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1. [bookmark: _Toc199073839]Executive summary

This consultancy report aims to give a comprehensive strategy for The Savoy Hotel London (Strand) to keep its prominent market position, strengthening customer relationships and meeting modern guest expectations in an ever-changing environment. A thorough and detailed analysis of The Savoy, there are several aspects to be examined. 
The internal and external factors had an impact on the operations and the future success of a historical hotel, like The Savoy.  The identified factors were further broken down into more detailed segments to analyse the root causes of challenges, and identify strength, opportunities and advantages The Savoy can leverage. 
Strategic analysis models have been used in the preparation of this report. The STEEPLED analysis analysed the impact of several external factors affecting the operations of the hotel, for example political, economic and social implications. In addition, SWOT matrix was drawn to find The Savoy's strengths, such as historical heritage and service quality, and weaknesses that could hinder its development, such as a lag in technological development or high exposure to suppliers. However, there are also many opportunities, such as the growth of an environmentally and socially engaged guest base, the spread of green tourism or the personalisation that digitalisation can bring. Threats also include new market entrants, economic uncertainty and increasing price sensitivity of travellers.
Based on the TOWS analysis, we have proposed strategic recommendations for the hotel that combine existing resources and competences with external opportunities. For instance, combining The Savoy’s already existing high-class image with environmentally conscious thinking, and embracing technological innovations can significantly increase customer experience. By applying Porter’s model, we are striving to understand the drivers of the luxury hotel industry, as well as the possible threats.  We have drawn the conclusion that differentiation, value-based service development and an experiential approach are essential for long-term market success.


The strategic proposals cover several priority areas, which are interconnected. The analyses have found that the already existing customer base of The Savoy is composed of high-class guests seeking similarly high-class services at a historically elite hotel. Nevertheless, due to the intensifying competition in the market, The Savoy has to extend its customer base to the generation of younger travellers in order to maintain competitive edge. This new customer segment is however more environmentally conscious and digitally active, which requires innovations to be implemented in the hotel. Furthermore, as the next step, staff needs to be informed and trained for the new sustainability policies, processes, as well as the new technological tools used. So our technological, environmental and training-related recommendations walk hand-in-hand within the implementation process.
In terms of the exact details of our proposals, in the context of digital development, digital support for the guest experience is essential: to this end, a mobile app and automated booking system are proposed. In the ESG area, in addition to environmentally conscious investments such as energy saving light and water systems, AI-based food waste reduction schemes are recommended. Staff training and satisfaction is also a key issue, as premium services can only be delivered by well-trained staff (Mandelbaum, 2022). To this end, we propose training programmes and materials that support staff to learn the new skills necessary for the usage of new apps and booking systems. When it comes to brand communication, there is a need to fine-tune the brand image and introduce targeting campaigns and loyalty programmes that can create an emotional bond with guests. 
For the implementation of the recommended changes, Kotter's 8-step change management model was used. The process begins with creating urgency, followed by building a leadership coalition and articulating a strategic vision. It then involves the whole organisation in communicating goals, removing barriers and securing momentum through short-term wins. Embedding long-term goals requires a culture change and the consolidation of new operating principles. This model allows for a smooth and resistance-free transition while fostering commitment at all levels of the organisation.



Based on our experience, we have proposed to measure the effectiveness of the recommended steps by a set of pre-defined indicators. These cover not only the measurement of guest satisfaction levels, as one of the most basic indicators in the hospitality segment, but also booking conversion rates, online activity of website visitors, examining sustainability performance indicators, and last but not least monitoring the internal processes such as staff engagement rates and employee satisfaction. We are expected from the intervention large-scale impacts enhancing brand image, increasing guest loyalty, reaching a new target customer group, while making The Savoy’s own employees happier and increasing their engagement. With the integration of sustainability guidelines into the hotel’s policy, The Savoy’s international reputation and credibility will also improve among the increasingly environmentally conscious travellers. 
The incurring costs of the proposed developments have been thoroughly examined and planned taking into account the revenue of the hotel to ensure that the integration of the proposals will be a feasible, recoverable investment, eventually. Several sources have been examined in the market in order to provide the most relevant and current prices to our client.
In conclusion, we can deduce that with the introduction of our recommendations The Savoy will not only have a great brand image built on traditions to maintain and further extend its current market position as a luxury hotel, but will also become a hotel that looks into the future, catering for the needs of the environmentally conscious travellers of today, leading to long-term success. The modernisation of such a historic hotel as The Savoy means renewal. Retaining its heritage as a luxurious elite hotel, but investing in technological innovations and integrating them into its operations, enabling The Savoy to take another step higher in providing extraordinary services.  


