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[bookmark: _Toc182322349]Executive Summary 
The Savoy, London, is a globally renowned ultra-luxury hotel in the heart of London, steeped in tradition with iconic status and high standards of service. In contrast, and with heightened competition, fast-evolving consumer expectations, and operational inefficiencies internally, the hotel faces a significant challenge to maintain its high level of customer satisfaction. This consultancy report deals with a comprehensive assessment and analysis of these issues; from pinpointing the root of the problems, it also makes strategic recommendations which include the development of hotel services to further enhance the operational process in assuring customer satisfaction and profitability. Recommendations are made to get The Savoy fully updated in its operations for sustaining business success in the luxury hospitality industry.

Problem
The most significant issue at The Savoy is the evident decline in customer satisfaction scores, blamed on various factors that influence the level of hospitality extended to the guests. These include outdated processes of customer service, inconsistent service levels, and lack of coordination between the front-of-house and back-of-house. It has been a model synonymous with faultless guest experiences; however, it is becoming all the more uncompetitive when pitted against luxury hotels globally that have managed to invest in modern technologies and improved, more efficient operational practices. Moreover, The Savoy has been quite tardy in embracing modern technologies matching contemporary customer expectations. This, in turn, has resulted in frustrations relative to slow check-in/check-out processes and a lack of personalisation in service delivery.
Besides these operational inefficiencies, there is also a disconnect between what the modern-day luxury traveler expects and what he gets in terms of service delivery at The Savoy. Today's HNIs seek nothing less than extraordinary service, seamlessly supported by technology and personalised to their taste. Not being able to adapt these digital technologies and failing to be less dependent on traditional ways of service delivery is leading to dissatisfaction.

Extensive analysis entailing feedback from guests, mystery shopper reports, and the internal information derived from the hotel's performance reviews shows the following findings that lead to the current service difficulties The Savoy is going through. These findings were indicative of the underlying issues facing the hotel:

1. Inconsistent Guest Experience Through Various Departments: The hotel has a good brand reputation; however, consistency in service is at a low with different departments. The front-of-house staff can be very welcoming while the lack of coordination with back-of-house operations often leads to inefficiencies and delays that thus affect the overall experience of the guests.

2. Slow Check-In/Check-Out Processes: The check-in/check-out processes at The Savoy remain slow and antiquated, affecting guests' impressions at the commencement and end of their stay. Long check-in times can become a source of annoyance, especially for those guests who expect speed and efficiency from a high-end environment.

3. Missed Opportunity for Digital Technologies: The Savoy has not moved as fast, relatively speaking, to adopt new technologies for improving guest experiences. Not having a mobile app to book, or having concierge services or digital check-in/check-out options means that opportunities to engage with tech-savvy guests who look for convenience and efficiency are missed.

4. Disconnect between Customer Expectation and Service Delivery: Today's luxury customers increasingly seek higher levels of personalization and seamlessness in the transition between digital and human services. The Savoy, with its dependence on traditional service models, will no longer be able to satisfy the changing expectations of guests, particularly those within younger and tech-savvy demographics.

Analysis
A profound PESTEL analysis discloses some driving forces from external factors that affect the issues The Savoy is facing. First, economic uncertainty because of influences such as Brexit and inflation internationally makes discretionary spending lower for some travelers. The second is technological disruption, wherein competitors are increasingly using state-of-the-art technologies to facilitate operational efficiency and seamless experiences. Moreover, in today's luxury hospitality, the ever-changing competitive landscape demands innovations to keep up with the status continuously in the market.
The SWOT analysis suggests that there are significant strengths for the iconic brand, historic legacy, and prime location in central London. Minor weaknesses relate to defects in operational processes, including using outdated technologies and inconsistencies in service delivery. This strength in terms of brand reputation may also lead to some opportunities that will involve ways of leveraging technology in enhancing the consistency of the services offered to improve guest experiences. The competitive threats exerted by those competitors already using modern technologies and more efficient service models may threaten the competitive advantage of The Savoy. A TOWS analysis would show that The Savoy can introduce technological innovations with strong brand legacy and enhance the efficiency of its operations. Correcting operational weaknesses, such as slow check-in/check-out processes and uneven quality in service delivery, will allow The Savoy to avail opportunities through growing demand for seamless technology-enabled experiences among guests.

Recommendations
The ensuing report therefore recommends the following in order to address the identified issues and keep the hotel competitive:

1. Roll out Service Excellence training programs: It is highly commendable that the hotel kick-starts an all-inclusive staff training program aimed at eliminating existing service inconsistencies and guest experience. This course shall be on customer service protocols, upselling techniques, and effective communication. This would enhance the skills and consistency of the whole staff from the different departments and would lead to increased guest satisfaction and loyalty levels at The Savoy.

