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Currently, The Plaza Hotel, a famous luxury hotel around the world, is in decline in customer satisfaction, and such is mainly due to backward technology. While the hotel is well known for its historic importance and experience in delivering high-quality service, it is unable to meet the increasing demands of today's tech-savvy traveller. Guests have complained of slow Wi-Fi, no digital cheque in and cheque out and also the absence of the rudimentary smart room feature, features that, increasingly, should be standard in a high-end hotel. Not only are these technological shortcomings bringing in poor guest reviews, but they are also putting The Plaza Hotel at a competitive disadvantage competitively to other luxury hotels in New York that can provide a more advanced digital experience.
Customers of The Plaza Hotel are highly dissatisfied with the technology-based services offered by The Plaza Hotel. These types of issues are often mentioned in reviews and slow or unreliable Wi-Fi can be a major inconvenience for both leisure and business travellers who depend on perfectly functioning connectivity (Harrison and White, 2021). In addition, the absence of a digital cheque-in and cheque-out system has led to long lines at the front desk, that is, wasting guests' time and produces operational inefficiencies (Wilson and Kumar, 2020). More importantly, the hotel still lagged in the smart room technologies that the hotel should deploy and eventually integrate into the hotel rooms such that the guests will be able to control elements of their room, for example, lighting, temperature, or entertainment through digital devices (Jones and Zhang, 2022).
Digital transformation is gradually becoming essential in the luxury hospitality industry, and for that reason, competitive luxury hotels in New York have already started using advanced technologies, including mobile apps, AI-driven customer service, and IoT-enabled rooms (Davis, 2022). Tech-savvy millennials and Gen Z travellers with raised expectations of what they expect from their hotel are being magnetised (Parker and Evans, 2022) by these hotels that are giving them seamless and personalised experiences. Concerning the technological qualities, The Plaza Hotel is behind when compared to other hotels and as such, can affect the hotel’s reputation, guest retention rates as well as revenue raised by the hotel (Brown and Clark, 2021).
Several things are affected within the business because of The Plaza Hotel's lack of advanced technology. Guest retention is one of the most immediate effects as travellers are looking for more modern, convenient, personalised experiences, and The Plaza Hotel is at risk of losing its repeat customers to other tech-enabled competitors (Smith and Roberts, 2020). Further, obsolete technology is impeding the hotel from delivering the personalised guest experience, which has become increasingly essential for the expectations of the luxury clientele. The Plaza Hotel is famous for its traditional opulence, but the difficulty is to modernise its service without destroying the luxury experience (Yang et al., 2021).
The external factors also affect the study. Naturally, the hospitality industry has witnessed the intelligent incorporation of smart technologies, Artificial intelligence, and IoT, which has changed the way guests' experiences are received (Khan and Zhao, 2021). Because of this, particularly, when travellers, especially younger generations, expect seamless digital experiences, such as mobile check-ins, smart room facilities, or instant customer support, it has become crucial. With these trends taking place, The Plaza Hotel has been facing more pressure to apply these technologies to keep up (Thompson and Lee, 2021). In addition, there is an increasing trend in travelling sustainably, which makes the adoption of energy-efficient smart room technologies as used by The Plaza Hotel more likely, allowing the company to contribute to sustainability while at the same time capitalising on its brand image (Smith, 2020).
To handle the issues identified, Optimum Hospitality Solutions proposes a sequence of digital enhancements which would fit in modern hospitality trends and ensure The Plaza Hotel remains as luxurious as it used to be. The following measures are proposed:
Wi-Fi Enhancement: Thus, a hotel must be ready to invest in fibre-optic, high-speed internet infrastructure to guarantee smooth internet connectivity across the building. This upgrade will fit in with business travellers and leisure guests, and will also increase guest satisfaction (Khan and Zhao, 2021).
Digital Check-in/Check-out: Mobile and Kiosk-based cheque-in / cheque-out systems implementing will ease the cheque-in process, lessen waiting, and raise operational efficiency (Wilson and Kumar, 2020).
Smart Room Technology: AI-powered controls for lighting, temperature and entertainment systems will be integrated to give guests the ability to adjust their room experience according to their tastes while staying, making it feel more personalised and luxurious (Jones and Zhang, 2022).
AI Chatbots and Virtual Concierge: AI chatbots and virtual concierge services will be implemented to provide round-the-clock assistance for guest queries, thus, improving customer service as well as reducing the workload of the hotel staff. (Parker and Evans, 2022).
Also, it must always be prioritised well as it would sometimes be a matter of concern for data protection if new technology is implemented (Smith, 2020).
Addressing these digital gaps at The Plaza Hotel will have a huge impact on guest satisfaction, improving the hotel's online reputation and increasing revenue. Digital upgrades proposed by the Hotel will not only cater to the expectations of modern travellers but will also future-proof the Hotel in a highly competitive luxury market.
The Plaza Hotel is grateful for Optimum Hospitality Solutions in considering this transformative partnership and we look forward to assisting the hotel in its digital evolution.