2. [bookmark: _Toc199073840]Introduction

London’s luxury hospitality segment is experiencing a massive growth in the past few years. Tourists from all over the world are flooding into the city, which attracts new investors and hotel chains opening modern and high quality-service hotels. This trend has a major impact on the market and on older, historical hotels, such as The Savoy. According to Walsh (2024), in the past two years, over a dozen luxury hotels were opened in London, which boast with not only modern design, but also provide innovative services with aggressive pricing strategies. If Savoy cannot keep up with these expectations, it could lose part of its exclusive customer base, reduce occupancy and come under even more pressure on pricing. Competition is therefore not only a challenge, but a compelling force for renewal.
The Savoy is an exclusive and luxurious hotel, looking back on more than a hundred years of history, offering high-class services. The hotel itself is also located at the heart of London, along the river Thames. Currently, The Savoy offers its services in over 250 rooms, restaurants and bars, mixing Art Deco and Edwardian styles. The hotel serves as a favourite residence for celebrities, members of the high-class elite, royalties, as well as tourists eager to experience the luxury of London (Savoy, 2024).  
About us
Cerebro Consultancy is an independent strategic consulting firm that provides businesses, institutions, and non-profit organisations with tailored solutions for growth, competitiveness, and sustainability. We believe that real progress is based on thoughtful strategic decisions, rigorous analysis and a people-centric approach.
Our services include strategic and business development consulting, market research, brand positioning, operational efficiency improvement, crisis and change management. Our approach is that there is no one-size-fits-all recipe: we approach each project with in-depth analysis, thorough situation assessment and client-tailored solutions.
Our experts have a widespread expertise and knowledge in the areas of hospitality and management, businesses and financing, marketing and brand management, change management, as well as leadership, committed to driving excellent and inclusion. Our value-driven approach helps us to meet the highest work standards and provide the best services for our customers and partners. 
At Cerebro Consultancy, our goal is for our clients to not only adapt to the changing environment, but to actively shape it. Whether it's a start-up or an international brand, we believe that every organisation can find its own path to lasting success, and we provide professional, human and strategic support along the way. Our objective is to provide support and guidance with our decades of expertise to enable companies to strive in their own market environment bringing the best out of their potential. 
In order to provide the best solution for the problem, Cerebro Consultancy created an analysis plan including different frameworks to be applied. STEEPLED, SWOT and TOWS analyses are particularly suitable tools for analysing the current challenges of the Savoy Hotel. STEEPLED provides a comprehensive picture of the macro-environmental factors, such as economic, social and legal influences that determine the hotel's room for manoeuvre. The TOWS matrix allows an active strategic comparison of strengths and weaknesses with external opportunities and threats, thus supporting the development of specific actions. Their combined use allows for a complex yet focused analysis. As per the recommendations to be introduced to the company, Kotter’s 8-step model is applied to handle the process of change management. 
3. [bookmark: _Toc199073841]Analysis

The aim of the analysis is to provide a comprehensive overview of The Savoy’s current situation about inner and outer circumstances, opportunities, and challenges, by using a structured and strategic framework. The analysis builds on 3 pillars, the STEEPLED analysis, the SWOT matrix and last, but not least, the TOWS analysis. The joint results of these three elements will provide us the basis for the recommendations for The Savoy.
3.1 [bookmark: _Toc199073842]STEEPLED analysis

The STEEPLED analysis is a framework that examines eight key factors of the external environment, namely social, technological, economic, environmental, political, legal, ethical, and demographic aspects. Its application is particularly relevant in the case of the Savoy Hotel, as its operations are closely linked to macro-environmental changes. 



	STEEPLED ANALYSIS

	SOCIAL FACTORS

	In recent years, customer expectations have changed significantly. Today's travellers are not just looking for luxury, but also for experience-based services, sustainability and personal attention (Booking.com, 2024). There is also a growing demand for culturally conscious service, from both guests and employees. The Savoy's historical background and traditional image are an important asset, but at the same time also a challenge to appeal to younger people who prefer modern lifestyle.

