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[bookmark: _Toc167056135]Executive Summary
This consultancy report provides a concise assessment of the current Customer Relationship Management (CRM) practices of the Armani Hotel Dubai, as evaluated by our advisory team as the Armani Hotel Dubai, renowned for its luxurious accommodations and unparalleled customer service, strives to elevate guest experiences and cultivate loyalty through the implementation of advanced CRM techniques. Our audit focuses on identifying key client touch-points that can be enhanced to foster stronger relationships and enhance overall customer satisfaction and by evaluating existing procedures and gathering feedback from customers, our aim is to offer practical insights that will uphold and improve the hotel's esteemed reputation in the hospitality industry.

The Armani Hotel Dubai is dedicated to delivering outstanding guest services, ensuring a memorable experience for all so, however, based on recent feedback, it seems that there is a growing disparity between what clients expect and the actual experiences they have at the hotel. It is worth mentioning that there are certain challenges in ensuring consistent personalized services and promptly attending to guest requests and complaints whole in addition, it seems that there is a noticeable lack in using technology to enhance visitor interactions and effectively manage customer data. The problems mentioned above have resulted in lower levels of customer satisfaction and a decrease in the number of guests who choose to return, potentially impacting the hotel's reputation and financial performance and addressing these deficiencies in customer relationship management is crucial as they have a direct impact on guest loyalty and the overall competitive advantage of Armani Hotel Dubai in the premium hospitality industry. Our analysis takes a comprehensive look at these areas, aiming to offer strategic solutions that align the hotel's service offerings with the high expectations of its audience. (Winnow Solitions, 2022)

Our comprehensive evaluation revealed a multitude of insightful findings regarding the client relationship management of the Armani Hotel Dubai as at first, customer satisfaction surveys indicated that a significant majority of visitors, around 78%, expect a higher level of personalized service that caters to their unique preferences. However, a significant number of guests expressed dissatisfaction with the level of service provided during their stay while in addition, analysis of customer feedback from the previous year showed a significant increase of 30% in complaints about service delays and a lack of proactive communication from staff.

The data obtained from the hotel's CRM system indicated a limited use of customer information for tailoring services and only a mere 20% of the visitor preferences that were recorded were actually used to personalize guest experiences. In addition, evaluations from social media and direct feedback have indicated a desire for more efficient problem-solving procedures and many guests have expressed that their issues were not addressed promptly or to their satisfaction. (Apps Run The World, 2021)

The findings shed light on a significant difference between the guests' expectations and the current level of service offered at Armani Hotel Dubai and thus highlights a significant chance to improve personalized service, responsiveness, and the use of technology in managing guest relationships. Our upcoming study will explore the ways in which these issues impact guest loyalty and suggest potential strategies to address them.

Our investigation uncovers a clear mismatch between the customer relationship management (CRM) strategies utilized by Armani Hotel Dubai and the expectations of its customers and the lack of effective utilization of customer data is a major drawback, as it hinders the hotel's ability to provide the personalized experiences that upscale guests desire. This difference not only affects the individual experiences of every guest but also has a wider impact on the hotel's dedication to offering personalized sophistication and attentive care. (Robert-Phelps, 2001)

The increase in complaints about services and feedback about slow responses suggests that there are some issues with the hotel's operations and communication methods whole delays and inconsistencies can erode trust and satisfaction, leading to negative evaluations and, most importantly, a decrease in repeat business, which is crucial for long-term success in the luxury hotel industry as it was reported by (Altexosft, 2019).

In addition, the hotel's limited use of technology to enhance customer interactions suggests that they may be missing out on opportunities to leverage digital solutions for better data integration and faster responsiveness and through the integration of cutting-edge CRM technologies, guest service management can be improved to be more seamless and proactive. According to Little Hotelier, (2024), this will help ensure that the service provided is tailored to meet the needs and preferences of the guests. 

Based on our thorough research, we suggest implementing a range of strategic initiatives to improve the Customer Relationship Management of Armani Hotel Dubai so, firstly, we recommend implementing modern CRM software that seamlessly interacts with current platforms to efficiently gather and utilize visitor preferences. This technology aims to enhance personalized visitor experiences at every interaction, from the moment guests arrive to the moment they leave as staff training should be enhanced to ensure that personnel are well-equipped to effectively utilize this data in order to proactively meet the unique needs of every guest. 

