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EXECUTIVE SUMMARY 
With the quick speed of technology advances and the high rate of integrating it into daily life, consumers need new IT services. They demand this from hotels as well. Yet the sector has still been falling behind the demands, not being willing to deliver the new developments in technology. Now management has begun to take care of the guest’s expectations and is mindful that technology is a very strategic asset and is beginning to change its tactics in consequence. In this report we will analyse the problems that the Sheraton Skyline has experienced during the last few months of business, before being forced to close due to another lockdown, using an implementation of technologies as a first strategy. To understand what the best path to take could be, we will use methods such as PESTEL and SWOT analysis. Furthermore, a new app concept will be proposed to implement the guest experience, presenting an overview, a marketing strategy and a revenue strategy, for a new less expensive alternative compared to the large online travel agents who are monopolizing the sector.























INTRODUCTION
Technology consultancy for hospitality
In the modern concept of consultancy information technology, there are two fields that IT consultants have value: systems preparation, or building your structures to be flexible, stable, and ensuring that the systems maintain current expectations are met, and also on a continuous commitment to keeping your systems up to maintaining their current requirements. Many IT consultants are often engaged in restyling the technological rehauls, such as large-scale refreshes, or are retained for the long term after a facility is in service. (Hotel Tech Report, 2020)
We use our expertise to help pick out the right mix of software and hardware, giving the necessary data to make the technology run as smoothly as possible, and prepare the hotel for the future. in terms, newly acquired assets would have to make sure that the system is integrated properly with the management team; to provide an example, a contractor may provide advice and help to ensure that the installation of the central reservation system is smooth.
The consultant is in charge of evaluating current and established building systems or of carrying out a tender process for new and existing construction as well as directing the application of a new building procedure for the most modern software or creating a tech stack or also an all-encompassing technology training curriculum to optimise technology use (Lam, Cho, Qu, 2007). External technology is always brought in as there is a radical technology shift to the direction of a property and creating a new property that has replaced all the current technology entirely.
Those who serves as a consultant in the area of hotel or guest household technologies are also engaged in projects such as adding new capabilities, providing, and preserving access for broadband, securing and protecting a hotel and guest computer networks, Wi-Fi security and related maintenance projects.
The consultancy will also offer a brand-new app to implement for the hotel along side to the Bonvoy members app, this innovative app would, definitely help the Sheraton skyline team and create a new guest experience. Here following the overview in detail:
This software assists guests as they start to prepare their travel, up to the stay and including checking out. The software is present in all levels of the guest experience. The idea begins with a similar-sized Online Travel Agent framework with location and date analysis, and also involves a chatbot that acts as a travel advisor. This option supports the customer implementing the classic list of facilities, by offering guidance, it can lead the customer in making the right option for their journey. The channels would include hotel’s ads, and the visitors would have the choice to access them. When the user clicks on a hotel, will be able to see details about the property and customer feedback, as well as the opportunity to check out virtual reality. The profile would display the various prices and the visitor will position the reservation directly to the property, allowing the hotel the chance to manage their guests. 
The concept would not end at the reservation, but the software will provide a new interface of the system where you have easy access to every facility available from the hotel. Customers would be able to do an online check-in, call the hotel, and take advantage of any pre-arrival facilities available on the hotel's app.  At this stage, the consumer has rented the property and is ready to travel.
Several hotels and independent developers sell applications accessible on smartphone devices as the Bonvoy member phone application. Innovative, would be connecting the two application forms into a unified programme. If the customer has checked in and his profile is activated, he may join the hotel “in-house” services on the same app where he booked. The platform would be provided to facilitating bookings, order, and other services about the hotel, restaurant, spa, business rooms, and room service. The software can enforce all customer-performed intervention to eliminate human interaction, accelerate operation, and deter human errors. In the hotel, removing remote controls, phones in the bedroom, buttons, switches, curtain regulators, or thermostats. This choice would allow the guest to completely monitor their space from their phones. Although the organisation has no requirement to implement the inventions, they would be ranked according to their proposal. 
A fundamental ability in Hospitality industry is remembering guest tastes and all other information. When it comes to forgetting information, this can contribute to expensive errors. Today, tourism patterns are in a constant state of instability. A great example could be allergies, about 44% of British adults suffer from at least one allergy and the number of sufferers is on the rise. 48% of patients had multiple allergies (Mintel, 2015). Hospital admissions for anaphylaxis have seen a 615% rise in the last 20 years in the UK (Turner, 2015). In the app is an important aspect the guest profile that does not come from the hotel party, but from the guest All in the profile would be complete by the guest, who will then share openly or privately with the hotel. Rowan McFeat (2020), hotel manager at Coworth Park, notes that visitors today put a strong emphasis on rapid service. This is why it is important to obtain as much knowledge about them ahead of time. McFeat explain that the company launched “nexus” app this year to allow, with 10 hotels in five separate countries, to capture any information about their visitors, and thereby provide better anticipatory service. Any business protects their data from any competition by holding it to themselves. Research shows that when people are appreciated and remembered when they visit an hotel implement their positive feedback. It is the purpose of a self-completed profile to make everyone “regular guest”; the visitor would be asked to enter the most relevant information, including location, email, and visa, as well as medical details, including allergies or diseases that may concern the host facility. This profile would emerge while the guest book the hotel. The guest profile would not be a public dominion; a significant issue of the 21st century is cyber-safety. 