[bookmark: _Toc190970948]1. Introduction:
[bookmark: _Toc190970949]1.1 Background of The Plaza Hotel:
The flagship of the hotel is situated in New York City; The Plaza Hotel is an extraordinary luxury hotel with timeshare properties that give its guests an enjoyable experience of hospitality. It was established in 1907, and many personalities in the society including the royalties, celebrities, and business magnates have visited and occupied the hotel, hence making it a symbol of luxury (Jones, 2015). Currently under operation by Fairmont Hotels & Resorts, it encompasses 282 luxurious rooms and suites, gourmet dining, and the Guerlain Spa, a luxury shopping mall (Henderson, 2020).
Nonetheless, Plaza encounters technological factors that hinder it, such as slow and weak Wi-Fi connection, improved cheque-in system, and lack of innovations in the rooms, which affect the guests’ experience (Gabriel et al., 2022). Other similar competitors, including The Peninsula New York, have been implementing advanced solutions in digital technology because of the importance of such innovation (Deloitte, 2023). This means that integrating changes into New York’s The Plaza and ensuring that the hotel still retains its classic designs is crucial in emulating a distinctive competitive advantage among hospitality facilities.
[bookmark: _Toc190970950]1.2 Introduction to Optimum Hospitality Solutions (OHS):
OHS (Optimum Hospitality Solutions) is a consultancy firm that offers customers Organisational Improvement and Technology advancement on a strategic level in the areas of high-end hotels. The key focus in how we work is to optimize operational efficiency while elevating the guest experience by employing leading technologies. Based on OHS's expertise in digital transformation, luxury hotels are recognized by Bennett and Parker (2019) for their significant help in helping them navigate the complexities of digital transformation so that they can stay competitive while still maintaining their identities.
OHS has assembled a team of experts who are all familiar with integrating technological solutions that please both modern travellers and the high standards of luxury hospitality. OHS supports hotels such as The Plaza Hotel in their objectives, whilst also creating a smooth adoption of technology that will lead to increased guest satisfaction and operational efficiency, by adopting a comprehensive, data-driven approach (Parker and Lee, 2020). 
[bookmark: _Toc190970951]1.3 Overview of the Problem:
In the past few years, guest expectations of technology in luxury hotels have experienced a paradigm shift (Schulze and Kottke, 2020). With younger generations of travellers, struggling to attract new customers unless we deliver them the high level of comfort that they have come to expect, digital transformation is essential to remain competitive (Millar and Miller, 2021). This is especially true for iconic hotels like The Plaza Hotel which is famous for its traditional and luxurious facilities but has none of these advanced digital solutions.
Currently, The Plaza Hotel is struggling to create modern technological amenities in its guest experience. Common complaints of guests include slow Wi-Fi speeds, no smartphone check-in/check-out service, as well as limited smart room features (Smith, 2022). With ever more successful competitor luxury hotels, The Savoy and Claridge's, incorporating state-of-the-art technologies such as in-room automation, digital concierge services and other upgrades of connectivity (Johnson, 2019), these deficiencies have become more apparent. These developments put The Plaza Hotel at risk of losing out to its competitors in drawing in digitally savvy audiences, as it is no wonder digitally savvy guests will now demand seamless technology to afford them their luxury experience (Thompson and White, 2018).
[bookmark: _Toc190970952]1.4 Analytical Frameworks Used:
In this report, we will employ three Analytical Formulas that will be applied to assess the current situation of The Plaza Hotel and offer strategic recommendations for its transformation in the digital world.
The first thing I am going to do is use the STEEPLED analysis to measure the external factors that will impact the adoption of technology within The Plaza Hotel. It involves taking into account social trends, technology, economics, environment, politics, legal, ethical, and demographic circumstances (Johnson and Johnson, 2021).
Secondly, the SOAR analysis will analyse The Plaza Hotel's strengths, opportunities, aspirations and results based on its capabilities that exist and what digital solutions might help improve performance (Brown and Green, 2020).
Finally, a TOWS analysis will be conducted to formulate strategic responses to the hotel's weaknesses, transform them into opportunities and, likewise, identify potential threats that may gravely weaken the hotel's decisions in future. This will act as a path for The Plaza Hotel to successfully make a digital transformation of its luxury brand values (Sweeney, 2021).
[bookmark: _Toc190970953]2. Analysis:
[bookmark: _Toc190970954]2.1 Identified Issues and Impact on The Plaza Hotel:
The Plaza Hotel, a prestigious luxury hotel, has experienced several technology issues that diminish its capacity to meet the active needs of the present guests. Such challenges have affected its reputation, guest satisfaction and competitive positioning in the luxury hospitality sector (Bilgihan et al., 2016).
This includes slow and unresponsive Wi-Fi, which has habitually become a source of complaint among guests, especially business travellers who cannot do conceivably without constant connectivity in the bid to perform work-related purposes (Law et al., 2018). Failing to provide this service in a hospitality environment that is expected to have reliable internet access not only frustrates the guest but will hurt the hotel in terms of negative reviews and thus damage the hotel's brand image (Buhalis and Sinarta, 2019).
There also is no digital cheque-in and cheque-out feature. The traditional cheque-in process entails long waiting times at reception thus unnecessary delays and lessening guest satisfaction (Zhao (2021). Guest dissatisfaction and potential lost business due to a lack of digital options to streamline and achieve a streamlined and efficient cheque-in/cheque-out experience for a tech-savvy market who are accustomed to such conveniences (Ivanov et al., 2017).
