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[bookmark: _Toc121168176]Executive summary

This report has discussed Burj Al Arab hotel, Dubai, which is a 7-star hotel in the world. It provides a higher level of service, luxurious room services, better materials used, and quality restaurant services. From the reviews of customers, it has been found that there are management issues regarding which the customers have complained and were not happy with the slow response of the management. It is trolled for its highly unaffordable restaurants, which is a barrier for many customers who cannot think of dining in the restaurants of Burj Al Arab.

SWOT and PESTLE analysis is conducted to describe the hotel's overall internal and external environment. It is found that Burj Al Arab has a very popular brand image in the world. It is highly stable in the hospitality industry, having strong financial projections. The provision of personalized services ensures luxury and comfort and gives the hotel exclusive advantages. Burj Al Arab offers its customers a high-quality booking service online. Moreover, the services, as well as facilities, are dependent upon state-of-the-art tech advancements. However, the hotel is highly dependent on the government. It has very high charges that limit it to having a contracted target market. This has even become a threat to oneself as competitors are taking advantage of it and gaining more customer responses while lowering their prices comparatively.

In the UAE hotel industry, the total number of visitors who travelled to Dubai had reduced by 67 percent, that is, 16.7 million in 2019 up to 5.5 million visitors in 2020. Presently, things are getting better as COVID-19 is controlled, and the hotel industry is reviving. Burj Al Arab must consider providing its guests with the prospect of having an unforgettable experience while staying in the hotel. It is recommended that Burj Al Arab uses augmented reality to make the hotel environment highly enjoyable for spending time. With this, it may let the guests point to the smartphone and see the realistic virtual representations of the rooms, restaurants, cafes, and other services provided by the restaurant. Burj Al Arab must work on differentiation and cost leadership strategy.
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[bookmark: _Toc121168178]Purpose of the report 

This report aims to develop a consultancy report while selecting a hotel. In this regard, Burj Al Arab hotel, Dubai. It is a 7-star hotel worldwide, providing a higher level of service, luxurious room services, better materials used, and quality restaurant services (Shareef, 2018). This report will share insights about this hotel, the key issues that are taking place in it, and the suitable solutions for it as well. The analysis will include relevant data findings along with the supporting theoretical frameworks.
[image: Burj Al Arab: Dubai's symbolic hotel - We Build Value]
Figure 1 Symbolic Hotel-Burj Al Arab, Dubai
Source: Michael et al. (2020)

As per the customers' reviews regarding this famous hotel, it is found that despite having a strong reputation, it also has some weak areas. First, it has management issues regarding which the customers have complained and were not happy with the slow response of the management (Trip Advisor, 2022). Though the hotel is luxurious, its restaurants are highly unaffordable, which is a barrier for many customers who cannot think of dining in the restaurants of Burj Al Arab. Following are some of the reviews extracted from one of the most widely used sites for online hotel reservations. 
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Figure 2: Review 1
Source: Trip Advisor (2022)
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Figure 3: Review 2
Source: Trip Advisor (2022)
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Figure 4: Review 3
Source: Trip Advisor (2022)
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Two methods will be used to further investigate this famous hotel as per the identified issues. That is SWOT and PESTLE analysis. SWOT analysis refers to a framework that helps identify and analyse the strengths, weaknesses, opportunities as well as threats of the organization. The prime aim of SWOT analysis is to spread awareness regarding the aspects that help develop a business decision or create a business strategy (Benzaghta et al., 2021). On the other hand, PESTLE analysis focuses on core external factors that are Political, Economic, Sociological, Technological, Legal, and Environmental (Matovic, 2020). These tend to influence the organization selected. It is used in various scenarios, which may guide the experts in strategic decision-making. Hence, the use of these methods will help in knowing much about Burj Al Arab in detail.
[image: How to Complete a Personal SWOT Analysis | by Jodie Shaw | Thrive Global |  Medium]
Figure 5 SWOT
Source: Benzaghta et al., (2021)
[image: What is A PESTLE Analysis with Examples - Dijital Serüven]
Figure 6 PESTLE
Source: Matovic, (2020)
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Figure 7: SWOT Analysis
Source: Author (2022)
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Burj Al Arab has a very popular brand image globally. It is one of the hotels with a lead in the hospitality industry worldwide. The hotel is highly stable in the hospitality industry, having strong financial projections. It even has a trained workforce that focuses on serving customers quality (Kaminakis and Gounaris, 2022). Providing personalized services that ensure luxury and comfort lets the hotel get exclusive advantages. The overall structure of the building looks like a sailboat that provides a highly fine experience to the customers. The restaurants, as well as bars in this hotel, have various outlooks, which makes them highly attractive as well as well-known around the globe.