Sheraton Skyline 
Sheraton skyline is a wonderful hotel, built in the late ‘70s, with more than 300 rooms, is not only a classic airport hotel, but the clientele is also wide and offers an incredible range of facilities. From the more classic conference rooms to a great pool area. The F&B department has multiple choices, an American sport bar, for a more rustic experience and Madhu for an elite Indian cuisine. As a bar offer, there is a pool bar and Starbucks for a quick coffee. 
As stated, the clientele at the Sheraton Skyline is wide and they can host from entire air crew for one night, to families for entire weeks during the summer. Therefore, is important to accommodate a quick and simple service for those who have limited time at the hotel and offer every comfort to those who spend most of their holiday in the hotel. There are some special offers, however most are directed to Bonvoy Members, that is a close membership program for Marriott loyal customers.
Standard rooms are provided of TV, WIFI connection, phone, sitting area with a desk, additional tray with amenities. On the 4th floor, the club rooms and suites. (Marriott International, 2019)
Sheraton Skyline is a great airport hotel, with great opportunities, however our company, before to start the consultancy on site, took record of different reviews from the hotel’s customers, focused in particular on the last few months. We carry out a careful assessment on the way the hotel is working on four main topics:
· Covid restrictions: due to many negative reviews our team could understand that the team has some difficulties on organization of the facilities and it happened to create some uncomfortable situations with the customers, which lead to a bad feedback. (Tripadvisor, 2021)
· Team communication: moving around the department we could report some lack of communication, many tasks are still carried out on paper, this makes enormous space to simple mistakes.
·  Electronical devices: many technologies applied from the hotel are very dated and sometimes are not working, starting with the rooms key machine, which many times forced the guest to come back at the reception to ask for another key.
· Softwares: in particular for reservation team everything still printed and manually typed in two different softwares, ending with four different people across two department to check every reservation to make sure there are no mistakes. In housekeeping, twice a day, the head housekeeper has to call personally front office to make sure the requested room for check-in are ready.
We also had a meeting with the General Manager Mr Paul Davis, where he has stated that he wants a “new beginning” with the reopening after covid restriction. However, one of the important reasons, for which we accepted this task and important topic og the meeting, is a massive refurbishment due in the spring. The hotel has been built in late 70s and even if has a beautiful structure the interior needs a refreshment, the company decide to invest several millions to refurbish every room and give a more contemporary touch. This aspect plus the reopening after lockdown give us few months in advance to train the team and, more important to implement some new technologies in the hotel to give a more accurate and bespoke service.

[bookmark: _Hlk67264298]SCOPE AND ANALYSIS
PESTEL and SWOT analysis
In order to take any decision to proceed on our action plan is vital to assess any macro factors can affect the hotel (Notesmatic, 2017). Thanks to the meeting with the GM we could fix some goals and highlight the weak links inside the company to work with. Now we take a look on every aspect will be take in consideration on this transaction, creating a fundament to move on a more specific action plan.
We set technologies implementation and how any category of the analysis would react.
· Political: nowadays stepped back to a second page news, Brexit, still a vital changing for the hospitality industry. The labour demand will be decreasing and will be more complicated hiring international workers. Customers will need to be well knowledgeable to understand any changes in laws and business trips could decrease.
Covid 19 restriction, will completely change the way we work; however, we already had a taste in the past year. It is vital to understand and improve with any request the government issues
· Economic: the sterling rate, due to the Brexit will play a possible small impact on the industry, business customers will be very careful on a possible rise or fall on Brexit time.
After a year and a half in strict lockdowns and the reopening of the airports a great number of travellers will look for the best deal for holidays. Due to different restrictions in each country, travellers will check economic opportunity as a first factor. The company will face a hard recover from the economic hit.
· Social: health and safety, customers will look for the safest place on the list, the hotel will face different customers, that from basic needs will add different ways to deal with virus precautions. 
· Technological: The hotel has a wide range of clientele and their response to new technologies must be calibrated for their kind of stay. (Aktas, Aksu, Çizel, 2007)
· Environmental: sustainability brings another big topic that effect tourism, ecotourism is very great trend in the industry and the Government is proposing legally binding targets in priority areas to drive significant and lasting environmental improvements such as cleaner air, cleaner water, less waste and more biodiversity (Ukhospitality.org.uk, 2020).
· Legislation: increasing technologies brings new precautions regarding cybersecurity and due to Brexit, the hotel will have to examine new legislations regarding GDPR.