2. Technology Solution Introduction: It should introduce a mobile app for easy guest interaction, digital check-in/check-out, concierge services, and even ordering in-room service. It will help give the guests an enriched experience of convenience, personalization, and efficiency. Adoption of digital concierge service lets guests place their orders/models through their smartphones; thus, the whole operation will be smoothened out and reduce the waiting time.

3. Improved internal communication: This will mean the hotel getting integrated front-of-house and back-of-house communication software. It means real-time updates on guest requests, issues related to maintenance, or other operational matters, which in turn reduce delays in service delivery.

4. Sustainability Initiatives: The Savoy should pursue more sustainability initiatives, including energy-efficient practices, waste reduction programs, and sustainable sourcing for its restaurants, since the current consumer pressure looks for businesses with eco-friendly policies. This will definitely further enhance the hotel's reputation and appeal to environmentally-conscious travelers.
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[bookmark: _Toc182322350]1. Introduction
Opened in 1889, The Savoy is one of the world's most famous luxury hotels. Centrally located in the heart of London's West End, The Savoy sets the gold standard of excellence with rich historical heritage, impeccable service, and superlative facilities, attracting a clientele of royalty, celebrities, and celebrated business leaders (Savoy London, N.d). It boasts 267 rooms, 67 suites, coupled with exclusive services such as fine dining, a luxury spa, and state-of-the-art event spaces. For over decades, The Savoy has come to mean sumptuousness and top drawer hospitality in the cutthroat hotel industry.

For all its storied reputation, The Savoy increasingly has to fight its corner against newer luxury challengers that are quite happy to shoehorn in the odd digital innovation or two, sometimes rather more seamlessly, to meet modern guest expectations. These competitors-maybe less bound by tradition-will be embracing technologies to enhance the guest journey, meaning seamless experiences from booking to checkout. As Shin and Jeong, (2022) notes, this shift has resulted in deteriorating guest satisfaction scores at the Savoy due to inconsistency in service, contact methods for customer service that are not successful, and non-adaptation to digital ways which would ease business operations and improve the guest experience. According to Giannoukou (2024) all these issues need to be identified and dealt with by renewing and upgrading the model of customer service if Savoy is to retain its prestige status.

The Savoy has tasked Innovative Hospitality Solutions-IHS-with supporting it in these endeavors (Savoy London, N.d). IHS is a consultancy that, leveraging broad-based experience gained from numerous consulting mandates for ultra-luxury hotels across the globe facing many of the same challenges, provides expert analysis and remedies for operational bottlenecks, refines guest experiences, and implements modern digital solutions to elevate the quality of service in the hospitality business. 

This report will adopt various analytical frameworks to identify problems and arrive at actionable recommendations. To begin with, a PESTEL framework will be applied to evaluate the external environment factors that influence The Savoy: political, economic, social, technological, environmental, and legal issues that shape the form of the luxury hospitality market. A framework of this type is bound to provide an insight into the significant external pressures that influence the operations of The Savoy and the manner in which they challenge its competitive environment (Rutherford, 2021). Next, a SWOT analysis will describe the internal strengths and weaknesses of The Savoy, and the opportunities and threats of its environs. These will be summaried in a TOWS analysis, which will thereby link the factors identified to particular strategies that can be implemented.

The following report endeavors to find causal factors that have brought about a decline in the level of satisfaction of The Savoy's guests, outlining concrete action steps that need to be taken to realize enhancements in the guest experience and operational performance. Recommendations will center around mitigating service inconsistencies, updating customer service processes, and deploying state-of-the-art digital solutions. With these core areas, IHS would thereby hope to enable The Savoy again to assume a leading role within the field of luxury hospitality, so that it would be able to satisfy the growing demands of its guests while still maintaining its historic character.

[bookmark: _Toc182322351]2. Analysis 

[bookmark: _Toc182322352]2.1 Issues at The Savoy
The biggest issue with The Savoy, however, is the decline in customer satisfaction, which the organisation has collected through questionnaires, online reviews, and remarks by their staff. Based on the frequency of responses provided, most areas of guest satisfaction require quick intervention. In other words, there have been recurring comments with regard to the inconsistency in service provided at times ranging between check-in/check-out efficiency and proper communication/responses among departments. However, in luxury establishments like The Savoy, these lapses in standards have a more emphasized impact due to the disruption in the fluidity of attention that the guests would expect from such a hotel that has earned a historic reputation for excellence (Shin and Jeong, 2022).