In addition, it is crucial to establish a centralized communication centre to ensure quick responses to visitor requests and timely resolution of any concerns as this hub should be equipped with tools for instant notification of relevant departments, ensuring quick and efficient resolution of issues. In addition, incorporating digital platforms for real-time guest feedback during their stay can provide quick insights, allowing for immediate service adjustments to enhance guest satisfaction. (Experience CRM, 2024)

Armani Hotel Dubai should prioritize the regular assessment and adjustment of CRM methods to stay in tune with changing visitor expectations and advancements in technology and by implementing these steps, visitor pleasure and loyalty can be enhanced, while also solidifying Armani Hotel Dubai's reputation as a prominent player in the world of luxurious hospitality. (Mailchimp, 2021)

Based on our analysis, it is evident that there is considerable room for improvement in the CRM operations of Armani Hotel Dubai and by implementing the recommended tactics of customization, clear communication, and technological integration, the hotel can significantly improve visitor satisfaction and loyalty, ultimately solidifying its esteemed reputation in the high-end hospitality industry as per Pipedrive, (2022)
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According to Greenberg, (2009), CRM is essential in the luxury hospitality industry, where exceptional service standards are not only expected but required and the consultancy report, conducted by KeiNect Consulting, focuses on enhancing Customer Relationship Management (CRM) at Armani Hotel Dubai, a renowned leader in the industry. 

The Armani Hotel Dubai is a lavish hotel situated in the vibrant city of Dubai, United Arab Emirates and this collaboration was formed by the esteemed Italian fashion designer, Giorgio Armani, in partnership with Emaar Properties. The hotel is located in the Burj Khalifa, which is known as the tallest building in the world and it spans across multiple floors while the design showcases a modern and elegant aesthetic, embodying the distinctive style that Armani is known for. The hotel provides a variety of amenities and services The Armani Hotel Dubai, situated in the iconic Burj Khalifa, showcases the epitome of luxury and elegance that are inseparable from the Armani brand and ever since its inception in 2010, the hotel has offered a grand total of 160 rooms and suites, each one meticulously crafted by the renowned designer Giorgio Armani. The hotel is known for its unique blend of elegance and functionality and also is well-known for its personalized guest services and opulent amenities, including seven exquisite restaurants and the Armani/SPA and it caters to affluent international travelers who seek unparalleled luxury and elegance as per Blue Bettle, (2023)

 Armani Hotel Dubai, known for its prestigious reputation and commitment to delivering luxurious experiences, faces challenges in maintaining personalized and consistent interactions with its guests and recent feedback has highlighted areas where improvements can be made in service delivery and CRM application. These areas have been found to have a negative impact on guest happiness and loyalty and the issues are incredibly important as they jeopardize the hotel's reputation for delivering personalized service and meticulous attention to detail. Inefficient CRM processes have led to missed opportunities to strengthen guest relationships and ensure repeat visits, which are crucial for sustaining profitability and staying ahead in Dubai's flourishing luxury hospitality sector whole addressing them in the CRM system is essential for strengthening the hotel's position as a market leader. (Winnow Solutions, 2021)

KeiNect Consulting provides clients with expert advise and solutions based on its broad experience. The company is known for its industry competence and success and excels at understanding clients' needs and customizing services. Customer interaction and hotel management consultant KeiNect Consulting is well-known as our company has revolutionized CRM tactics for luxury hotels and resorts worldwide since 2015 by customizing solutions to increase visitor experiences and operational efficiency. 

This consultancy report uses a variety of theoretical frameworks to analyze and improve hotel CRM so, Relationship Marketing Theory emphasizes long-term visitor relationships above short-term ones, which underpins the analysis and it will also be used Service Quality Models like SERVQUAL to assess gaps between visitor expectations and service delivery. Technology Acceptance Models evaluate CRM digital solution acceptance and efficacy as these frameworks help understand client interactions and service excellence in a methodical way. They enable luxury and perfection-focused additions at Armani Hotel Dubai. (Buttle & Makkah, 2019)

[bookmark: _Toc167056137]Analysis 
This section provides a comprehensive analysis of the key issues identified in the Customer Relationship Management at Armani Hotel Dubai and the analysis utilizes data-driven insights and theoretical frameworks, incorporating various approaches like PESTEL and SWOT analyses as this approach guarantees a comprehensive and unbiased analysis of both internal challenges and market forces.