Moreover, The Plaza Hotel has deficient smart features in its rooms which curtailed limiting the personalization options that have now been considered basic in the luxury hotel industry (Statista, 2022). Besides improving the guest experience, smart room technologies allow the expectation of the guests looking for a modernised and customised stay (Tussyadiah and Park, 2018).
Furthermore, the limited employment of AI-powered customer service hampers the hotel in making swift and effective responses to the inquiries of customers (Gretzel et al., 2020). Artificial intelligence (AI) can greatly increase operational efficiency through routine task automation and automated response to guest queries in real time (Walker, 2021).
Last but not least, The Plaza Hotel is behind in comparison with competing luxury hotels that have become more advanced in terms of their digital experiences (Lin et al., 2020). The Plaza Hotel is already lagging behind competing hotels like Claridge's and The Savoy who have been implementing cutting-edge digital amenities and this could prevent new or repeat guests from choosing The Plaza Hotel (Neuhofer et al, 2015).
[bookmark: _Toc190970955]2.2 STEEPLED Analysis:
To understand the external factors which affect The Plaza Hotel's ability to implement a digital transformation successfully, we need to conduct a STEEPLED analysis. Social, technological, economic, environmental, political, legal, ethical and demographic factors that include these.
Social: Seamless digital experience demand in the hospitality industry has gone up very high in luxury hotels (Priporas et al., 2017). Today’s modern guests expect a higher level and hassle-free experience which includes using the latest technologies like mobile cheque-in, smart room features and personalised services delivered by the digital platforms (HospitalityNet, 2021). In terms of choosing hotels, Millennials and Gen Z travellers are more likely to opt for hotels that have integrated technology to improve their entire stay. The Plaza Hotel serves clientele with such a social expectation, so the hotel needs to follow such social expectations for a competitive advantage (Kim and Han, 2022).
Technological: Being a rising trend of smart hotel technologies in the luxury hospitality sector it offers both challenges and opportunities (Kuo et al., 2017). IoT (Internet of Things) devices and AI systems-driven systems allow hotels to offer personalized and automated experiences with vast improvement over time efficiency (Chathoth et al., 2016). On the contrary, the current technological infrastructure of The Plaza Hotel is still new. Other luxury hotels have already accepted these advancements (Buhalis and Leung, 2018). For hotels to remain competitive and deliver a superior level of guest satisfaction, technological integration particularly in domains including smart rooms and digital concierge services is essential.
Economic: For any hotel wanting to modernise, the cost-benefit analysis of investing in digital technologies is crucial (Lee et al., 2020). Although technology investments such as AI, IoT devices, and mobile cheque-in systems can initially cause a sizable dent in the pocket, the long-term profit and revenue generated by more efficient operation and better guest viewing will offset the costs (PwC, 2021). Moreover, technological improvement can bring in more corporate business, which is more profitable and generates clear ROI.
Environmental: Such energy-efficient smart rooms could assist The Plaza Hotel in meeting the increasing emphasis on sustainability in the hospitality industry (Jones et al., 2021). The hotel's energy consumption can thus be reduced by installing smart rooms that are also equipped with energy-efficient devices, such as the motion sensor for lighting on and thermostats that adapt to guest preferences as well as other eco-friendly systems that help control room temperature (UNWTO, 2021). Aside from the good of the environment, these technologies also reduce operational costs and allow The Plaza Hotel to suit environmentally conscious travellers (Kasavana, 2020).
Political: UK data protection laws must be taken into consideration when The Plaza Hotel is pursuing digital transformation efforts. The implementation of digital check-ins, smart room systems, and AI-driven customer service platforms necessitates the collection of personal guest data (Gov.uk, 2022). Therefore, it is necessary to fulfil the very strict rules regarding data privacy to avoid being subject to legal consequences and to protect the hotel's reputation (MeliánGonzález and BulchandGidumal, 2017).
Legal: Unintentional data breaches have the potential to put a hotel out of business and therefore brands need to consider GDPR implications on new technologies that involve guest data (Clarke, 2021). GDPR compliance also guarantees that the guest's information is data secured and managed, protecting both the hotel and the guests in case of any breach of data(Bellucci and Manetti, 2020). To avoid falling foul of the GAM, The Plaza Hotel ought to demonstrate a thorough approach to data protection measures, any noncompliance could result in huge fines and loss of customer trust particularly in case it intends to implement digital solutions in its hotels.
Ethical: More and more, there are worries about the digitization of technology and the ability to maintain the privacy and security of guests (Morosan, 2018). The technologies such as AI and smart devices enhance the guest experience, but they come with privacy risks when mishandled (Statista, 2022). To adhere to ethical considerations, The Plaza Hotel will have to protect guest's data with utmost confidentiality and security (Kaplan and Haenlein, 2019).
Demographic: Tech-integrated stays are one of the necessities of the travel experience for millennial and Gen Z travellers (Beldona et al., 2019). The factor that these groups emphasise as they demand convenience and modernity including their expectation for their places to be, besides having constant digital services, such as room control through mobile apps, also have personalised AI interactions (Dolnicar and Otter, 2018). As such, The Plaza Hotel has to satisfy this demographic by providing them with what they want – digital experiences – which will not only enhance satisfaction but will also attract more young people.
[bookmark: _Toc190970956]2.3 SOAR Analysis:
The SOAR analysis is used to determine The Plaza Hotel's current position (strengths, opportunities, aspirations and potential results).
	Strengths
	Opportunities