Also, not having embraced the modern technologies has made these problems even worse. Modern luxury hotels are increasingly using digital enhancements: checking in with a mobile, getting personalised app-based services, and automated room controls (Wang, 2024). The Savoy is really very late in implementing all these types of innovations. Contributing to this situation, where what guests expect and what they will get are quite different, the delay further fosters their feeling that this hotel is behind its technology-embracing peers (Giannoukou, 2024). Moreover, not developing technology-driven solutions for activities such as interdepartmental communication and guest requests has added further strain to operational efficiency, which is manifested through prolonged waiting times and more fragmentation in the response of service.

It is clear that the hospitality industry has been hugely influenced and reformed because of the changing trend in consumer preference for convenience, efficiency, and digital engagement. For instance, it is estimated that 76% of hotel guests in the luxury segment favor efficient service and speed, enabled by technology (Sakhanenko, 2024). In failing to keep pace, The Savoy is in a position of losing its luster with its target market, which covets old-world luxury along with modern efficiency. These elements underline how The Savoy should introduce technology in order to bridge the operational gaps of the hotel and make the service experience consistent to maintain customer satisfaction and, therefore, competitive advantage.

[bookmark: _Toc182322353]2.2 PESTEL Analysis
A PESTEL analysis exhibits the surroundings affecting The Savoy both in opportunities and challenges:

Political: The Brexit policy has cast a question mark on the economic stability of the UK, impacting tourism and, more specifically, luxury travel due to the volatility of the currency exchange rate, coupled with complicated trade laws (Amoamo, 2022; Tan and Despotis, 2021). However, because of the iconic status and international appeal of The Savoy to high-net-worth travelers around the world, it somewhat insulates it against such issues (Akkanen, 2017). The hotel has also built good relations with local regulatory authorities, which have helped in large part to ease its operations in the wake of the shifting regulatory environment (Marinotti and Johnston, 2024).

Economic: With the current squeeze, brought about by inflation and changes in consumer spending habits, luxury travelers seek value for money (Wang, 2024). To this end, The Savoy has diversified service provisions through the offering of flexible packages that appeal to more classes of customers without compromising on quality. This easy predisposition of flexibility creates a competitive advantage for The Savoy during the economic slump since it can include a broader class of customers seeking its luxury.

Sociocultural: The demographics and expectations of the consumers are changing in the luxury hospitality industry (Arif and Hossin, 2016). Younger travelers want experiences tailored specifically for them, enabled through technology (Anguera-Torrell et al., 2021). A guest can thus say that this means frictionless interaction across channels and personalised bespoke services to meet the preference of each individual guest (Horner and Swarbrooke, 2020). In other words, while traditionally The Savoy has been known for excellence in service, there was room to modernize offerings and push a technological component hard to make personalization the experience worthy of their demands.

Technological: Technology has indeed altered the face of hospitality, with present focus being heavily weighed toward digital platforms and seamless service integration (Akkanen, 2017; Eid and Agag, 2020). As such, most competitors have already integrated applications for reservations, concierge services through technology, and other amenities. In this vein, The Savoy has only been gradual in its acceptance of these ideas (Qiu etal., 2024).  Recently, it has reinvested funds into extending and modernizing its booking platform, with further plans to modernize its digital architecture; it stands to promise a very encouraging approach toward the filling of this gap and ensures that in no way is it behind the times in terms of modernization (Bowie, 2020).

Environmental: Sustainability is one of the most pondered topics these days in the context of the luxury hospitality industry (Sanz-Lopez et al., 2024). Though there are certain initiatives taken by The Savoy, such as energy-efficient lighting and restaurant sourcing, it is imperative to develop more highly visible comprehensive sustainability operations that may help in attracting ecologically conscious guests (Nain, 2018). According to Viskovic (2024) strengthening these will enable The Savoy to improve its brand reputation by positioning itself as an environmentally responsible luxury destination.

Legal: Due to growing importance attributed to data privacy legislation and stringent industrial regulations, it remains pretty hard for The Savoy to function fully in compliance with such legislation. Fresh regulations, like the UK General Data Protection Regulation (GDPR), have placed extensive requirements regarding data handling and customer privacy (Ioannou and Dukes, 2021). Already, The Savoy has enforced strong policies with regard to data security as part of being compliant, so that a degree of trust may be fostered among clients regarding its reputation within this area.

PESTEL analysis identifies those external pressures and changing market conditions that create challenges for The Savoy, thus contributing to the decline of customer satisfaction. Undeniably, the historic reputation and premium status of The Savoy protect the brand against some political and economic uncertainties; however, the issues of technological adaptation and satisfying new consumer expectations come to the forefront. The problem outlined is lagging customer satisfaction, aligned closely with sociocultural and technological trends signaling that younger, tech-savvier travelers are asking for a modernized experience (Horner and Swarbrooke, 2020). Indeed, limited technology integration affects operational efficiency but also leaves the hotel at a competitive disadvantage while rivals take advantage of digital tools to make experiences more convenient and personalised. While The Savoy has indeed done its fair share of planting a green footprint, much more could be undertaken to display visible sustainable practices that today's environmentally sensitive guest is attracted to. In light of this, addressing the two gaps calls for focused investments in digital enhancements and sustainable best practices to realign offerings of The Savoy against the contemporary standards of luxury, thus creating higher customer satisfaction for long-term loyalty.