Detailed Issue Analysis
The Armani Hotel Dubai has identified specific weaknesses in its Customer Relationship Management (CRM) system that significantly impact visitor satisfaction, loyalty, and revenue and an important concern is the inconsistency in delivering personalized service, which is a basic expectation in the high-end hospitality industry. This discrepancy arises from shortcomings in the CRM's ability to effectively utilize and analyze visitor data to anticipate needs and customize experiences as although there is a significant amount of customer data available, its utilization for enhancing visitor experiences is not at its best. The evidence of this lackluster performance is clear in the feedback from guests, revealing a noticeable gap between their desire for individualized care and the generic service they ultimately received as per Dyche, 2001)

Furthermore, the hotel's customer relationship management system lacks an effective approach to addressing guest complaints and requests, which only makes the problem worse and the absence of timely and satisfactory responses has led to a noticeable decrease in visitor satisfaction scores, as modern guests expect quick resolutions to their complaints. The inefficiency not only frustrates visitors but also decreases the likelihood of them coming back, which affects the hotel's ability to generate long-term revenue from repeat business as it was highlighted before by Peelen, (2005)

In addition, Inntopia, (2020) suggests that the current technological setup of the CRM system appears to have limited integration with real-time service management tools, which leads to missed opportunities for prompt engagement and recovery actions and this lack of technological capability results in a failure to collect real-time feedback from customers and adjust services accordingly. This is especially important in a time when guest expectations are always evolving but consequently, this lack directly impacts the hotel's ability to maintain high standards of customer service, ultimately affecting its reputation and revenue. This situation highlights the urgent need for a thorough overhaul of the CRM methods employed at Armani Hotel Dubai and it is crucial to align these methods with the expectations of the hotel's discerning clientele and ensure that the hotel remains ahead of its competitors in the industry.

Causes of the Issues
The problems affecting Armani Hotel Dubai's consumer Relationship Management (CRM) system can be traced back to several key factors and these include insufficient staff training, outdated technology, ineffective management methods, and evolving consumer expectations. Lack of proper staff training is a significant cause of the inefficiencies in CRM while the hotel employees often lack the necessary training to fully utilize the CRM software's capabilities. The insufficient amount of this necessary resource prevents the staff from effectively utilizing the available data to enhance guest personalization and service delivery, which are crucial aspects in the luxury hotel industry. (Payne & Frow, 2005)

In addition, LeadSquared, (2021) said that the CRM system at Armani Hotel Dubai needs better integration and updates to meet the changing needs of modern hospitality management and the existing system is unable to analyze real-time data or enable seamless communication between different hotel departments, which hampers the ability to deliver timely and personalized guest services. The staff's promptness in addressing guest concerns and complaints is hindered by certain limitations in our technology, which directly impacts the happiness and loyalty of our guests and in addition, the hotel's management procedures have not kept up with changing client expectations. 

The hotel's management's slow embrace of modern CRM tactics and technologies often leads to the hotel's inability to meet customers' expectations for prompt and customized services as given the evolving luxury market, guests now have elevated expectations when it comes to efficiency and personalized experiences, which poses a consistent challenge for the hotel to meet. (Peelen & Beltman, 2013)

The issues of outdated technology, insufficient staff training, and stagnant management practices all play a role in the CRM challenges faced by Armani Hotel Dubai and in order to restore and enhance the hotel's reputation and operational success, it is necessary to take a comprehensive approach to tackle these underlying issues as per The Access Group, (2022).

Impact Analysis
The identified deficiencies in Armani Hotel Dubai's Customer Relationship Management (CRM) system have far-reaching implications for its image, financial performance, and position in the upscale hospitality sector as the CRM issues greatly affect visitor satisfaction, which is a vital factor in maintaining the hotel's esteemed reputation. For instance, there is a noticeable correlation between a decline in customer satisfaction levels, as evident in recent guest feedback surveys, and an increase in the number of complaints regarding the timeliness and personalization of the service as unfavorable criticism often circulates on internet reviews and social media platforms, where potential visitors seek reassurance about the service quality before booking. Consequently, if a reputation is tarnished, it could lead to a decrease in reservations, ultimately impacting the hotel's financial performance as per Baran & Galka, (2013).

According to Nistor et al., (2017) from a financial perspective, the inefficiencies in CRM have a negative impact on revenue as they lead to a decrease in repeat customers and these customers are less likely to return due to unsatisfactory experiences, which ultimately affects long-term profitability. The luxury hotel industry relies heavily on dedicated customers, who often generate higher revenue per stay compared to new guests while industry data suggests that improving client retention by 5% can lead to a significant profit increase of at least 25%. The Armani Hotel's inadequate customer relationship management poses significant risks to its financial sustainability. 

