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Executive Summary
NexSphere Hospitality Solutions Ltd. has prepared this consultancy report which outlines a detailed strategy and plan for the recovery of Marriott Hotel Canary Wharf, a luxury hotel at the centre of London’s commercial life. Because of its 301 guest rooms, 19 event spaces and business services, the hotel has been a top choice for corporate visitors, conference planners and business delegates for years. However, because of new work styles, the lasting influence of COVID-19 and increased competition from flexible hotel companies, the value that the hotel has always offered is now being challenged. This consultancy assignment found that business travel demand is declining, mainly in the Meetings, Incentives, Conferences and Exhibitions (MICE) area. Bookings for company events are way down, and the hotel’s popular conference and event areas are now being used less. Revenue per Available Room (RevPAR) has fallen and this has led to worries about the brand’s standing, how well operations run and whether income can be consistently earned on weekdays. Since people now expect digital comfort, more flexible choices and wellness, Marriott Canary Wharf should update its services to suit today’s travellers.
The internal and external environment was well analysed using useful strategic tools. The STEEPLED framework pointed out different outside factors that are contributing to the challenge. More travellers taking “bleisure” trips and flexible office spaces are shaping what guests want from hotel service. Because hybrid conferencing technology is lacking, the hotel has lost its edge in the digital event market. Growing inflation and budget cuts for travel by companies have led to less demand and difficulties in the political and legal areas following the Brexit have brought new obstacles for inbound business travellers. Marriott needs to adapt in a responsible and digital way because of changes in society, the environment and ethics.
According to the SWOT analysis, the brand’s identity and its premium location in Canary Wharf were seen as big strengths. On the other hand, its digital infrastructure is outdated, services are not as adjustable as needed and employees sometimes resist change. Hybrid events became popular, personal experiences for guests were developed and data analysis was used to improve targeting. Problems for chains include greater competition from boutique hotels and serviced apartments, as well as ongoing uncertainty in the British economy. Based on this analysis, a TOWS matrix was built to help develop effective strategies that link what the organisation has with what is happening in the environment. As a result, new strategies were put in place such as combining business with leisure, updating technology, joining forces with others and training staff.
Four main recommendations were formed based on the analysis. Hybrid Business-Leisure Packages give modern travellers what they need, including work support and leisure benefits like wellness centres and flexible cheque-in/out. Modernising events by investing in high-quality AV, live streaming, AI-assisted scheduling and services that work on phones for a better experience for digital firms. Corporate Partnerships with Canary Wharf Firms help create a regular B2B relationship with local banks, law firms and tech companies by offering them special offers, rewards and event packages with the company’s brand on them. Digital Rebranding of MICE Services involves updating the brand through SEO-optimised microsites, providing tours of venues and creating content for people who make decisions in the event planning and HR fields.
The recommendations are supported by a practical way to apply them. The hotel will train staff and update technology to help staff manage hybrid systems and improve guest services with the latest technology (TechMagic, 2025). Customer service will be updated to suit the new standards, with support from upgraded online and mobile features for booking, contact and event planning. The 8-Step Change Model created by Kotter will lead the organisational transformation. It provides a way to guide change by first making people realise the need for change, then forming a leading team, then achieving quick wins and finally embedding the changes into the culture. Within the hotel, change leaders will need to promote communication, develop clear goals and promote teamwork across different departments. The focus will be on keeping employees involved by providing training and recognising new ideas within the company. Key Performance Indicators (KPIs) will help to monitor progress in growing MICE revenue, increasing B2B bookings, raising the number of events being booked and improving digital connexions through mobile and web platforms. For every suggestion, a budget analysis was done to check that it matches the post-pandemic financial climate. For example, the budget for hybrid AV investments stands at £40,000 and for mobile app development, it is £20,000. Marketing, partnership and staff training will each cost between £5,000 and £25,000 and each is supported by its anticipated long-term benefit.