[bookmark: _Toc182322354]2.3 SWOT Analysis
The SWOT analysis gives an overview of the current position of The Savoy through an internal look at its strengths and weaknesses, and an external look at opportunities and threats.
Strengths: First of all, the Savoy has its enviable, historical reputation as one of London's top luxury hotels because since 1889 it has indeed been an iconic destination for royalties, celebrities, and high-profile guests (Savoy London, N.d). Centuries of history add to the brand prestige and make it a favorite among rich travelers who yearn for a unique combination of history and high standards of service. This is in the heart of London's West End, close to so many major attractions and cultural hot spots, thus highly convenient and exclusive to guests. The Savoy keeps its reputation for luxury services: fine dining, high-end spa, state-of-the-art event spaces-very high in class among top-of-the-range luxury hotels (Savoy London, N.d). Cumulatively, these attributes award The Savoy winning edge in terms of brand recognition; guests like to be associated with heritage and exclusivity.

Weaknesses: Despite the above-discussed advantages, rapid growth in technology has seen the hotel lose several opportunities to advance in improving guest experiences. Relatively, competitors, the digital structures of The Savoy are not fully developed in terms of its website and online hotel reservation systems and mobile concierge services (Savoy London, N.d). Also, consistency of service is an issue in the hotel, whereby over time guests have experienced variability in service delivery-a factor reflecting negatively on their overall satisfaction score. Besides, the operational inefficiencies compound the issues of consistency of their service delivery mainly emanating from outdated processes ill-equipped to handle the interests of modern-day luxury guests, thus limiting The Savoy's ability to appeal effectively to technologically savvy guests used to defect-free, seamlessly technologically integrated service (Savoy London, N.d).

Opportunities: There is a fair number of great opportunities that surround The Savoy in its use of technology to enhance the customer experience and iron out operational processes (Klaus and Tynan, 2022). The company could invest in digital channels to offer a more seamless and personalised way of booking and a concierge service to customers, as stated by Giglio et al. (2020). Digital marketing targeting will afford the company further opportunities for growth in its online presence and awareness of its brand, appealing to a more youthful customer base. It will also be an excellent opportunity to make The Savoy brand more appealing by introducing "green" initiatives in its operations. Its waste reduction and elimination of single-use plastics, energy efficiency measures, and utilization of locally sourced food ingredients would attract environmentally sensitive guests and further establish its brand reputation as a responsible luxury brand (Floričić, Pavia and Kacun, 2024).

Threats: The competition in the luxury hotel market of London is also changing with more modern entrants that are quick in implementing technology and easily adapt to the needs of modern customers (Bharwani and Mathews, 2021). These newer hotels have integrated such advanced digital services like mobile check-ins, AI-powered concierge services, and offer personalised guest experiences that raise the bar higher within the industry. This competition can be a serious threat to The Savoy, as it stands to lose its clients to competitors enabling the same convenience empowered through technology (Equenot, 2024). Slack economies are another threat because, often, luxury travel and extravagant spending are among the first things to get cut off when money gets tight, thereby reducing prospective revenue in the process (Naumik-Gladkaya and Devon, 2018) Lastly, changes in consumer tastes toward personalised and technology-imbued experiences ensure the need for The Savoy's completion to carve out its niche and find a way to keep up with today's trends, as seen by youngsters who grew up with digital conveniences.
The SWOT analysis emphasizes the key drivers of the decline in the guest satisfaction scores at The Savoy: lagging integration of technology, inconsistency in service delivery, and operational inefficiencies. These weaknesses impinge directly on customer experience, especially in comparison with newer luxury competitors who have aced seamless customer experiences enabled by technology. Also, not being able to keep up with digital development maddens such guests, while any breach in service upsets those that reduce the loyalty and satisfaction of the guests. A great gap exists in the quality of service and adaptability of technology because most of today's luxury travellers seek a mix of traditional luxury with the convenience of technology. In neglecting to address these weaknesses, it is at risk that The Savoy continues to lose share in the marketplace and its standing as a premier luxury hotel. Such a scenario may have implications for the bottom line of this prestige hotel chain in terms of financial performance and brand legacy. As such, the recommendations going forward concern strategic digital enhancements and improvements in operations necessary to reposition the offerings of The Savoy to what today's guest is expecting, while fostering improvement in customer satisfaction and the eventual long-term sustainability of the venue.