	TECHNOLOGICAL FACTORS

	Technological innovations and advancements have transformed every aspect of the industry. Contactless check-in, digital concierge services and customer analytics based on artificial intelligence are now standard requirements in the premium category (NewGen Advisory, 2025). As a historic building, the Savoy has a particularly difficult task in integrating modern systems without damaging the original character of the place. If it does not move fast enough, its competitors can easily gain an advantage.

	ECONOMIC FACTORS

	Events of the past years, including the pandemic and the inflation crisis have all contributed to the rise of living costs, and as a result, decreased the profit of hotels. Although luxury hospitality is a market where price-sensitivity does not play a crucial role, but increased competition and global uncertainty still mean long-term risks on expected revenues.

	ENVIRONMENTAL FACTORS 

	During the past years, sustainability and environmental friendliness is an increasingly important aspect for guest when it comes to choosing a hotel. The trend of so-called "green luxury" is no longer a trend but an expectation. Nowadays, when environmental activists are becoming major influencers of the society, more and more people are setting them as an example to follow in all areas of their life, including leisure time and when choosing an accommodation for their holidays (Sun and Nasrullah 2024). 

	POLITICAL FACTORS

	The political uncertainty and changes in Great Britain has led to serious labour shortages, as many Eastern European hospitality workers left the country. After the Brexit vote, the UK experienced a surge in the number of Polish and Eastern European citizens leaving the country, which poses a major challenge to several companies and segments of the industry The Guardian, 2017). Visa restrictions are also making visiting processes inconvenient and lengthy for foreign visitors, which might be a discouraging factor when opting for a destination.

	LEGAL FACTORS

	The hotel industry is a highly regulated sector, especially in London. Changes in labour and tipping regulations may have a significant impact on operations. For example, Savoy Grill might also face some legal action as some charges have been added to the final bill, which do not end up in the employees pockets, which is against the Employment Act of 2023 (Lutrario, 2024). Even though these regulations protect employees, disobedience may also pose a threat to the retention of waiters and waitresses at Savoy Grill restaurant.

	ETHICAL FACTORS

	Guests and staff alike are more and more aware of the need for ethical manners. This includes fair working conditions, equal rights and opportunities and maintaining an ethical supply chain. The Savoy's reputation can only be maintained if it operates not only legally but also in a morally transparent manner, particularly in the areas of labour management and guest service.

	DEMOGRAPHIC FACTORS

	The Savoy's clientele involves predominantly upper-middle class and elite travellers and international travellers. However, members of the new younger generations of Y and Z come with different needs: they are looking for digital services, clean design and sustainability. Responding to this demographic shift including new a communication style, brand refreshment and service expansion is essential to maintain future relevance in the market.



Summary: From the results of the STEEPLED analysis it can be deduced that the Savoy Hotel faces complex challenges that are arching over several important areas, including economic social, legal, technological and environmental aspect. The most important factors affecting hotel operations are the changing customer preferences, which is also interconnected with the environmental factors, as the increasing awareness in environmental and sustainability concepts affect guest choices, as well. In addition, the demographic changes manifest in the need of customers for more modern and digital solutions, such as self-check-in facilities, as the modern customers of today are increasingly independent and are keen on choosing such hotels, where modern technologies are easily available for them. Political and economic factors also shape the hospitality segment as rising inflation, political uncertainty around Brexit, and visa/working visa requirements also pose challenges both to hotels, foreign employees and visitors alike.
Out of these several influencing factors the two major ones are the social and technological factors. The challenges identified under these factors are the most burning situations that need to be addressed by this report. 

