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[bookmark: _Toc181288934]Executive summary
Marriott, headquartered in the US, is a globally renowned hospitality brand that primarily focuses on its luxury portfolio. In recent years, the brand has explored midscale development opportunities across its operational markets. The Moxy in Shanghai, China is the newest midscale hotel in the Marriott portfolio and is an extension of its secured position in the South Asian region aiming to expand differentiated services among the bandwidth of travellers. The consultancy report is based on The Moxy Hotel in Shanghai, China and delineates the issues that the hotel faces.  
The Moxy Hotel further amplifies the issue concerning its profit margin despite the overall brand remaining highly optimistic regarding its growth potential. Much of Marriott remains dependent on its luxury portfolio margin and the addition of The Moxy is no respite from the already faltering margin of its midscale properties which in turn reduces the average rate of fees generated by Marriott. With the loss incurred by the midscale property, keeping pace with staff availability and its informed preparation aligned with its “Affordability” orientation adds to the issue of the hotel. A detailed investigation of the aforementioned issue of the hotel has been conducted. The findings indicate a plausible lack of revenue generation prospects in the hotel and an inability to achieve a coordinated balance of human resource distribution and utilisation across hotels in the midscale division.  Rethinking revenue management in the hotel remains opportune by encompassing the workforce management aspects such as training, development and education along with the conventional financial and customer-making focus.  Circumstantial staff unavailability exacerbated in the post-COVID-19 pandemic further drove down the revenue generation potential of the hotel. The findings on the hotel and the overall Marriott investor landscape confidently giving high valuation to luxury properties, suggest the necessity for leadership improvisation for the hotel’s development (staff preparation, service and experience offers) and distinct brand perception catering to the overall persona (midscale & young traveller characteristics) of The Moxy.  Moreover, mixed feedback has been offered by hotel guests on account of an unclear brand perception along with gaps in experience and service. This brings to the fore the effective utilisation of the resource-based view, alignment with the external market, contextual multi-stakeholder engagement, marketing and innovation practice in the hotel to address supply and demand parity which in turn shall contribute towards its sustainable competitiveness. The issue relating to technological transition in the hotel site further remains a complex endeavour which is constituted within the systems-wide overhaul of Marriott’s existing technological framework. While an effective deployment of a project management approach becomes imperative to facilitate the change, the overall initiative also should prioritise increasing the scope of HR to balance human potential and technology. Cognisance must be given towards the gig economy and its optimum utilisation, platform-based working to orchestrate the leverage of several advanced technologies and effective network utilisation.  
The macroenvironmental and internal findings of The Moxy in Shanghai, China by using appropriate tools namely, the PESTLE framework and SWOT have streamlined relevant solutions which are closely aligned with the issues aforementioned. The recommendations cascading from the solutions have been prepared accounting for the scale, scope and impact of the issues facing the hotel. 
[bookmark: _Hlk182329448]Recommendations offered by A-to-Z Consultancy to The Moxy Hotel in Shanghai, China:
· Improve the revenue generation bandwidth of the hotel based on the year-to-year goal of a 10% increase by maximising the potential of market and experience offers, hotel bookings and decisively leveraging human resources in the hotel. Consistent preparation of hotel staff aligned with its star ratings also needs to be given cognisance by the management working in liaison with the HR department. 
· Reallocate midscale human resources and drive their engagement within The Moxy as one part of the change scheme. Adopt a widescale adoption of e-HRM that links The Moxy in different operational markets to benefit the Shanghai operation in the areas of recruitment, employee engagement, organisational structure, creativity and innovation processes followed by an overall assessment. 
· Maintain an open arena for driving ongoing engagement with key relevant stakeholders for relationship building, feedback and insights to accommodate recurrent changes within the hotel premises along with creating a favourable ground for active transformational leadership which would further drive long-term revenue increase. Moreover, emphasis should be given to communication flows across The Moxy network which in turn would result in effective team clustering to be deployed in the Shanghai operations. 
· The revenue and resource redistribution strategy change paradigm also must factor in the contextual tailoring of HR practices giving cognisance to knowledge management and innovative performance whilst decisively balancing personnel management with the deployment of advanced technologies and analytics. HR department to further act as a cohesive facilitator administering the informed change and its coordination with the line managers of the hotel necessary for shared communication and developing appropriate risk-related responses towards revenue increase outcomes. 
· The hotel should further implement a price-based, distinct brand repositioning strategy aligning with its affordability ethos and overall persona of the hotel that orchestrates value creation through the efficient utilisation of human capital and other tangible assets. 
· The Moxy Hotel in Shanghai, China to monitor KPIs namely revenue per operating labour, retail spend in the hotel, occupancy ratio and customer service index giving prominence to quantitative measures and qualitative feedback scores as part of the overall change paradigm.
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[bookmark: _Toc181288935]Introduction
The increasingly competitive landscape in which the international hospitality and tourism sector operates offers substantial scope for its participants to properly implement strategic management. This is essential not only for a holistic and profitable value-driven disposition but also for strategy creation and execution which prepares and aligns their trajectory for sustainable competitive advantage (Okumus, et al., 2019) (Johnson, et al., 2020). Closely linked to such decisive yet ambitious deliverables are the effective implementation of project management and the ensuing management of change to ensure that the hospitality organisation remains steadfast in achieving sustainable competitiveness (Buttrick, 2009). Cognising the contemporary challenges impacting hospitality internationally and weaving the criticality of project management necessitates the intervention of high professional knowledge demonstrated through management consultancy to achieve project goals (Clark & Kipping, 2012). Accordingly, the report delineates the issue facing Moxy Hotel in the Asian market focusing on Shanghai, China. The hotel is part of Marriott International and the consultancy report shall be prepared acknowledging the key issue facing the hotel and its ramifications on the strategic and management aspects drawing in human resources.