[bookmark: _Toc182322355]2.4 TOWS Analysis
A TOWS analysis for The Savoy builds on the insights from both SWOT and PESTEL analyses with strategic recommendations based on internal strengths and weaknesses along with external opportunities and threats. Herein lies how these factors interact in formulating actionable strategies:

SO (Strength-Opportunity): Strong brand reputation and iconic status provide a solid base on which to implement digital transformation in the customer service function in order to give a facelift to the guest interactions at The Savoy (Schmid, 2023). With the rich history and exacting standards of service drawn upon, The Savoy is bound to provide more digital solutions that will not distract from the old charm but further enhance the guest experience. For example, The Savoy might include a digital concierge service where guests can tailor-make their stays through a mobile app or online platform, seamlessly merging tradition with technology (Cunha et al., 2024). This can further establish The Savoy's role as a luxury player that evolves according to the modern-day needs of its traditional, high-end customers and also appeals to the new, technologically engaged generation. Coelho, Brandão and Costa, (2022) suggests that increasing levels of engagement through advanced technologies, such as robotics and AI, may offer key opportunities for a hospitality company like The Savoy, an organisation deeply rooted in its heritage, to stay ahead in the market.

WO (Weakness-Opportunity): Out of all the weaknesses which were identified within The Savoy, the inability to introduce technology into the premises can be countered by the addition of intelligent systems-like automated check-in/check-out along with guest-facing apps (Schmid, 2023). These changes will enable us to make the most of the opportunity: the digitally active guest who values convenience. It could also facilitate smooth service delivery, reduction in waiting time, and improve communication between the staff and guests to help address feedback about inconsistency in service. Actively embracing digital tools will also provide The Savoy with important data on customer behavior that can be used to personalize services and anticipate guests' needs-a practice being increasingly adopted by top-tier competitors (Santos, Oliveira and Silva, 2020).

ST (Strength-Threat): Against the competitive threat of more technology-embracing luxury hotels, The Savoy should employ its core strength: a reputation for incomparable, personalised service. Indeed, many of the hotels that would easily mimic the technological advances of The Savoy would simply not have the historic brand prestige and ingrained service culture of the brand (Santos, Oliveira and Silva, 2020). As a result, The Savoy should focus on offering a level of personalization that is impossible to be matched from the digital space and thus reassure its brand differentiation. This will include personal assistants for high-profile guests, special room amenities that pay heed to each guest's preferences, and experiences prepared around and within London. Additionally, such offers would turn the hotel into an attractive choice of stay for guests seeking experiences that can hardly be replicated anywhere else (Das, 2023).

WT (Weakness-Threat): Inconsistencies in service and operational inefficiencies remain some of the biggest areas of concern, whereby at The Savoy, there is still a dire need to further upgrade the consistency in service delivery through internal processes and staff training (Das, 2023). A full training program-one that covers the soft-skill aspects, which could be communication and standards of service, and the hard-skill aspects, which may include new digital tools-could make sure that all staff are able to fulfill the expectations of the guests seamlessly (Kunz, May and Schmidt, 2020). It would, therefore, mean that in developing internal capacity, The Savoy better equips its team to respond to the changing demands of the luxury hospitality industry while reinforcing standards of excellence. This will not only address real issues of service delivery but will reduce the threat of competitors in strengthening a hotel's human capital-the key constituent in providing an excellent guest experience (Santos, Oliveira and Silva, 2020).

The TOWS analysis shows that while there are challenges The Savoy faces concerning new competitors, their historical strengths and potential for innovation do provide clear routes to relevance. Coupled with brand-driven digital enhancements, focused staff training, and a unique commitment to personalised luxury, it allows The Savoy to turn challenges into opportunities and maintain its status among the top ones in the luxury hospitality industry.
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As one of the renowned players in the luxury hospitality industry, the Savoy Hotel has been struggling with operational and strategic challenges, which have been gradually affecting its customer satisfaction and competitiveness in the market. Indeed, inconsistent service delivery, antiquated technical systems, and ineffective internal communications have been pinpointed as some of the noted issues (Creevey, Coughlan and O'Connor, 2022). These may indeed pose serious threats to this long-standing prestige if left unaddressed, placing in jeopardy the abilities of the hotel to continue to attract high-net-worth clients.

