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[bookmark: _Toc181617341]Executive Summary
The Mayfair Hotel, a premier 5-star hotel in London’s exclusive Mayfair district, is currently facing operational challenges which are analysed in this consultancy report. The Mayfair Hotel is known for its high-end offerings and is primarily catering to corporate and luxury clientele; but a string of service delays and technology gaps and problems with the housekeeping standards are starting to affect its reputation and competitive standing. This report presents findings from extensive research and identifies major areas of the hotel that affect efficiency and satisfaction of guests. The report uses frameworks such as PESTEL and SWOT, and feedback data to present an in-depth analysis of the hotel’s current state of operation and areas for improvement (Ariffin & Maghzi 2012; Goswami 2011).
Problem Overview
The key issues identified include service delays in the Guest Services and Operations Department, limited technology integration, and inconsistent standards of housekeeping which contribute to negative guest feedback and lost loyalty. These issues are due to both internal operational gaps and external pressures like changes in guest expectations and post COVID19 industry changes (Bhattacharyya & Green 2018; Jones, Hillier & Comfort 2016). These issues have important implications for the hotel’s income and brand image, since luxury market customers demand prompt service; thus, guests may seek alternative accommodations.
Key Findings
1. Service Delays and Guest Dissatisfaction: Analysis shows that service delays, such as room service and housekeeping, have been a significant source of negative online reviews and lost guest loyalty. Timely responses are crucial to the luxury segment, and delays in fulfilling guest requests undermine the hotel’s five-star reputation (Campos & Marodin 2012; Mauris & Minazzi 2013; Bhattacharyya 2020).
2. Technology Integration Deficits: Guest convenience and efficiency are reduced due to the lack of advanced digital tools, including mobile check-ins and in-room technology (Chervenak, 1993; Namasivayam, 2000). Hotel operations have been revolutionised by electronic booking systems that make it more efficient and convenient for guests and staff (Flinta 2022). This gap, however, poses a competitive disadvantage for the industry, particularly for tech savvy guests who expect seamless and contactless experiences (Bharwani & Mathews, 2021; Beldona, Schwartz & Zhang, 2018; Ivanov & Webster, 2017).
3. Housekeeping and Cleanliness Standards: Because of insufficient training and faulty resource allocation, inconsistent housekeeping standards have led to complaints from guests and lasting low satisfaction score. A high level of cleanliness and attention to detail which is directly is reflected in guests’ perception on quality (Deffie, 2021; Lothian and Lewis, 2019).




Analysis
These findings suggest that The Mayfair Hotel must respond to both changing market expectations and internal operational demands. External pressures, including increased competition and rising sustainability expectations, are shown by a detailed PESTEL analysis to affect guest service standards and brand positioning (Bhattacharyya & Green 2018). 
A SWOT analysis also shows the hotel’s strengths, like location and brand reputation, but its weaknesses with operational efficiency. In order to maintain its competitive advantage, the hotel must address operational inefficiencies while leveraging its unique strengths and market position
Recommendations
1. Advanced Guest Service Technology: A complete guest service system, with mobile check-ins and in-room controls, can improve service delivery and meet guest expectations of convenience and efficiency (Buhalis & Leung, 2018; Singh & Puri, 2021). Estimated cost: £71,000.
2. Housekeeping Training & Quality Control: In the hotel industry, quality management practises are necessary to maintain service standards (Vorina & Veljković 2012). Better standards and consistency across rooms for cleaning are achieved by improving housekeeping standards through enhanced training and additional quality checks (Dyshkantiuk et al. 2020; Deffie 2021; Lothian & Lewis 2019). Allocated budget: £47,500.
3. Sustainability Initiatives: Hospitality sustainability education is key to driving eco friendly hotel operations (Millar & Park, 2013; Pommier & Engel 2021). Sustainable practises including eco-friendly amenities and energy efficient systems (Deale & Barber 2012) will attract eco-conscious guests and reduce operational costs over time (Cavagnaro & Gehrels 2009; Ben Youssef & Zeqiri 2022; Lee & Trimi, 2021). Projected cost: £35,500.
4. Staff Scheduling and Cross-Training: Staff resources will be optimised through flexible scheduling and cross training to ensure that service matches demand peaks without adding hires (Elkhwesky & Almufti, 2021; Baum 2015). Cost: £15,000.
5. Reputation Management: Proactive reputation management, monitoring and responding to online reviews — will improve public perceptions and build guest loyalty. Cost: (Mauris & Minazzi 2013; Karadakova, 2020) £45,000.
6. Change Management & Monitoring: Change management will be effective by using Kotter’s 8-Step Model to ease the transition to new processes and technologies, with staff buy in and adaptation. Cost: Knox (2021) and Lothian & Bisson (2019) report that £5,000.
7. Loyalty Program Enhancements: Refining the loyalty program by offering exclusive return guest offers, the increased repeat bookings and loyalty. Cost: £20,000 (Karadakova 2020).
8. Digital Marketing Campaigns: The Mayfair Hotel will attract new and repeat guests, and thus increase its market visibility through targeted digital marketing. Budget: Lim (2016) and Legaspi et al. (2023) estimate £15,000.