It demonstrates that NexSphere Hospitality Solutions Ltd. gives practical advice along with step-by-step strategies for successful implementation. By emphasising innovation, being flexible and enhancing service, the consultancy supports Marriott Hotel Canary Wharf in becoming a leader in the hybrid hotel business. The plans forwarded are not just one-time ideas; they can grow and adjust as travel and business mobility shift with time. It is suggested that Marriott Hotel Canary Wharf use this period of change as a chance to improve. Following these recommendations will bring the hotel back to what guests expect, improve its competitiveness in London and return it to financial growth. NexSphere Hospitality Solutions Ltd. is grateful to Marriott Hotel Canary Wharf for allowing them to do this project and hopes to collaborate again on other transformation efforts.
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The Marriott Hotel Canary Wharf, found at 22 Hertsmere Road in London, is a top five-star hotel set in the centre of a leading financial district. Because of its 301 rooms, 19 well-equipped meeting and event spaces and the Manhattan Grill Restaurant and G&Tea Lounge, the hotel has welcomed a mix of corporate leaders, conference attendees from abroad and a growing number of tourists for years. The hotel’s position near big commercial enterprises and travel routes has always brought a steady stream of business guests, making it important in London’s hospitality and events field. Currently, our consultancy engagement is managed by NexSphere Hospitality Solutions Ltd., a modern firm specialising in helping high-end hospitality businesses improve their strategies. Because of its focus on innovation, staying competitive and managing changes, NexSphere is well-known for helping hotel brands deal with the difficulties of the post-pandemic period.
The assignment is focused on a current issue: the sharp reduction in demand for business travel after COVID-19. Because of this decline, the hotel’s income from Meetings, Incentives, Conferences and Exhibitions (MICE) is not as important as it used to be for its strategic plan. Remote and hybrid work models now used worldwide have caused meetings to happen less frequently and have influenced what is expected from business travellers in terms of services, flexibility and technology (Seyfi and Hall, 2021). The same trends are seen in industry research, where Deloitte (2024) shows that business travel is still at a lower level than before the pandemic and digital platforms are more often replacing in-person events (Bitran and Caldentey, 2003). The hotel should respond to changes in the industry. It is especially urgent because Canary Wharf used to receive much of its weekday business from financial firms, technology companies and international consultancies. McKinsey & Company (2024) reports that companies are reducing their travel spending and considering why travel is necessary for their strategies, prioritising sustainability and efficient use of resources. Besides, things that used to help hotels stand out, for instance, superior meeting rooms and concierge support, may now have to change to fit the new digital model (Alghamdi, Khan and Ahmad, 2023).
Another related difficulty is that people are now more likely to mix business and leisure travel which leads to more "bleisure" trips. The report from Cavendish Venues (2025) emphasises that London comes in second worldwide for being a bleisure destination, suggesting that as corporate meetings drop, there is an opportunity to adjust services to draw other visitors. Using analytical tools, the consultancy approach will carefully study these issues. In the beginning, a STEEPLED Analysis will analyse the key Social, Technological, Economic, Environmental, Political, Legal, Ethical and Demographic aspects in the external environment that shape how the hotel can meet the needs of its guests. A SWOT Analysis will help see the strengths and weaknesses of the hotel and how they are linked to the different opportunities and risks in the market, as described by Burnes (2014). The next step is to create a TOWS Matrix which helps join the internal and external factors to find possible ways forward and areas that need updating or innovation. This consultancy work relies on knowing that uncertainty, complexity and ambiguity are regular features of the hotel industry (Subramaniam et al., 2011). Thus, for an organisation to be successful, it needs the consultant’s expertise and also its readiness for change which means vision, processes and people should all be in sync (Kotter, 2012; Brierley, 2006). This report aims to solve these problems and guide Marriott Canary Wharf to thrive and remain relevant in the new reality of hospitality.