Marriott International is a global hospitality brand whose portfolio covers a wide range of hospitality offers across 131 countries. While the hotel characteristically caters to the luxury and premium markets spread globally, the interest in midscale brands and the ensuing development of mid-tier hotel assets broadens the growth ambition of the hotel (Marriott, 2024). Moxy by Marriott is specifically designed for the mid-tier bracket and has a fun-loving persona manifesting the long-term commitment of the hotel chain towards the South Asian market for accentuating the overall growth of the brand (Hospitality World, 2024). Moxy Hotel in Shanghai, China will be the focus of this report. Alternatively, considering the importance placed on management consultancy, the interest in reforming and re-energising the client hospitality organisation should also factor in the contemporary advancements made in the field. They should include delving deep into the areas of knowledge management and transfer, consultant-client interaction and the practice of ethics within the domain of management consultancy (Clark & Kipping, 2012).  A to Z Consultancy strives to tailor consulting services specific to the hospitality sector and has a wide range of proven experience covering just five years from its inception. 
The client success repertoire of the consultancy firm provides a firm base to reduce the ambiguities often associated with management consulting such as the nature of knowledge, perceived superiority of the value of knowledge and project outcomes. The firm maintains partnerships with select international hospitality bodies and its consultants have consistently shown unwavering commitment to work under the modern communication regime and deliver uniquely placed value with a humanistic disposition. These measures also drive the traction for the consultancy whilst reducing growth and scalability challenges associated with small consulting firms (O’Mahoney, 2021).
Marriot International has a penchant for obtaining strong growth potential as viewed by the top leadership. While increasing its properties across markets in diversified formats has signalled its growth ambitions, the hotel chain continues to rely on the fees of its luxury brands. The midscale brands consisting of the latest hotel opening i.e., The Moxy in Shanghai, China, showcase a mixture of issues. The exponential rise in room counts that the hotel brand has achieved to date implies the readiness of staff which is to be made available for the markets and brands including The Moxy. Moreover, despite capitalising on the prime location in China i.e., Shanghai, the hotel continues to streamline owner fees while its addition to the midscale range of properties reduces the average rate of fees generated by Marriott. Balancing the incurred loss from the midscale property whilst keeping pace with staff availability solely relying on the margins generated from the luxury space can be problematic for the hotel’s long-term competitiveness. In addition, Marriot’s technological transformation in the face of accelerated technological developments also triggers appropriate change management in the hotel space alongside reinvigorating the hotel opening using project management tools (Noordzy, 2014) (O'Neill & Skift, 2024). Proper resource allocation and meaningful staff development alongside keeping pace with accelerated technological development (also a challenge) catering to the midscale hotel are crucial to stimulate hotel occupancy and service experience provisions amongst wider clientele which in turn can lead to meaningful growth and thus positively drive management fees. The investigation and analysis of the issue faced by the hotel shall position the dominant application of strategic analytical tools such as PESTEL, SWOT and TOWS. Appropriate usage of change management approaches including the relevant application of tools and theories in the strategic and human resources domain shall also be factored in the report.
[bookmark: _Toc181288936]1.Analysis of the issue(s)
[bookmark: _Toc181288937]1.1. Inadequate contribution towards revenue & resource distribution decisions
The prominent issue facing The Moxy Hotel is the inability to generate significant revenue adding to the total slump in Marriott midscale profitability and the corresponding reliance on the luxury profit margin to compensate for the loss. Despite the recent opening of the hotel which aligns with Marriott’s long-term commitment to Southeast Asia, the application of root cause analysis as a prominent project management tool would be vital to understand the causes that are not conducive to the revenue generation potential of the hotel after its opening (Noordzy, 2014). Using this methodology is beneficial to address quality problems impacting The Moxy which is impacting its revenue prospects (Ershadi, et al., 2018). The causes mostly gravitate towards the proper preparation of human resources and effective resource allocations between properties strictly in the context of human resource management. It is worthwhile that Marriott understands the essentiality of customer value which must be factored into the revenue management decision-making process and in the case of The Moxy, the provision to be creative and the attachment of an affordable pricing strategy were merely a few pieces which were impacted significantly by the uncertainty of short booking window in Greater China (Reuters, 2024). Rethinking revenue management by focusing on the human resource aspect, training and education rather than just the financial and customer aspects can be beneficial (Noone, et al., 2017). However, the contextual relevance of core RM processes can also be suited for the hotel scenario mirroring the COVID-19 pandemic adjustment rather than the inclusive list consisting of pricing, demand modelling, business analysis and forecasting (Guillet & Chu, 2021). 
Factoring the broader impact of the aftermath of the COVID-19 pandemic also remains a plausible cause which has widespread ramifications on business and society. Despite Marriott’s usual portfolio and The Moxy differing on the spectrum of intensive human resource utilisation and distribution, staff shortages experienced in major parts of Asia including China and their preparation for hospitality enablement presented a significant hurdle (Brammer & Clark, 2020) This is one aspect proving detrimental to the hotel’s revenue generation potential. This is one aspect to be addressed at The Moxy.


