

22

                                                                       Report
                                                Organisational Consultancy
                                Acorn Tourism Consulting UK
[image: Acorn Tourism Consulting | LinkedIn]

   Mitigating Operational Inefficiencies to Elevate Guest Satisfaction in the Marina Bay Sands Hotel 






Student Name: Cristina Maria Silva Pita
Student ID: 2228861
Module Name: Organisational Consultancy (BMIH6005)
Lecture Name: Jaliya De-Silva


AI Declaration
Grammarly was used on 20th February 2025 to check for spelling and grammatical errors and structural problems. The tool offered a couple of minor suggestions regarding readability, which I looked over manually before deciding to accept or reject them. The research, analysis, and completion of this assignment did not involve any artificial intelligence tools generating content. 
Besides, I have not used any AI-generated content in my work at any point during this assignment. All research, writing, and revision have been done independently to ensure authenticity and academic integrity. Furthermore, original drafts, notes, and supporting materials used to create this assignment will be given upon request as evidence of independent work. This declaration proves that the submission follows the academic honesty policies and ethical research standards.





[bookmark: _Toc191426785]Executive Summary
The consultancy report by Acorn Tourism Consulting UK examines the operational challenges perceived at Marina Bay Sands Hotel and strategies for improvement are proposed. The hotel has set industry standard in terms of high-end accommodations, business facilities and premium services since it was founded in 1919 (Marina Bay Sands 2019). While the hotel has strong brand and financial resources, it is in serious inefficiency in all aspects of the guest satisfaction and revenue. Other issues include long wait times at check-in and check-out, uneven housekeeping, poor guest complaint response, high employee turnover rate, and outdated technology (Wang and Pai, 2024). As a result of these problems, customer satisfaction is declining, repeat bookings are becoming scarcer, and the market also suffers. The hotel needs to continue with a strategic transformation on digitalization, emergency, sustainability and employee development in order to sustain its leadership.
Thirdly, the STEEPLED framework is used in analyzing external factors that alter Marina Bay Sands Hotel. The trend of social unfolds with the changing guest preference, enhanced need for tailor made service and the episode of mobile check in and concierge apps (Khan, 2024). Automated process, AI automated customer service, predictive analytics, are main technological advancements (Stringam and Gerdes, 2021). Hotel revenues and profitability are directly determined by economic factors (Wood, 2024). Demand of eco-friendly accommodations and sustainable practices (Olya et al., 2021) are driven with environmental concerns. Compliance with employment laws, health regulations and data privacy policies is necessary to meet political and legal factors (Tassikas, 2021). 
The results that are derived from the SOAR analysis include the hotel’s strengths, opportunities, aspirations, and results. The facts that Marina Bay Sands is globally recognized, has strong financial backing, and also has a very innovative approach (Wood, 2024) are very appealing. It, however, has to capitalize on the trends like sustainable and wellness tourism to stay competitive. Integrated with advanced technology, personalized services and green operations, the report recommends that the firm employ an operational and marketing strategy to enhance the guest experience and enhance financial performance (Khalil et al., 2024).