3.2 [bookmark: _Toc199073843]SWOT analysis

The SWOT matrix provides one of the foundations of this analysis. It helps to identify all those factors that are necessary for the creation of the long-term strategy and change management framework that can be built upon for the transformation process of the hotel.
	STRENGTHS
	WEAKNESSES

	1. Strong brand name and reputation         
2. Excellent location
3. High standards of service and facilities

	1. High maintenance and operating costs
2. Technological lag
3. Limited target customer base (only the elite)

	OPPORTUNITIES
	THREATS

	1. Sustainability enhancements
2. Digitalization and smart technologies
3. Taking advantage of domestic interest and ‘staycation’ trends
	1. Intensifying competition in the segment
2. Economic uncertainty and inflation
3. Increased customer expectations and price awareness







1. STRENGTHS
Strong brand and reputation: The Savoy has created a very strong brand image during the years of its history, which means reliability, luxury and high quality services for guests.  
Excellent location: The hotel is situated in the heart of the city along the river, which gives a competitive advantage over its rivals.
1. WEAKNESSES
High maintenance and operating costs: The maintenance of the historic building and the high level of staff training include significant costs that may reduce the flexibility to improve competitiveness.
Technological lag: Although many improvements have been made, digital transformation and modernisation, such as the utilization of mobile apps has been slower than in case of other competitors. New competitors in the luxury hospitality segment are one step ahead of The Savoy, as they cater for a wider array of guest profiles by providing improved guest experience for the members of the younger generations as well. 
Limited target customer base: Currently the Savoy focuses its attention and services to a limited customer base, which is composed of high-class, elite guests. However, with the rising competition, serving this narrow segment may not be enough for maintaining its dominance in the market. 
2. OPPORTUNITIES
Sustainability enhancements: As the number of environmentally conscious travellers increases, green hospitality operations and environmental, social and governance compliance are not only expected, but can also be a brand reinforcing factor (Alnawas et al, 2024). 
Digitalization and new technologies: Developments such as mobile applications an automated booking system, AI-based customer feedback management may all improve overall guest experience and increase efficiency, at the same time. 
Taking advantage of domestic interest: There has been an increased demand from the side of locals for domestic luxury accommodations, which Savoy can further exploit by creating special offers and packages exclusively for these guests. Together with the extension of its customer base strategy, this could serve as major additional revenue for The Savoy. 
3. THREATS
Intensifying competition in the luxury segment: New entrants pose a major threat to already existing market participants and their customer retention efforts.
Economic uncertainty and inflation: Increasing expenses, workforce shortages, and post-Brexit financial hurdles affect costs and profits. 
Increased customer expectations and price awareness: Guests are progressively demanding better quality at reduced prices, creating added pressure on pricing and innovation approaches.
The Savoy has a strong market position, but also needs to adapt to technological and sustainability requirements. Brand building, ESG integration and digital developments could be the key to future success in order to overcome rising competition in the luxury hospitality segment.

3.3 [bookmark: _Toc199073844]TOWS analysis

The TOWS analysis was the next tool to be applied, as it is a great matrix to determine and prioritise the actions necessary for The Savoy to take if their objective is long-term success in the luxury hotel segment. The matrix combines strength, weaknesses, opportunities and threats in such a manner that by the end of the examination the challenges and issues faced by The Savoy are turned into solutions. 
	
	Strengths
1 Powerful brand
2 Extraordinary services and service-oriented organisational culture
3 Valuable history and tradition
4 Brand of the elite
	Weaknesses
1 Lack of technological developments
2 Limitations to attract younger generations
3 Increasing customer expectations

	Opportunities
1 Environmental consciousness/ sustainability
2 Changing customer dynamics
	SO Strategies


	WO Strategies



	Threats
1  Increasing competition in the market
2 Loosing valuable customers due to lack of tech innovations (being “old fashioned”)
3 Danger of losing reputation due to unskilled employees
	ST Strategies

	WT Strategies





1. SO Strategies - Strengths + Opportunities: offensive strategy
Powerful brand + Increasing demand for sustainability: Savoy's iconic reputation offers an excellent opportunity to become a leader in sustainable luxury services. Innovative and green initiatives, such as AI-based food waste reduction and the application of renewable lighting and water systems can further enhance the brand's appeal to conscious modern travellers (Schwarz, 2025).
Extraordinary, traditional services + changing customer dynamics: The Savoy is renowned for its refined guest experience. This could be complemented by the introduction of such services which could be particularly appealing to younger target groups, as well as members of the Y and Z generations, including mobile apps and an automated booking system. As a result, guests can choose themselves which services they wish to opt for. Customers of today are independent who wish to make the choice themselves. 