Alternatively, the leadership arena for positioning also needs to be fixed at The Moxy to reinvigorate investor confidence wherein investors attached to The Marriott always tend to give premium valuation to luxury assets (O'Neill & Skift, 2024). In terms of the new midscale properties at the Marriott, contemplating leader regeneration that distinctly reinforces the different brand perceptions is crucial to effectively streamline Marriott’s cumulative bottom line (Simpson, 2024). The alignment between the Human Resources Management and Leadership in such a scenario would be critical to The Moxy for contextually navigating people management attuned to the shared goal (midscale perception building) of the hotel (Leroy, et al., 2018). Moreover, a still-developing reputation and faltering income which beset the hotel further reinforce the faculty of leadership to facilitate better value creation within the hotel premises. However, chiefly enhancing service provisions alongside experience offers within the “affordability” category also has an impact on the hotel’s cost expenditures. This dilemma brings to the fore the usage of quality people data across the Marriott and extracting effective people and human resource allocation strategies that have driven positive results in other midscale establishments without compromising on affordability and its application within The Moxy. Areas within The Moxy that have links to business performance should be focused on such as sales, customer service and profitability (Barron & Armstrong, 2007). Furthermore, the mixed reactions from customers indicate a certain degree of confusion regarding the brand positioning of The Moxy and its cumulative propositions which include the price point and offered values. This brings in salience the relevance of resource-based view, external market, market-based and innovation practice together with adopting a multi-stakeholder engagement paradigm for holistic performance by addressing supply and demand tensions which in turn shall streamline The Moxy’s sustainable competitiveness (Westerman, et al., 2020) (Johnson, et al., 2020) (Delery & Roumpi, 2017). A decisive development that mirrors the Chinese market and its top-tier city (Shanghai) is crucial to The Moxy. 
[bookmark: _Toc181288938]