Strategic responses to these challenges are presented by the TOWS analysis. One of the SO strategies focuses on expansion in new markets and improvement of the guest experience through digitalization (Modica et al., 2018; Mahmutović, 2021). According to WO strategies, similar ways to reduce inefficiencies are through employee training and sustainability investment (Liang et al., 2022). Michael and Fotiadis (2022) state that ST strategies are based on keeping high service quality and enlarging digital marketing in order to be competitive. For instance, WT strategies have indicated to tackle the reduction in risks (Vila-Vázquez, Castro-Casal and Carballo-Penela, 2022) through capitalizing on and optimizing crisis management and cybersecurity.
The novel insights were built upon to design a detailed action plan. It’s about becoming an AI driven customer service, improving service quality, faster check in process and personalized guest experience. To improve and enhance the overall employee retention, there should be better workplace policies, leadership development, and career growth opportunities (Melián-González and Bulchand-Gidumal, 2020). Upgrading property management systems should be counted among the elements of digital transformation, and AI should be used to forecast demand (Viverit et al., 2023). From the standpoint of sustainability, Green Hotel certification should be the priority, along with the adoption of a smart energy system and working with little polluting suppliers (Sloan et al., 2022). The data driven decision making, emergency preparedness and financial resilience strategies should be strengthened in the area of crisis management (Sun, 2020). Additionally, digital marketing, loyalty programs and online travel agency OTA partnerships will improve guest engagement and raise revenue (Naun, 2015).
Adopting such strategies will help Marina Bay Sands Hotel diminish operational inefficiencies and continue to remain the market leader. Technology, employee development, sustainability and service excellence would strengthen guest satisfaction, financial performance as well as efficiency. This action plan will not only take care of the present problems of the hotel but also future proof the hotel from market disruptions and industry changes.
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1. [bookmark: _Toc191426786]Introduction 
Marina Bay Sands Hotel opened its outlet in the year 1919 as a leading part of Hotels and Resorts which has since led the hotel sector through innovation and luxury service (Marina Bay Sands, 2019). As a leader in guest satisfaction, Marina Bay Sands runs many hotels worldwide including its flagship outlet in a location (Figure 1). This hotel opens its doors to both business and leisure guests through luxury rooms along with top-quality suites and meeting spaces. Moreover, despite its long history of quality service Marina Bay Sand’s hotel now deals with major operational problems that may weaken its ability to meet customer requirements. The hotel depends on fixing these problems to stay successful in the active hospitality market (Marina Bay Sands, 2019).
[image: Marina Bay Sands Singapore: The Only Guide You'll Need]
[bookmark: _Ref188531204]Figure 1: Marina Bay Sands 
(Source:  Marina Bay Sands (2019)
To solve its business problems, Marina Bay Sands Hotel draws inspiration from Pace Dimensions to analyse the hospitality and travel industries. Acorn Consulting helps clients improve their business performance while creating new ideas and lasting growth results. Our team exists to help organisations navigate and solve operational problems through process improvement and strategic development. Using industry-proven expertise and modern methods our consultancy team creates practical solutions matched to Marina Bay Sands Hotel problems (Marina Bay Sands, 2019). Marina Bay Sands Hotel needs to fix problems with how it runs its operations since they reduce guest happiness. Marina Bay Sands Hotel suffers these operational problems that make service delivery slow and produce unacceptable hygiene standards because support units fail to work together properly. Customer dissatisfaction grows when combined with these performance problems which also reduces booking numbers and weakens customer commitment.
This consultancy report aims to study Marina Bay Sands Hotel operations and suggest solutions to make hotel experiences better for guests. Moreover, the analysis provides Marina Bay Sands Hotel with a clear route to find and solve its most important operational problems in today's fast-changing hospitality sector. Moreover, strategic solutions backed by well-established models help Marina Bay Sands Hotel run better operations while creating superb guest experiences and securing financial success. In this report, analysis has investigated what leads to operational failures at Marina Bay Sands Hotel and suggests practical ways to handle issues (Deng et al., 2023). In considering the report's problem areas, the major issue concerns the lack of service quality at the hotel, as there has been a long waiting time, delays along with housekeeping irregularities and team communication problems harm how pleased guests feel about their stay and their willingness to return. 
Moreover, misinterpretations damage guest satisfaction and hurt both the hotel's brand reputation and financial results. This study determines why these hotel problems occur while demonstrating the problem areas which impact the performance of the Marina Bay Sands Hotel. The report performs deep problem analysis before designing strategic remediation plans for the hotel excels and where it needs improvement while revealing smart ways to deal with risks and enhance business procedures. Subsequently, based on research methods this report proposes solutions to improve Marina Bay Sands's operations and help it serve guests better in today's market competition. This report exists to reveal and examine the operational problems that hurt Marina Bay Sands Hotel results.
This report also highly emphasises the evaluation which depends on multiple analytic methods and theories to extract useful results. However, in this report, the STEEPLED framework analyses external impacts on Marina Bay Sands's daily operations including modern tech, market performance and ecological risks. Subsequently, SOAR assessment reveals the hotel's most effective areas along with potential paths for development. Moreover, TOWS analysis turns Marina Bay Sands's weak spots and dangers into steps to handle obstacles and size market chances. Moreover, in this report, integrating the use of Kotter's 8-Step Model will help us implement our recommendations by keeping staff involved during the transition to better work practices. This analysis provides Marina Bay Sands Hotel with a detailed route to improve operational performance while securing a stronger market position. 