[bookmark: _Toc199628259]2. Analysis
[bookmark: _Toc199628260]2.1 Identified Issue
Marriott Hotel Canary Wharf is well-known among corporate travellers and event planners because of its location in the financial district and luxurious facilities. Nevertheless, the decrease in business travel due to COVID-19 has greatly affected the hotel’s results, mainly in the Meetings, Incentives, Conferences and Exhibitions (MICE) area. Earnings from each room (RevPAR) have gone down and the use of its 19 meeting areas has dropped. Hotels serving corporate markets, as explained by Dumitrescu et al, (2023), should update their strategies because of shifting trends in business travel. This drop in booking is affecting the way brands are perceived, the way things are done and the company’s finances. According to Audit Wales (2024) and ACAS (2023), more organisations are now doing remote or hybrid work which has brought down the need for business travel. Also, clients are now looking for digital solutions, more environmentally friendly services and better wellness options. Not adapting can stop a hotel from growing and also lower its competitive advantage in an environment where hybrid events and “bleisure” attract more travellers
[bookmark: _Toc199628261]2.2 Contributing Factors
The reason for less business travel at Marriott Canary Wharf is because of a range of environmental, technological and organisational factors that have affected the business hospitality sector lately. A major external factor is how the world is moving to remote work and using digital conference systems. According to Hossain et al. (2024), many companies are now avoiding unnecessary travel for internal gatherings, standard meetings and quick engagements. Now that Zoom and Teams are commonly used, the old reason for hotels being full of people travelling for work is gone. Because cost-efficiency and advanced technology are key in places like Canary Wharf, this is a very important trend for business travel (Ertuna, Karataş-Özkan and Yamak, 2019.
Also, since operating in central London is very expensive, Marriott Canary Wharf feels pressure to keep its prices low. Ghazi (2017) found that dynamic pricing employed by luxury hotels is now being challenged by alternative places such as Airbnb listings or boutique hotels which can offer guests better value and more choices. Hence, Marriott is expected to justify why its prices are high and also set itself apart with helpful services. Technology is not being used as much as it could be in event services. The hotel is not fully using smart conferencing, AI-powered booking systems or platforms for virtual events. According to Camilleri (2023), being successful in the hybrid and virtual events business means a property can offer flexible digital options and make sure virtual users feel connected with those attending in person. Due to its slow progress, Marriott misses out on hosting events for innovative corporations and organising events that blend physical and virtual experiences.
The hotel’s brand and its great location appeal to many, but its services are not keeping up with what customers are looking for. Because business and leisure are now often combined by travellers, this requires flexible cheque-in, working spaces away from the lobby and wellness programmes—none of which are fully offered at this hotel. In addition, when staff are not used to new technology, resistance within the organisation can slow down operations. As mentioned by Oreg, Vakola and Armenakis (2011), if employees are not on board or are not trained properly, it can prevent the hotel from improving its services and introducing new service models. All of these reasons demonstrate the strong need for strategic transformation.
[bookmark: _Toc199628262]2.3 STEEPLED Analysis
A STEEPLED framework is used here to evaluate the external factors influencing the hotel’s business travel segment.
Table 1:STEEPLED Analysis External Macro-Environmental Factors Influencing Marriott Canary Wharf
	Factor
	Impact on Marriott Canary Wharf