Thanks to an articulate PESTEL analysis we can understand how macro elements are impacting the business and we have now a starting point to decide which part could be more reliable with an implement of new technologies.
To narrow our research and design the right action plan, following the PESTEL analysis we created a SWOT to see clearer the leverage the hotel could use on the reopening 
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HARMFUL

	
INTERNAL ORIGIN
	STRENGHS:
· Wide clientele
· Wide offer
· Great position
	WEAKNESSES:
· Lack of communication
· Dated building
· Lack of training

	
EXTERNAL ORIGIN
	OPPORTUNITY:
· Refurbishment
· Reopening
· New app
	THREATS:
· COVID-19
· Brexit
· New trends




FINDINGS AND RESULTS
Why technology in hospitality?
The Internet is characterised as "the world's largest computer network, transmitting data from one continent to another in the blink of an eye" (Parson and Oja, 2013, p.16). The writers agree that the internet has a huge effect on a large variety of market processes. In the tourism and hospitality business, the internet has been found to have had a major impact on networking activities (William and Curtis, 2008), distribution facilitation (Schneider, 2010), marketing practises, and even corporate culture (Moutinho, 2010).
Parsons and Oja (2013) correctly identified the introduction of electronic point of sale (EPOS) and payment management systems (PMS) as significant benefits presented by internet-related technology to the restaurant and hospitality industries. The benefits of these schemes, according to Parsons and Oja (2013), include lower operating costs for businesses, customer comfort, and speed of operation.

 One of the most important impacts of new technologies on the tourism and hospitality industry, according to Parsons and Oja (2013), is online reservations systems. Major travel agencies including Expedia, Orbitz, and Thomas Cook, along with medium sized tourism and hospitality businesses, have online reservation capabilities on their official websites. Online travel technologies save companies in the travel and hospitality industries a significant amount of money that are otherwise wasted on employees making reservations manually. (Research-Methodology, 2014)
Furthermore, according to Mihalic and Buhalis (2013), although the large percentage of tourism and hospitality businesses have embraced different components of new technologies to some degree, there are significant variations between businesses in terms of the scale and type of that adoption.  Mihalic and Buhalis (2013) claim that although part of the hospitality industry has successfully integrated technologies into their sources of competitive advantage, others have still to take advantage of new opportunities.
The biggest obstacles to increasing the degree of convergence of ICT with various other business processes in hospitality firms, according to Mohapatra (2013), can be categorized into two parts:
To begin with, hospitality business owners can underestimate technologies potential contribution to the bottom line. Management may believe that investing in Technological devices is only for big enterprises with large budgets, and these managers may dismiss investments vital for their business.
However, Mohapatra (2013) convincingly argues that ICT may have major benefits to hospitality companies, and that these benefits could be linked to marketing and networking activities. Mihalic and Buhalis (2013), as well as Thomas, share this viewpoint (2013).
Second, the use of ICT in different corporate systems among hoteliers has been related to financial difficulties.  Following, Mohapatra (2013) affirm, although when hospitality company managers realise the significant benefits of technological adoption to different business processes, full-scale application adoption can prove difficult due to financial constraints.
Vermaat (2013) recognises this issue and suggests that hospitality businesses with limited budgets gradually integrate new technologies, beginning with simple but powerful resources like setting up social networking pages and using Skype and other online connectivity channels.