2. [bookmark: _Toc191426787]Analysis 
2.1 [bookmark: _Toc191426788]Problem statement and its impact on the Hotel 
Marina Bay Sands Hotel maintains a good customer service image but needs to solve specific operational issues that hurt guests and the hotel's performance. Moreover, the operations produce long guest wait times at check-in and check-out as well as irregular cleaning practices and weak complaint resolution methods (Wang and Pai, 2024). The hotel struggles to provide a perfect guest experience because these problems stop it from competing well hotel sector (Ravishankar and Christopher, 2020). The hotel runs outdated front desk systems that make both check-in and check-out take too long because staff members do not have clear standard processes. According to Wood (2024), peak times force guests to wait beyond their expected time which produces unhappy customers. Efficient front office work supports a great first impression while helping guests start their hotel experience positively (Akgunduz et al., 2022). Moreover, when guests feel they received poor service due to long check-in lines no one wants to return and share their negative experience (Sayin and Karaman, 2019).
The hotel does not solve guest complaint problems well enough which leads towards dissatisfaction among the customers. Subsequently, guest complaints face slow and inadequate response methods throughout the current process (Putrevu and Mertzanis, 2024). According to Rane et al. (2023), guests do not get their concerns resolved properly or experience delays in resolution. Customers receive poorer experiences when their concerns are overlooked and pushed to the end of the line (McColl-Kennedy et al., 2019). According to Xu (2020), when guests have bad experiences they spread negative feedback online which hurts how other people view the hotel.
According to Spellman (2023), changing cleaning standards keeps flapping between staff availability problems and unclear operations handbook directions. Post-pandemic guests require outstanding cleanliness in all hotel areas because their trust in proper hygiene declines when different areas show poor cleanliness standards (Bharwani and Mathews, 2021). Moreover, when cleaning practices change unpredictably they put hotel guest happiness at risk and damage the hotel brand in the competitive industry (Simonis, 2023).
The impact on the hotel the operational problems affect how Marina bay sands Hotel serves the entire hospitality sector of the country (Baek et al., 2019). Subsequently, they make operations run less smoothly which raises expenses and weakens the hotel's power to fight market competition (Baek et al., 2019). To reach these goals Marina Bay Sands Hotel needs to fix its operational problems and recover customers' trust while helping the United Kingdom stay ahead in international tourism.
2.2 Porter Five Forces
[image: Porter's Five Forces]
Figure 2 Porter Five Forces
[bookmark: _Toc191426789]1. Competitive Rivalry (High)
Multiple hotels operate fiercely in competition. Marina Bay Sands operates in a market that includes many luxury hotels from Singapore and international hotels (Marina Bay Sands, 2019). Hotel competitors deliver premium services together with distinctive experiences and pricing that matches the market standard (Lamo, 2019). According to Mahmutović (2021) Digital marketing strategies employed by numerous hotels has made it difficult for Marina Bay Sands to sustain its market position. The hotel requires continuous innovation together with customer experience improvement and the utilization of its strong brand reputation to remain competitive.
2. Threat of New Entrants (Moderate to High)
Strong financial support enables completely new luxury hotels to establish themselves in the market. Marina Bay Sands faces hurdles to market entry because startup expenses along with brand-backing and regulatory barriers are high (Marina Bay Sands, 2019). Entry barriers for new hotels have become even higher due to established customer bases and favorable locations of established hotels (Liang, Watters, and Lemański, 2022). Digital platforms enable emerging hotels to expand their reach worldwide which results in heavier competition in the market (Mahmutović, 2021).
3. Bargaining Power of Suppliers (Moderate)
The operating success of luxury hotels depends entirely on topnotch suppliers who deliver food items along with furnishings and technological equipment. Marina Bay Sands maintains premium supply relationships which protects the hotel from potential risks (Lamo, 2019). Suppliers hold certain levels of power in the industry thanks to the high prices associated with unique and luxury products (Lévi et al., 2020). The hotel needs to handle cost efficiency alongside quality to sustain its premium position.
4. Bargaining Power of Customers (High)
Guests have many hotel options. Information sharing platforms along with online reviews provide customers with the strength to check service quality and product prices (Mahmutović 2021). Luxury tourists together with business travelers seek superior services at all times and will share negative feedback if their expectations go unmet (Liang, Watters, and Lemański, 2022). Marina Bay Sands needs to present phenomenal experiences together with tailor-made services and privileged advantages to keep its visitor base.
5. Threat of Substitutes (Moderate to High)
The venues listed as alternative accommodations including boutique hotels together with Airbnb hotels successfully pull in luxury tourist customers (Marina Bay Sands, 2019). The luxury experience found in high-end resorts matches that found in cruise ships according to Lamo (2019). Travelers who pay close attention to prices would choose five-star hotels carrying reduced rates. Marina Bay Sands must build their strategy around their exclusive features which include the famous infinity pool together with a world-class casino and high-end dining destinations.
2.3 STEEPLED Analysis 
2.1.1 [bookmark: _Toc191426790]Social Factor
1. Guest expectations in hotels evolve at a quick pace due to shifting social tastes and behaviour patterns (Khan, 2024).
2. Moreover, hotels use mobile applications for self-service kiosks during check-in and checkout they improve service flow and save time.
3. When hotels personalise room setups and concierge services boost guest contentment while avoiding problems that happen with simple uniform service options (Khan, 2024).
4. As shown in (Figure 2), the demographic demonstrates that around 25 per cent of individuals have low income, in contrast, 40 per cent of individuals are considered as high income. Significantly, 34 per cent are from medium income.
5. In (Figure 3), the number of users decreased in the years 2019, 2020 and 2021 this is due to the pandemic period. However, by the year 2022, the number of users gradually increase which accelerate profit-generating and build a strong brand image. 