	Social
	Growth in bleisure travel demands rethinking room packages, check-in times, and wellness offers (TravelPerk, 2024).

	Technological
	The lack of hybrid conferencing tools and integration with digital calendars reduces competitiveness (Ivanov et al., 2024).

	Economic
	Inflationary pressures and budget cuts in corporate travel affect booking frequency (KPMG, 2023).

	Environmental
	Marriott's Serve 360 ESG strategy needs alignment with sustainable travel trends (Marriott International, 2023).

	Political
	Post-Brexit visa and travel restrictions affect inbound corporate guests, especially from EU markets (Whittington et al., 2020).

	Legal
	Evolving health and safety regulations impact the scale and configuration of in-person events (Deloitte, 2024).

	Ethical
	Demand for ethical business practice requires greater transparency in data use and emissions (World Bank, 2024).

	Demographic
	Millennial and Gen Z business travellers prioritise tech integration and personalisation (Haworth, 2023).


According to the STEEPLED analysis above, various external factors are playing a role in how Marriott Canary Wharf stands out in the corporate travel and MICE market. The rise of bleisure travel points to people wanting more flexibility and mixing their work and personal lives which means business offerings should now focus more on blending leisure, wellness and work. If Marriott adopts this trend the right way, it could gain customers who appreciate personal comfort and professional benefits at the same time (Buhalis and Sinarta, 2019). As technology develops, the hotel is not able to keep up with other advanced hotels. Because there are no unified hybrid conferencing tools and smart room technologies, it becomes less appealing to companies that want to attend meetings remotely with ease. Because of inflation and tighter business budgets, many organisations are now looking for more budget-friendly alternatives to standard business travel. 
[image: Bleisure Travel Market]
Figure 1:Bleisure Travel Market Global Forecast (TravelPerk,2024)
There are also more pressures because of environmental and ethical considerations. Because Marriott International has set its Serve 360 sustainability goals, the Canary Wharf site needs to follow environmental and transparency standards to stay credible with companies that now prioritise ESG when choosing suppliers. Meanwhile, changes in laws and event safety due to Brexit and other factors are causing new uncertainties and leaders need to handle them with care and planning (KPMG, 2023). Finally, the demographic transformation of the workforce introduces an additional layer of urgency. Millennials and Gen Z professionals demand personalised, digital-first experiences that Marriott has yet to deliver consistently across its London properties. This requires a rethinking of service design, brand communication, and workforce capabilities. Together, these external factors underscore the need for Marriott Canary Wharf to evolve beyond its traditional positioning, leveraging innovation and strategic adaptability to regain relevance in a fundamentally changed hospitality environment (Buttrick, 2009).
[bookmark: _Toc199628263]2.4 SWOT Analysis
The SWOT analysis below outlines Marriott Canary Wharf’s internal capabilities and external market conditions to assess its strategic positioning in the evolving business travel landscape.
Table 2: SWOT Analysis Internal and External Factors Affecting Marriott Canary Wharf
	Strengths
	Weaknesses

	Strong brand identity and association with premium business travel
	Outdated technological infrastructure for hybrid and virtual events

	Prime location within Canary Wharf
	Lack of diversified offerings for modern business–leisure guests

	High-quality service and well-maintained meeting rooms
	Limited agility in implementing change across large organisational structure

	Opportunities
	Threats

	Rise of hybrid events, enabling new revenue streams
	Competition from boutique hotels and Airbnb targeting business travellers

	“Bleisure” travel trend increases room night stays and spend per visitor
	Ongoing economic uncertainty and fluctuating corporate budgets

	AI and data analytics to optimise event offerings and pricing models
	Staff resistance to technological transformation and skill gaps



The SWOT analysis table points out that Marriott Canary Wharf enjoys important benefits, but it must also address serious challenges within and outside the organisation. Its strong points are its international brand recognition, a premium focus on business travellers and being in London’s financial centre. They form a solid starting point, especially when trying to attract high-profile business customers. The high level of service and maintained facilities also ensure guests are happy and are likely to book again in the MICE sector (Hossain et al., 2024). Even so, these advantages are not enough to compensate for the weak points. Technology at the hotel is old and does not fit the needs of the current business world, especially for hosting hybrid events. In addition, the inability to adapt rapidly within a large company stops hotels from implementing new ideas for travellers. The external environment presents growth opportunities, particularly through the expansion of hybrid events and the rising demand for bleisure experiences. Yet, these are matched by serious threats, including economic uncertainty, the proliferation of boutique competitors, and internal staff resistance to digital transformation (Sigala, 2021). To remain competitive, Marriott must address these vulnerabilities through targeted upgrades, strategic agility, and investment in employee upskilling and change management.
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The following TOWS matrix outlines strategic responses by aligning Marriott Canary Wharf’s internal strengths and weaknesses with external opportunities and threats.
Table 3:TOWS Matrix: Strategic Options for Marriott Canary Wharf
	
	Opportunities
	Threats

	Strengths
	SO Strategy: Develop business–leisure packages by leveraging a strong brand and Canary Wharf location.
	ST Strategy: Use brand influence to partner with tech firms for co-hosted smart events.

	Weaknesses
	WO Strategy: Invest in tech upgrades (AI, VR, hybrid conferencing) to meet bleisure and hybrid event needs.
	WT Strategy: Provide staff training to reduce resistance to change and improve tech adoption.