2. WO Strategies - Weaknesses + Opportunities: development strategy
Lack of technological innovations + increasing customer expectations: The Savoy is slightly lagging behind its newly appearing competitors when it comes to the usage of innovative technologies. This is also due to the fact that historical buildings are more difficult to alter, however The Savoy can compensate for this by partnering with other companies, such as tech start-ups to develop modern systems or application that meet the ever-increasing customer expectations.
3. ST Strategies - Strengths + Threats: defensive strategy
Elite brand image + loosing brand reputation due to unskilled employees: Savoy's great brand image has placed it at a favourable market position in the luxury hospitality segment. This position is threatened by the new market entrants, who are offering a wider array of services on a higher technological level appealing to an extended customer base. In order to keep up with the competition, The Savoy needs not only to implement technological innovations, but also train their own employees to be able to provide exceptional services while utilizing the new systems and applications. 
4. WT Strategies - Weaknesses + Threats: retreating/defensive strategy
Technological lag + increasing competition: Technological disadvantage is a serious competitive disadvantage, especially against fast adapting new players. Savoy should develop a digital transformation plan, with a particular focus on data-driven operations and guest profiling, which could in return be used for tailored services for the identified focus groups. 
Summary: The TOWS analysis shows that The Savoy has a number of valuable internal resources that can be strategically leveraged to exploit external opportunities. However, the lack of technological adaptation, generation gap and market pressure require urgent responses at the organisational level. The aim is to develop an adaptive strategy that preserves the Savoy's heritage while making it relevant for 21st century travellers.


4. [bookmark: _Toc199073845]Recommendations and change management.

The following segment of the consultancy report is the next integral part of the document, as it provides interpretation to the analysis and our recommended actions for the development of the current status quo of the hotel. The proposals are presented in a detail-oriented manner in order to best assist the needs of our client. A chart has been designed in order to represent the root cause of the challenges as well as the inherent issues that require immediate solutions. The recommendations are followed by the change management part, where a guidance and action plan are provided on the implementation of the recommendations. In addition, to provide The Savoy with a full perspective, a thorough cost analysis is attached with the latest market prices of the necessary developments to be implemented. The action plan also enables the hotel management to gain an insight into the timeframe of the transition process, as well as the possible implications from the side of staff management and employee engagement. 
[bookmark: _Toc199073846]
Employee training
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Figure 1: Breakdown of problems and solutions (Own edit, 2025)


4.1 Recommendations
After careful examination of the analyses carried out previously, several proposals have been defined in order to bring the best out of the opportunities, strength and current economic, social and market situations around The Savoy. Based on our thorough analysis, our recommendations cover two main areas: technological improvements and sustainability compliance. Furthermore, in order to implement these changes successfully two additional areas are involved, where developments are crucially important: employee trainings and marketing.
[bookmark: _Toc199073847]4.1.1 Customer experience and technology
An advanced mobile application which has self-service check-in option, room service ordering and other convenience features could further enhance guest satisfaction and also attract customers from different segments and generations, as well. Members of the Y and Z generation are prioritising convenience and a self-service check-in opportunity and limited interaction with staff would be an attractive feature the hotel should offer (TripAdvisor Insights, 2023). Furthermore, in the era of digitalisation and technological revolution, The Savoy is highly recommended to catch up with the latest technological innovations as the new market entrants are already presenting such features in their service portfolio. 
[bookmark: _Toc199073848]4.1.2 Sustainability and environmentally conscious services
During the analysis the increasing customer demand for sustainable services has been identified as a great opportunity for The Savoy to leverage. However, investing in green technologies is essential for creating a sustainable environment. This may include setting up energy-efficient lighting, water-saving equipment, introducing AI-based food waste reduction schemes as mentioned before, the utilisation of renewable energy sources and preference for local and ethical suppliers (Schwarz, 2025). The environmental footprint of the accommodation is an increasingly important consideration for guests, so these measures not only follow regulations but also provide a competitive advantage over other market players in the luxury hospitality segment. 