1.2. Navigating technological transition at the hotel site
Remaining attuned to the widespread acceleration in technological developments also remains an issue for The Moxy. At a time when the hotel giant has expressed a complete overhaul of its hotel networks, managing the individual entities (sub-system) as part of systems transformation is in itself a complex issue (O'Neill & Skift, 2024). Considering The Moxy’s existing playfulness and fun-loving band persona, which is typically centred on catering to the young generations, the comprehensive shift towards a high data-driven transformation factoring in the work staff also must mirror the affinity of the young generation towards gig work culture. However, the high level of autonomy, flexibility, task requirements and complexity, which further remain dependent on country contexts, can be difficult to manage  (Wood, et al., 2019) (Marriott, 2024). Moreover, aligning with Marriott’s technology transformational shift with a cascading effect on The Moxy, the relevance to increase the scope of HR concerning its capabilities, offerings and performance aligned with the digital future needs to be factored in the hotel site (DiRomualdo, et al., 2018). Alternatively, the adoption of platform-based crowd works may be beneficial wherein the leverage of several technologies orchestrates towards building new business models which not only can reduce cost burden but also can astutely manoeuvre regulatory requirements. In the interest of platform owners, configuring such practice in The Moxy can be a pertinent measure to balance human engagement and technology working in conjunction to create avenues of profitability and value creation in the hotel (Howcroft & Bergvall-Kåreborn, 2019). 
Personalisation, automation and the leverage of analytics are the key technological aspects that shall power the future of The Moxy. Any errors in transition that do not fully harness their potential can be detrimental to the hotel’s income and reputation. Judiciously leveraging the necessary digital and automation technologies shall be worthwhile for The Moxy to drive a loyal base and contribute to its bottom-line profitability (Marriott, 2024). Alternatively, to balance the transition, the hotel operators must explore the digital channels leveraged by Marriott. Currently, direct digital channels are the preferred option for Marriott for long-term digital and technology transformation. The utilisation of the channel partly fulfils the necessity to leverage social networks for technological aspirations across Marriott’s hotels. Specifically, capitalising on networks and organisational fields (network density, leveraging central hubs and broker positions) surrounding Shanghai, China can be beneficial. Furthermore, multistakeholder engagement representing the interests and preparations of relevant stakeholders in line with technological shift would be a critical aspect of strategic manoeuvre (Johnson, et al., 2020). A proper coordination of technological transition at The Moxy remains essential. 
[bookmark: _Toc181288939]1.3. PESTLE analysis of the external factors contributing to the issue(s)
Using the PESTLE analysis, the key external factors can be investigated with their corresponding influence on the issues facing The Moxy Hotel (CIPD, 2024). A discussion of the factors is provided below:
Political & legal- The Chinese political environment has a dominating influence over the affairs of The Moxy within the national territory. Streamlining the management of regional hospitality whilst fostering inbound and outbound tourism are potential areas for improvement. The re-election of Xi Jinping for the third term has a cascading effect on the designing of national and foreign policies, urban structure, educational and employment projections (Luo, 2017). 
These aspects in turn have a disproportionate influence on revenue generation and resource allocation scenarios as well as technological planning, yet to be realised for The Moxy. However, at present, while the conducive environment fostered for strategic cooperation includes Marriott’s portfolio in the luxury space, the Chinese political economy has a booming influence on the growth of the middle-income hospitality and tourism sector (Zhao, 2018) (PR Newswire, 2024). Moreover, abiding by regional policies and legal provisions is also crucial to The Moxy which otherwise would have a detrimental effect on its competitive positioning (He, et al., 2024). Substantially demonstrating competitiveness is highly necessary for The Moxy in the future scenario.
Economic- The growth of local economies outside the US is a prominent aspect highlighted by Marriott for its chain affiliates (Marriott, 2024). The economic growth in China in the middle-class segment, in particular, remains conducive for potential investments in midscale hotels in the race for value and experience offers (Statista, 2024). However, developments in the digital economy and growth in minimum wages may increase operational pressures for the formalised hotel sector accounting for both revenue potential and technological push (Hao, et al., 2024). 
Social & Environmental- International hotel brands including Marriott have introduced new cultural tides in China including language, culture, consumption, service and design concepts  (Zhao, 2018). However, keeping pace with Chinese firms within its hospitality sector is also important for The Moxy to address extant social and environmental problems aligned with a stakeholder-driven disclosure format (Lu & Abeysekera, 2024). Its negligence may further confound the issues observed within The Moxy.
Technological- Rapid advancements in digital technology are occurring globally in multi-faceted aspects. Keeping pace with their changes (data-driven channels, interfaces and processes) is relevant for The Moxy, especially concerning its technology transition initiative (HRM Guide, 2023). Unlocking the potential of future technologies and analytics while ensuring that network effects do not hinder the creation of a sticky hotel proposition is also essential (HBR, 2024). Developing a future-ready, automation-infused hotel is crucial for its competitiveness in the top-tier city of the Chinese midscale hotel sector. 
[bookmark: _Toc181288940]1.4. SWOT and the ensuing TOWS analysis of The Moxy
The SWOT analysis, presented in the table given below, shall compile the insights from the environmental analyses of The Moxy Hotel in Shanghai, China along with its resources and capabilities (Johnson, et al., 2020). 
	Strengths
· Young and friendly brand appeal. The “fun factor” draws in significant popularity.
· The hotel is affiliated with the internationally renowned Marriott which provides access to its significant resource support.
· Traveller ratings remain consistently positive (Marriott, 2024) (Tripadvisor, 2024).
	Weaknesses
· The design and layout of the hotel evoke lacklustre appeal among a few guests.
· Complaints of limited locational conveniences, faltering service and values offered. Unclear midscale brand positioning (Tripadvisor, 2024).