The TOWS matrix helps Marriott Canary Wharf organise its abilities and weaknesses and create strategies that fit the new trends in business travel. According to the SO strategy, using the strong brand and special location of the hotel, the business can promote business–leisure packages that meet the growing demand for mixed travel (Kipping and Clark, 2012). With this, Marriott gains the ability to attract travellers looking for flexibility, health and convenience, mainly in cities like Canary Wharf. ST uses its brand name to form alliances with technology companies which allows the two parties to cooperatively develop smart conferencing tools and hybrid event platforms. Marriott would become more competitive in the digital MICE sector which is still growing after the pandemic (Hospitality Lexis, 2024). Alternatively, the WO strategy recognises that a company’s tech infrastructure could be limited. Using AI, VR and technologies for hybrid conferencing allows the hotel to respond to the market and increase its range of event services. WT strategy also sees that some employees may resist changes and suggests that organisations should train and upskill their staff to help them adapt to new technologies. Taken together, these approaches give a practical and clear guide for Marriott to handle both present dangers and future opportunities.
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[bookmark: _Toc199628266]Because of both external trends and internal factors, the corporate segment at Marriott Canary Wharf has gone down. On one side, people are now favouring flexible meetings that use technology more than they used to (InEvent, 2023). Meanwhile, the hotel’s technology and workers are not fully up to date to provide smooth digital services. Mair and Jago (2010) say that for reconfiguration to be successful, it needs to happen before changes in the market become major. A lot of evidence points to travellers wanting more flexibility and many now choose to spend extra time on business trips for leisure (Macleod 2017). A lack of modular booking, digital concierge services or hybrid workspaces lowers Marriott’s attractiveness to millennials. It is particularly important in London since rival hotels are using AI for pricing and analysing guest data to stay ahead (Deloitte, 2024). In addition, how the organisation supports change readiness within its culture must be addressed. Both Newton (2010) and Baron and Armstrong (2007) agree that consultancy recommendations usually do not work unless there is strong change leadership, people are involved and clear progress is monitored. Marriott’s situation highlights the point that skimping on digital literacy and not adapting managerial thinking can stop any digital transformation. Being in the right place in the Marriott brand hierarchy gives each brand unique opportunities. Marriott International is said to be pursuing a plan to take over the entire travel wallet, according to Skift (2025). This makes it possible for Marriott Canary Wharf to set an example for the brand by adopting this larger vision. But for this to happen, local-level activities must be in step with global brand innovation plans which isn’t yet clear at the site.