In addition, these limitations in CRM hinder the hotel's capacity to effectively compete in a fiercely competitive industry so, Armani Hotel is at risk of losing its market share to competitors who have adopted advanced CRM systems that offer personalized guest experiences. The competitive disadvantage is amplified in the luxury class, where guest expectations are exceptionally high and the demand for personalized service is a critical determining factor but therefore, the hotel's reputation, financial stability, and competitive position in the global luxury hospitality industry are greatly influenced by the important task of enhancing its CRM procedures. (HashMicro, 2024)


PESTEL Analysis 
Political: The political stability in the UAE has a positive effect on the hospitality sector, attracting both international visitors and business travelers as the hotel's activities are enhanced by Dubai's government regulations that actively promote tourism and the provision of premium services. However, the geopolitical tensions in the wider Middle East area might deter foreign tourists, which could have an impact on hotel occupancy rates. (Goldenberg, 2008)

 Economical: The economy is a significant factor in shaping travel patterns and consumer spending, as global economic fluctuations can have a major impact and despite Dubai's resilient economy, any global economic downturns or currency fluctuations could potentially impact disposable income and influence the number of tourists opting for luxury travel as consequently, this may have an effect on the hotel's revenue. (Kao & Paz, 2014)

 Social: Currently, society has a strong inclination towards personalized and unique travel experiences, especially in the luxury sector and there has been a noticeable increase in the demand for sustainable and responsible travel, with guests now favoring hotels that actively demonstrate their dedication to preserving the environment. In order to maintain its social appeal and relevance, Armani Hotel Dubai must continuously adapt to these expectations. (Jeffrey, 2010)

Technological: The rapid development of technology offers exciting opportunities to enhance efficiency and personalize experiences through the use of advanced CRM systems, IoT, and AI in guest experience and operational management as the hotel's current lack of CRM capabilities could hinder its ability to compete with more technologically advanced rivals. (Sheth et al., 2001)

Environmental:  The importance of environmental variables is increasing in the hospitality industry, sustainability strategies are essential for meeting regulatory requirements and influencing guests' decision-making process. Embracing sustainable practices in energy use, trash disposal, and resource preservation is essential for complying with regulations and appealing to environmentally conscious customers. (Payne, 2006)

Legal: Complying with both local and international legislation, including labour laws, safety requirements, and data protection rules (such as GDPR for European guests), is crucial and given the complex legal landscape, it's crucial to stay vigilant and flexible to ensure that all operations are flawless and that guest data obtained through CRM activities is handled securely. (Peppers & Rogers, 2017)








SWOT Analysis
	STRENGTHS
The brand is associated with luxury 
Location: Burj Khalid’s
High international reputation
High ended services 
	WEAKNESSES 
Issues regarding personalized services
CRM technology is not utilized at it’s main capacity
Slow response to guest feedback

	OPPORTUNITIES
Expansion on the luxury travel market 
Make technological advancements regarding CRM
Adopting sustainable practices 
Growth on new segments 
	THREATS
Tourism may be affected by economic downturns 
Competition 
Political instability in the Middle East
Changes in consumer behavior 



The SWOT analysis reveals numerous factors that Armani Hotel Dubai can take advantage of or address in its CRM processes as the hotel's key strengths lie in its renowned brand reputation and prime location, which provide a strong foundation for attracting and keeping high-end clientele. However, the issues that have been pointed out, particularly in the realm of customer relationship management (CRM), like the slow response to guest feedback and underutilization of technology, suggest a gap between the ability to provide outstanding service and the actual guest experiences. (Tripleseat, 2019)
 
According to Thynk, (2023), the hotel has the opportunity to leverage technological advancements to improve the efficiency of its customer relationship management (CRM) system and in addition, by recognizing the growing interest in sustainable tourism, the hotel can enhance its competitive edge as, tapping into emerging market segments has the potential to expand its customer reach.
 
 However, Software Advice, (2020) claimed that the hotel's market position may face challenges due to potential economic downturns and increased competition from other luxury hotels in the area and in order to maintain its competitive edge, the hotel needs to improve its CRM processes by leveraging its strengths to overcome weaknesses and threats, while also taking advantage of new opportunities.