[image: ]
[bookmark: _Ref188531484]Figure 3: Demographics
(Source: Statista, 2025)
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[bookmark: _Ref188531707]Figure 4: Number of Users
(Source: Statista, 2025)
2.1.2 [bookmark: _Toc191426791]Technological Factor
1. The hotel industry relies on advanced technology to solve its operational problems effectively (Stringam and Gerdes, 2021).
2. Modern technology tools help manage hotels better by relieving work pressure and making tasks run faster. 
3. Moreover, hotel staff perform automated maintenance and housekeeping scheduling decreasing operational challenges to create a smoother guest and staff experience (Stringam and Gerdes, 2021).
4. As shown in (Figure 4), the sales channels demonstrate that online booking has a higher ratio as compared to offline. This reflects that technological advancement increases the profit of the hotel significantly (Statista, 2024). 
[image: ]
[bookmark: _Ref188531694]Figure 5: Sales channel
(Source: Statista, 2024)
2.1.3 [bookmark: _Toc191426792]Economic Factor
1. When an economy grows hotels encounter both greater demand and more expensive operations that need room staff and energy services (Wood, 2024). 
2. Moreover, economic performance declines guests spend less on nonessential expenses which leads to fewer hotel bookings and smaller profit growth (Wood, 2024). 
3. As shown in (Figure 5), the revenue of the hotel industry in the Singapore shows a significance impact on the economy. However, in the year 2019 the revenue was around 0.95 percent, and this was drastically decreases in the year 2020 due to COVID-19 by 0.46 percent. However, by the year 2021 it increase by 0.66 and then it gradually increases by the year 2023 onwards (Statista, 2024). 
4. As shown in (Figure 6), the employment rate in the hospitality industry specifically in the Singapore, in the year 2017 the ratio is around 5.6%, decreases by 1 per cent in the year 2018. However, it gradually increases in the year 2019 by 5.7 per cent. Furthermore, the employment rate drastically decreases in the year 2020 by 4.7 percent which reflect a huge downfall in the economy. However, by the year 2021its increase by 1 percent, and then it gradually increases and reach towards 6.6 percent in the year 2023. 
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[bookmark: _Ref188531903]Figure 6: Revenue of the hotel industry
(Source: Statista, 2024)
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[bookmark: _Ref188532198]Figure 7: Employment in the hotel
(Source: Statista, 2023)
2.1.4 [bookmark: _Toc191426793]Environmental Factor
1. Guests pay greater attention to environmental concerns and select hotels that adopt sustainable business methods regularly (Olya et al., 2021).
2. Hotels use environmental technology while reducing waste and adopting eco-friendly features to save resources and run operations better.
3. Hotels will both protect nature and increase their business returns when they use fewer energy resources and produce less trash (Olya et al., 2021).
2.1.5 [bookmark: _Toc191426794]Political Factor
1. Political actions and governmental plans strongly influence the hotel sector (Subedi and Kubickova, 2023).
2. Political choices about workplace rights employment taxes and destination plans either simplify or complicate running hotel facilities. 
3. Hotels follow new government rules while using flexible methods to handle political threats (Madanoglu et al., 2019).
2.1.6 [bookmark: _Toc191426795]Legal Factor
1. Hotel rules include rules about keeping guests safe, protection of employee rights, data protection laws and especially the GDPR (Tassikas, 2021). 
2. Hotels that violate these legal rules must pay monetary penalties and face both legal and damage to their reputation (Wu et al., 2021).
3. Hotels that enforce proper legal frameworks plus staff compliance training while using technology for protected data enjoy better guest safety and privacy plus avoid legal penalties.
2.1.7 [bookmark: _Toc191426796]Ethical Factor
1. The hospitality sector requires organisations to follow ethical rules through their relationships with staff and guests (Dimitriou, 2022). 
2. Moreover, by handling guest privacy matters and ensuring everyone feels welcome plus taking sustainable steps hotels strengthen their reputation while streamlining day-to-day tasks.
2.1.8 [bookmark: _Toc191426797]Demographic Factor 
1. Gen X and Z individuals seek technology-integrated stays and expect environmentally responsible features when getting unique travel moments (Stringam and Gerdes, 2021).
2. By tracking changes in guest populations hotels can modify their service arrangements to better serve various types of visitors (Stringam and Gerdes, 2021).
3. Hotels improve performance and match different customer types through flexible service choices and specific experience designs. 
4. As shown in (Figure 7), the demographics include the individuals by their age from which around 12% of individuals are from the age group 18-24, 22% from the age bracket 25-34, 23% from the age group 35-44, 21% from age 45-54 and 10% from the year 55-64 years. 