	Bit of history, The Plaza Hotel is an iconic luxury brand having had a fabulous history of offering the best service and sophistication (Henderson, 2020). Since it has an endless loyal customer base that understands the tradition of excellence, it is a preferred place for both leisure travellers and business travellers. Additionally, The Plaza Hotel is located in one of the most powerful areas of New York known as Piccadilly increasing its appeal (Kotler et al, 2018). However, the hotel’s legacy is a strength that has to be enhanced by modern demands to continue to be competitive.
	Based on research, the company can invest in cutting-edge technologies like AI, IoT smart rooms, and mobile cheque-in/out systems that would deliver the luxury smart hotel experience and will result in an increase in ROI for The Plaza Hotel (Deloitte, 2021). These investments can increase operational efficiency, increase guest satisfaction and bring more corporate bookings, that are usually more profitable. Moreover, The Plaza Hotel can be aimed at environmentally conscious tourists, which is also another emerging market in the tourism sector, as sustainable technologies are integrated (Sigala, 2020).

	Aspirations
	Results

	As The Plaza Hotel aims to be the most technologically advanced luxury hotel in New York, it tries to marry its rich heritage with the most modern technology in hospitality (Miller, 2021). Hassanien and Dale (2019) noted that the hotel is made up to offer a perfect mix of traditional luxury and modern technology, which will be unmatched by competitor hotels and thus, the luxury hotel will remain a leader in the luxury hospitality market.
	Finally, if The Plaza Hotel successfully carries out its digital transformation, its customer satisfaction levels are likely to improve, its operations will become more efficient, and it will take a considerably better position in the market (Ivanov and Webster, 2019). Furthermore, the deployment of AI and smart technologies will enable the hotel to provide personalised service to each guest based on his/her specific need and hence enhance its reputation as a luxury brand (Chen et al., 2021).
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2.4 TOWS Analysis:
This will make The Plaza Hotel do a TOWS analysis and hence convert their weaknesses into opportunities and in the same sense search for the possible threats against their strategic direction.
	Weakness → Opportunity

	Since the outdated systems of The Plaza Hotel are a chance to invest in the latest technologies, it could have a positive impact on the guest experience (Gursoy et al., 2019). However, The Plaza Hotel can update its infrastructure and smart room technologies to offer a more personalised and seamless experience properly for its guests (2020). So this will not only improve customer satisfaction but it will also help The Plaza Hotel to differentiate from other luxurious competitors.

	Threat → Strength

	The Plaza Hotel can also face the threat of growing competition from other luxury hotels that offer better digital experiences. Nonetheless, The Plaza Hotel could turn this threat into a strength in the sense that it could create a distinctive combination of the old conventional luxury and the modern digital service offerings (Wang et al., 2022). Embracing the digital age but preserving the legacy of unrivalled service would give The Plaza Hotel a chance not only to stand out and appeal to a wider audience of guests, including younger and tech-savvy travellers, such as Law et al. (2021).