3. Recommendations and Change Management
To recover business travel and strengthen its MICE (Meetings, Incentives, Conferences and Exhibitions) business, Marriott Hotel Canary Wharf has to use service innovation, digital upgrades and a new marketing approach. Following the trends in the industry, the way travellers behave now and the potential spaces, four main suggestions are outlined.
[bookmark: _Toc199628267]3.1 Recommendation
1. Hybrid Business-Leisure Packages
More and more professionals now mix business trips with leisure, and this has influenced the way people expect to be accommodated for business stays. As Lichy and McLeay (2017) and Tsaur and Tsai (2023) point out, bleisure travellers look for services that are flexible, convenient and integrate wellness. Because it is in a great spot, has fancy features and comes from a recognised brand, Marriott Canary Wharf can easily meet this demand. The hotel should come up with special hybrid packages that include high-speed internet, places to work remotely, early arrival and late departure and complimentary access to the fitness centre and sauna. They would introduce new things to appeal to travellers and make them want to stay longer which would also increase each person’s spending. According to Li and Pearce (2019), having wellness facilities on trips improves the satisfaction of people who travel for their jobs. This plan also helps Marriott fill its rooms during the week by attracting business travellers, then extends the stay of those visitors over weekends, making RevPAR more stable (Statista, 2024).
2. Investment in Smart Event Technology
The pandemic pushed many organisations to use hybrid conferencing, so digital elements are now common in their event planning. While Marriott Canary Wharf offers great physical space, it has not introduced new smart technologies such as virtual reality (VR) presentations, AI in running events or advanced live streaming. With these advances, the hotel will be able to win back its status as a top venue for events, especially for organisations with teams located in different places. Business Travel News (2024) points out that venues with advanced hybrid support are now seen as more attractive than those without. Marriott could team up with technology companies to help with branding and quicker launches. Ayyildiz and Cifci’s study (2024) shows that by making hotel space easy to adjust and use for various activities, hotels can offer more flexibility and satisfaction to guests in urban locations. Intelligent investment choices will help create additional sources of income and help fight competition with boutique venues and serviced offices.
3. Corporate Partnerships with Local Firms
Getting the business sector involved with Canary Wharf again is very important. Partnering with banks, consultancies, law firms and fintech companies in the area can result in Marriott receiving regular bookings on midweek days and these firms would be able to get negotiated rates, special account representatives and loyalty perks. They should be structured into tiers (silver, gold, platinum) depending on how much is booked and offer flexible ways to use the space (like reserving desks, meeting pods or rooms). Because teams are now holding more decentralised events and quarterly offsites, this model enables both fast occupancy and lasting connexions. According to Oxford Economics (2023), the financial services sector is set for a big boost in corporate travel between 2024 and 2027 and Marriott will benefit greatly. In addition, Becken and Hughey (2013) point out that placing event venues within professional networks is useful for getting new business and surviving operational difficulties.
4. Digital Rebranding of MICE Services
The hotel needs to use modern online marketing, SEO and cross-channel promotions to target event planners, executive assistants and HR coordinators. The old style of selling needs to become data-driven and tailored for the types of buyers the firm has today because of the pandemic. A modern MICE microsite ought to highlight 3D tours, different forms of hybrid meetings, reviews from satisfied customers and a booking interface that includes AI chat. By linking with LinkedIn and Eventbrite, the business can be seen by more interested people. According to Raza et al. (2023), digital rebranding is an important step for hotels to regain their share of corporate and group business. Likewise, Seyfi and Hall (2021) note that companies that improve their digital technology for travel are better prepared to handle shifts in professional mobility. With this approach, Marriott gains more customers, sees an increase in conversions and shortens the time it takes to make a sale. As being quick, simple and clear is important for B2B buyers, Marriott needs to emphasise technology and ease in its offerings.
[bookmark: _Toc199628268]3.2 Implementation Strategies
To successfully carry out the recommended strategies, Marriott Hotel Canary Wharf needs to rely on staff skills, new services and digital changes. They support the process of turning a vision into actual operational results. Change is largely made possible when staff learn new skills and use technology better. Because hybrid travel and virtual meetings are now common, Marriott employees have to adapt from conventional hospitality positions to digital service roles. As explained by Microsoft (2024), being future-ready in hospitality will depend on teams using CRM tools, virtual event platforms and AI for guest services. Programmes designed for specific teams should be put in place to help them feel more confident in using technology, with both incentives and digital help along the way. Also, Marriott should adapt its guest service policy to match the changing tastes of business-leisure travellers. It requires including flexible ways to book, on-request spaces and services that provide both business help and wellness options. According to Lighthouse (2023), this kind of hybrid model is crucial to survive and succeed in today’s flexible and individualised hospitality market.