An example is Al Iwan, a sea view facing the most attractive hospitality in Arab (Yas et al., 2020). Moreover, the décor of the intense gold, black, and red makes it more appealing another example is Al Mahara which provides seafood in a three-minute virtual submarine trip (Heyes and Nadkarni, 2020). In addition, it has a wonderful oval structure that makes it unique from all other restaurants.
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Burj Al Arab is functioning through the support as well as the patronage of the government of Dubai. This shows that the hotel is highly dependent on the government. Moreover, the hotel's infrastructure development depends upon the regional oil-dependent capital (Trip Advisor, 2022). In fact, the hotel has very high charges that tend to limit it to having a contracted target market.

[bookmark: _Toc121168184]Opportunities

Burj Al Arab may think of dependently running the hotel so that its reliance on the government gets reduced, for which it is being trolled. It may bring new services to the hotel to attract more customers. Theme parks and sports activities can be a better option in this regard, which can become a source of attraction for many international tourists (Heyes, 2021). The hotel must establish an exclusive image in the marketplace and for the client which helps to achieve high standards in the market. 

Burj Al Arab must revise the pricing strategy with the inclusion of more products as well as services in its packages. The reason is that the hotel cannot reduce the prices of its services since it will negatively affect its brand image. The company must work towards providing greater value for the money to the customers since this helps work as an incentive provided to the people. The hotel may offer spa services to the people on the room rates for a specific time period. Burj Al Arab must adjust its promotional strategy by offering customer product bundle promotions (Khudhair and Mardani, 2021). Moreover, it must avoid the provision of price promotions since this can adversely impact the company's image. Burj Al Arab may offer promotions depending upon the use of their services so that more benefits can be attained. 

[bookmark: _Toc121168185]Threats

There is a tough competitive rivalry among many famous names in the hospitality industry. The key competitors of Burj Al Arab include Atlantis Palm Jumeirah, Emirates Tower Hotel, The Fairmont Dubai, Al Qasr Madinat Jumeirah, The Address Downtown Burj Dubai, and Grand Hyatt Dubai. Such hotels compete for outstanding locations (Chen et al., 2021). They even are in quest of offering world-class service to the customers to gain customer loyalty and a higher market share. Burj Al Arab has higher prices, and this is becoming a threat to oneself as other competitors are taking advantage of it and gaining more responsibility for the customers while lowering their prices comparatively (Žugić and Konatar, 2018). 

[bookmark: _Toc121168186]PESTLE

Figure 8: PESTLE Analysis of Dubai
Source: Author (2022)

[bookmark: _Toc121168187]Political

Politically, Burj Al Arab hotel is favoured through the government bodies as well as the political leaders of Dubai (Kaminakis and Gounaris, 2022). In fact, Sheikh Mohammed bin Rashid Al Maktoum was overwhelmed after studying about the architect of the hotel namely, Tom Wright. He was impressed by the sketch of the building (Wilkins and Emik, 2021). This hotel was even supported through the political leaders considering it a way of diversifying the economy of the country, which has formed a favourable climate for the emergence of the enterprise as well as development. 
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Dubai is a wealthy city having a better economic climate. Though, the hotels like Burj Al Arab tends to have a particular target market which is comprised up of the richest individuals in the world. Such individuals tend to come for staying at the hotel and enjoy exclusive services. Apart from being adequately stable for providing the company with all the needed supplies, it is the local economic situation that does not have a significant role in the success of the hotel presently, though it was vital for its development to begin (Assaf and Montagne, 2019).