[bookmark: _Toc199073849]4.1.3 Employee engagement and training
In terms of employees, it is essential to launch training and motivation programmes to help them not only to accept the changes and to maintain a consistent level of quality service, but also to make them understand the underlying reasons for the changes (Mandelbaum, 2022)AI. Training should cover 3 main areas: understanding sustainable operations and creating an environmentally friendly organisational (and employee) mindset, improving the customer experience by providing trainings on the changing customer preferences and the newly emerging guest profiles, while the third area is familiarisation with the technological developments and the effective usage of the new digital tools and applications. In parallel, an incentive programme should be introduced to support staff engagement and development. This could imply the settlement of tip acceptance policy, as well as other monetary incentives, such as seasonal bonuses. On the other hand, non-monetary incentives could also help in the creation of staff engagement, such as offering training programmes for ambitious employees and having the opportunity to be awarded based on performance. 
[bookmark: _Toc199073850]4.1.4 Strengthening brand awareness
Enhancing its market presence and branding is vital for The Savoy to maintain its lead in the luxury hotel sector and to attract new customers. To achieve this, it is crucial to identify and highlight its distinct value offering. The hotel can build on its historic heritage, but it must also combine this with modern services and innovative experiences to meet the needs of new generations. A targeted, digitally well-constructed marketing campaign that highlights sustainability, premium guest experience and tailored services is important. In addition to international travellers, special attention should be paid to domestic guests seeking "local luxury". A strong and consistent brand strategy will help Savoy to become a symbol of luxury not only for the past but also for the future, and to keep its competitive edge in an ever-changing market.



[bookmark: _Toc199073851]4.2 Change management
Once we identified the challenges, we analysed the environment and the determining factors and having proposed recommendations to solve the issues, now the report presents a change management scheme for the process of the implementation. Cerebro Consultancy always thrives for the best solutions tailored for the customer, so change management process for The Savoy is provided by the framework of Kotter’s 8-step model to best assist with the successful introduction of the recommended changes.
Step 1: Creating a sense of urgency.
The fundament of a change process is that it is understood at all levels of the organisation. Open communication and data-driven arguments are therefore needed to build a sense of urgency. An organisation-wide understanding must be created before the very start of the implementation of the changes. These may include workshops, trainings as well as the distribution of leaflets about the newly introduced programmes among all employees of the hotel, from top management to all staff members. 
Step 2: Build a guiding coalition
It is essential to have supporters of the change in ideally all departments of the company. A dedicated, skilled, and trustworthy team is essential to assist in the change process. Cooperation among managers across various departments like HR, operations, and marketing will guarantee that decisions are reached swiftly and effectively. The team can function as a mediator between management and operating staff members that can be turned to in both ends of the organisation. If a guiding coalition is missing, no matter how successful each department in The Savoy is independently, but during the transition process can fall apart if there is no coalition to connect the units and guide the change.




Step 3: Form a strategic vision
Change requires a clear, forward-looking vision that describes the direction in which the whole organisation is heading. This should be accompanied by detailed strategic objectives, for example to increase the sustainable operation rate, improve digital services or improve guest satisfaction indicators. The vision should be inspiring but also realistic. It needs to define the purpose of the change and the strategy to achieve it, in line with Savoy's long-term goals. Once employees and stakeholders in The Savoy are aware of the necessity of change, and the guiding coalition has been set up, the next step is to create the vision with the specific goals, milestones and details on how to achieve them. This step will ensure that everyone in the organisation will know the direction and where they are heading to as one. 
Step 4: Communicate the vision.
It is not enough to set out the strategic vision once, it needs to be communicated continuously, consistently and credibly at all levels. The Savoy must ensure that changes and their benefits are communicated to employees through regular communication channels.
Step 5: Empower action
Employees and staff members in Savoy should be given the necessary training and support they need to be able to contribute to change. In addition, employees should also be encouraged to provide contributing and useful insights and views during the process. “Tell us” campaigns should be integrated into the change process, not only at the end of the transition, but also in the meanwhile, in order to make staff members feel as an important part of the process, and give them the opportunity to have a say during the change. 
Step 6: Generate short-term wins
Milestones need to be set and early successes acknowledged to maintain momentum, staff engagement and motivation. These are not only motivating but also prove that the strategy is right and effective. 