Estimated total cost for implementation of all recommendations is approximately £254,000.
Conclusion
This report presents a strategic roadmap for addressing The Mayfair Hotel’s operational challenges, focusing on actionable recommendations to enhance guest satisfaction, streamline operations, and strengthen brand reputation. Implementing these changes will position The Mayfair Hotel as a competitive leader in London’s luxury market (Zaman et al. 2022). We appreciate the opportunity to support The Mayfair Hotel in this project and look forward to potential future collaborations to help further elevate the hotel’s guest experience and operational excellence.
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[bookmark: _Toc181617342]Introduction
Located in London’s prestigious Mayfair district, The Mayfair Hotel is a five-star luxury establishment catering to a discerning clientele. With 150 well-appointed rooms, this hotel appeals to both corporate and leisure travelers who expect high standards of service, comfort, and exclusivity. However, maintaining this status in an evolving hospitality landscape poses challenges, particularly in the Guest Services and Operations Department. This department has been facing issues such as service delays, limited technology integration, and inconsistent housekeeping standards, all of which impact the guest experience and the hotel’s competitive position (Deffie 2021; Goswami 2011).
Elevate Hospitality Solutions, a consultancy specialising in operational efficiency and customer satisfaction for luxury hotels, has been engaged to address these challenges. Our approach combines industry expertise and tailored strategies to enhance service standards and guest satisfaction (Morrison & O’Gorman 2008). The purpose of this report is to diagnose and solve the operational issues of The Mayfair Hotel in a manner that matches its offerings to the changing guest expectations, especially in the post COVID era, where hygiene, technology and personalization are of paramount importance (Bharti & Sharma 2023; Avci, Madanoglu & Okumus 2011).
With the post-COVID hospitality landscape shifting guest expectations around hygiene standards, digital amenities, and personalised service experiences, it is now more important than ever for brands to ‘wow’ their guests. Today’s luxury travellers are looking for convenience and technology integration, including contactless cheque-ins and in-room tech controls to make their experience easier (Bharti & Sharma 2023; Bilgihan et al. 2016). Furthermore, sustainability has become a major factor, with many guests now wanting eco-friendly practises to be a part of their stay (Comfort & Jones 2014; Ben Youssef & Zeqiri 2022). To meet such modern demands, The Mayfair Hotel needs to keep up with the competition in the luxury business in London.
The issues at the core of the Guest Services and Operations Department are the response delays for guest requests, underutilised digital infrastructure, and variable housekeeping quality. Of greater concern are service delays due to their impacts on customer satisfaction in luxury areas, such as room service and housekeeping (Ariffin & Maghzi 2012). Furthermore, the Mayfair Hotel lags behind in an industry that is moving towards seamless digital experiences (Beldona, Schwartz & Zhang 2018), given the lack of integrated digital tools like mobile check-in and in-room controls. Lastly incomplete housekeeping results in difference guest experience, which can lead to bad reputation of hotel for being clean house, which is very important for luxury accommodations (Deffie 2021, Lothian & Lewis 2019).
This report uses PESTEL, SWOT and TOWS analysis, frameworks commonly used in hospitality consulting, to assess these issues comprehensively. The PESTEL analysis of external factors like political, economic, and technological, which influence service expectations is particularly important in the post COVID recovery (Bhattacharyya & Green 2018; Chathoth 2018). As guest demands for digital solutions and sustainable practises increase, it is essential to understand these external factors when developing solutions (Ben Youssef & Zeqiri 2022).