At a macro level, it is analysed that due to the global outbreak of Covid-19, the tourism and hospitality industry of Dubai has suffered a lot in the year 2020 (CPP Luxury, 2021). It had experienced a drop of 74 percent in the international arrivals (KPMG, 2021). In the UAE, the total number of the visitors who traveled to Dubai had reduced up to 67 percent that is, 16.7 million in the year 2019 up to 5.5 million visitors in the year 2020 (KPMG, 2021). Presently, things are getting better as the situation of COVID-19 is controlled and the hotel industry is reviving (CPP Luxury, 2021).

[bookmark: _Toc121168189]Social

The cultural environment tends to hold a significant influence on the marketing behaviour of the customers. The hotel industry must be sensitive towards the cultural distinctions in the environment and hold opportunities for its expansion. Referring to Dubai, 80 percent of foreigners are there who tend to invest in the city, run their businesses, and have a greater employment ratio. Above 1100 members of staff from 50 various nationalities work in diverse areas of Burj AL Arab hotel (Bodolica et al., 2020). Thus, they tend to bring diversified cultures from all different home countries, like religions, faiths, and social behaviours. Burj Al Arab is focused on wealthy people worldwide (Kotsi et al., 20218). The tastes of such a population are changing since the customers have greater demands concerning service quality. Thus, the hotel may attempt to adapt to such demands while offering only the finest services.

[bookmark: _Toc121168190]Technological

Burj Al Arab hotel has made a noteworthy effort for adapting to the technological advancement. In fact, Burj Al Arab offers its customers the high-quality booking service via online. Moreover, the services, as well as facilities, are dependent upon state-of-the-art tech advancements (Thani and Heenan, 2020). Even, the customers are transported to the hotel through the helicopters. Thus, the hotel is upgrading itself every year with great technological prospects. 

[bookmark: _Toc121168191]Legal

Dubai hotel industry follows strict rules that ensure law enforcement at all levels. Dubai is one of the world's most secure cities, with a 0 percent rate of crime (Gibbs, 2018). It refers to the fact that the rules, as well as regulations, are highly severe as well as strict punishments are ordered on the lawbreakers. Though it is a tourist place, taking the pictures requires to be done cautiously so that none of the locals is shot while not acquiring permission. Many government buildings are also not allowed to be shot.

[bookmark: _Toc121168192]Environmental

With the rapid development, the five-star hotels, and manmade island projects, the people have forgotten the environmental problems. The most significant environmental sustainability issue in Dubai is the accessibility of clean drinking water. Though water is abundantly present there, it has to be desalinated to make it drinkable; as per the oil drilling and exploration practices of Dubai, the content of salinity in the water has increased with the passage of time (Gore et al., 2022). The carbon dioxide that is emitted from the desalination plants tends to pollute the environment while producing the waste which is dumped in the sea.
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[bookmark: _Toc121168194]Ways of improvement

With the passage of time, rich people are changing their level of preferences when it comes to travelling as well as spending their leisure time. The wealthy tend to demand the greatest quality of service and desire to gain new experiences that are remembered for an enduring period of time (Chiang et al., 2019). Thus, possibly the highly important factors which will impact the hotel's success in the future refers to the product they provide. Burj Al Arab must consider supplying its guests with the prospect of having an unforgettable experience while staying in the hotel (Heyes, 2021). At a similar time, the individuals and procedures are even of the essence for the customers who wish to get the best service for the money.

Referring the element of the price, it must not be considered critical as for the wealthy target audience of Dubai, the purchasing power is much, and they can spend $25,000 every night (Global Media Insights, 2022). Thus, an increase in pricing must not be that problematic. The physical evidence, as well as the promotion, have a significant role. For example, the well-known reputation of the hotel lets it compete in contradiction of the rivals in the market. At the same time, such two factors are not highly crucial for the hotel's success (Heyes and Nadkarni, 2020). The customers must be informed regarding the services and the establishment they provide. However, it is improbable that they can be convinced to buy them through a simple advertisement that is not supported by the definite quality of the service.