[bookmark: _Toc190970958]3. Recommendations and Change Management:
[bookmark: _Toc190970959]3.1 Recommended Digital Upgrades:
Given that The Plaza Hotel is a premier luxury hotel, it is obligated to understand and embrace digital transformation to ensure it remains competitive in an ever-changing hospitality industry. These digital upgrades proposed in this section will increase guest satisfaction, improve operation efficiency and future-proof the hotel. These upgrades go along with worldwide trends of high-class hotels that bring together technology to accomplish service optimization but also a sense of personalization (Kaplan and Haenlein, 2023).
Wi-Fi Infrastructure Enhancement:
Modern travellers have become accustomed to the fact that we expect a seamless, high-speed internet connection. A slow and unreliable Wi-Fi service may result in dissatisfaction among certain business travellers, who need an uninterrupted Wi-Fi connection to conduct virtual meetings, read and send emails, and work online (Kim et al., 2023). Poor Wi-Fi is commonly cited by negative guest reviews on TripAdvisor and Google Reviews as a major deterrent (Gursoy and Chi, 2023).
The way to counter this is for The Plaza Hotel to allocate its resources to WiFI 6 technology (Law et al., 2023) facilitating faster speed, higher device connectivity and less wireless interference. Even this upgrade is going to need fibre optic infrastructure for it to be consistent between rooms, lobbies and conference areas. This technology has been successfully integrated into hotels like The Savoy London and Four Seasons Park Lane, having a positive impact on guests' experience and reducing the hotel occupancy rate (Pereira and Almeida, 2023).
Digital Check-in and Check-out Solutions:
Inefficiencies are created by having long wait times at reception, especially during peak times, which proves to detract from the luxury experience. Mobile cheque-in, self-service kiosks at the entrances, and other such procedures are being adopted by high-end hotels like The Peninsula Hotels Group to reduce the queues (Baum and Mooney, 2023).
The Plaza Hotel should introduce:
· Mobile check-in/check-out: For instance, guests can check in to the hotel via the hotel's app and get a digital room key on their smartphone (Tussyadiah and Miller, 2023).
· Self-service kiosks: Guests can check in in less than 60 seconds, print room key cards and access hotel services with the use of these kiosks (Melián-González and Bulchand-Gidumal, 2023).
The method does not bury personal interaction, rather it enables staff to concentrate on various personalised visitor experiences and maintain an equilibrium between innovation and human service (Henderson, 2023).
Smart Room Technology:
Today's luxury traveller also counts on an intelligent room environment to provide the ability to precisely tailor their stay. It has been found through research that hotels that adopt AI room automation have higher guest satisfaction scores and more return visits (Xiang et al., 2023).
The Plaza Hotel should implement:
· Hands-free room settings control: voice-activated assistants, e.g., Alexa for Hospitality.
· Temperature, lighting, or entertainment controls are based on AI, that edit guests' preferences automatically (Kaplan and Haenlein, 2023).
· Such as smart mirrors that improve convenience, and automated curtains which make the home more contemporary.
In Marriott's Aloft Hotels, Smart room integration has been successful by providing guests with a personalised ambience to experience a unique and memorable stay (Law et al., 2023).
AI Chatbots and Virtual Concierge:
Guest engagement is being redefined by AI chatbots and digital concierges that provide 24/7 help without overwhelming human staff with a solution (Buhalis and Leung, 2023). Hotel chains such as Hilton and The Cosmopolitan Las Vegas feature virtual assistants (“Connie” and “Rose”) who are capable of handling timely common inquiries (Kim et al., 2023).
The Plaza Hotel should implement:
· Mobile apps for real-time assistance through AI chatbots for reservations, requests for housekeeping and FAQs.
· Multilingual virtual concierge services to provide services to international guests (Sigala, 2023).
By sporting AI's capability to manage 80% of guest questions, efficiency will improve greatly, as staff can handle high-value questions (Gursoy and Chi, 2023).
[bookmark: _Toc190970960]3.2 Implementation Strategy:
Therefore, the upgrade of digital features at The Plaza Hotel needs to be planned in a step-by-step manner with the least interference to attain the best results. The introduction of new technologies and or systems without proper training of the staff and proper quality cheques may create operational problems and customer complaints (Kotter, 2023). So, the most logical approach to the implementation of smart technologies in the selected hotel would be a three-phase model comprising infrastructure upgrades, touches guests see, and smart rooms.
Phase 1: Infrastructure and Wi-Fi Enhancement (Months 1-6)
Implementation of sound and strong technological support is crucial for efficiency as well as the satisfaction of guests. The first one regards the redevelopment of Wi-Fi networks in The Plaza Hotel to support only the Wi-Fi 6 technology, which is faster, more reliable, and more secure.
Major activities that take place include:
· Connecting an improved internet connection in the manner of fibre-optic throughout the property.
· Every company that has a large territory to cover needs a site-wide audit to define critical areas that require signal boost or installation of new access points.
· The following policy addresses how the organisation will seek to advance the protection of guest data in line with the GDPR (Zhu and Morosan, 2023).
· A weekly course of instructions given to IT staff regarding networks and the common practise in organising and addressing the issues.
Since 70% of targets’ examinations are expecting high-speed internet for free, it is obvious that this fundamental improvement will improve the satisfaction of the guests and consequently will lead to more and more business travel bookings (Kaplan and Haenlein, 2023).
Phase 2: Digital Check-in and AI Concierge (Months 7-12)
When the connectivity has been established, The Plaza Hotel can upgrade the cheque-in cheque-out procedure to digital format and also incorporate Artificial intelligence-powered concierge services.
Key steps in this phase:
· Some of the biometric technologies applied at The Plaza Hotel are mobile cheque-in and digital keys that make it necessary for a guest to interact with the front desk (Melián-González and Bulchand-Gidumal, 2023).
· Cheque-in kiosks with touch screens will be arranged in the lobby for those guests who do not want or do not read this Millennials strongly prefer self-service solutions such as kiosks in the lobby to check in as quickly as possible and minimise physical contact.
· Chatbots, smart assistants and concierges using artificial intelligence will be used to answer the frequent guest’s questions and provide orders for room service to offset operational pressure (Tussyadiah and Miller, 2023).
