environment. This practice will ensure a feeling of ownership and involvement of the employees and thus they will be willing to play their part in transforming the hotel (Musavengane, 2019).
Create Quick Wins
To gain momentum, Marriott Cardiff is to endeavor to gain quick wins indicating the effectiveness of the changes. They might be minor-scale changes, like mobile check-in, improvement of the loyalty program, or the simple sustainability project requirement (e.g., a ban on single-use plastics) (Bardukova, 2023). These early victories will offer visible evidence that the changes are producing good outcome, and this can be used in establishing confidence among employees as well as the customers. Sensitizing on such achievements will also serve to sustain the momentum on bigger and complex changes in the future.
 Build on the Change
After implementing the preliminary changes successfully, Marriott Cardiff should continue with the change by increasing the scale of the change. As an example, when the hotel has effectively introduced mobile check-ins, the introduction of AI-operated concierge or the robotisation of back-office operations might be the next step. On the same note, the sustainability initiatives can be segregated into energy conservation exercises, waste management initiatives and sourcing food and drinks sustainably. The ongoing improvements of the changes and establishment of new objectives allows Marriott Cardiff to make certain that the transformation process is permanent and corresponds to the long-term goals (Ford and Sturman, 2025).
Anchor the Change in the Culture
Marriott Cardiff should base the changes in the hotel culture to make permanent changes. This would entail incorporating the new practices into the day to day lives and practices of the employees. The leadership should reiterate the significance of the changes by giving sporadic communications, reward systems and by appreciating individuals who play an active role in the change process. The sustainability and digital transformation objectives might also be included in employee performance appraisals at Marriott Cardiff and make them the relevant values of the hotel. These changes will be sustainable by instilling them within the culture as this will guarantee the Marriott Cardiff to deliver value in the long term (Noordzife, 2014).
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	Recommendation
	Estimated Cost
	Expected Benefits
	ROI/Impact

	Staff Training Program
	£50,000 per year
	Improved customer satisfaction, reduced employee turnover, and consistent service delivery.
	5-10% increase in customer retention, leading to higher revenue from repeat business.

	Technological Upgrades
	£200,000
	Operational cost reduction (15-20%), improved guest satisfaction, increased direct bookings.
	15-20% reduction in operational costs, higher guest satisfaction, and increased direct bookings.

	Sustainability Initiatives
	£100,000
	Energy savings, enhanced eco-friendly image, and appeal to eco-conscious travellers (Wavei et al., 2025).
	£20,000-£30,000 energy savings annually, improved brand reputation, and increased guest loyalty.

	Customer Loyalty Program Enhancements
	£30,000
	Increased customer retention, more repeat business, higher booking volume due to personalized offers (Capponi, Corrocher and Zirulia, 2021).
	200-300% ROI over 3 years from improved loyalty and repeat guest revenue.
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The following Action Plan outlines the key recommendations for Marriott Cardiff, specifying the expected outcomes, responsible teams, timelines, estimated costs, and performance metrics to measure success.
Breakdown of Recommendations
	Recommendation
	Expected Outcome
	Responsible Team/Individual
	Timeline
	Estimated Cost

	Staff Training Program
	Improved guest satisfaction, reduced turnover, and consistent service.
	HR Department, Departmental Heads
	3 months (Phase 1)
	£50,000 per year

	Technological Upgrades (Mobile Check-in)
	Streamlined guest check-in process, increased operational efficiency.
	IT Department, Front Desk Management
	4 months
	£60,000

	AI Concierge and PMS Upgrade
	Enhanced guest experience, improved data analytics and room management.
	IT Department, Front Desk, Operations
	6 months
	£140,000

	Sustainability Initiatives (Energy-saving)
	Reduced operational costs, improved eco-friendly image (Chandran, 2024).
	Facilities Management, Procurement
	5 months
	£100,000

	Loyalty Program Enhancements
	Increased guest retention, higher bookings, enhanced guest loyalty.
	Marketing, Guest Services
	3 months
	£30,000

	Waste Reduction Program
	Reduced waste disposal costs, improved sustainability (Khudyakova and Lyaskovskaya, 2021).
	Housekeeping, F&B, Operations
	4 months
	£25,000