Burj Al Arab hotel may plan new services for customers who do not have such strong purchasing power (Khudhair and Mardani, 2021). The guest staying at least three nights in the hotel, the hotel provides lunch without any cost. Burj Al Arab must work to offer innovative products and services to the customers since this will work as a value addition to the present portfolio of the product and services offered through the hotel (Romero and Tejada, 2020). It will attract the customers to have stayed in a hotel while enhancing their level of preference for the hotel compared to the new hotels which have newly come up. In this regard, an example of offering dermatologists' services to customers is innovative.

Burj Al Arab must also work to target new customer segments from various parts of the globe. It can be done while targeting the people from countries who have not suffered much from the economic impact of the overall financial crisis (Michael and Fusté‐Forné, 2022). They must also focus on targeting business executives and high-net-worth persons. This will let the hotel get accessibility to the new set of customers, which will help maintain their profitability level and increase the market share in times of crisis. Burj Al Arab hotel must maintain its level of profitability along with the market shares compared to the peak profitability levels that it had earlier than COVID-19 (CPP Luxury, 2021).

Burj Al Arab must promote its other services, such as conference rooms, business halls, and so on (Truong et al., 2020). The hotel must liaise with the exhibition and event organizers, who generally travel in groups. It will allow the hotel to access such companies' consumer base. Burj Al Arab will thus be able to expand its operations, enhancing its level of profitability as well as increasing its market share while targeting the exhibitors along with the business experts who may use the other services that are offered through the hotel.

[bookmark: _Toc121168195]Supporting theories

[bookmark: _Toc121168196]The Otus theory

The Otus theory with regards to the demand as well as supply of the hotel is premised depending upon the hotel structure and their size at certain times. It specifies that a positive link exists among the service business's growth towards the gross domestic product and the demand for local commodities for the hotels (Chivandi et al., 2019). In addition, the theory infers that when there is a higher rate of the hotel supply referring to the greater capacity and design, the focus of the hotel referring to the brands will be greater. As per the changing hospitality industry trends, it is useful for restaurants to perform well and helps in growing GDP (Fu et al., 2020). The hotels must have directions to build direction that helps in making new changes.

Service innovation can work as a solution in this regard. Moreover, the hospitality industry's macro- and micro-environments tend to experience tremendous change, which impacts business performance while bringing about challenges. The hospitality industry is facing a transformation that has changed life and made it globally oriented, indeterminate, and dynamic (Bowie, 2020). The development in economies and the interaction among the evolving and evolved economies, the subsequent extension, strengthening globalisation, and change in business markets have resulted in an increased level of competition at a massive level. Changes in climate along with the sustainability in terms of hospitality industry, thus, the green argument is launched, which has forced new consumer behaviours, affecting more on the standpoints, having an impact on the consumer decisions with regards to their spending on the services of the hotel industry (Pham et al., 2021).

Burj Al Arab may learn a lot more about it. The hotel may apply this theory and offer services that help Dubai's economic development while generating more income. Innovation is the key element in this regard. Though this hotel is making much, it is quite reliant on government funds which may reduce its contribution to increasing GDP since it is gaining more than giving away (Chigozie-Nwokorie, 2021). Transforming its services with better technological advancements can really help the hotel in uplifting the scale of the economy.

[bookmark: _Toc121168197]Maslow hierarchy of hotel expectations theory

[image: Hospitality Industry- from the view of Abraham Maslow | ProMiller  Hospitality Consultants]
Figure 9 Maslow hierarchy
Source: Chalakova (2018)

This theory is grounded on the 1943 revolutionary research paper provided by Abraham Maslow on the hierarchy of hotel expectations (Chivandi et al., 2019). The theory of hotel expectancy explains the beliefs, experiences, and responses of customers if unsatisfied due the services which were provided. Starting from the bottom toward the top of the hierarchy of Maslow, this theory aims in increasing the satisfaction of the guests' needs as per the pyramid. Moreover, at the bottom is the anticipation of fulfilling the physiological requirements that are exampled through the availability of rooms and quality of breakfast. It is followed through the safety needs that, in a hotel set up, can be the prospect for delivering healthy food, shelter, and increased security (Chalakova, 2018).