	Opportunities
· Growing demands from tourists and business travellers in top-tier Chinese cities
· The rapidly increasing middle-income population, lifestyle changes among the young population and high disposable income are the impetus for the continued development of the hotel. 
· Harnessing newer, advanced technologies through leveraging various networks and channels (Zhao, 2018) (Johnson, et al., 2020) (Mordor Intelligence, 2024).

	Threats
· High competition from other international, regional and local brands (Zhao, 2018) (Mordor Intelligence, 2024).
· Idea encroachment from other players along with consistent development of service and experience offers without compromising its affordability. 



SWOT analysis of the findings
Strengths & Opportunities
Clear segmentation of the target audience for the hotel and its offering. Precisely maintaining distinct sub-brand identities within the broader brand theme to capitalise on the preference of the growing middle-income population towards top-tier cities in China.
Distribute midscale people resources of Marriott in the hotel.
Leverage Marriott’s network distribution capabilities for enhancing technological solutions within the hotel premises whilst identifying and building new relationships in and around Shanghai, China (Johnson, et al., 2020). 
Weaknesses & Opportunities
Embark on deeper liaison with Chinese owners to better design and manage the hotel and operations including technology network arrangements as part of the overall experience.
Formalise and deploy a consistent service and value addition culture in The Moxy emphasising equally employee (staff and line manager) development in line with technology transition. 
Holistically contribute towards the hotel’s experience by combining employee and customer experience to reinvigorate positive outcomes for the hotel (Guest, 2017) (Plaskoff, 2017) (Barron & Armstrong, 2007).
Strengths & Threats
Create a niched experience offer through preferential stakeholder engagement and cost-focused innovation and service handling (Johnson, et al., 2020).
Leverage Marriott’s recognition within Chinese top-tier cities to streamline price-based marketing traction for the hotel
Weaknesses &Threats
Increase cooperation on an intra and inter-hotel provision along with inter-organisational front for reduced displeasure of hotel perception and enhancing future working (Johnson, et al., 2020). 
Maintain parity of staff for customers whilst ensuring their adequate preparation to reduce any service discrepancies in the hotel.
[bookmark: _Toc181288941]2. Change management and recommendations
Faltering revenue of midscale Marriott hotels in China, in particular, The Moxy Hotel must be managed effectively so that the hotel prospers in both the measures of guest satisfaction and financial growth. The improvement of revenue generation potential of the hotel involves looking at various aspects of the hotel namely, market and experience offers, maximising hotel bookings, decisively leveraging human resources in the hotel and continuing with staff service-facing preparation. Concurrently, the issue of technological transition also remains a reality to be properly addressed within the hotel premises. The management of multiple projects is palpable which can be compiled under a staged project management framework for their effective management. By enabling a centralised platform with effective prioritisation of projects, their scheduling, progress and outcomes can be tracked effectively.  Defining the project goals and objectives is also necessary whilst working with and through people which remains relevant as a consultant for driving and sustaining change within The Moxy Hotel.  (Buttrick, 2009) (Hodges, 2017). Emphasising increasing the revenue potential of the hotel, a SMART objective can be proposed wherein, The Moxy Shanghai should increase revenue generation by 10% year-on-year. The recommendations with the application of change management theories and techniques towards the fulfilment of the objectives shall be outlined in the following sections. 
[bookmark: _Toc181288942]