TOWS Analysis 
The TOWS study provides valuable strategic guidance by aligning the hotel's internal strengths and weaknesses with the external opportunities and threats it faces and the Armani Hotel Dubai has the perfect opportunity to further establish itself in the thriving luxury tourism industry. By highlighting its unique amenities and commitment to sustainability, it can leverage its prestigious brand and prime location to attract even more visitors and by implementing these methods, the hotel can set itself apart from its competitors and attract guests who are looking for unique and eco-friendly vacation experiences. (Enjayworld, 2022)
 
 In order to overcome its limitations, the hotel should focus on improving its CRM technology to take advantage of advancements in technology and this improvement will allow for better use of data and greater customization of guest experiences, which is crucial for quickly adapting to market demands and evolving customer preferences as per Salesforce, (2021).
 
 In addition, Apptivo, (2019) have said that improving the CRM system enables the hotel to effectively navigate external economic fluctuations and stay ahead of competitive challenges so, Armani Hotel Dubai maintains its market leadership by placing a strong emphasis on efficient and personalized service delivery. This is achieved through the use of a highly advanced CRM system and the approach enables the hotel to exceed guest expectations in a challenging business environment.

[bookmark: _Toc167056138]Recommendations and Change Management 
This section offers a series of targeted recommendations to address the main issues identified in the Customer Relationship Management system at Armani Hotel Dubai and the recommendations are based on a comprehensive analysis of internal procedures and external factors that impact the hotel's success. The goal is to improve guest satisfaction and loyalty, increase operational efficiency, and ultimately boost the hotel's revenue streams as through the implementation of these modifications, Armani Hotel Dubai aims to maintain its prestigious position in the highly competitive luxury hospitality industry and meet the evolving needs of its discerning clientele. (Optimiser, 2023)

Detailed Recommendations
To effectively address the issues found in the Customer Relationship Management (CRM) system at Armani Hotel Dubai, a set of tailored recommendations is proposed to meet the demands of the luxury market. 

TechJockey, (2021), the hotel should prioritize implementing a state-of-the-art CRM system that includes advanced analytics, enabling them to quickly understand and cater to each guest's unique preferences and needs and implementing this technology upgrade is crucial for quickly recording visitor preferences, history, and comments, which will greatly enhance the delivery of personalized service. Furthermore, developing a mobile application exclusively for hotel guests would allow them to conveniently plan various aspects of their stay, including room preferences, dining reservations, and spa appointments while in addition, it would create a direct way for guests to communicate with hotel staff. 

Through the utilization of Artificial Intelligence-powered solutions, like chatbots for immediate visitor inquiries and predictive analytics for anticipating demands, there is potential to enhance guest satisfaction and engagement even more.  (Thynk, 2022)

To add up, Rigby et al., (2002) claimed that it is crucial for the hotel to regularly conduct training sessions for its staff, with a strong focus on delivering highly personalized client services as the purpose of these workshops is to educate staff members on effectively utilizing the improved CRM capabilities to personalize interactions based on visitor history and preferences. In addition, it is crucial to ensure that staff members receive training in cultural sensitivity and effective communication, given the diverse range of guests the hotel serves from around the world and this will allow them to effectively connect with guests from different cultural backgrounds, ensuring that all visitors feel valued and treated with dignity. 

It is recommended to establish clear Standard Operating Procedures (SOPs) for all guest interactions, from check-in to check-out, to ensure consistent quality of service and the rules should provide clear guidance on how to effectively use CRM data to enhance visitor interactions, guaranteeing that every guest receives individualized attention. Through the mobile app or in-room tablets, visitors have the convenience of expressing their satisfaction levels and reporting any concerns in real-time with prompt digital surveys and this input should be easily accessible to both management and staff for quick action.  (D-Edge, 2020)

According to Hotel Tech Report, (2024), it  is essential to establish seamless connectivity between the CRM system and all departments, such as front desk, cleaning, dining services, and spa and the integration of multiple departments will enhance communication and streamline service delivery to better meet the needs of guests at every interaction. By integrating third-party vendor interfaces into the CRM system, visitors will have the convenience of accessing a variety of luxury services in one place and this includes options like local tours, luxury car rentals, and event tickets, enhancing their overall experience. Implementing these steps will greatly enhance the CRM capabilities of Armani Hotel Dubai and according to Revolution Ordering, (2019), it will lead to higher guest satisfaction and loyalty, giving the hotel a competitive edge in the premium hospitality market.