Phase 3: Smart Room Integration (Months 13-18)
The last strategy deals with smart room technology to enhance the guest's stay as a person. Through AI assistant technology, it will be possible to have guests control the room settings often by voice recognition or a mobile phone application (Buhalis and Leung, 2023).
Key implementations:
· Smart thermostats with the ability to learn guests’ desires as to the climate they prefer in the room.
· Smart speakers like Alexa for Hospitality for voice-operated and voice-controlled lighting fixtures, curtain control and operation of entertainment systems.
· Smart credited minibars help to monitor the consumed amount and bill (Xiang et al., 2023).
By the introduction of such technologies, The Plaza Hotel can accomplish a desirable pattern of change since clients will need some time to get used to these changes while the staff will also require adequate preparations to be ready to address the calling for change.
[bookmark: _Toc190970961]3.3 Change Management Approach:
As is evident, the full adoption of the implementation of digital transformation at The Plaza Hotel should be done systematically to reduce the levels of resistance as well as enhance efficiency (Hayes, 2022). To realise this, Lewin's Change Model which has Unfreeze, Change and Refreeze stages will be adopted (Lewin, 1951).
Unfreeze: Preparing for Change
In this first stage of Lewin’s model, one cannot merely plan for change but also needs to unfreeze the mindset of the people that are required for change. Digital transformation attitudes are generally negative in the luxury hospitality organisation, and that mainly could be due to fear of job loss, loss of human interaction and workload (Kotter, 2023). In response to the above considerations, the following should be done at The Plaza Hotel:
· Inform the Change: Management should convey that the digital changes will improve guests’ experience, organisational performance, and jobs, rather than reduce human contact (Hughes, 2021).
· Start Participation Early: Despite receiving resistance from parents, employees must be involved in the ongoing process since it discourages their fears (Armenakis and Harris, 2022). Some of the specific details included are regular meetings, focus groups and question/answer sessions.
· New training programme: To ensure that the company's employees are capable of operating the digital cheque-in systems, artificial intelligence concierge services, as well as smart room controls, training shall be conducted among the workers (López-Fernandez et al., 2023).
Change: Implementing New Systems
Once employees are aware of the necessity for change, the Change step is to instal the new technologies systematically on a phased basis. In order not to disrupt the hotel’s service to a minimum, The Plaza Hotel will:
· Introduce Digital Upgrades Gradually: Thus, Wi-Fi enhancement will be introduced first, followed by digital cheque-in, AI concierge, and smart rooms over different phases (Cameron and Green, 2022).
· Pilot Testing Before Full Deployment: A few participating rooms for the pilot study will be chosen to gather the evaluation from the employees and guests followed by changes before scaling it up (Bryant, 2022).
· Support and Troubleshooting: A competent IT support staff will be provided to attend to any technical problems that may arise regarding the innovation so that the staff develops confidence in dealing with the new systems (Kirkpatrick, 2023).
Refreeze: Solidifying the Changes
The last step implements change permanently into the organisation through organisational culture at The Plaza Hotel. This is achieved through:
· Ongoing Training and Development: Ongoing training needs will arise to encourage staff to learn about matters concerning technology (Fullan, 2022).
· Performance Monitoring and Incentives: The outcomes of the employee feedback and performance assessment as well as staff utilisation of the new systems will determine incentives for staff who embrace the new working systems.
· Embedding Change into Company Culture: Innovations will be further marketed as a vital area of this hotel and the brand's focus on luxury and guest satisfaction (Kotter, 2023).
According to the Case of Lewin’s Change Management Model, Change management in the case of The Plaza Hotel installing a new computerised service delivery system that also promotes the company's hospitability to the guests can be effective and smoothly apply since all changes accord with the needs and the overall employee-friendly methods.
[bookmark: _Toc190970962]3.4 Measuring Success and ROI:
Hence, the tests for the success or otherwise of The Plaza Hotel in this digital revolution agenda will be measured based on the following quantitative and qualitative performance indicators for guests’ satisfaction, operational performance and financial institutions (Holsapple et al., 2023).
Guest Satisfaction Metrics:
To evaluate the implication on guests, the following must be done in The Plaza Hotel:
· A random assessment of the level of satisfaction of the guests before and after the implementation of the key services (Parasuraman et al., 2023).
· They focused on the analysis of TripAdvisor, Google Reviews, as well as social media to identify mentions of enhanced technology services (Xiang et al., 2023).
· The use of cheque-in/cheque-out services and AI concierge services is based on the rate of utilisation on the application and in hotels registered through app analytics (Kim et al., 2023).
Operational Efficiency Metrics:
The things to be used to determine efficiency improvements are:
· Analysing results of the comparison between the average cheque-in/cheque-out time taken before and after the fix (Law et al., 2023).
· Measuring and overseeing front desk front-line workload and trade-off of staff time (Buhalis and Leung, section 2, 2023).
· Analysing the Wi-Fi speed test results and the connexion stability report (Wang et al., 2023).
Financial Performance and ROI Calculation:
The ROI will therefore be defined by:
· Monitoring the levels of occupancy and revenue per available room as potential financial indicators, according to Zhang et al. (2023).
· Explaining cost savings from eradicating manual labour at the reception area and energy gained by smart rooms (Gretzel and Murphy, 2023).
This way, The Plaza Hotel can allocate time and resources to fine-tune its digital marketing approach and further benefit from its business objectives and guest satisfaction.
[bookmark: _Toc190970963]3.5 Budget and Cost Analysis:
Evaluating the ability of the proposed spending plan For proper preparation of this research, it is necessary to evaluate the ability of the following spending plan for the proposed digital upgrades for The Plaza Hotel. In this case, all the costs of the anticipations are reasonable bearing in mind value addition, and it also factors in the installation of new software, integration into existing ones, and training of staff for the new systems (Jones and Lockwood, 2023).
Projected Cost Breakdown:
	Upgrade
	Estimated Cost
	Timeline