These initiatives rely on strong digital infrastructure, especially with the hotel’s mobile app and web platforms. Updates in the platform should consist of real-time room arrangements, the ability to chat with event organisers live and a personal meeting planning area. Johnson (2005) points out that serving clients flexibly in uncertain situations depends on minimising obstacles between clients and the teams serving them. Improvements like these will speed up the process for customers, save time on paperwork and boost the trust people have in the brand. For HR professionals, Whittington and Molloy (2005) explain that managing change should be linked to developing employees. HR leaders within Marriott should involve themselves in communicating changes, redesigning roles and helping the organisation become more open to and willing to respond to new ideas. Because of the current UK economic situation and the strategies proposed by the CBI (2023), Marriott has to make sure its implementation plan is affordable, flexible and in line with the wider economy.
[bookmark: _Toc199628269]3.3 Change Management Models
Marriott Hotel Canary Wharf should use a formal change management process to carry out the recommendations from the strategy. Using Kotter’s 8-Step Model makes it easier to manage internal transformation, especially when dealing with cultural issues, new technologies and different ways of delivering services. The first thing to do is make sure everyone understands the dangers of not responding to the problem. Leaders at Marriott have to make it clear that a continued drop in business travel could make the company obsolete and stress that action is needed. This can be accomplished by holding regular internal reviews, analysing how to compare others and using data for explanations (Kotter, 2012). The hotel should then put together a guiding coalition by organising a team made up of department heads, experts in digital technologies and champions from the operations team. In the opinion of Whittington and Molloy (2005), including change leaders at every point in the organisation promotes accountability and encourages more people to support the change. During the third phase, the organisation gives teams the needed training, power and technology to decide on new ways to serve people. According to Mavridopoulou and O’Mahoney (2020), giving front-line employees power is essential to address the slow pace found in traditional hospitality.
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Figure 2: Kotter’s 8-Step Change Model (Kotter,2012)
Short successes like launching hybrid meeting options or upgrading the digital concierge should be celebrated to encourage the team. Such achievements build trust in the programme and give proof for its wider implementation. O’Mahoney (2021) points out that service-oriented consultancies need to show clear progress in scaling their services. Marriott should ensure that the new values become part of its organisational culture by including them in hiring, training and performance evaluation. By using feedback loops and internal communication, positive changes can be built into the organisation. Modern consultancy, as explained by Prospects (2024), requires people to be skilled in their field and also able to manage behavioural changes, unite teams from different areas and support their colleagues in becoming more resilient. Following Kotter’s model, Marriott Canary Wharf can smoothly shift from its current plan to become a proactive and competitive organisation.
[bookmark: _Toc199628270]3.4 Measuring Impact
To see if the strategies are successful, key performance indicators (KPIs) should be used that match Marriott Canary Wharf’s objectives. MICE revenue growth is the main way to judge how well rebranding, digital marketing and smart events technology are working. Watching monthly and quarterly earnings in MICE sales will show if the hotel is regaining its place in the business events sector. Another important KPI is the expansion of bookings from B2B clients, especially due to partnerships with companies in Canary Wharf (Economic Times Hospitality, 2023). Watching corporate contract volume, booking frequency and how much is spent by corporate guests shows the importance of loyalty programmes and specialised service. The percentage of seats filled at events needs to be watched closely, using Statista (2024) to check if they are on par with industry figures. It shows if the revamped meeting areas and new hybrid services are being used effectively. Experiential value can be measured by checking mobile app use, the results of surveys taken after the event and the rate at which people book events online. As both Seyfi and Hall (2021) and the World Travel and Tourism Council (2024) suggest, post-pandemic travel depends more on digital and emotional connexions rather than only on the number of visitors. Analysing tourism statistics from ONS (2024) can help understand the industry’s overall status.
[bookmark: _Toc199628271]3.5 Cost Evaluation
For the strategic initiatives to work, Marriott Hotel Canary Wharf should make sure resources are allocated after considering ROI and whether the plans can be put into practice. While it may seem expensive at first, the company will gain more revenue and become more competitive over time. The estimated cost of digital platform upgrades which add smart conferencing and enhance the apps, is £60,000 for software, integration and improving cybersecurity. Investing in digital infrastructure, as explained by Oxford Economics (2023), results in high profitability and a drop in customer service expenses.
Fitness equipment in rooms, meditation guides and more spa time is supposed to cost £15,000 initially, but they are predicted to raise guest satisfaction and encourage guests to stay longer in the bleisure sector. Digital skills workshops, obtaining external certification and coaching for change management will cost £25,000. Johnson (2005) points out that developing the workforce supports improvements in service and employee satisfaction. A budget of £30,000 might be necessary for marketing and corporate partnerships that cover trade shows, digital marketing and engagement events with clients. According to the CBI (2023), it is very important to spend on targeted marketing in order to attract consistent demand for businesses in the UK now (World Travel and Tourism Council, 2024)
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The plan highlights actions to fix the main challenges at Marriott Canary Wharf, for example, unused event spaces, fewer group bookings, inadequate digital services and difficulties in making the brand recognisable. Thynk.Cloud (2024) states that MICE plays a vital role in building a stronger hospitality industry after the pandemic, so focused investments are important.
Table 4: Action Plan
	Number
	Problem
	Solution
	Desired outcome
	Time scale
(m)
	Completion Date
	Planned Budget