Step 7: Sustain acceleration
Analyses should be carried out on the impact of the changes introduced and further changes made if necessary after the evaluation. Even after short-term results, the transformation process should not stop. The Savoy should continue by introducing new improvements and capitalising on lessons learned. Continuous documenting and sharing the achieved results will help to ensure that new goals are adopted and long-term changes in approach are made. 
Step 8: Institute the change
Changes need to be integrated into the organisational culture and day-to-day operations to be sustainable in the long term. The new procedures can only become sustainable if they are embedded in the organisational culture. This requires leadership support, highlighting positive examples and integrating new behaviours and performance expectations into daily operations. Recruitment, appraisal and incentive systems must also be adapted accordingly. It means that the implemented changes in The Savoy must be integrated into the organisation’s SOPs, training manuals and different administrative documents which form an integral part of the organisational culture. 
[bookmark: _Toc199073852]4.3 Measuring efficiency 
Once the changes are consolidated, it is important to regularly measure and assess their efficiency and the results. The effectiveness of the changes introduced can be assessed by a number of indicators, such as turnover indicators, or customer feedback. The Savoy is recommended to definitely examine the development of guest satisfaction indicators, the reduction in energy and water consumption, the increase in employee engagement/satisfaction levels (Hotelier Middle East, 2023) and, of course, financial indicators such as the increase in turnover or the reduction in operating costs. Regular audits, feedback, and benchmark analyses all help to check performance on an ongoing basis. 


[bookmark: _Toc199073853]4.4 Potential benefits
The expected benefits include increased competitiveness, a positive brand image and an increased guest base. In addition, there will be tangible benefits for employees: professional development, a better working environment and higher job satisfaction. Sustainable operations and environmentally conscious innovations not only meet current ESG requirements, but can also lead to cost savings in the long term (Cao et al, 2024). As a result, a new customer base can also be targeted, which is composed of members of the younger, more environmentally conscious travellers, who are making their choices based on environmental and sustainability aspect, as well. 
[bookmark: _Toc199073854]4.5 Required investment
The recommendation and proposals of our experts have been examined from a financial point of view in order to bring the cost analysis into reality. The four main areas of the proposed changes are technology, sustainability, HR and training, marketing, and last but not least project management-related improvements and the incurring costs. Several sources have been examined to integrate the most current market prices into the cost analysis. Below is the list of the expected costs by main areas:

	
	Technology
	Sustainability
	HR and training
	Marketing
	Project management

	Guest experience management software
	£400,000 - £600,000 (Sharma, 2024)
	
	
	
	

	Mobile app development and maintenance
	£250,000 - £350,000 (Crowedbotics, 2025)
	
	
	
	

	Digital check-in / check-out kiosks
	£500,000 - £800,000 (LEAN Hotel System, 2024) 
	
	
	
	

	Energy-saving lighting
	
	£150,000 - £250,000 (Snapfix, 2025)
	
	
	

	Smart heating, cooling, and ventilation systems
	
	£500,000 - £750,000 (PhoneSuite, 2023)
	
	
	

	Water-usage optimizing solutions 
	
	£100,000 - £150,000 (Snapfix, 2025) 
	
	
	

	Waste management
	
	£80,000 - £120,000 (Snapfix, 2025)
	
	
	

	Training materials
	
	
	£80,000 - £120,000 (DesigningDigitally.com, n.d.)
	
	

	Sustainability and digital skill trainings
	
	
	£100,000 - £150,000 (Gupta, 2025)
	
	

	Incentive programmes
	
	
	£120,000 - £200,000 (DesigningDigitally.com, n.d.)
	
	

	Market research, target group analysis, branding 
	
	
	
	£150,000 - £200,000 (Relic, 2025) 
	

	Project management and internal coordination
	
	
	
	
	£100,000 - £150,000 (Consultant4companies, n.d.)

	Total:
	£1,150,000 - £1,750,000
	£830,000 - £1,270,000
	£300,000 - £470,000
	£150,000 - £200,000
	£100,000 - £150,000


Total estimated costs: £2,530,000 - £3,840,000
The annual revenue of The Savoy in year 2023 was approximately £63.3 million (Companies House, 2024). The cost-revenue comparison, it can be concluded that the investment is of a medium-return on investment for a hotel like The Savoy. 