A SWOT analysis is conducted for internal evaluation of The Mayfair Hotel, highlighting its strengths, e.g. location and reputation and weaknesses, e.g. operational inefficiencies. Finally, the TOWS analysis matches these internal elements with external opportunities and threats and suggests strategies that capitalise on strengths and correct weaknesses (Brochado, Rita & Margarido 2016; Lothian & Bisson 2019).
By examining these frameworks, this consultancy report provides The Mayfair Hotel with strategic recommendations to enhance operational efficiency and customer satisfaction. Solutions will address response times, integrate digital engagement, and elevate housekeeping standards, enabling The Mayfair Hotel to meet the expectations of modern luxury travelers and reinforce its market position.
[bookmark: _Toc181617343]Analysis
The Mayfair Hotel’s operational challenges in the Guest Services and Operations Department are substantial, posing a risk to guest satisfaction, operational efficiency, and brand reputation. The luxury hotel sector, particularly post-COVID, faces intensified competition, with evolving guest expectations and demands for personalised, high-quality experiences (Bharti & Sharma 2023). The Mayfair Hotel’s struggles with service delays, lack of technology integration, and inconsistent housekeeping are interconnected and stem from various industry-specific factors. Addressing these areas is crucial, as high service standards are fundamental to maintaining the hotel’s five-star reputation, especially in the competitive London market (Deffie 2021; Avci, Madanoglu & Okumus 2011).
Impact on the Hotel
Service delays present a significant obstacle to The Mayfair Hotel’s ability to uphold a five-star standard, as timely responses to guest requests, particularly for room service and housekeeping, are central to the luxury experience (Ariffin & Maghzi 2012). Prompt service is essential for creating a seamless and enjoyable guest experience; however, the hotel’s response times have been inconsistent, leading to frustration and dissatisfaction among guests. When service delays become noticeable, guests may leave negative reviews online, which can damage the hotel’s reputation and decrease guest loyalty (Mauris & Minazzi 2013; Bhattacharyya, S 2020). Because the luxury market values seamless, instant service, guests in the luxury market are very sensitive to delayed services and the negative feedback received by agencies as a result.
However, from operational standpoint, luxury guests choose accommodations that have reliable and efficient services that do not fall short of its promises to the customers, which does have revenue implication too. According to Kaschuck, Mosiichuk & Saukh (2023), service quality directly contributes to repeat patronage to a given luxury hotel and guest loyalty, a factor that maintains revenue in long run. If The Mayfair hotel fails to provide prompt and effective services, guests will choose other establishments that put emphasis on promptness resulting in worsening the hotel’s financial performance and defeating its competitive advantage (Avci, Madanoglu & Okumus 2011).




Causes of Issues
One of the reasons for these operational challenges is the hotel’s outdated technology infrastructure which restricts the hotel to respond to modern day guest expectations. Today, luxury hotels are expected to offer digital engagement options, including mobile check-ins, in room digital controls, and other technology-based services that increase convenience and accessibility (Beldona, Schwartz & Zhang 2018). Without these features, the Mayfair Hotel, hence, is unable to provide contemporary luxury experience therein digital amenities have become the essentials to improve guest satisfaction and operational efficiency. Such technology has been proven to streamline operations and reduce human errors and has become even more relevant post COVID (Ivanov & Webster 2017; Singh & Puri 2021).
In addition, digital systems that allow easy communication among the departments do not exist, increasing the time taken to offer service. Front desk staff, housekeeping and room service can work more coordinated and faster with the help of digital tools (Roy & Pagaldiviti 2023). Without these tools, staff are forced to rely on traditional methods that are slower and more prone to delays and miscommunication. Additionally, the lack of automated systems hinders the hotel's ability to gather and analyse guest data to provide personalised services in the luxury sector (Buhalis & Leung 2018).
The second important issue has to do with inconsistent housekeeping standards that impact guest experience and that of luxury. Guests want sites to be clean and rooms to be ready, and ups and downs in these areas have a huge impact on guest satisfaction and brand reputation. Part of the hotel’s housekeeping challenges arise from insufficient training and resources allocation which lead to inconsistency and quality of the offered services (Deffie 2021). Housekeeping in luxury hotels require special skills because guests expect to see rooms immaculate with amenities. Because there are no thorough training and performance standards, the quality of housekeeping differs, resulting in an uneven guest service quality (Lothian & Lewis 2019).
Feedback and Reputation
The Mayfair Hotel should be very concerned on the brand image created by guests’ feedback as online reviews directly impact potential guests’ perceptions and booking decisions. In today’s cyber world, feedback platforms like TripAdvisor and Google Reviews are a powerful pathway which directly reflect guest satisfaction and loyalty (Suryanarayanan et al. 2021). Inconsistent service quality of Mayfair Hotel has resulted in different feedback, which means that the expectations of the personalised and smooth service is not met consistently (Bharti & Sharma 2023). These expectations are rapid response times, high housekeeping standards and availability of modern amenities (Mok & Armstrong 1998).
Negative feedback on service quality was found to reduce future booking rates and ultimately erode brand loyalty which is particularly prevalent in the luxury segment where guest expectation is heighted (Jones, Hillier & Comfort 2016). According to studies, the service quality is directly linked to brand loyalty and most importantly, the hotels need to meet and exceed guest expectations (Pavić et al. 2018). Consequently, these service inconsistences need to be tackled in order to retain and protect The Mayfair Hotel’s luxury positioning.