Software for Hotels
Evaluated the importance and difficulties of implement technologies in the hotel industry, the consultancy required an analysis on the possible adoption of hotel software, due to the external renovation will be able to give a new look a the hotel, however the use of old software will not change the performance. 
Reservations, front room, back office, housekeeping, guest management, and even billing processes can be all automated with hotel management tools and make the Sheraton life much easier.
The hotel industry employs two forms of hotel software:
• Hotel programme that is built on-site
• Hotel programme that is hosted in the cloud
Both the programme and the hardware have advantages and disadvantages. However, selecting software that meets a hotel's needs is entirely up to the particular company. The Channel Manager assists hotels in monitoring their inventory delivery and rates in real-time through multiple networks (such as OTAs, GDS, and holiday rental portals), as well as receiving reservations from them. As soon as a booking is made, the device updates the most recent availability on all related networks (Oltean, Gabor, Conţiu, 2014).

Booking Engine: The website's online booking engine is in charge of displaying their availability. It works in tandem with your hotel's website and social media accounts to generate immediate, commission-free bookings (Kim, Lee, Law, 2008).

Hotel POS System: Sheraton has a wide offer of food and drink facility, so a connected high level POS system is vital, a higher percentage today pay with apple pay or google pay and most of the customers with cards, also due to the type of clientele the payment service must be fast and easy.
There are two kinds of restaurant POS schemes, similar to hotel software:
1. A POS method for a restaurant that is situated on the property.
2. A cloud-based point-of-sale system for restaurants
The most appropriate POS scheme is chosen based on the size and specifications of the F&B offer.

Technology for Analysis Management: In a range of sites, the property earns public feedback. Checking and responding to such feedback from each platform's is a tedious process for hotels.
As a result, the hotel could use review management tools to seamlessly capture, track, and respond to all online feedback.

Loyalty Program Software: Based on the facts, loyalty schemes are the surest way to ensure that current customers choose the Sheraton Skyline hotel over others.
A loyalty programme software assists the hotel in keeping track of all of their loyal guests' information, accumulated loyalty points, and incentives, as well as streamlining all aspects of loyalty programme administration (Barker, Kandampully, Lee 2003), already in use by the Bonvoy membership.

Extras: So far, we listed the most important technological innovations for streamlining the hotel's main operations, some already in use in the Sheraton, other needed for an update and so to a completely new adoption. However, other goods, known as third-party integrations, are needed for smooth operation.
Integration with, for example:
1. Accounting programme that allows you to keep track of revenue, transactions, payables, and receivables.
2. self-check-in kiosk (CBCNews, 2014)
3. Approve and process internet payments via payment gateways.
4. SMS gateways for sending a variety of messages to the visitors.
5. To ensure the protection of rooms, use an electronic key card or some other door lock interface (Gruen K. 2013).
6. Passport scanners for verifying and storing guest information.
7. exchange currency kiosk
Hotels must implement a wide variety of technologies to ensure automation of up to 90%, based on the actual situation.
Along side to the new software, the consultant advice the adoption of the new app, as overview stated at the beginning of the evaluation, will be easily inserted in the hotel through a completely nonaggressive marketing strategy
Mobile apps are rising quick on the hospitality market, however there are still big companies who owns most of the market and new ideas are struggling to come out, during the research has been important to assess some statistic referring on mobile apps to understand the aim of the concept. 
Statistics on mobile travel bookings reveal that 21% of US travellers use a smartphone to book their journeys‌ (Kutschera, 2019). Mobile has raised its market share of total online travel bookings steadily, but nearly 80% still choose to use a desktop or laptop to book (‌TravelDailyNews International, 2018). It is apparent that most people study to find details and rates on their smartphone, but eventually making the final booking on their laptop. The critical elements that customers need for them to book with trust are always missing in mobile travel websites. The loss of faith may be due to worries over getting the right price; browsing on a desktop or laptop helps customers to review all choices in one location ‌(SaleCycle, 2020). Travellers love the speed and additional features offered by apps and the added value they offer customers when planning journeys. 79 percent of individuals liked this functionality the most when using travel apps, especially with regard to getting price updates ‌(Statista, 2020). The value of data for travel applications should not be overlooked by hotels and agents. It has been found that if a travel app does not have a positive user interface and a facility to help the user locate what they are searching for, then their app will end up being one of the 50 percent that will be removed during the first month of installing (fatbit.com, 2017)
We can understand that mobile apps are slowing taking a slice of the market, in particular giving the opportunity to be faster and adding notification to keep the customers always connected, however the travellers are still preferring the laptop to compare several options and if the app it is not useful it is easily deleted. Users love notifications, and updates, and feeling that the app really helped them to build up their trip. 
The three aspect of the app are helping to aim on every necessity of the customer.
The customer will need a platform where to compare multiple locations, this the first function as OTA of the app will cover the topic, and will guide the user to help them for the best decision, avoiding the same users to run away to have a better picture.
Even if the final booking will not be made on our app, the user will be able to access to every “in-house” service, therefore we have another chance to retain a customer. Offering, reviews, comments or picture, the app could always been use at the end of their trip. 
However, if all of the above fails, will still have opportunity to build customer loyalty through the guest profile and give them the chance to feel a “regular guest” everywhere and avoid remember everyone his preferences or allergies.
The perfect marketing
We can give the most ancient definition of marketing thinking of a demand satisfied from a supply chain, during the years that lead us to a transformation of market where the supply chain was producing more than the demand asked, introducing strategy to over-sell more products that the demand did not really needed. However, in the last decades we witnessed an ultimate transformation where the supply chain has already produced something that the demand does not know yet that will need and will be essential.
A very simple example could be the smartphone that today is in the 68% of the population pockets, with double the number from the previous data in 2017. 
Amazon took this strategy and made it one of its fundamental pilar, with innovation and progress. Therefore, today it is not enough anymore to look at the market and see what the people need and then supply it, however, you need to look at the market and ask yourself “what the people will considered indispensable, but they do not know yet”.
According to the studies was important to create the necessity to come back on the app several times during the “guest cycle” or create multiple reason to download the app (Espana, J. 2006).