Performance Metrics (KPIs)
Marriott Cardiff will use the following Key Performance Indicators (KPIs) to monitor the effectiveness of every initiative:
Guest Satisfaction Scores:
· Goal: Within six months of the training and technological improvements, the satisfaction of guests with the services should go up to 4.5/5.
· Source: internet-based review sites (TripAdvisor, Google reviews).
· Impact: With greater satisfaction, there will be more bookings and positive word of mouth (Setiawan and Purba, 2020).
Employee Retention Rate:
· Target: Within the first year of training program, the number of staff turnover will be decreased by 10-15 percent.
· Source: HR department tracking system.
· Impact: Higher morale of the employees and uniformity of service.
Efficiency in Operation (Time Saving):
· Goal: 20-25% decrease of check-in time using mobile check-ins and AI concierge.
· Source: Internal process tracking (time spent per guest during check-in).
· Effects: To boost guest throughput and cut on operation cost.
Revenue Growth:
· Goal: Grow the revenue by 10 per cent in the first six months because of the loyalty program and the repeat guests.
· Source: Financial reports and booking information.
· Impact: Higher number of repeat visits and longer stay by guests and overall higher revenues of the hotel.
Energy Cost Reduction:
· Target: 15percent of reduction in energy bills due to energy- efficient systems.
· Enquirer: Utilities management and facilities management records.
· Impact: Financial savings which could be re-invested to other hotel upgrades (Wanhill, 2022).
Sustainability Metrics (Reduction of Wastes):
· Goal: Eliminate 20% of the waste by adopting recycling and composting of waste.
· Reference: Waste disposal statistics and sustainability audit.
· Impact: Brand equity amongst the green consumer group, and less environmental impact (Khandelwal, Kulshreshtha and Tripathi, 2019).
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Despite the great privilege of having the association with Marriott International and a highly convenient location in Cardiff, Marriott Cardiff has some serious operational problems. The issue of customer satisfaction is also a concern whereby in the reviews left by the customers, there exist discrepancies in the service offered, such as room maintenance, response time and uneven housekeeping. Its staff turnover rate is also an issue that causes service disruptions and low employee morale. Also, with a good brand name, the hotel is losing out to growing competition by the well-established hotel chains, as well as 5-star boutique hotels in the Cardiff market, which can offer cheaper rates and experience to their customers. Moreover, the hotel does not complete its operational procedures with the expanding demand of digitalization trend in the hospitality sector, and sustainability activities are not heightened, which influences its competitiveness in the environmentally friendly tourism sector.
Summary of Recommendations
Marriott Cardiff will have to change several essential points to cope with such problems:
· Staff Training and Development: An elaborate training package must be initiated in order to create better consistency in service delivery, make guests fully satisfied and decrease employee turnover. The program must also be aimed at communication, leadership and sustainability practices and produce a highly qualified and motivated workforce.
· Technological Upgrades: Marriott Cardiff will need to invest in mobile check-ins, AI, and a new Property Management System (PMS). The technologies will handle the efficiency in the operation, check-in time, and the guest experience through providing personalized services.
· Sustainability Initiatives: To meet the increased market demand of environmental friendliness, the hotel needs to adopt energy saving measures, lessen single use plastics and adopt sustainable sourcing of food and other beverages. 
· Better Customer Relationships: With the assistance of the Bonvoy loyalty program developed by Marriot, the hotel would have the capacity to create repeat business and bring in revenue due to personalized guest interactions. Better feedback and real-time data collection will help the Marriott Cardiff give the customer satisfaction high standards.
Call to Action
The proposed changes are paramount to the success and competitiveness of Marriott Cardiff in the long-run. The technological change, sustainability and employee development solutions generate a vast potential of enhancing customer satisfaction, effective operation and profitability of Marriott Cardiff. The recommendations will not only eliminate the current problems but also transform Marriott Cardiff into innovative hotel that is ahead of the pack in customer service and environmental issues. Advancement in terms of the role and significance of adaptation to the evolving market and industry trends by Marriott Cardiff is associated with the capacity to maintain its brand legalization and ensure the subsequent evolution within the competitive context. This should be done, and therefore these changes will steer Marriott Cardiff towards a successful sustainability course.
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