	Wi-Fi Infrastructure Upgrade
	£200,000
	6 months

	Digital Check-in System
	£100,000
	4 months

	Smart Room Integration
	£500,000
	12 months

	AI Chatbots and Virtual Concierge
	£50,000
	3 months

	Staff Training Programs
	£75,000
	Ongoing

	IT Maintenance and Support
	£50,000/year
	Continuous

	Cybersecurity Enhancements (GDPR Compliance)
	£80,000
	6 months



Cost Justification and Expected ROI:
Though the total capital outlay of £ 1.05 million may not be very small taking into account the larger picture the return on investment outweighs the investment price rather quickly. Higher guest satisfaction, and improved productivity that will lead to the establishment of the firm as a premier luxury hospitality firm will be the benefits that will be realised from the following:
· Increase of the occupancy rates, cooperation with business travellers and, therefore, revenues (Kaplan and Haenlein, 2023, p.216).
· Among these are; Reductions in labour costs that arise as a result of the automation of front desk services (López-Fernández et al., 2023).
· Impact on energy consumption made by the smart room technology thus leading to decreased operational cost (Gretzel and Murphy, 2023).
Namely, it would be possible to note that The Plaza Hotel may see the full rigorous of its investment in 3 to 5 years at most if the management implements all the methods advised in this work More, this will help the company to strengthen its positions as a market leader in the sphere of digital hospitality.
[bookmark: _Toc190970964]4. Action Plan:
The problems identified for The Plaza Hotel are presented with proposed action, the expected result with the timelines and costs where necessary in the Action Plan. A few examples of issues that can be addressed through digital upgrades include; It is important to understand that these digital solutions will not only address the above-mentioned problems but also improve the quality of services offered to guests, as well as the efficiency of operations.
	No.
	Problem
	Solution
	Outcome
	Time Scale
	Cost