 The cycle suggests every action the user can do from the moment he thinks about a future trip and never stops, that give us opportunity to build a continuous use from the customers that are willing to proceed every step on the same app, having a faster and more precise result. However, thanks to the research, has been important understand that the customers will probably complete some of the steps on other website or apps, with the cycle, will always be an opportunity to go back on the app to access to a different offer, therefore will be avoided a big percentage of users deleting the app for a one-off usage. And create an interest for them to go back on the app.
Creating a precise cycle for the app it is not only convenient to build a loyal relationship with the guest but also to attract them. The first time the guest will have to use the app will not be in one specific step, however, will be possible at any moment of the trip. If we take for example, a guest who never heard about the app, and booked the hotel room on any OTA, once he enter the hotel could be suggested to use the app for the “in-house” services, and we have an opportunity to have the app downloaded that lead the guest to discover all the other offers, or once the guest leave the hotel could be requested to write a review on the app, therefore many action can be taken for the first time on the app not necessarily connect to the first step 

ACTION PLAN
	
	
	

	Latest hospitality trends
	Sheraton is using several different software, sometimes within the same departments.
	Adopting stand-alone hotel apps is a thing of the past. The hotel must keep up with the new technologies and implement the strategies that the majority of established companies pursue in an environment where changes happen on a daily basis.

	Best employee experience
	In the hotel is clear that this multiple software are creating communication problem and a overcome of manual tasks on top of the computers, making employees really frustrated.
	In this case, will not only facilitated the connection within department, however also the control of the management team, who will have access to a bigger picture on the situation.

	Integration troubles
	Has been reported a continuous integration and updating on the hotel’s different software, that at the time slow down the employee’s performance and creating a continuous requirement of training.
	With a single all-in-one software, the training for employees will be reduced and the performance will be always smoothly in every task, without increase any complexity (eZee Editorial Team, 2016).

	Real time hotel performance
	The Sheraton has conflicting databases because the hotel management solutions are not coordinated. Therefore, get separate reports from each system.
Since each programme is limited to a certain collection of activities, reports would be generated accordingly. As a result, merging the data and then analysing the whole hotel results becomes very inconvenient.
	With a centralized control the hotel could have the entire control on the general performance. getting merged reports of reservations, online distribution, marketing, bookings, and revenue generation. (Collins, Cobanoglu 2008)


	Multiple software supplier
	If most of the software are from different supplier, as for the Sheraton case, they must manage numerous arrangements, fees, and assistance on their own.
They, also, must maintain contact with each seller, which takes a lot of time and decreases productivity.
The main issue is that the systems' files are scattered.
There will be no centralised storage and each device will have its own way of handling and recording the guest database.
	A consolidated guest database is crucial to impart a good guest experience.
Chasing several vendors becomes obsolete when you have a full package of hospitality management technology from one provider.
For the hotel, it is a only one expense; there is only one deal, one invoice, one customer service, and one point of touch.
The Sheraton will have unified access to the storage of all their data. As a result, it eliminates every matter regarding scattered data.