Online reviews tend to focus on inconsistencies in service standards in the restaurant, they affect the restaurant’s ability to retain guests and potential guests as well. Industry research shows that in order to maintain guest loyalty, service quality must be high and feedback must be responded to effectively (Karadakova 2020). Guests who are bothered by their needs met efficiently will go well, to develop brand loyalty and share good reviews, which will increase the hotel’s good reputation (Mauris and Minazzi 2013). On the flip side, negative reviews can keep prospective guests at bay, as today’s luxury travellers are often self-selecting advocates who are heavily influenced by digital feedback and peer reviews (Bhattacharyya & Green 2018).
Addressing Emerging Guest Expectations
Luxury traveller preferences are evolving to necessitate personalised, technology driven experiences. With the increasing trend of sustainability and corporate social responsibility (Comfort & Jones 2014), guests are expecting more tailored services as well as eco-friendly practises from hotels. Incorporating sustainable practises in housekeeping and operations has become an appealing feature for eco-conscious guests and can improve the guest experience while meeting global hospitality trends (Bux & Amicarelli 2022; Ben Youssef & Zeqiri 2022). Therefore, The Mayfair Hotel has the opportunity to differentiate itself by including sustainable practises that will satisfy the environmentally aware guests.
Moreover, the rise in demand for contactless and automated services has redefined the expectations in the luxury hotel market. The Mayfair Hotel’s current technological limitations hinder its ability to deliver a seamless, personalised experience that integrates digital conveniences, such as automated room controls and mobile check-ins (Singh & Puri 2021). Providing digital engagement options that support contactless experiences is essential for remaining competitive, particularly as more luxury hotels adopt advanced technology solutions to enhance the guest journey (Roy & Pagaldiviti 2023; Ivanov & Webster 2017).

PESTLE Analysis
	Factor
	Impact on The Mayfair Hotel

	Political
	Post-Brexit regulatory adjustments have affected staffing, which increases recruitment challenges and impacts service quality (Chathoth 2018; Hoque & Bacon 2014).

	Economic
	Rising operational costs and economic volatility post-COVID affect budget allocations for technology upgrades and staff training (Jiang & Wen 2020; Butscher, Vidal & Dimier 2009).

	Social
	Guests are increasingly prioritising contactless services, personalised experiences, and sustainability (Comfort & Jones 2014; Bhattacharyya & Green 2018).

	Technological
	Digital advancements, such as mobile check-ins and AI-driven concierge services, are expected in the luxury market but are underutilised at The Mayfair Hotel (Davronov 2021; Sheldon 1983).

	Environmental
	There is a growing demand for eco-friendly practices, impacting guest expectations and requiring a shift towards sustainable housekeeping and waste management (Bux & Amicarelli 2022; Ben Youssef & Zeqiri 2022).

	Legal
	Compliance with updated health and safety regulations due to COVID-19 requires continued investment in hygiene protocols and staff training (Elkhwesky, Salem & Varmus 2022; Knox 2021).



This PESTEL analysis highlights how external factors influence operational needs and guest expectations, emphasising the importance of adapting the hotel’s practices to meet these emerging demands.
SWOT Analysis
	Strengths
	Weaknesses

	Prime location in London’s Mayfair district
	Inconsistent service standards in housekeeping

	Reputation as a luxury establishment
	Limited digital integration for guest engagement

	Strong brand recognition among luxury travelers
	Service delays and response inefficiencies

	Opportunities
	Threats

	Increasing demand for digital engagement
	Competitive luxury market with high guest expectations

	Potential for sustainable practices to attract eco-conscious guests
	Rising operational costs, particularly post-COVID-19 recovery



The SWOT analysis emphasises The Mayfair Hotel’s competitive position, alongside its operational inefficiencies and lack of digital modernisation as areas needing immediate attention.
TOWS Analysis
	Strategy
	Description

	S-O
	Leverage the hotel’s prime location and luxury reputation to promote eco-friendly, high-tech guest experiences, differentiating itself within the London luxury market (Lim 2016; Comfort & Jones 2014).