[bookmark: _Toc199073855]5. Action plan
The following table presents a detailed framework of the challenges, proposed solutions by Cerebro Consultancy, expected timeframe and projected costs for implementations. 
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Limited digital presence and outdated technology
	Introducing a new guest experience platform (e.g. mobile app, digital check-in) and an AI-based customer service
	Increased guest satisfaction, faster customer service, stronger competitiveness
	6 months
	30/11/2025
	£100,000

	2
	Non-compliance with sustainability requirements (ESG)
	Introducing energy-saving systems, developing waste management protocols, engaging sustainable suppliers
	Positive guest perception, improved CSR position, increasing ESG results
	12 months
	31/05/2026
	£150,000

	3
	Increasing competition in the luxury hospitality segment
	Developing new premium services (e.g. personalised wellness packages, culinary experiences) and launch a differentiated brand campaign for the younger generation of customers
	Strengthening the unique value proposition, retaining regular customers, reaching new segments
	5 months
	15/10/2025
	£80,000

	4
	Lack of employee engagement and retention
	Introduction of internal training programme, incentive scheme, employee wellbeing package
	More satisfied employees, lower turnover, better  quality of service
	3-4 months
	30/09/2025
	£50,000

	5
	Outdated brand image
	Introduction of an updated image and communication strategy (logo fine-tuning, new slogan, social media presence)
	A modern brand experience, reaching younger customers, increasing customer awareness
	3 months
	31/08/2025
	£25,000


5. [bookmark: _Toc199073856]Conclusion

This consultancy report provided a comprehensive analysis of the current challenges The Savoy is facing, particularly in the rapidly changing hotel industry environment. The study has highlighted that changing customer expectations, increasing price sensitivity and the rise of ESG (environmental, social and governance) requirements are putting pressure on luxury hotels that require a new approach and strategic adaptation from their side. Although The Savoy has a strong brand and market position, the intensity of competition in the market and the pace of technological development require active renewal.
The use of STEEPLED, SWOT and TOWS analyses has allowed a detailed mapping of external and internal factors. These methods helped to identify both the hotel's strengths - such as brand loyalty, excellent location, high quality services - and weaknesses, such as lack of digital solutions or dependence on suppliers. Opportunities, such as sustainability initiatives and digitalisation, and threats, for example the new market entrant were also taken into account. This analytical basis ensured that the proposed actions were realistic, targeted are tailored to the Savoy’s luxury positioning and customer profile.
An action plan has been proposed to address the challenges faced by the hotel. It covers actions that offer solutions to the most pressing problems, such as improving the digital infrastructure, introducing ESG-compatible operations, rethinking the guest experience, updating the image and measures focusing on employee well-being. All of these initiatives aim at increasing customer satisfaction and customer retention, and enhancing competitiveness in the long term. With the implementation of these recommendations, The Savoy will ensure not only its re-strengthening in the luxury market segment but also create brand awareness among the members of younger generations, who are more focused on sustainability and green solutions. The application of new, digital solutions will not only meet sustainability criteria, but also cater for the increasing customer demands from their side. A detailed cost estimate ensures that these recommendations are financially sound, sustainable and most importantly feasible.
To implement the proposed changes, we used Kotter's 8-step change management model. This framework ensures that the whole organisation is involved in the process of introducing new policies, has a clear vision and adapts the necessary changes step by step. The model places particular emphasis on commitment, leadership by example and sharing successes. As a result, the smooth transition process will be ensured. 
The expected results promise significant benefits. Customer loyalty, employee satisfaction, improved market position and sustainability can all increase Savoy's long-term competitive advantage. Furthermore, modernisation of the brand image will contribute to the attraction of a new customer base from among the members of the younger generations. It is of crucial importance to create such an environment and image, which global travellers and youngsters can also identify themselves with. This will allow The Savoy to strengthen its market position among luxury hotels in London. Performance will be measured through customer satisfaction indicators, booking rates and environmental performance indicators, among others.
Overall, Savoy Hotel is well placed to successfully adapt to changing market needs. However, this requires innovation, continuous development and openness to bring the guest experience to a new level while preserving traditional values. This may include opening to the application of sustainable solutions and operations, introducing energy saving schemes and communicating these enhancements to the potential customer base with powerful marketing strategies. 
We wish to convey our appreciation to the management of The Savoy for giving us the responsibility for this project. It has been a genuine privilege to work with a hotel that has such remarkable history and quality. We sincerely believe that our suggestions will aid in the hotel’s future success. We appreciate and thank you for your trust and collaboration!
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