The subsequent expectation will be the need to satisfy social needs, such as respect for the guests' privacy. Next to the satisfaction of social needs, in the setup of hospitality, another level is meeting self-esteem needs, like development of status and significance. The end level is meeting the self-actualisation needs (Zaharova, 2021). In the hospitality industry, a learning philosophy refers to the attainment and transferring the knowledge, skill sets, and approaches which helps in helping the travelling of tourists or hospitality for greater innovation (Rogers, 2022). Hence, a learning philosophy meditative of managerial behaviour and its sincere belief in the workers' influence.

Burj Al Arab may take lessons from this theory and apply it in its internal processes. As per the changing trends, the demands and needs of the customers have changed. Thus, Maslow's hierarchy referring to the hotel industry has also been changing, and a brand like Burj Al Arab needs to cope with it (Sovani, 2020). Verily, it must revise the hierarchy according to the needs of the customers, which does not only include food, security, and shelter but also advancements such as free Wi-Fi service, having a sports club, spa services, etc. (Shin et al., 2019). Any shops to buy accessories and clothes will be value addition. Burj Al Arab may think of arranging events related to any specific occasion, such as Eid, etc that may work as a source of attraction for the customers.
[bookmark: _Toc121168198]SERVQUAL Dimensions
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Figure 10 SERVQUAL Dimensions
Source: Priyo et al., (2019)

Service quality is defined using the five quality dimensions that are, tangibles, reliability, responsiveness, assurance, as well as empathy (Priyo et al., 2019). This model must be applied to Burj Al Arab so that it can gain more responses from the customers while meeting their expectation level.

Tangibles

The tangible factors of the hotel service tend to have a noteworthy influence on the perception with regard to the service quality (Nunkoo et al., 2020). Such include the external factors of a service that influence the external satisfaction of the customer. The core aspects regarding tangibility involve pricing, ranking comparative to the competitors, marketing communication, and actualization (Myo et al., 2019). It even includes the effects of word-of-mouth that may enhance the perception with regard to the service quality of the customers. Burj Al Arab may apply them and, in return, will get more customers response.


Reliability

Reliability is credited to the level of accountability as well as quality (Priyo et al., 2019). A bunch of the precursors similarly help in the fundamental methodology to shape the perspectives of the clients toward the administration quality as well as reliability in the hotel industry in Saudi. In fact, a portion of such predecessors involves the convenient availability of the assets, determining the issue in the quality of the correspondence, customer care quality, the self-esteem of the client, the expertise of the staff, emphatic response to the necessities of the customers, security, politeness of the employees, as well as their responsiveness (Ali et al., 2021). Regardless of the innovative changes that are taking place in the hotel industry in Dubai, the reliability of the service quality must not be compromised. Burj Al Arab has to ensure the reliability of its services so that customers may not complain regarding any of its aspects.

Responsiveness

Responsiveness means the ability of the institution for providing the fast as well as better quality service (Myo et al., 2019). It needs the minimization of the waiting period for all of the interactions among the customer as well as the service provider. The responsiveness is critical to enhance the perception of the customers with regard to the service quality (Nunkoo et al., 2020). The institution must offer a fast as well as qualified response to the failure as well as suggest the substitute actions for addressing the needs of the customers. The responsiveness has four core actions. It involves providing an individual attention to the clients, quick service, active readiness of helping the guests, as well as availability of the employees when needed (Sharma and Srivastava, 2018). Such factors will help Burj Al Arab in enhancing the perception of the customers with regard to the service quality.

Assurance

Assurance means the skills as well as capabilities that are used to deliver the services to the clients (Shamsudin et al., 2019). The skills, as well as competencies of the employees, are helpful in inspiring the level of trust with confidence in the clients, that in return stimulates the feelings regarding the safety as well as comfort in the procedure of the service delivery. The clients are quite probable for making the return visits when they feel much confident about the ability of the employees for discharging their tasks. The aspects which tend to inspire the level of empathy include the competence, graciousness, engaging attitude, and better communication skills (Keshavarz and Jamshidi, 2018). These are the important aspects that assure the customers. Apart from these, the operational security regarding the premises and the confirmed quality of the service that is given to the clients is also part of it. Hence, Burj Al Arab may focus on this aspect to ensure the service quality of its hotel at all levels of management.