[image: ]
[bookmark: _Ref188532511]Figure 8: Demographics
(Source: Statista, 2025)
2.2 [bookmark: _Toc191426798]SOAR Analysis 
	Strength
1. Marina bay sands is a globally renowned brand with a strong reputation for quality and reliability, making it a top choice for both leisure and business travellers (Wood, 2024).
2. Marina bay sands operates in over 100 countries, benefiting from economies of scale and a broad customer base.
3. Marina bay sands Honors, the loyalty program, enhances customer retention by offering rewards, exclusive deals, and personalised experiences (Khalil et al., 2024).
4. Marina bay sands uses mobile check-ins, digital key cards, and AI-powered services to enhance guest experience and operational efficiency (Wood, 2024).

	Opportunities
1. There is significant growth in travel and tourism in emerging markets such as Asia and Africa, presenting opportunities for Marina bay sands’s expansion.
2. Growing consumer demand for sustainable and eco-friendly accommodations provides Marina bay sands with the opportunity to invest in green initiatives (Khalil et al., 2024).
3. Increasing interest in wellness tourism offers Marina bay sands the chance to expand its services by providing health-focused amenities such as fitness centres, and wellness programs.

	Appraisal
1. Marina bay sands strives to build a diverse workforce and create inclusive environments at its hotels, making both employees and guests feel valued and respected.
2. Marina bay sands aspires to be the leading sustainable hotel brand, with ambitious goals to reduce its carbon footprint and enhance energy efficiency across its properties (Lamo, 2019). 
	Results
1. The integration of advanced technology, such as AI, helps Marina bay sands streamline operations, reduce costs, and improve overall productivity (Lamo, 2019). 
2. By focusing on technology, personalisation, and sustainability, Marina bay sands aims to enhance guest experiences, leading to higher customer loyalty and satisfaction.


(Source: Author)
The strategic planning instrument SOAR analysis enables organizations to evaluate Strengths, Opportunities, Aspirations and Results in order to develop innovative approaches. The reputable products offered by Marina Bay Sands serve as a global premier brand that draws customers for fun activities and business needs (Wood, 2024). A global presence of more than 100 nations enables the company to benefit from large-scale operational benefits and attract users worldwide. Marina Bay Sands Honors operates as a loyalty program that provides customized advantages and exclusive member benefits for increasing customer retention rates (Khalil et al., 2024). Operation efficiency improves because of implementing mobile check-ins combined with digital key cards and AI-powered services that increase guest value in their experience.
The role of travel and tourism industries in developing Asian and African markets generates new prospects for Marina Bay Sands to introduce business expansion. The hotel sets its mission to become the leading establishment for eco-hospitality market through its dedication to sustainable hospitality solutions (Khalil et al., 2024). The trend toward wellness tourism enables Marina Bay Sands to establish health facilities with exercise venues and well-being programs that align with present market requirements.
Marina Bay Sands relies on diversity and inclusivity goals in its management strategy to build an appreciated workplace for its employees along with its visitor population. Lamo (2019) reported that Marina Bay Sands will establish itself as a sustainability precedent through both carbon emission reduction and enhanced energy infrastructure development. Technological integration enables the organization to provide better guest satisfaction outcomes at reduced costs and operational enhancements. The combined vision of innovation development with personalized services and sustainable practices makes Marina Bay Sands both more competitive and ensures future business expansion.
[bookmark: _Toc191426799]2.3 TOWS Analysis 
	TOWS Matrix
	Strengths (S)
	Weaknesses (W)

	Opportunities (O)
	SO Strategies (Using strengths to exploit opportunities)
	WO Strategies (Overcoming weaknesses by using opportunities)

	
	- Expand into emerging markets leveraging strong brand reputation (Modica et al., 2018).
	- Invest in digital transformation to address inefficiencies (Mahmutović, 2021).