1. Implement Service Excellence Training Programs
The irregular service, as Savoy's main issue, can be solved through a properly designed training program laid on Herzberg's Two-Factor Theory. Herzberg suggests that "hygiene factors"-precise standards of service, for example-prevent dissatisfaction, whereas "motivators" foster satisfaction and engagement; these might include upselling opportunities and the opportunity for guest contact (Aprilia, Marini and De Vos, 2021). By giving the hotel clear customer service standards and by equipping them with upselling skills, this should motivate and enable staff to be better at their job (Thant and Chang, 2021). Training should cover empathy, emotional intelligence and active listening skills, which are vital in handling the complaints of the guests in addition to building positive interactions with them (Simarmata and Asshofi, 2023). Furthermore, creating a constant feedback loop whereby staff would contribute through the needed insight into problems and areas of improvement would mean building a growth-oriented culture according to Argyris and Schön's Organisational Learning Theory (Yuan and Chayanuvat, 2021). It creates an atmosphere of continuous improvement whereby the employees are empowered to raise standards through proactive means to answer customers' needs, thereby increasing overall satisfaction levels.
Implementation:
· Mobile App Development: Develop an application that will enable guests to check in, order complimentary room service, request concierge service, and receive personalised suggestions about their preferences.
· Smart Check-In Systems: Install self-service check-in kiosks and integrate the facility for mobile check-in to minimize waiting times and hence improve arrival.
· Training: Impart training on the new systems to all levels of staff, particularly on how to handle technical difficulties and support guests using the application.
· Costs: The development of this app and the technology systems, if built from scratch, would likely fall between £150 000 and £200 000 considering high-end technology. This is a one-off cost; in the future, only updates may be required, which can easily be done within the hotel's operational budget.

Change Management: Of course, the adoption of these technological solutions should be meticulously planned out. The hotel can utilize Lewin's 1947 three-step model for change, namely: unfreeze, change, and refreeze (Cummings, Bridgman and Brown, 2016). This stage also prepares the hotel's staff for the new systems by explaining the benefits and demonstrating how these changes will improve their work processes. The actual implementation of the new systems with support, including training, is done at this stage. Full integration into daily operations at the refreezing stage will require ongoing support, feedback, and updates.

2. Introduce Technology Solutions
In this light, solving the issue of the anachronistic approach to service that The Savoy represents integrates technology-based solutions to fit into Rogers' Diffusion of Innovations Theory, where he noted that organisations would have no option but to hook themselves up to new technologies in attempts at retaining competitiveness and improved consumer expectations (García-Avilés, 2020). A dedicated mobile app related to guest interactions, check-in/check-out, concierge services, and room service orders would fall right in line with the growing demand for convenience-driven, tech-enabled experiences (Alrawadieh, Alrawadieh and Cetin, 2021). It can support digital transformation and improve the guest experience and operational efficiency, enabling The Savoy to maintain its competitive positioning against more digitally progressive luxury hotels (Ezzaouia and Bulchand-Gidumal, 2020).

By implementing such technologies, The Savoy will further have the added advantage of collecting substantial data on the behaviours and preferences of their guests to help personalize services. In this respect, an information-driven approach helps to create experiences according to Pine and Gilmore's (1998) Experience Economy, by offering personalised experiences. Personalised experiences engender loyal customers because they are made to feel important and known (Kaur and Kaur, 2020).  
Implementation 
For maximum benefit and minimum disruption at The Savoy, the technology solutions need to be implemented in a very structured, phased manner to make sure the staff and guests adapt easily with the new systems introduced. Here is a step-by-step approach in sequence for adopting these technology-driven solutions. 

Mobile App Development:
· Objective: Streamlining guest interaction for a seamless user experience.
· Actions: Outsource to a technological development company the design and development of a mobile application. The Services offered on the application include the following: digital check-in, in-room ordering of services, concierge services, review and pay bills, in-room controls. Should be able to let guests give real-time feedback and personalization of offers based on preferences.
· Timeline: This will involve approximately 6 months of development and testing, followed by a period of 2 months of user feedback and adjustment.
· Costs: Initial app development is estimated to be within the range of £100,000–£150,000. Ongoing maintenance and updates will add approximately an additional £10,000–£15,000 each year.

Smart Check-In/Check-Out System:
· Objective: To minimize queues and offer convenience to guests.
· Actions: Add kiosks for self-check-in in the hotel lobby and a mobile-based check-in system. It will provide the app with the facility for guests to check in online instead of personally interacting with the front desk. While checking out, via the app, they would be able to go through their bills and settle them without joining any queues; hence speed and efficiency for the process.
· Timeline: 3 months are required in order to achieve the integration of the self-check-in kiosks and the usage of mobile apps.
· Costs: The kiosks and integration are expected to cost between £50,000 and £75,000. The annual operational costs for maintenance would be around £5,000.