Empathy

Empathy is all about the quality of the individual attention that is given to the clients (Alzoubi et al., 2021). The providers of the service may go an additional mile for making the client feel distinct as well as valued while interaction. The empathy needs the visualization of the needs of the client while assuming their level of position. There are certain qualities that help in fostering the empathy as the inclusion of the courtesy along with the friendliness of the staff, comprehending the particular needs of the customers, providing the client an extra attention, as well as taking time for explaining the practices along with the process that needs to be undertaken in the process of the service delivery (Malik et al., 2020). Burj Al Arab may ensure that its employees treat customers with empathy so that the customers feel valued and satisfied through the management services as per which they will share good comments about the working staff of this brand.

Perceived Service Quality and Customer Satisfaction

The customer satisfaction means the level of the fulfillment that is expressed by the customer right after the process of the service delivery. It refers to the subjective assessment of the service that is dependent upon the five dimensions of the service quality. In fact, the customer satisfaction is significant because of the direct effect on the customer retention, level of expenditure as well as the longstanding competitiveness of the company (Prentice et al., 2020). Verily, Burj Al Arab may realise that the service quality tends to have a direct effect on the factor of the customer satisfaction. Service quality is the aptitude of the service for addressing the requirements of the clients (VO et al., 2020). The customers have their personal perceptions regarding the quality before they have the interaction with the company.


[bookmark: _Toc121168199]Findings and results

[bookmark: _Toc121168200]The infrastructure of the hotel

Burj Al Arab is the new symbol of Dubai (Garrison and Thompson, 2021). Famous in developing an eye-catching design, the uncontrolled services for rooms, the height as well as different factors makes this hotel one of the most highly desired hotels worldwide (Khudhair and Mardani, 2021). Fascinating not just for the architecture, it was greeted considering it the highest in height globally when the hotel was founded. However, sovereignty of the Burj Al Arab, having a height of about 1,053 feet, was not endure, in the following years, the massive sail was passed through other three hotels that were built in Dubai, namely the JW Marriott Marquis Dubai, the Rose Rayhaan Tower as well as the Gevora Hotel (We Build Value, 2020). No hotel in such a profligate city, though, has rivaled the reputation of the Burj Al Arab. Yet, this hotel is the only 7-star hotel worldwide. It has an unnatural landmass in the center point of the sea having a helideck that is suspended in the void (The CAD Room, 2022). It can be transformed into a tennis court, and an underwater restaurant too.

Tom Wright was an architect from England who build this hotel, custom-built through the ruler of Dubai, Sheikh Mohammed bin Rashid al Maktoum. The purpose was investing in the exclusive tourism through the development of a supreme hotel (Haneef et al., 2019). The highly challenging factor for the architects as well as engineers was taking the decision of erecting the long story building on the human made island, the idea was adopted by others as well as extended afterward for the well-known Palm Islands (Hammad, 2022). Burj Al Arab is definitely unusual due to its height, and the shape of a sail (Shareef, 2018). The utmost area of this hotel was made with the steel exoskeleton which designed through mixing beams. It provides the vigorous protection in contradiction of the strong winds which regularly blow with the coastline.

[bookmark: _Toc121168201]Luxuries in the hotel

Physical individualities of this hotel is the heliport suspended in the void. It refers to a circle area having a distance of almost 78 feet level (Burj Al Arab, 2022). It lets the guest reach the hotel through the helicopter directly, thus avoiding the traffic of Dubai. Such an inquisitive helipad can be put into other usages (Cherian, 2020). Dressed with valuable fabrics, Cararra marble and 22-carat gold finishes having a luxury that draws on while enhancing the distinctive Arab style, this hotel costs a projected 1 billion US dollars (We Build Value, 2020). The annual revenues of the hotel are almost 120 million dollars (The CAD Room, 2022). Such big yearly earning is possible with the quality of the rooms for the customers. Just suites are accessible in many sizes that range from 557 up to 2,250 square feet at prices from about 1,180 dollars (The CAD Room, 2022). 