	
	- Use financial strength to innovate in customer experiences (Sloan et al., 2022).
	- Implement sustainability initiatives to attract eco-conscious guests (Liang et al., 2022).

	Threats (T)
	ST Strategies (Using strengths to minimize threats)
	WT Strategies (Reducing weaknesses and avoiding threats)

	
	- Maintain high service quality to differentiate from competitors (Michael and Fotiadis, 2022).
	- Strengthen crisis management strategies to handle market fluctuations (Ncube et al., 2021).

	
	- Leverage digital marketing to counter economic instability (Naun, 2015).
	- Enhance cybersecurity to protect guest data and avoid breaches (Vila-Vázquez et al., 2022).


The TOWS Matrix is a strategic tool used to align organizational internal strengths and weaknesses with external opportunities and threats that, actionable strategies can be created. Organizations use their strengths to take advantage of external opportunities found in the SO (Strength Opportunity) quadrant. A good brand reputation enables a brand to enter into new emerging markets as its presence may help to acquire and penetrate the market (Modica et al., 2018). Furthermore, investment opportunities with customer experience innovations like AI-powered concierge services and smart room technologies. It can enhance customer satisfaction and offer a competitive edge are supported by a company’s financial stability (Sloan et al., 2022).
The WO (Weakness-Opportunity) quadrant is used when internal weaknesses are address with external opportunities. Efficiencies can be eliminated by investing in digital transformation automated checkins and AI driven booking systems. It can improve the service quality (Mahmutović, 2021). Additionally, incorporation of sustainability initiatives can bring in eco conscious clients, improve brand reputation and set the organization apart from competition (Liang, Fareed et al., 2022). Engagement with environmentally conscious customers can improve the company’s long term profits and customer loyalty through reduction of plastic.
The ST (Strength-Threat) quadrant emphasizes the application of strengths to threaten the external sources. High quality service helps differentiate business from competitors and maintain customers’ retention and loyalty in the market saturated with range of similar businesses (Michael & Fotiadis, 2022). In addition, employing digital marketing strategies provides the opportunity to reach certain customer segments and continue consistent engagement with personalised campaigns and loyalty programs (Naun, 2015). This may assist companies to support revenue streams during economic fallout or changes to tourism demand.
Finally, the WT (Weakness-Threat) quadrant aims at minimizing all weaknesses and not more. This makes the strengthening of crisis management strategies helpful as organizaitons are able to easily manoeuvre through market fluctuations through flexible pricing models and adjustable policies (Ncube et al., 2021). Moreover, improving the cybersecurity measures is crucial to safeguard guest data and maintain customer trust (Vila-Vázquezet al., 2022). Multi–factor authentication and encryption protocols can be used to secure data.
3 [bookmark: _Toc191426800]Recommendation and Change Management
3.1 [bookmark: _Toc191426801]Addressing the identified issue
To maintain its luxury status, Marina Bay Sands Hotel has to resolve operational inefficiencies. They put their focus on service excellence, sustainability initiatives, and diversification of offerings. These solutions will increase guest satisfaction, revenue growth, and competitive brand.
3.1.1 [bookmark: _Toc191426802]Service Excellence
Service quality and its consistency should be improved by the hotel. Efficient check ins, fast resolution of complaints and personalized experiences are all expected of guests (Michael and Fotiadis, 2022). Waiting times at the front desk make a long time negatively affects satisfaction (Lévi et al., 2020). AI powered customer service tools can help to reduce response time and finding the right way to interact with the guest is easier to do (Mahmutović, 2021). Service will be sped up through the use of self-check in kiosks and digital concierge services (Meeroff et al., 2020).
It is necessary to train the staff so that the service remained consistent and of high quality. Customer relations, cultural awareness, complaint resolution skills, etc have to be developed by the employees (Michael, Michael and Fotiadis, 2022). They will be able to handle diverse guest expectations professionally and to provide proper care in a structured training program (Melián-González and Bulchand-Gidumal, 2020). To improve service delivery, guest feedback has to be analyzed through AI driven insights (Melo et al., 2022). Exclusive benefits in loyalty programs increase repeat bookings and further guest retention (Naun, 2015). This will lead to increase guest engagement, through customization of preferences such as customized room preferences (Modica et al., 2018).
3.1.2 [bookmark: _Toc191426803]Sustainability Initiatives