2.1. Broaden the human resource pool and enhance the development of service and experience provision in line with technological transition
Keeping pace with the requirement to improve the revenue at The Moxy is an essential requirement to streamline its competitiveness. This is a multi-faceted change initiative, one that needs to factor in different organisational components including employees, customers and other crucial stakeholders.  The organisational change to be fostered corresponds with the stage theory and the position of The Moxy in the organisational lifecycle which further has a linkage with Lewin’s three-stage model. Beginning with the requirement to widen the human resource pool at The Moxy, Marriott needs to relinquish its status quo of primarily relying on the high margins obtained from its luxury segments and reallocate midscale human resources towards The Moxy (Gulati, 2021) (Burnes, 2017). The preparation for the Unfreeze stage according to Lewin’s model involves the move for the organisational development process (Cameron & Green, 2019). The Moxy in Shanghai, China holds an early stage in the organisational lifecycle trajectory which further implies that the hotel should engage with the full patterns of e-HRM including recruitment scenario, employee engagement, organisational structure, creativity and innovation processes and assessment criteria matched with the other midscale hotels of Marriot. This move is crucial not only for reducing costs and time but also for enhancing the quality of service (Zeebaree, et al., 2019).  Although this change primarily focuses on the human resource aspect of change, the cumulative revenue increase year-on-year also must factor in other macro-level actors. Approaching this change takes the characteristics of complexity theory lending the support of multiple interacting agents who must be managed effectively to result in change and innovation behaviour within The Moxy. The static characteristic originally upheld by Lewin’s three-stage model is greatly undermined in the current scenario of the change regime at The Moxy and any recurrent change initiatives to progress the revenue aligned with the aforementioned objective require an ongoing engagement with relevant stakeholders (Errida & Lotfi, 2021) (Lewis, 2019). Initiating the resource allocation to be distributed equitably among the midscale Marriott properties shall form a part of the human resource “Unfreeze” stage wherein a good chunk of experienced hotel staff needs to be diverted to The Moxy. A key aspect is to take account of the young demographic constitution and the business process involved in The Moxy. By forming teams through clustering and then decisively taking measures to improve team composition, The Moxy would be able to achieve greater team performance with a cascading effect on its revenue potential (Zhao, et al., 2020). The Unfreeze stage and the change stage shall also necessitate the confirmed application of the contingency theory of HR wherein it becomes crucial to adapt and tailor HR practices suited to the Chinese market with an impetus given to knowledge management and innovative performance.  Alongside benefiting from the resource distribution whilst aligning also with the goals and aspirations of The Moxy would increase the scope for innovative performance building on a conducive culture. This, in turn, would improve the hotel’s competitive performance (Trivedi & Srivastava, 2021). 


Alternatively, topical themes for increasing revenue and driving effective resource re-distribution at The Moxy should integrate strategic HRM as well as e-HRM. While the adoption of the latter directly corresponds to measures of organisational performance such as competitiveness and profitability either through enhanced value creation and reduced costs as well as enhanced HR outcomes in the hotel, the implementation is, however, contingent on human resource differences between the home and host countries (China in this case). The applicability of personnel management frameworks in the context of The Moxy, already deployed in the software sector, can be treated as a baseline for the hotel (Gökalp, et al., 2020) (Marler & Fisher, 2013). Many aspects of advanced technology application in the HR processes such as applying artificial intelligence in recruitment and adopting a balanced approach in the management of the hotel’s human resources are contingent on the external and institutional contexts of China manifested in its top-tier cities, Shanghai to be specific (Upadhyay & Khandelwal, 2018). Acknowledging these developments can manifest in increasing the hotel revenue through various initiatives such as flexible checking options, availability of leisure activities and food establishments, upgradation in the hotel’s technological and support services and decisive development of locational experiences. The concerted change can be approached through the simultaneous application of other relevant change models such as Kotter’s eight-step change model and leadership change in the hotel’s premises whilst also reducing the service gaps encountered in the hotel. It is worthwhile to proceed with the change through the lens of strategic human resources management for a more balanced value chain coordination (Boselie & van der Heijden, 2024). Moreover, the activity is persuasive to combine the different fragments of the hotel such as employee staff, line management and the HR body and their combined endeavour towards revenue improvement and enhancing service culture. The HR body must act as a cohesive facilitator to properly assess the inadequacies within the hotel culture and enable the change trajectory to gain momentum (Whittington & E., 2005). An informed change in the way revenue management is restructured in The Moxy also must account for the multiple risks and uncertainties of the hotel business in a formalised manner and method. Priority should be given to standardised operating procedures within the hotel premises for shared communication and understanding of risk-related responses. The gravity of its adherence shall have much bearing on the perceived outcome of the hotel (Subramaniam, et al., 2011). 


Re-engagement of the hotel staff towards service and coordinating key stakeholders towards accentuating experience delivery within the hotel premises are also constituents of the overall project (Buttrick, 2009). Proceeding steadily with cognisance given to every aspect of the change requirement is a crucial step. The decisive application of Kotter’s eight-step model can be an initially planned measure to improve service culture and experience bandwidth at the hotel (Burnes, 2017). Clarifying the role of leadership (top and middle line) at The Moxy and creating plausible accounts for change to drive their active transformational support is necessary to steadily support the eight stages of the change model. The approach should include high-urgency creation, clear and shared vision, intra-hotel communication, proactively addressing resistances and obstacles, creating and celebrating short wins, practically driving and celebrating success and installing the new changes for service and experience enhancement (Kotter, 2012). The change design also should be prominent about long-term behavioural change assimilating key stakeholders (technology networks, vendors, hotel customers and employees) in the multi-stakeholder scheme as part of the complex system to advance outcomes for triple bottom line performance (Stahl, et al., 2020). Modelling the leadership as a systems steward would be essential to foster the agency and involvement of the participants and use persuasion as a means to drive lasting change within the hotel (Cialdini & Martin, 2024). A comprehensive action towards the agenda focusing on resource allocation, staff preparation, increasing revenue bandwidth, leadership and stakeholder involvement remains crucial for the change strategy. 