3. Improve Internal Communication Systems
Poor internal communication has been continuous to hurt guest satisfaction and operational cohesion, leading to inconsistent service delivery (Wu, Wang and Ling, 2021). Hence, there is a need for an integrated communication platform. This recommendation is grounded on the Leadership Continuum Theory postulated by Tannenbaum and Schmidt, in which leaders may assist the processes of communication more effectively by being participative and consultative in approach, thereby fostering coordination across all departments (Salicru, 2023). Cloud-based systems let you generate real-time updates, meaning seamless collaboration can take place across both front-of-house and back-of-house functions, allowing your staff to provide consistent, well-informed service (Soares, Mendes-Filho and Gretzel, 2021).

Besides that, the introduction of such communication devices shows the very roots of the Service-Profit Chain model, which links employees' engagement with internal service quality and further with customer satisfaction (Teguh and Wijaya, 2020). If the system is perfectly integrated and everyone communicates with one another, then effectiveness rises, delays go down, teams are stronger, and so is customer experience.

Implementation:
· Software Selection: Search and implement the HMS that provides real-time communication, task management, and service tracking.
· Integration: Ensure integration of the system with the currently used PMS.
· Training: Provide training to all staff on how to use new communications tools effectively.
· The costs include up to about £50,000–£75,000 for the purchasing and integration of a sophisticated HMS, plus ongoing annual software maintenance and updates of about £10,000–£15,000.

Change Management: The hotel should adopt a participatory approach in managing change to make sure of a smooth transition into the new system (Vito and Sethi, 2020). Consultations at the point of selection and testing of the system will increase buy-in and ensure the tool meets the needs of its users. Open communication in the entire process, regular feedback sessions will also help in making the necessary adjustments to make certain that the system will work effectively (Shulga, 2021).

4. Sustainability Initiatives
It is undisputedly true that environmental sustainability remains one of the fast-growing concerns in the hospitality business and more so with luxury brands (Ng and Tavitiyaman, 2020). The Savoy can adopt Elkington's Triple Bottom Line framework, 1998, that presumes that it is important to pursue economic, social, and environmental performance for sustainable growth (Loviscek, 2020). Therefore, focusing on energy efficiency, reducing waste, and sourcing eco-friendly products can also help The Savoy establish a reputation as a socially responsible brand, thus attracting the increasingly eco-conscious traveler in line with broader industry trends. Secondly, this sustainability initiative will also have a cost-benefit return through energy savings and waste management (Floričić, 2020).

Besides that, Carroll's (1991) CSR Pyramid supports the importance of ethical responsibility in societal expectations (Kusyk, 2021). Customers be more attracted to brands showing ethical behaviors, such as a reduction in carbon emissions and waste. Associating The Savoy for sustainability, through initiatives such as reduced single-use plastics and responsible sourcing, may improve their brand image in keeping with values from a modern luxury customer base.
Implementation:

· Energy Efficiency: Install LED lighting throughout; purchase smart thermostats that will facilitate closely monitoring energy use; and implement water-saving projects.
· Waste Reduction: Install a recycling program and limit single-use plastics.
· Sustainable Sourcing: Partner with environmentally friendly suppliers for furniture, toiletries, and restaurant ingredients.
· Costs: The upfront investment in sustainability measures may be in the region of £100,000 to £150,000, but return on investment could be significant through energy savings and enhancement of the brand image.

Change Management: The introduction of sustainability practices means adjustment in the organisational culture (Belias and Trihas, 2022). Here also Kotter's model can be applied. Creating urgency regarding sustainability, the hotel may start, then proceed to empower the employees to take ownership of eco-friendly practices. The staff can be trained about sustainability initiatives, and their progress can be recognized and rewarded (Dhoundiyal and Mathur, 2022). These will also further support a larger global move toward responsible luxury tourism and, therefore, increase the reputation of The Savoy even more.

To address these service inconsistencies and technological lag, there is a structured approach in change management that the hotel needs to embark on. The strategy will focus on three key enablers: employee engagement, training and development, and feedback loops.

Employee Engagement: Engaging employees to bring change in a proper manner is very essential. According to Kotter's 8-Step Change Model, creating urgency and engaging the staff in decision making can reduce resistance to the process of change (Benhadda and Chibili, 2019). Communication of changes transparently, especially relating to new technology or service protocols that will be affected, helps a great deal in ownership. Transformational leadership that inspires and motivates can also increase engagement and acceptance of change (Belias etal., 2023).

Training and Development: Since the new technologies introduced require comprehensive training for staff to be very confident in using new systems, it should be carried out (Shulga, 2021). The Savoy needs to institute a continuous learning culture. It shall have a department-specific train as well as ongoing support (Grynko et al., 2024). This would effectively allow the use of new tools, such as mobile apps and smart check-in, therefore ensuring operational bottlenecks are cut down and improves the quality of service.