An innovative CRM system with advanced analytics capabilities is being proposed and this new system will enable real-time monitoring and analysis of guest preferences and history, effectively addressing the issue of inconsistent service personalization. By offering employees instant access to a wealth of practical information, the hotel can provide personalized services that cater to the needs of affluent customers and the expected impact on hotel operations involves improved efficiency in service delivery and a notable increase in customer satisfaction, as services can be quickly and accurately customized to individual preferences. (Stone & Woodcock, 2001)

One of the notable enhancements is the development of a customized mobile application for guests and this program allows guests to easily manage their preferences and bookings using their personal devices, effectively resolving the problem of slow response times in guest service management. The hotel provides a platform for guests to express their needs and ensures that these are effectively communicated to the relevant departments and operational impacts involve streamlining workflows and addressing bottlenecks in guest service management, leading to a smoother and more enjoyable guest experience.  (Qodeify, 2023)

In addition, Amadeus Hospitality, (2022) reported that it is recommended to provide thorough training programs for staff to ensure they are skilled in using the new CRM technologies and meeting the high standards expected in luxury environments and the training sessions will focus on addressing the issue of inconsistent service quality and ensuring that workers are well-prepared. By equipping employees with the necessary knowledge and understanding, the hotel ensures a consistent level of quality in every interaction with guests so, integrating cultural sensitivity training would enhance the quality of engagement with a globally diverse customer base, leading to increased satisfaction and improved guest experiences. 

The incorporation of real-time feedback methods through digital surveys on mobile apps or in-room tablets is designed to improve the speed and effectiveness of guest feedback processing and thus initiative seeks to address the problem of delayed guest feedback management by providing guests with a straightforward and immediate way to share their experiences. The promptness of this feedback allows the hotel to quickly address any concerns, resulting in faster resolution of issues and increased visitor satisfaction.  (Hospitality Net, 2020)

The primary objective of implementing a fully integrated CRM system across all hotel departments is to ensure a unified approach to managing guest services and by integrating multiple departments, we ensure a smooth and hassle-free guest experience, eliminating any inconsistencies or delays in service. From the moment guests check-in to the moment they check-out, we guarantee a seamless experience and the integration will optimize operational efficiency, leading to faster service delivery times and enhanced accuracy and personalization of services. This will ultimately improve the overall guest experience at the hotel and the implementation of these strategic improvements to the CRM system at Armani Hotel Dubai is set to completely transform the operational dynamics, leading to an exceptional service delivery that caters to the exacting needs of its discerning clientele as it was reported by EngageBay, (2023)

Implementation Strategy

Step 1: Implementing Advanced CRM Technology 
- Planning and Distribution of Resources: The implementation should start with a three-month phase focused on planning and procurements be next  there will be a six-month phase dedicated to implementing the new CRM software, which will involve installing and integrating it into our systems. This phase will primarily be handled by the IT department, working closely with chosen CRM vendors as the resources will cover the allocation of funds for software and hardware, providing training for IT personnel, and implementing testing processes to ensure compatibility with existing systems.  (Newell, 2003)
- Challenges and Solutions: Ensuring system compatibility and minimizing disruption during the transition will be a major challenge and one way to address this problem is by using a parallel running approach, where the new system is operated alongside the old one at the same time. This allows for troubleshooting to occur without causing any disruptions to daily operations.  (Bookboost, 2020)

Step 2: Development of a Custom Mobile Application 
- Schedule and Required Assets: Development should begin at the same time as the adoption of CRM, with the aim of completing it within a nine-month timeframe and the digital marketing team will lead this task, with support from external app developers while the budget will cover all the costs associated with developing, testing, and promoting the app. (SHR, 2023)
- Challenges and Solutions: There may be difficulties when it comes to getting users to adopt and actively participate and in order to boost engagement rates, it is recommended to offer incentives for app downloads and usage. Additionally, it is beneficial to include feedback mechanisms within the app to consistently enhance its features according to user input. (Hotels & Hoteliers, 2021)

Step 3: Improved Staff Training Programs 
- Schedule and Available Assets: Training programs should ideally begin one month before the deployment of the CRM system and continue with recurring sessions and this initiative will be overseen by the HR department in collaboration with a reputable training firm. The resources will include instructional materials and compensation for facilitators. (Sagarwani, 2019)
- Challenges and Solutions: Ensuring consistent skill levels across all staff members following training can present some difficulties and regular training sessions and evaluations will help the staff maintain and improve their skills. (Wasserstorm, 2023)