[bookmark: _Toc181288943]2.2. Build distinct brand positioning for the hotel’s target audience
A distinct clarification of the hotel brand among the target audience of The Moxy is crucial for properly developing its perception and communicating to posterity. By applying Lewin’s force field analysis, the stimulating forces for administering change in the brand perception of the hotel namely, inconveniences of hotel customers, mixed ratings, improper classification of visitors and only taking a broadened young, fun-loving persona outweigh the extant homeostasis (force against change) of the still new hotel. Combining the application of the McKinsey 7-S model to identify the most critical area of organisational culture and informed stakeholder engagement, the work routines, processes and assumptions within the hotel need to be reconsidered and restructured to cater to the expectations and requirements of the hotel travellers in line with their stay and activities.  Activating the desired direction for distinct brand positioning among the travellers reinforces the necessity for strategic change within The Moxy (Johnson, et al., 2020) (Errida & Lotfi, 2021). For example, The Moxy can adopt the strategy of price-based brand repositioning wherein the development of the hotel offerings corresponds to the requirements of the target audience whilst aligning with its affordability ethos (navigating through competition) at all times and further showcasing the outcomes through its ratings. This is a manifestation of a combined implementation of a market orientation and repositioning strategy for brand development (Xia, et al., 2020). The repositioning strategy can be branched on the following tangible aspects of the hotel namely, clear segregation of the hotel brand offers and their relevant signages across the hotel’s marketing platforms, and redesigning and addition of amenities whilst consistently maintaining its midscale service quality promise. Looking into the people aspect, harnessing the pool of human resources and streamlining their sourcing, motivation, development and retention is further necessary to build the employer branding for its competitiveness in the Chinese midscale hotel sector (Maheshwari, et al., 2017).  Moreover, ensuring proper disclosure of the strategy implementation is also necessary for the value creation process involving human capital management (better handling of operational efficiency and driving down costs) and their performance to benefit the hotel and its relevant stakeholders (Barron & Armstrong, 2007) (Xia, et al., 2020). The combined effect would influence the decision-making process of travellers and also be indicative of the performance and competitiveness of The Moxy Hotel.



[bookmark: _Toc181288944]2.3. Outcomes, success rates and measurement of the recommended strategies
The simultaneous management of the different change projects manifested through the identified aforementioned strategies is as crucial as the delivery of the implemented strategies for The Moxy Hotel. Adequate control mechanisms must be devised which include formal and informal methods wherein the outcomes of the strategies are monitored (Buttrick, 2009) (Johnson, et al., 2020). The first strategy developed for The Moxy involved a people redistribution strategy and comprehensive cohesion for revenue improvement. The cumulative strategy shall concurrently manoeuvre the hotel through the hurdle it faces to streamline adequate revenue potential. By driving adequate resource reallocation across the midscale hotel ranges of Marriott, The Moxy would be able to harness their relevant experience, address work staff gaps in service delivery and remain flexible to the demand and supply requirement of the hotel. The other aspects of the strategy are aligned with driving better engagement with key stakeholders in the project. They shall include fostering effective communication with salient stakeholders such as harnessing technology networks and technological hub spots within China and streamlining the relationship pipeline for advanced automation benefits, guests for feedback and suggestions for improvement and measurement for overall employee experience and their contribution towards The Moxy. The success rate of the revenue-facing strategies shall involve segregating relevant key performance indicators (KPIs) providing an account of The Moxy Hotel’s sales, occupancy and service quality benchmarked with its midscale affiliation and technology-infused automation balanced with human experience. Measures can include revenue per operating labour, retail spend in the hotel, occupancy ratio and customer service index. These indicators can further be deconstructed into sales generated per quarter, revenue generated per room, stay length and operating profit (Weber, et al., 2019). Closely monitoring these aspects based on the annual 10% increase year-on-year can be prospered through interaction, coordinated working and streamlining avenues for future development and experience provisions to garner traction and build loyalty for the hotel. Integrating the KPIs towards integrated total revenue management shall streamline the varied and complex decision-making process and outcomes of the hotel under one canopy. Handling multiple data sources with a readiness to deploy advanced technology at relevant interfaces is highly admissible to effectively manage the huge volume of data for swift interpretation, taking necessary actions on further change requirements and celebrating achievements (Josephi & Melissen, 2017). 
Moreover, by enabling a distinct price-based brand positioning strategy linked with the segregated offers of The Moxy Hotel shall also drive increased returns for the hotel. They can be achieved through efficiency gains and personalising prospects for relevant hotel customer segments within the catered young generation.  The relevance of sales volume per offer, repeat customer spend and social media metrics under the marketing and competitive set ratios shall provide insightful coverage of the success related to the strategy (Weber, et al., 2019). Concerning the overall achievement of the KPIs, the developed strategies have combined the technical aspect of the hotel as well as people-facing requirements. Their alignment with The Moxy’s affordability goal and young persona also necessitates that the individual staff and team-level engagement cooperate and synergise towards the collective achievement of the KPIs. In this regard, quantitative measures (mentioned above) can be combined with qualitative feedback scores (from customers and employees) using service and experience-based questionnaires (Donkin, 2017). The combined measurement would give a fuller account of the success of the relevant strategy outcomes.
[bookmark: _Toc181288945]3.Action plan
	Number
	Problem
	Solution
	Desired outcome
	Timescale
	Completion date
	Planned budget