Feedback Loops: A feedback loop will enable The Savoy to observe the effectiveness of the changes and also to make further amends if necessary (Belias and Trihas, 2022). For instance, guest feedback can be obtained through questionnaires or online reviews on a regular basis, while staff will have a chance to provide their own suggestions by observing customers through direct interaction with them (Narayan et al., 2022). This kind of system promotes continuous improvement and also gives the employees more authority, which improves the performance of both the guests and the staff.

[bookmark: _Toc182322357]4. Action Plan







	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inconsistent service delivery
	Implement service excellence training programs for staff
	Improved guest satisfaction and consistent service quality
	3 months
	15/02/2025
	£30,000

	2
	Lack of technological integration
	Introduce a mobile app for guest services and operations
	Seamless guest experience, improved efficiency, and satisfaction
	6 months
	12/05/2025
	£50,000

	3
	Poor communication between departments
	Adopt integrated communication software for internal operations
	Smoother internal operations, quicker response times to guests
	4 months
	01/03/2025
	£25,000

	4
	Lack of sustainability practices
	Implement sustainability initiatives, including waste reduction and energy efficiency
	Enhanced brand image, cost savings, and sustainability credentials
	6 months
	01/06/2025
	£20,000




The action plan articulates, in detail, what exactly should be done with those identified issues at the Savoy-from integration of service delivery and internal communications to sustainability. First is on service excellence training programs since guests are dissatisfied with inconsistencies in services. The training will not only raise the bar of service but also upgrade to the fullest their potential to offer customized and perfect hospitality directly to the satisfaction of the guests. Introduction of a mobile app is a must to update the interactions with the guest, therefore making the check-in/check-out process smooth, along with access to concierge and room service. This will be upgrading the operations of The Savoy and take the experiences of its guests to the next level. Thirdly, there is a lot of compartmentalization within departments, which restricts operational efficiency. The use of integrated communication software will assist in streamlining internal operations, and the staff will be able to timely and effectively address the needs of the guests. Finally, the sustainability measures will contribute to reducing operational costs while at the same time promoting the brand image as an environmentally sensitive luxury destination. Each action has a timeline and a specific budget to ensure that the changes can be in practice smoothly, adjusting within the financial boundaries of the hotel. All these measures will lead to better innovation, customer satisfaction, and sustainability for The Savoy in the luxury hospitality business.

[bookmark: _Toc182322358]5. Conclusion 
Through this report, a holistic review has been undertaken of the critical issues affecting the guest satisfaction and operational performance levels of The Savoy. Based on the findings, it is observed that the key number of challenges relates to inconsistency in the delivery of service, obsoleteness of technology infrastructure, and lack of sustainability measures. These have cropped up as the main issues. Such factors might have resulted in the failure of the hotel in fulfilling the aspirations of guests expected of it, which led to a decline in the guest satisfaction level and its competitive positioning within the luxury hotel market segment.

Indeed, the report noted that inconsistent service delivery, particularly on processes such as check-in/check-out and the responsiveness of the staff, is one of the primary drivers of dissatisfaction among guests. This was further highlighted by the proposed solution in view of equipping employees through comprehensive service excellence training in providing exceptional and consistent service that enhances guest satisfaction and loyalty.
The second critical finding was a case of a deficiency in technological integration with the hotel's operations. Since several luxury travelers are now increasingly demanding this level of seamlessness, driven by intelligent technologies, The Savoy has only moved at a snail's pace to adopt these new technologies and hence impacted its ability to satisfy modern customers' demands. This will be further enhanced through the development of a dedicated mobile application for guests, which will make the process of check-in/check-out, concierge, and room service much smoother and more operational in a personalised way, thus helping The Savoy stay competitive within the industry.

The report also stresses the ability to apply sustainable measures, including energy efficiency and waste minimization. Since sustainability has been increasingly considered one of the primary elements of consumer decision-making, addressing this demand segment through eco-friendly moves will enhance the brand image of The Savoy and provide a competitive advantage in the market to attract the already developed breed of ecologically conscious tourists.

The report also spells out a clear implementation plan for every recommendation, ranging from the short to long-term solution and budget required to achieve this. A structured approach toward change management through employee engagement, training, and regular feedback loops is very vital in guaranteeing success for this initiative. Monitoring and evaluation of this change would be very crucial as far as guest feedback, some internal performance metrics which monitor progress, and make necessary adjustments accordingly.

I would like to express our heartfelt thanks to The Savoy for allowing me the opportunity to work on this project. It has been very pleasurable to work with such a prestigious organisation, and we feel quite sure that the implementation of the recommendations proposed will enable The Savoy to get through current difficulties and further build on its excellence. This collaboration hopefully opens the doors to many other opportunities in the future; thus, we look forward to seeing The Savoy continue to thrive well into the future.
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