Modern hospitality (Liang, Watters and Lemański, 2022) has proved to be a competitive advantage in making the hospitality sustainable. Eco friendly hotels adopting the green policies please their customers (Meeroff et al., 2020). The energy saving systems include smart lighting, effective HVAC, and the solar panel lowering the operational cost and carbon footprint (Sloan, Legrand and Chen, 2022).
Waste management must improve. Therefore, the hotel should eliminate single use plastics and introduce recycling programs (Modica et al., 2018). Rather, composting organic waste as well as giving away excess food can contribute to avoiding environmental impact (Trišić et al., 2021). With such outcomes, brand reputation will reach out to and attract sustainability focused travelers (Robina-Ramírez et al., 2021). Moreover, the hotel should acquire the resources locally to encourage sustainable supply chain (Putu Kania Andini and Budarma, 2020). By marketing these green initiatives, it will enable a higher guest engagement and bookings (Paul, 2021).
3.1.3 [bookmark: _Toc191426804]Diversification of Offerings
What Marina Bay Sands could offer to attract different guests only had to be unique. The competitive business in the hospitality industry demands for innovation (Sibian and Ispas, 2021). Wellness tourism is expanding. The hotel can offer yoga sessions, spa treatments, wellness retreats, etc. to meet the needs of health conscious travelers (Sloan, Legrand and Chen, 2022). It will help increase guest satisfaction since a dedicated wellness floor with aromatherapy rooms and meditation spaces will be provided (Singh et al., 2023).
The hotel will gain in market appeal by having exclusives events and entertainment. This strategy will generate high spend guests and bring on the hosting of music nights, themed cultural events and luxury experiences (Vila-Vázquez, Castro-Casal and Carballo-Penela, 2022). And they can increase occupancy rates all year long (Viverit et al., 2023).
Hotel members can differentiate the hotel through food and beverage (FandB) innovations. Culinary based travelers (Papadopoulos and Lyddon, 2020) will be attracted to farm to table dining, wine tastings, and interactive chef dining experiences. It will also increase brand loyalty for all ecologically conscious customers (Wu et al., 2020).
Service quality, sustainability, as well as the diversification of guest experience should be improved at Marina Bay Sands. AI powered customer service, efficient training program, as well as personalised offerings will increase guest satisfaction and retention rate. The strategy to strengthen green initiatives will not only attract environmentally conscious travelers but also improve corporate operational cost. The hotel will render itself as a global leader in luxury hospitality by expanding wellness programs, entertainment, and dining experiences. If these strategies are implemented, Marina Bay Sands will achieve success for a long time in such a competitive market.
3.2 [bookmark: _Toc191426805]Implementation of Recommendations
This implies that Marina Bay Sands have to adjust to the changes aimed at improving service quality, sustainability, and guest experience. This will improve customer satisfaction, revenue and market competitiveness.
3.2.1 [bookmark: _Toc191426806]Enhancing Service Quality
What the hotel should do to improve staff training and service consistency is to learn from the mistakes that occurred in the given situation (Michael and Fotiadis, 2022). The customers should be given customer service training so that they could handle guest interactions and complain in a proper way (Melián-González and Bulchand-Gidumal, 2020). This should include cultural sensitivity and problem solving (Michael, Michael and Fotiadis, 2022). The technology can also be further improved to make service efficiency. For instance, along with AI powered chatbots, self cheque in kiosks will lead to a shorter waiting time and better guest experience (Mahmutović, 2021). Guest feedback analysis driven by AI helps in the closure of the service gaps (Melo et al., 2022). The best way would be to set up a loyalty programme with exclusive benefits that will lead to repeat bookings and brand loyalty (Naun, 2015).
3.2.2 [bookmark: _Toc191426807]Sustainability Initiatives
Modern hospitality is key to sustainability (Liang, Watters and Lemański, 2022). It is expected that Marina Bay Sands must adopt some energy saving technologies such as smart lighting and solar panels (Sloan, Legrand and Chen , 2022). Water wastage will be diminished by water saving fixtures (Meeroff et al., 2020).
Waste management must be improved. Therefore, the hotel should reduce the usage of single use plastics, implement recycling programmes (Modica et al., 2018). Reducing the environmental impact will be accomplished through food waste composting and donations (Trišić et al., 2021). Green Hotel Certification approval will create an impression on the hotel’s image and capture sustainability seeking guests (Robina-Ramírez et al., 2021). The use of local suppliers will be used to strengthen sustainable supply chains (Putu Kania Andini and Budarma, 2020).