This urbane restaurant in the hotel, eight in all, even attracts international customers to the Burj Al Arab. For instance, an extremely high restaurant, namely Al Muntaha, is a few feet from the hotel's height, even on a protuberant platform for ensuring a spectacular, dizzying sight of the sea (Burj Al Arab Jumeirah, 2022). At the bottom of the hotel is an underwater restaurant, namely Al Mahara, that is surrounded by a massive aquarium (Burj Al Arab, 2022).

[image: ]
Figure 11 Website of Burj Al Arab
Source: Burj Al Arab Jumeirah, (2022)
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	S No.
	Problem 
	Solution 
	Desired Outcome 
	Time Scale
	Completion Scale 
	Planned Budget 

	1
	Late response of the manager on complains
	Management must be trained to respond customer quickly
	Customers will get happy and satisfied
	3 months
	Ongoing process
	Training sessions may cost around AED 4598.63

	2
	High expenditure 
	Innovative services must be introduced so that the customers may not feel burdened in paying much to the hotel
	The aspect of innovation will work as a value addition for the customers.
	6 months
	Timely must be done as a particular innovation is not specified
	Innovations are costly. It is estimated to be AED 100,000.

	3
	Dependence on the government
	Burj Al Arab may think of solely and independently running its business 
	The government will not get overburdened through its expenditure
	Long-term 
	5 years minimum 
	AED 10,00,000

	4
	Lacks in gaining competitive advantage
	The hotel may introduce the new services such as spa, and availability of the dermatologist which other hotels do not offer.
	Customers will find a value additional service in the hotel and may come more comparatively to the other hotels
	6 months
	3rd March 2023
	AED 7,00,000



The above give table describes the factors which must be taken into consideration by Burj Al Arab so that it can improve further. The identified problems include a late reply from the employees in terms of answering the complaints of the customers which can be dealt with if management is trained regarding time efficiency (Hewagama et al., 2021). As per the high expense issue, additional services can work well to impress the customers. Dependence on the government will get lessened if the hotel plans its budget wisely and develop a five-year plan to become the sole operator of the hotel. Competitive advantage can be attained with better quality services that appeal to the customers.
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Based on the findings of the consultancy report, following are the recommendations that have been formulated which can help Burj Al Arab to provide high class services to their customers and remain on top of the game in the hospitality industry

· It is recommended to Burj Al Arab to think of having new tech-based services such as augmented reality. It will the benefits while using the augmented reality for making the environment of the hotel highly enjoyable for spending time (Tavitiyaman et al., 2022). For instance, it can create an augmented reality experience that may let the guests point to the smartphone as well as see the realistic virtual representations of well-known celebrities in the hotel. Furthermore, it must also provide the guests a chance of winning the prizes with the exploration of their hotel using a smartphone.

· Another important suggestion for Burj Al Arab is to have innovation in the hotel. This is possible through the mobile-as-keycards, phone self-check-in, phone booking, self-service check-in kiosks, media panels in the lobby, electronic tags on the luggage, mobile boarding passes, optimization systems service in the hotel as well as the connectivity tool device for the guests (Buhalis and Cheng, 2020).

· Burj Al Arab may work on two things, one is differentiation and the other is cost leadership. It is known to be really expensive and this puts a burden on the brand image as the clients may not show a willingness to come again (Ruiz-Palomino et al., 2021). Hence, the cost leadership strategy must be applied so that the hotel may get better prospects. Differentiation is possible when innovation will flood into the services of the hotel management.


[bookmark: _Toc121168204]Conclusion

This is a consultancy report in which a discussion is done on the world's 7-star hotel, Burj Al Arab. Burj Al Arab has become a famous brand for not just people living in UAE but all around the world. It is highly stable and has strong financial projections. It provides personalized services that ensure luxury and comfort, giving the hotel exclusive advantages. The overall structure of the building looks like a sailboat that provides a highly fine experience to the customers. The Al Iwan restaurant in the hotel is a sea view facing having the most attractive hospitality in Arab. Al Mahara restaurant provides seafood in a three-minute virtual submarine trip. In addition, it has a wonderful oval structure that makes it unique from all other restaurants.