Step 4: Providing Feedback in Real-Time 
-Schedule and Resources: This should be included in the final stages of the CRM system implementation and the customer service staff will handle this, with technical support from IT. Expenses will cover the process of integrating software and, if needed, configuring hardware for feedback kiosks. (Softinn, 2023) 
- Problems and Solutions: There are some concerns that arise when it comes to the reliability of feedback mechanisms and the accuracy of data and by conducting pilot testing and regularly updating the system, you can ensure that the data remains accurate and the system functions smoothly. (Duve, 2024)

Step 5: Seamless Integration of CRM Across Departments
-Timeline and Allocation of Resources: The final stage should align with the implementation of the CRM system, focusing on seamless integration within a twelve-month timeframe as efficient collaboration among department heads is crucial to achieve a seamless integration, supported by continuous IT and vendor support. (Mavridopoulou & O’Mahoney, 2020)
- Challenges and Solutions: Some staff members may be resistant to change if they are used to previous systems and this problem can be solved by implementing comprehensive change management practices, which include clear and open communication, active involvement of employees in the integration process, and strong support from leadership. (O’Mahoney, 2021)

Change Management Practices 
Efficient change management is crucial to ensure a smooth transition and successful implementation of the new CRM systems and procedures at Armani Hotel Dubai as to ensure smooth oversight of this process, a comprehensive strategy will be put in place. 

As per Thompson, (2006) this will involve providing training for personnel, establishing effective communication channels, setting up procedures to receive feedback, and creating robust support systems and the training sessions will be instrumental in preparing the staff for the transfer. These sessions will cover both the technical aspects of the new CRM system and mobile app, as well as highlight the importance of these technologies in enhancing guest experiences and operational efficiency. 

The training program will be tailored to meet the unique needs and operational processes of each department, ensuring that all team members have a clear understanding of their roles within the new system as staff will be equipped with easy-to-use reference materials and frequently asked questions to ensure ongoing support and reinforce their training. A well-structured and clearly outlined communication plan will also be essential and this plan will involve regular updates throughout the implementation process, which will be shared through emails, staff meetings, and a dedicated section on the internal staff portal. Improving transparency in communication can help better manage expectations and reduce uncertainties among staff so, highlighting the benefits of the new system for both employees and customers will help create a positive attitude towards the transition as per Kipping & Clark, 2012)

Feedback mechanisms will be put in place to support staff in voicing their concerns and sharing insights gained from their experiences with the new systems and this can be achieved by using suggestion boxes, digital forums, and regularly scheduled feedback meetings. By carefully considering the viewpoints of staff members and actively incorporating their input into future enhancements, a sense of ownership and acceptance can be cultivated within the team. (King & Burgess, 2008)

Ultimately, having support mechanisms in place is crucial for effectively addressing any resistance or hesitancy towards change so, support will involve providing a dedicated help desk to address any technological issues and offering counseling services to staff members facing challenges during the transition while leadership will play a crucial role, as managers are expected to exhibit strong leadership through their actions and consistently provide encouragement and support to their team members. Armani Hotel Dubai strives to foster an environment of teamwork and positivity by implementing these strategies and it is crucial for a successful process of change to have the entire workforce united and dedicated to the improvements being made. (Kotter, 2012)

Measurements of Success and Review
The effectiveness of the implemented suggestions at Armani Hotel Dubai will be evaluated by using specific key performance indicators (KPIs), including guest satisfaction scores, repeat guest rate, and the promptness of response to guest request while also, we will closely track the rise in revenue from repeat customers and the improvements made in guest service operations to ensure optimal efficiency. These KPIs will be assessed on a quarterly basis using a mix of guest feedback, staff feedback, and CRM data analytics and these review meetings are valuable for identifying areas that need adjustment and facilitating continual improvement through the iterative refinement of processes and training while it will guarantee that the hotel consistently upholds the utmost standards of luxury hospitality. (Subramaniam et al., 2011)

Cost Analysis and Economic Justification 
The estimated cost for implementing the new CRM system, mobile application, and training programs at Armani Hotel Dubai is approximately $500,000 and the justification for this expense is backed by the expected improvements, including better efficiency in handling guest services and higher guest satisfaction. These enhancements are predicted to boost repeat guest rates and overall income while anticipated returns on investment are expected to be significant, with a projected 20% increase in repeat bookings and a 15% enhancement in guest satisfaction ratings within the first year. These profits not only cover the initial expenses, but also boost long-term profitability and give a competitive edge in the premium hospitality industry.