	W-O
	Introduce digital solutions like mobile check-ins to address service delays, using modern technologies to bridge operational gaps and streamline guest interactions (Buhalis & Leung 2018; Sarmah, Kamboj & Rahman 2017).

	S-T
	Strengthen brand loyalty by emphasising personalised and prompt guest service, maintaining a competitive edge even with high market expectations (Mauris & Minazzi 2013; Jones, Hillier & Comfort 2020).

	W-T
	Invest in staff training and digital tools to counteract rising operational costs and inefficiencies, ensuring resilience amid economic pressures (Baum 2015; Huang et al. 2021).



The TOWS Matrix analysis transforms challenges into actionable strategies by exploiting the hotel’s strengths and weaknesses. These strategies allow The Mayfair Hotel to match its operations with the market demands of today, improve service efficiency, strengthen its luxurious appeal.
Areas of Positive Performance
The Mayfair Hotel faces operational difficulties, but it has a good standing in the luxury hospitality sector owing to its prime situation in London’s sophisticated Mayfair neighbourhood and its established brand position (Richard 2017; Guttentag et al. 2018). This is what makes it able to attract a high calibre clientele who place a premium on exclusivity and exceptional service. The hotel’s well-known brand name creates guest loyalty, which becomes a great platform for the new operational strategies to run successfully in order to improve guest experience and operational efficiency.
Moreover, the hotel is set in a good position to take advantage of the rising trend towards sustainability, which is an important aspect in present day travelling. Teng and Wu (2019) and Higgins-Desbiolles, Moskwa and Wijesinghe (2019) indicate studies that eco-conscious guests, who are increasing in numbers, are choosing hotel accommodations that are willing to go green and take initiatives towards environmentally responsible practices; therefore, the Mayfair Hotel has an opportunity to expand its number of guests by developing sustainability initiatives. Such practices, for example, eco-friendly housekeeping, and waste reduction, not only complement international hospitality trends but also contribute to the hotel’s brand image among the highly educated traveller. The Mayfair Hotel can capitalise on these positive aspects and reinforce its market position and attract bigger segment of socially conscious high-end clientele.











[bookmark: _Toc181617344]Recommendations and Change Management
According to the analysis of the operational challenges faced by The Mayfair Hotel, the provided recommendations seek to solve service delays, technology limitations, and just in time housekeeping standards. Implementing these initiatives will enable improved guest satisfaction, increase operational efficiency and improve the hotel’s competitive position. Each recommendation is accompanied by detailed cost estimates to provide a realistic financial view of implementation.
1. Implement Advanced Guest Service Technology
The Mayfair Hotel should incorporate advanced guest service technologies to address service delays and to meet modern guest expectations including mobile check-in, digital room control and AI powered customer service systems (Vasadze, Mosashvili & Duruli 2018). According to research, these technologies can simplify processes, increase convenience for guests, and can drastically reduce wait times, all of which are key to luxury hospitality (Bilgihan et al. 2016; Roy & Pagaldiviti 2023). For example, mobile check in enables guests to avoid standing in queues at front desks; therefore improving guest experience and lessening lobby congestion (Beldona, Schwartz & Zhang 2018).
Cost Estimate: A mobile check-in system will cost around £20,000 initially, depending on features and customisation. Depending on room count and technology choice, integrating digital room controls (smart thermostats, in-room tablets) can cost an additional £15,000. Setting up AI powered customer service, such as via chatbots or virtual assistants, would cost around £10,000 but would cost around £2,000 a year to maintain. Therefore, the total cost of each proposed aspect of Advanced Guest Service Technology would be approximately £47,000 without the cost of staff training.
Implementation Strategy: Partnering with technology providers specialising in hospitality solutions ensures alignment with the hotel’s brand and functionality needs. To maximise effectiveness, The Mayfair Hotel should provide staff training sessions, which would cost around £1,500 per employee for a comprehensive program, ensuring that employees can confidently assist guests with the new technologies (Singh & Puri 2021). To implement every aspect correctly we will need to train 16 employees in Front Desk and Reception, Concierge and Guest Services, Housekeeping Supervisors and IT or On-site Tech Support, which makes the total cost for staff training £24,000. This makes the entire amount of £71,000 for staffing. Monitoring guest feedback on these digital solutions can guide ongoing adjustments and optimisations, aligning the technology with guest preferences (Butscher, Vidal & Dimier 2009).
2. Enhance Housekeeping Standards Through Targeted Training and Quality Control
Housekeeping quality is directly linked to guest satisfaction and is essential to maintaining a high standard in the luxury hotel sector (Lothian & Lewis 2019). To address inconsistencies in housekeeping, The Mayfair Hotel should implement a targeted training program that emphasises thorough cleaning practices, attention to detail, and efficiency. Consistent training ensures that all housekeeping staff adhere to the hotel's cleanliness standards, enhancing the guest experience and brand reputation (Bhattacharyya 2020).