Despite these plus points, Burj Al Arab is dependent upon the government of Dubai. In fact, the development of the hotel's infrastructure is dependent upon the regional oil-dependent capital. It has management issues regarding which the customers have complained and are not happy with the management's slow response. Although the hotel is luxurious, its restaurants are highly unaffordable, which is a barrier for many customers who cannot think of dining in the restaurants of Burj Al Arab. Burj Al Arab is suggested to apply management models and theories such as Otu’s theory to offer innovative services which help in the economic development of Dubai while generating more income. Maslow's hierarchy of hotel expectation theory can be implemented. As per the needs of the customers, the hierarchy can be revised, which does not only include food, security, and shelter but also advancements such as free Wi-Fi service, having a sports club, spa services, etc. Lastly, SERVQUAL dimensions must be applied to meet customer expectations.  
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Strengths


Popular Brand Image


Strong Financial Projections


Weaknesses


Highly Dependent on Government


Opportunities


Improvement of services


Integration of AI


Threats


Revision of pricing strategy


Improving segvice 


Tough competitive rivalry


Extremely pricey, it is not accessible to many cohorts



Political


Favoured through the government bodies as well as the political leaders of Dubai  


Supported by Poitical leaders for diversifying economy


Economic


Dubai is a wealthy city having a better economic climate


due to the global outbreak of Covid-19, the tourism and hospitality industry of Dubai has suffered 


Social


80 percent foreigners of the foreigners are there who tend to invest in the city


Burj Al Arab is focused on wealthy people all across the world 


Technological 


Legal


Environmental


Dubai is a country that is highly dependent on advanced technology


Burj Al Arab offers its customers the high-quality booking service via online


Dubai hotel industry follows strict rules that ensure law enforcement at all levels


Dubai is one of the most secure cities in the world having a 0 percent rate of crime 


Due to oil drilling and exploration practices of Dubai the content of salinity in the water has increased 


the carbon dioxide that is emitted from the desalination plants tends to pollute the environment
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Good however dropped standards

“Great Hotel but not quite 7*, | would say 6° on the hotel but 4 on bar/restaurant service. Great hotel
and very unique and worth a visit. since covid standards have lowered but costs increasedA little
disappointed on this visit compared to other visits.”

Readmore v

Review collected in partnership with this hotel ©

Date of stay: October 2022

This review s the subjective opinion of a Tripadvisor member and not of Tripadisor LLC. Tripadvisor performs checks on reviaws.
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5 star (7 star) luxury hotel in 3 or 4 star style.

“Is the title a bit too provocative? Judge for yourself.. You stand in front of the Burj Al Arab, you are
greeted, you are welcomed in the Séparée room, it goes very quickly to the reception on the floor
where the room is, checked in and accompanied to the room...but stop, we are in the year 2022 no
longer in 2018. The reception seems very cool and distant. In the hotel lobby, we were escorted to the
darkest seating area, which was anything but comfortable. Checked in was also at a distance, first the
passports fetched in the second step the credit card. One already noticed at this point that things
were not as they had been. Room: as always, very clean and spotless, so you imagine a luxury suite on
about 170m2. Simply a dream. But even in the room the red pencil was...”

Readmore v

Date of stay: September 2022

This review s the subjective opinion of a Tripadvisor member and not of Tripadisor LLC. Tripadvisor performs checks on reviaws.
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Try something else

“Don't worth the time, the tour took you to look the royal suites and some exhebition rooms. The guide is
too week, always in a rush. In my opinion you can expend your time and money wisely. $70.00/person will
buy a very nice meal In a pleasant place in Dubai”

Readmore v

Date of stay: September 2022

This review s the subjective opinion of a Tripadvisor member and not of Tripadisor LLC. Tripadvisor performs checks on reviaws.
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