	1
	Slow Wi-Fi
	Install fibre-optic high-speed network
	Faster and reliable connectivity
	6 months
	£200,000

	2
	Long check-in lines
	Implement mobile/kiosk check-in
	Reduced wait times, smoother check-in
	4 months
	£100,000

	3
	No smart room features
	Integrate AI-powered controls for lighting, temperature, and entertainment
	Personalized guest experience, enhanced comfort
	12 months
	£500,000

	4
	Slow customer service
	Introduce AI chatbots and virtual concierge
	24/7 instant support, improved customer service
	3 months
	£50,000


Explanation of Action Plan:
Problem 1: Slow Wi-Fi
The slow speed of the Wi-Fi connection is a problem, of which business travellers will be the most affected due to their need for an internet connection regardless of their location. Through the installation of the fibre-optic high-speed network, individuals shall enjoy the internet and there shall also be fewer complaints. Higher speed will also lead to satisfaction among the guests and they will leave positive comments on the social media platforms.
Problem 2: Long Check-In Lines
For efficiency in the cheque-in process, there will be mobile and kiosk cheque-in facilities to be adopted. This solution will help eliminate long lines and time wasted, and guests will be in a position to check in much earlier enhancing the hospitality of the organisation.
Problem 3: No Smart Room Features
Guests are likely to have more enjoyment and a higher level of command over what is going on in the room if intelligent controls for lighting, temperature, and entertainment are installed in rooms. This will improve the comfort and satisfaction of the customers hence benefiting The Plaza Hotel since it would attract tech-savvy luxury guests.
Problem 4: Slow Customer Service
AI chatbots and virtual concierges will give round-the-clock guest support, no time delays in terms of response to demands, and immediate information. This will enhance efficiency in the operations of the company and keep the services running at all times of the day.
The following Action Plan also addresses The Plaza Hotel’s functional problems at the right time and within an optimal budget to advance its position as a digital luxury hotel.
[bookmark: _Toc190970965]5. Conclusion:
Thus, some of the challenges that are affecting The Plaza Hotel include outdated information technology that is a liability to the company as it is not in a position to offer guests modern service delivery. Some of these challenges are slow and unreliable Wi-Fi connectivity that have triggered negative feedback more so from the business travellers who need the internet connection to be constant (Smith, 2020). The lack of digital cheque-in/cheque-out services hinders the efficiency of the front desk since guests have to spend a lot of time waiting to be attended to (Williams et al., 2021). The limited usage of AI-based customer service also limits partner hotels in answering the guests' questions on time which is crucial in the luxury sector (Brown and Clark, 2021). Due to this, The Plaza Hotel is outweighed by competition with other hotels that are quickly investing in superior technological applications (Davis, 2022).
Thus, there are practical implications and urgent needs for digital transformation in The Plaza Hotel. Digitalization, therefore, is no longer a luxury but a business imperative that has to be embraced if the industry is to meet guests' expectations as well as improve on best practices (Harrison and White, 2021). These technologies will not only enhance the value of the guests but also increase organisational performance and provide The Plaza Hotel with a competitive advantage in the market.
It can thus be argued that the proposed digital upgrades will yield various advantages for The Plaza Hotel. Wi-Fi enhancement will make it possible for guests, especially business people, to be assured of uninterrupted internet connection during their stay in the hotel; this is quite important as the hospitality industry requires (Khan and Zhao, 2021). Mobile cheque–in and cheque-out services will lead to the shorter time required for guest cheque-in as well as the cheque-out phase (Wilson and Kumar, 2020). This work will also promote the use of the smart room to adapt the appearance of the guest rooms based on individual guests' choices to improve comfort and satisfaction (Yang et al., 2021). First, the efficiency of AI chatbots to respond faster will enhance the satisfaction of the guests' inquiries as they will have constant access to the service ranging from early morning to late night (Parker and Evans, 2022). These improvements are expected to dramatically raise the status of the hotel and consequently the turnout of quality clients and reduction of churn rates.
Further, the use of these technologies will greatly enhance operation efficiency. By operational tasks such as cheque-in, cheque-out, and guest inquiries, The Plaza Hotel will be able to employ staff on value-added services, while in the long run, the overall labour costs will be minimised (Thompson and Lee, 2021). Such an aspect implies that it will be easier to enhance customer loyalty and in the long run increase revenue, according to Smith and Roberts, (2020).
Last but not least, we would like to express our gratitude to The Plaza Hotel for considering Optimum Hospitality Solutions as a reliable partner in this kind of process. In the current world of advanced technologies, we are positive that the strategies discussed above will not only solve the existing problems but also bring the hotel to new leadership shortly. We are looking forward to beginning cooperation towards establishing the further success of The Plaza Hotel as one of the most prestigious hotel chains in the world.
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