	Live inventory delivery
	Hotels like Sheraton Skyline receive booking from multiple sources such as OTAs, website, walk-ins, phone or local travel agents. Creating easily overlapping results on different programs or department, overbookings and adding manual work to keep update the system. Often, we could appraise overwork on reservation team to keep the rates and bookings updated, sometime unsuccessfully. 

	Connecting channel manager, hotel software and booking engine. That means that every change on inventory or rates will be reflected on all platforms. Therefore, the hotel's most recent availability is preserved across all platforms, preventing overbookings and allowing to use 100% of available inventory. The refreshed rates also decrease the rate disparity concerns.

	Software’s cost and maintenance 
	As highlighted in the “integration troubles” different softwares always requires an additional cost for updates and keep the hotel in a endless outcome dedicated to this technologies, but also they had to integrate new ones when the old does not work up-to-date. 
	Switching for a single software all connected could cost more to the hotel upfront, however, it definitely gives an important stability in the long run, and as specified in “multiple software’s supplier” the hotel would deal with a single developer.

	Cyber-security concerns
	Unfortunately, the company is not new to big scandals related to data breach, for the consultancy was vital to improve the cyber-security. The hotel has access to sensitive details about the visitors and the system includes critical data about the business.
Sheraton has to deal with evolving security policies using separate systems, vulnerable to data leaks and breaches if the encryption procedures and processes are inconsistent.
	The Sheraton will not be concerned with specific app protection controls because there is only one manufacturer. The technology supplier will have to ensure that the measures are compatible across the whole system.
A PCI-DSS compliant (Payment Card Industry Data Security Standard is an information security standard for organizations that handle branded credit cards from the major card schemes) optimised hotel management framework is available from a the software suppliers. These systems use an encrypted database, and the providers adhere to all PCI-DSS protocols to protect the hotel’s information.




The consultant focused his action plan on an all-in-one software system, creating a specific improvement in all the issues at the Sheraton highlighted during our first visit. We trust that if the hotel makes the changes written above, with a thorough update meeting for employees, before the reopening they will be ready for much better results.
It was important for the consultant to evaluate the safety of the budget set for this consultancy. As we know, the major investment will be given by the renovation of the structure and the re-furnishing of the rooms, but the hotel has a different budget for these needs. In the installation of new software, as recommended by the consultancy, the hotel has allocated 25,000 pounds. The consultant, unfortunately, was unable to present precise prices on these new software, due to the strictly confidential seller-customer agreements of these companies, but nevertheless provided a possible forecast. Companies such as micros-opera offer a base price for their software of $ 15,000 (Taylor, 2017), giving a window of another 10,000 to reach our budget and be able to choose among the best products. Furthermore, the consultant was able to ascertain that these companies have a very convenient policy for large companies, such as Sheraton, and favours customers looking for all-in-one software, another detail that favours our hotel (Quora.com, 2020).
By managing a large part of the budget for the implementation of the new software, we have devised a different strategy to make the app concept more affordable. If we take, for example, the earning methods of large OTAs, they charge hotels on the amount of rooms sold, forcing them to pay high percentages and therefore having to change their rooms' rates in order to make a good profit (Abrate, Fraquelli, Viglia, 2012). Furthermore, since the application is a new option on the market, we want to guarantee hotels that will use it a gradual investment directly proportional to the amount of customers that the app will attract. So, if Sheraton were to decide to add this app to its service, giving a more complete touch to its guest experience, and due to covid restrictions to give an alternative with less human contact to their customers, it would no longer have to pay a percentage on the rooms sold, but a very small sum on the clicks received by the hotel advertise, therefore, being able to monitor the real influx of customers in comparison to the views generated by the app and therefore decide without a large upfront investment if it can be a real improvement for the company.




CONCLUSION
Thanks to this consultancy we were able to highlight the problems of the Sheraton Skyline, starting with an overview of the structure and analysing the feedback left by customers, continuing with a face-to-face meeting with the general manager who helped us understand the position and objectives of the hotel. The consultant then continued with a PESTEL and SWOT analysis to understand what the potential and threats are internal and external to the structure, notifying Brexit and Covid-19 as the greatest threat. Thanks to these analyses we have stated that an implementation of technologies would have radically helped the performance of the business and we have highlighted the positivity of adding new technologies in a hotel structure, going into detail, describing the kinds of software that would have brought good results to the Sheraton. Once we found the problems and the possible solution, we designed an action plan, to better compare how we would solve these problems with new software, adding the benefit of the app we proposed from the beginning of the consultation. Concluding with a careful analysis of how the proposed budget for the consultancy could be used.
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