Cost Estimate: Housekeeping training programs typically cost around £1,500 per employee, covering topics from cleanliness standards to guest service etiquette. For a 25-person housekeeping team, this amounts to approximately £37,500. The hotel should also invest in automated cleaning technologies, such as robotic vacuums, which cost around £5,000 to £10,000 each. Implementing quality control measures, like regular audits and inspections, may require an additional £10,000 annually for personnel or third-party assessment services.
Implementation Strategy: A quality control system, involving regular inspections and feedback, can help ensure consistent service. These audits should be coupled with immediate corrective feedback and periodic retraining, ensuring high standards are consistently maintained (Elkhwesky, Salem & Varmus 2022). Automated cleaning technologies, while an initial expense, provide long-term cost savings through enhanced efficiency and consistent quality (Shin, Perdue & Kang 2019).
3. Shift Towards Sustainable Practices
Sustainable practices are increasingly important in the hospitality industry, as travelers prioritise environmentally responsible accommodations (Comfort & Jones 2014; Higgins-Desbiolles, Moskwa & Wijesinghe 2019). The Mayfair Hotel can enhance its appeal to eco-conscious guests by integrating green initiatives into its operations. Key measures include using eco-friendly cleaning products, reducing single-use plastics, implementing energy-efficient lighting, and introducing water-saving systems. These changes not only align with global sustainability trends but also provide long-term operational savings (Teng & Wu 2019; Melissen & Sauer 2018).
Cost Estimate: Switching to eco-friendly cleaning products would cost around £5,000 per year to begin with, and energy efficient lighting upgrades would be £20,000, including product and installation costs. Low flow faucets and showerheads are estimated to cost £7,500 for the entire property. It costs around £3,000 to reduce single use plastics in favour of the reusable alternative.
Implementation Strategy: Sustainability initiatives can be rolled out in phases, with the less costly options like switching to eco-friendly products, reducing plastic use, and then moving on to larger investments in energy and water efficiency. To determine their effectiveness it is important to monitor the impact of these initiatives. Energy consumption, water usage, and guest feedback on environmental practises can be metrics that offer insight to the long-term benefits and areas for adjustment (Bux & Amicarelli 2022; Ben Youssef & Zeqiri 2022).
4. Revamp Employee Schedules and Responsibilities
Because employees’ issues can result with the service delays, The Mayfair Hotel should reconsider the employee schedule according to the peak demand time and check the employees’ number on the time that it is very necessary (Bhattacharyya, 2020). Balancing workloads can be maintained by restructuring roles as well which help prevent staff burnout and impact service quality and consistency (Baum 2015). Making the operational hours flexible will improve the satisfaction of hotel guests and employee satisfaction.
Cost Estimate: Adjusting schedules does not involve a direct financial outlay, but the provision of overtime pay during peak times brings additional costs of approximately £2,000 to £5,000 per month, depending on demand. An initial investment of £10,000 – £15,000 could be needed to cross train staff to handle multiple roles, through a structured training programme across departments.