[bookmark: _Toc167056139]Action Plan 
	Problem
	Solution 
	Desired Outcome
	Time-Scale
	Completion Date 
	Planned Budget

	Lack of Adequate CRM System
	Update to a state-of-art CRM system 
	Develop the ability to personalize guest experiences and improve the loyalty of the guests
	6 months 
	30/11/2024
	$200,000

	Lack of proper integration of mobile devices
	Develop a customized mobile application 
	Higher direct booking rates and increased guests engagement 
	9 months
	28/02/2025
	$150,000

	Insufficient Staff Training 
	Initiate comprehensive training programs 
	Consistently providing high-quality guest service 
	3 months 
	30/08/2024
	$50,000

	Prompt Response Mechanisms
	Implement real feedback tools 
	Quicker resolution on guest issues and increased guest satisfaction
	2 months 
	31/07/2024
	$100,000

	Streamlined CRM Application
	Integrate CRM across all the hotel departments 
	Deliver seamless services and enhance operational efficiency 
	12 months 
	31/05/2025
	$50,000
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1. Lack of Adequate CRM System: By incorporating a more advanced CRM system, the hotel can leverage real-time data analytics to enhance the personalization of guest services and this significant technical upgrade, scheduled to take place over a period of six months, aims to directly impact guest loyalty by offering more personalized experiences. (Cloudbeds, 2020)
 
 2. Lack of proper integration of mobile devices: Creating a tailored mobile application for hotel customers would simplify and improve their interactions, covering everything from booking rooms to submitting service requests and by implementing this, visitor convenience can be greatly improved and there is also the potential to increase income through an increase in direct bookings as it is a crucial performance indicator for the hotel. (Kotler & Keller, 2016)
 
 3. Insufficient Staff Training: according to Hotel Tech Report, (2023), comprehensive staff training is the key to addressing any existing differences in service quality and this program, lasting for three months, aims to equip staff members with the necessary skills to effectively utilize the new CRM technologies as the goal is to ensure a consistently high level of guest service at every interaction.
 
 4. Prompt Response Mechanisms: By incorporating quick feedback mechanisms, the hotel can swiftly address visitor concerns, leading to a significant enhancement in overall guest satisfaction and this streamlined, two-month deployment ensures that the hotel can quickly begin improving its guest service response times. (Walkme, 2022)
 
 5.  Streamlined CRM Application: Integrating the CRM system across all departments is crucial for a cohesive approach to managing guest service and this extensive year-long project aims to eliminate barriers between departments, resulting in a more coordinated effort to enhance guest experiences. (Mews, 2021)

[bookmark: _Toc167056140]Conclusion 
In this consultancy report, we have thoroughly analyzed and identified key areas for improvement within the Customer Relationship Management (CRM) system of Armani Hotel Dubai. Our comprehensive assessment revealed several important issues that, if addressed, could significantly enhance guest satisfaction and the hotel's operational efficiency. 

The main concerns identified include the need for an upgraded CRM system, a customized mobile application for guests, enhanced staff training, the implementation of real-time feedback systems, and the integration of CRM across all hotel departments as these areas are essential for ensuring that the hotel not only meets but exceeds the high expectations of its affluent clientele. 

The proposals aim to fully address these concerns, providing detailed action plans with clear procedures for execution, estimated timelines, and budget considerations an the proposed changes are expected to result in a more personalized and efficient guest service experience, improve guest loyalty and satisfaction, and optimism operational efficiencies throughout the hotel. By incorporating these recommendations, Armani Hotel Dubai can further solidify its position as a premier provider of luxury hospitality in Dubai and other destinations. 

We are thankful for the opportunity to collaborate with Armani Hotel Dubai on this important assessment of its CRM operations and the engagement has revealed opportunities for improvement and highlighted the hotel's commitment to maintaining its prestigious status in the luxury hotel industry. We are grateful for the trust placed in Kinect Consulting to evaluate and suggest strategic improvements. 

KeiNect Consulting is excited about the chance to continue working with Armani Hotel Dubai and implement these recommendations to further enhance the hotel's success and we are committed to offering ongoing support to Armani Hotel Dubai throughout the implementation phase and beyond, ensuring that the hotel achieves its objectives of enhanced guest satisfaction and operational excellence. We are here to assist you further and discuss the next steps in this exciting journey towards achieving excellent service. 

We expect that the findings and recommendations in this report will help foster a fruitful and continuous collaboration, promoting not only immediate improvements but also long-term success for Armani Hotel Dubai.
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