	1.
	Inadequate staff availability in the hotel and distinctly develop the brand perception of the hotel (people-focused)
	Facilitate staff movement across The Moxy for supply and demand parity.

Form team clusters to administer different divisions of the hotel aligning with its persona and affordability orientation.

Streamline leadership development and training opportunities for the staff & steer the workforce towards the hotel’s goals.
	The Moxy shall remain flexible to address market demands and meet the desired level of service and experience development in an efficient way.

The team formation would increase the bandwidth of effective decision-making moderated through knowledge transfer and efficiency-driven innovation outcomes.

Overall increase in the hotel’s performance in increasing the revenue potential of the hotel.
 
 
	





Within the first year and ongoing as necessary
	










Targeted to be completed by 1st November 2025 followed by monitoring outcomes
	





To allocate £50,000 which shall include staff transfer costs and salary expenses. The proposed budget shall also include external leadership programme fees and training expenditures.

	2.
	Keeping pace with the future technology requirements of the hotel
	Extract relevant technology information from the direct digital channels.
maintained by Marriott.
 Create new partnerships with technological participants in the Shanghai area to amplify technology transfer to be harnessed in the hotel.
	 Incorporating advanced technologies across the hotel HR, operations and customer interface areas is crucial to generate newer experiences and polish service delivery. Utilising a prescriptive methodology for strategically selecting essential technologies shall be beneficial for balancing cost overrun and experience delivery (Fang & Partovi, 2022).
	






1-5 years
	






2029
	







To allocate 5% of the hotel revenue for technology procurement and strategic partnership formation.

	3.
	Blurred brand perception and driving holistic revenue
	Create distinct hotel offers with their relevant branding catering to specific segments of the target audience.
Roll out a meaningful forum for key stakeholder (internal and external Chinese market) interactions.
	
Segregate and then streamline revenue capture for cumulative revenue increase.

The feedback and direction received from stakeholders’ participation would be realistically weighed and negotiated to identify and work on revenue avenues (aligned with the triple bottom line) which in turn can streamline the sustainable competitiveness of The Moxy in Shanghai. 
	


1 year







Ongoing
	


1st November 2025





Annually monitored
	




10000 (branding and marketing expenses) & ongoing annual stakeholder formal meeting costs



[bookmark: _Toc181288946]Conclusion
Extending a formal note of gratitude to The Moxy Hotel in Shanghai, China, A to Z Consultancy would like to outline the findings made on the hotel followed by the proposed recommendations towards the identified issues. The hotel suffers from a plausible lack of revenue generation potential and an inability to harness effective human resource distribution balance across Marriott’s midscale ranges.  The issue also conflates workforce management, staff unavailability and proper leadership direction. Its ramification is further felt on the inadequacy of a blurred brand perception of the hotel which has led to mixed reviews from customers. Moreover, keeping pace with technological transition in the hotel premises and balancing its leverage with human potential remains an issue which must be addressed properly in line with the systems-wide overhaul of Marriott’s technological framework. The analysis performed on the hotel included the application of the PESTLE framework along with SWOT and TOWS for the elaboration of relevant environmental factors on the issues and streamlining solutions for deployment. Recommendations include improving the revenue generation bandwidth of the hotel, streamlining its holistic delivery and distinctly informing its brand perception among customers. 
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