Implementation Strategy: By piloting these new schedules in high traffic departments such as guest services and housekeeping you can identify any issues and avoid implementing them full scale. By communicating these changes to staff and involving them in the decision making More employees will buy into the changes and will be more adaptable (Hoque & Bacon 2014). The hotel can evaluate its effectiveness by these metrics: employee satisfaction, absenteeism rate and guest feedback.
5. Strengthen Feedback and Reputation Management
Online reviews and guest feedback are now playing a big part in the decision to book so it is imperative for The Mayfair Hotel to work on improving its reputation management. This might be developing a dedicated team that would monitor, respond to and analyse guest feedback on TripAdvisor, Google and social media (Karadakova 2020; Pavić et al. 2018). By engaging proactively, not only do you solve guest concerns by the time they’d be asked to, but you show that you are vested as an organisation in continuous improvement.
Cost Estimate: The cost of a small reputation management team – one full time employee and software to monitor reviews – could be around £40,000 a year. Furthermore, a guest feedback platform that consolidates reviews and automates response tracking costs around £5,000 per year.
Implementation Strategy: Regularly analysing feedback to identify recurring issues will help the hotel implement corrective measures. Training staff on reputation management best practices is also essential for ensuring consistency and quality in responses. Key performance indicators (KPIs) such as guest satisfaction scores, review response times, and ratings across platforms should be tracked to measure the success of these efforts (Mauris & Minazzi 2013).
6. Change Management Strategy
To fully implement these recommendations The Mayfair Hotel must adopt a structured change management approach which could be done by adopting Kotter’s 8-Step Model. The starting point of this framework is to create urgency and gain leadership buy in, followed by steps including creating a strategic vision, communicating changes and securing short term wins (Lothian & Bisson 2019). Staff support and reduction in resistance will be key to transparent communication about the benefits of each change (Knox 2021).
There are potential challenges that it is recommended to spend time on a regular basis to address through pilot testing during training sessions, prior to full implementation. Another way to guarantee that changes are made quickly is to form a cross departmental task force to oversee the rollout and collect feedback. The phasing of changes offers one way of reducing disruption for all changes, especially when there is a major shift in the operations such as technology integration or schedule restructuring.
7. Monitoring and Evaluation of Success
However, in order to determine the effectiveness of the above recommendation, The Mayfair Hotel needs to formulate KPIs aligned with the recommended changes. These metrics include guest satisfaction scores, average service response times, housekeeping audit scores, energy savings, and guest feedback on sustainability practises (Jiang & Wen 2020). Post-stay surveys can be used to collect real time feedback that can be used for ongoing improvement (Mehta, Kumar & Ramkumar 2021).

Besides KPI the Mayfair Hotel should also hold quarterly reviews in order to benchmark its performance with industry standards and competitors. Through the tracking of progress against these benchmarks, the hotel can anticipate and adjust its strategies to continue to satisfy the changing needs of the luxury traveller and remain competitive (Kaschuck, Mosiichuk & Saukh 2023).
8. Introduce Loyalty Program Enhancements
The Mayfair Hotel could present an advanced loyalty program that offers guests more reserved gifts, things to do, and deflated discounts for rehashed visitors to build unconditional summon. Karadakova (2020) and Ariffin and Maghzi (2012) have shown that enhanced loyalty programmes can help retain customers and build long term customer loyalty especially when they are tailored to the particular preferences of high calibre clients. The hotel can provide value added to it by adding perks like late cheque out, room upgrades etc.
Cost Estimate: This programme would need to be budgeted at a loyalty reward of approximately £20,000 per year, depending on guest participation and what benefits are offered.
9. Expand Digital Marketing Campaigns
To boost visibility and attract a wider audience, The Mayfair Hotel should invest in digital marketing campaigns, leveraging platforms like Instagram, Google Ads, and email marketing to reach potential guests. Digital marketing is cost-effective and provides high returns by targeting audiences who prioritise luxury experiences (Lim 2016; Bharti & Sharma 2023). The hotel can use data analytics to tailor its messages, maximising engagement with potential customers.
Cost Estimate: A robust digital marketing campaign would require a budget of approximately £15,000 annually, covering ad placements, content creation, and analytics tools.
Potential Benefits
The recommended changes are projected to yield significant benefits for The Mayfair Hotel, including enhanced guest satisfaction, improved operational efficiency, and strengthened competitive positioning. Implementing advanced guest service technology and enhancing housekeeping standards will reduce service delays, foster positive reviews, and increase guest loyalty (Ariffin & Maghzi 2012). Improved efficiency in staff scheduling will better match service availability to demand, addressing one of the hotel’s core operational issues.
Sustainability initiatives are expected to attract eco-conscious guests, a growing segment in luxury hospitality, potentially increasing occupancy rates. By aligning operations with guest expectations around environmental responsibility, The Mayfair Hotel can enhance its brand reputation while reducing resource costs over time (Jones, Hillier & Comfort 2016).
Furthermore, the enhanced loyalty program will incentivise repeat bookings and foster stronger guest relationships, which are essential in the competitive luxury market (Karadakova 2020). Expanding digital marketing campaigns will help the hotel reach a wider audience, attract new guests, and boost brand visibility, making The Mayfair Hotel a top choice for travelers seeking premium experiences (Bharti & Sharma 2023).