	1
	Underutilised meeting rooms
	To install smart hybrid AV technology (high-resolution cameras, interactive screens, live streaming tools) to modernise conference spaces and attract tech-reliant organisation (Batinic, 2016).
	Increased mid-week B2B bookings and renewed interest from international and hybrid event organisers. Optimised use of underperforming spaces and re-established MICE revenue streams in alignment with industry sourcing trends (Cvent, 2024).
	3 
	30/09/2025
	£40,000 (single site)

	2
	Decline in corporate bookings
	To establish partnership tiers with fintech and legal firms in Canary Wharf, offering preferred booking rates, exclusive lounge access, and corporate loyalty rewards.
	Strengthened corporate relationships, improved weekday occupancy rates, and stabilised conference income through recurring bookings.
	2 
	31/08/2025
	£5,000 (contracting & marketing)

	3
	Lack of digital service delivery
	To launch a customisable mobile guest experience app with contactless booking, digital concierge, event calendar integration, and push notification promotions 
	Increased guest engagement and satisfaction (Macleod 2017). Higher booking conversion rate and improved retention of tech-savvy bleisure travellers.
	6 
	30/11/2025
	£20,000 (development & testing)

	4
	Low brand visibility in MICE sector
	To rebrand MICE services digitally using SEO-optimised microsites, LinkedIn campaigns, event planner portals, and 3D virtual venue tours.
	Improved brand recognition and shortened sales cycle for event organisers. Measurable uplift in inbound digital MICE enquiries (Hotelier Magazine, 2023).
	4 
	31/10/2025
	£15,000 (media & software)



The outlined plan, based on planned schedules and budgets, helps Marriott Canary Wharf recover its importance in the market and become financially stable. Through adopting hybrid innovation, involving partners and digital transformation, the hotel is prepared to offer better services for MICE and meet the needs of business travellers as they evolve. When hospitality projects are guided by strategic plans and standard frameworks, the success of the project is increased (Noordzife, 2014).


[bookmark: _Toc199628273]5. Conclusion 
This consultancy report has identified and analysed the major issues and challenges that are currently facing Marriott Hotel Canary Wharf in the post-pandemic business travel and events industry changes. A former shining star among corporate travellers and conference-goers, the hotel has witnessed a significant fall in its Meetings, Incentives, Conferences and Exhibitions (MICE) business, leading to a negative impact on its RevPAR, brand equity, and financial health. The dip in corporate bookings has been spurred by macro-environmental and company-specific drivers such as the move to remote and hybrid work plans across the board, the growing importance of digital conferencing tools and a lack of investment in intelligent event infrastructure. This has been further aggravated by increased competition from nimbler hospitality operators and alternative accommodation providers that are more attuned to bleisure customers and hybrid event requirements.
Employing strategic analysis theorems, which include the use of the STEEPLED framework, SWOT analysis, and TOWS matrix, this group report has imparted strategic perspectives in consideration of Marriott’s external environment and its internal capabilities. These instruments showed a healthy brand base and a promising location – however, they also uncovered pressing shortfalls, particularly in digital preparedness, service flexibility and change agility. The studies guided the creation of realistic, costed solutions that relate to the hotel’s historic identity and introduced new aspects in line with the needs of today’s corporate and hybrid guests. Key proposals included the development of mixed-purpose business-leisure itineraries, the hiring of intelligent event technology, the establishment of corporate alliances with local enterprises, and the digital rebranding of MICE services. Each of these recommendations was accompanied by an implementation plan with reskilling of staff, upgrades of digital platforms, and change management activities based on Kotter’s 8-Step Model. The group has set measurable results, underpinned by KPIs including MICE revenue uplift, B2B booking growth and engagement metrics. A detailed cost assessment was also offered to ensure investment and a return on investment (ROI), and the amount of investment was adjusted to the scope and potential impact of each strategy.
NexSphere Hospitality Solutions Ltd would also like to take this opportunity, in conclusion, and on behalf of all involved, to express gratitude to Marriott Hotel Canary Wharf for their support in facilitating this strategic consultancy project. It’s been an honour to work on such a world-class property and to provide progressive direction to ensure its longevity. "We continue to be committed to supporting Marriott on future transformation projects, and look forward to the opportunity to work with them even more following ASAPP's implementation as a long-term strategic partner." Marriott Hotel Canary Wharf is perfectly positioned to regain its position as London’s capital of corporate hospitality, thanks to an investment in digital capability, guest experience, and both readiness and capacity for the new types of leadership demanded by an agile world.
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