Summary of Costs
1. Advanced Guest Service Technology: £71,000
2. Housekeeping Training & Quality Control: £47,500
3. Sustainability Initiatives: £35,500
4. Staff Scheduling and Cross-Training: £15,000
5. Reputation Management: £45,000
6. Change Management & Monitoring: £5,000
7. Loyalty Program Enhancements: £20,000
8. Digital Marketing Campaigns: £15,000
Total Estimated Cost: Approximately £254,000
This investment will enable The Mayfair Hotel to address its operational challenges comprehensively, positioning it to deliver a consistent and exceptional luxury experience that meets modern guest expectations.
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The following action plan outlines a series of targeted solutions designed to address operational challenges within The Mayfair Hotel’s Guest Services and Operations Department. Recommendations in the form of advanced technology implementation, staff training, and sustainability initiatives are all differentiated by catering to the growth of guest satisfaction, operational efficiency as well as brand reputation, are forming the action plan for the Mayfair Hotel (Enz 2010). A structured approach to the identified problems, recommended solutions, desired outcomes, timelines and associated costs is given in the table below.
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Service delays in guest services
	Implement advanced guest service technology, including scheduling apps and task management systems
	Enhanced response times and guest satisfaction
	1 month
	01/12/2024
	£71,000

	2
	Inconsistent housekeeping standards
	Provide targeted housekeeping training and establish quality control protocols
	Improved cleanliness, consistency, and guest satisfaction
	2 months
	01/01/2025
	£47,500

	3
	High energy consumption
	Introduce sustainability initiatives such as energy-efficient lighting and waste reduction programs
	Reduced operational costs and alignment with eco-conscious values
	3 months
	01/02/2025
	£35,500

	4
	Service inconsistency due to scheduling
	Implement flexible staff scheduling and cross-training to better match service availability to demand
	Increased efficiency and balanced workload, enhancing service quality
	1 month
	01/12/2024
	£15,000

	5
	Outdated feedback and reputation management
	Establish real-time feedback systems on digital platforms to monitor and address guest reviews promptly
	Enhanced brand reputation and guest loyalty through active engagement
	2 months
	01/01/2025
	£45,000

	6
	Resistance to changes in operations
	Develop and implement change management strategies, including regular monitoring and adjustment
	Smooth transition for staff, reducing resistance and improving adaptation
	2 months
	01/01/2025
	£5,000

	7
	Limited guest retention and loyalty
	Enhance the existing loyalty program with personalised benefits tailored to high-calibre clients
	Increased guest retention and loyalty, differentiating the hotel from competitors
	3 months
	01/02/2025
	£20,000

	8
	Limited social media and digital marketing reach
	Launch targeted digital marketing campaigns to highlight amenities, sustainability, and unique guest experiences
	Improved brand visibility and higher booking conversions
	2 months
	01/01/2025
	£15,000



According to the established breakdown, the total estimated budget for the action plan is £254,000. All of the changes represented in the plan across guest services, housekeeping, sustainability, reputation management and marketing ensure that The Mayfair Hotel can position itself for long term success in the competitive luxury market.
[bookmark: _Toc181617346]Conclusion
A series of strategic recommendations have been outlined by the consultancy report to resolve operational challenges at The Mayfair Hotel; including technological integration, improved staff training, sustainable practises, and improved customer engagement. While a detailed analysis determined that various sources of service delays, inconsistent housekeeping and limited digital engagement, across all levels of operations, had a negative impact on guest satisfaction and operational efficiency. Through an application of advanced guest service technology, digital marketing and flexible scheduling type solutions, the Mayfair Hotel can effectively address these issues and enhance guest experiences, increase efficiency and further add value to itself in the competitive luxury market (Ariffin & Maghzi 2012; Bhattacharyya 2020).
These changes are intended to align hotel operations with the evolving expectations of guests and industry standards. In addition to solving immediate operational problems, these measures provide long-term benefits including enhanced guest loyalty, reduced operational costs and alignment with environmental sustainability which is becoming more and more popular among contemporary travellers (Jones, Hillier & Comfort 2016; Buhalis & Leung 2018). The hotel will have a clear roadmap of the action steps they wish to take, projected costs, and timelines for execution of such action steps, making system implementation much easier.
Finally, this report offers practical, feasible, and tailored actionable insights for The Mayfair Hotel. If the hotel can implement these recommendations, then it will enhance its competitive advantage and enable the delivery of exceptional guest experiences. We thank The Mayfair Hotel for allowing us to work on this project. We are confident these strategies will help the hotel achieve its goals and we are looking forward to any future opportunities to support the hotel’s continued success.
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