3.2.3 [bookmark: _Toc191426808]Diversification of Offerings
If Marina Bay Sands wants to stay competitive, it must offer unique guest experiences (Sibian and Ispas, 2021). The wellness tourism is trending. Therefore, they should provide yoga sessions, spas treatments or wellness retreat (Sloan 2022, Legrand 2021, Chen 2022). Incorporating a wellness floor with spaces for meditation might be appealing to travellers on the lookout for health (Singh et al., 2023).
It will also improve guest engagement with exclusive events and entertainment. Guests who have high spending will be hosted in music nights, themed dinners, and luxury experiences (Vila-Vázquez, Castro-Casal and Carballo-Penela, 2022). However, seasonal event packages can increase the occupancy rates (Viverit et al., 2023). The infrastructure of food and beverage (FandB) services will be improved. It will attract eco conscious diners who visit an organic, locally sourced farm to table restaurant (Papadopoulos and Lyddon, 2020). It will appeal for culinary tourists (Wu et al., 2020), such as interaction based chef led cooking classes and wine tasting.
Marina Bay Sands needs service, sustainability and guest experience diversification handle. Guest retention will receive push from AI driven customer service, structured staff training and customer personalisation. Travellers who are interested in sustainability will be attracted to expanding eco friendly initiatives. It will also introduce wellness, entertainment, and dining market innovations to compete in the market. If these strategies are implemented, the hotel will be able to win long term success in the global hospitality sector.
3.3 [bookmark: _Toc191426809]Change Management Strategies
For Marina Bay Sands Hotel, effective change management is required in order to realise service quality, sustainability, as well as operational efficiency. Also the focus of implementation will be on staff engagement and phased rollout strategies.
3.3.1 [bookmark: _Toc191426810]Staff Engagement
The need for change needs to be interpreted by employees (Michael and Fotiadis, 2022). Reducing resistance and increasing participation is determined by clear communication (Melián-González and Bulchand-Gidumal, 2020). A better work conditions, career growth, and better guest satisfaction is what management should emphasise on (Michael, Michael and Fotiadis, 2022). Staff will be trained for the new technologies and service enhancements (Mahmutović, 2021). They, therefore, need to be trained in digital tools like AI powered guest services (Melo et al., 2022). It will educate the staff on eco-friendly operations through workshops on sustainability (Meeroff et al., 2020). Therefore, employees will have the opportunity for regular feedback sessions to discuss problems and offer suggestions for improvements (Modica et al., 2018). Commitment and motivation will be increased if staff are involved in making decisions (Naun, 2015).
3.3.2 [bookmark: _Toc191426811]Phased Rollout
Changing in phases will help to transition and minimising disruptional (Papadopoulos and Lyddon, 2020). The first phase should be on service training and improving the guest experience, and further should be devoted to system architecture, big data analytics, and station design measures (Liang, Watters and Lemański, 2022). Second, this phase should include sustainability measures which would be the waste reduction, energy efficiency (Sloan, Legrand and Chen, 2022).
Before implementation, self cheque in kiosks and AI chatbots should be tested in certain points such as parking lots (Wu et al., 2020). New F&B experiences and wellness programmes should be introduced in stages to assess the guest's reaction (Vila-Vázquez, Castro-Casal and Carballo-Penela, 2022). There should be an emphasis on engaging staff in change management within Marina Bay Sands and delivering improvements in stages. In training, involvement and motivation, employees need to take up new systems. Success will be in the long term, if implemented gradually the service, the sustainability, and the digital upgrade.
4 [bookmark: _Toc191426812]Action Plan
Table 2 Action Plan for Marina Bay Sands Hotel
	Strategic Area
	Action Steps
	Responsible Department
	Timeline
	Expected Outcome

	1. Service Quality Enhancement
	Implement AI-driven customer service chatbots to enhance guest interactions (Mahmutović, 2021).
	IT and Customer Service
	6-12 months
	Improved guest satisfaction and reduced response time.

	
	Introduce advanced staff training programs focusing on hospitality excellence (Michael and Fotiadis, 2022).
	Human Resources (HR)
	6 months
	Enhanced employee skills and reduced service inconsistencies.

	
	Establish personalized guest experience programs using customer data analytics (Xie, Zhang, and Zhang, 2014).
	Marketing and Customer Experience
	12 months
	Higher guest retention and increased loyalty.

	2. Employee Retention and HR Development
	Increase employee benefits, flexible work schedules, and career growth opportunities to reduce turnover (Melián-González and Bulchand-Gidumal, 2020).
	HR and Operations
	Ongoing
	Lower staff turnover and improved job satisfaction.

	
	Implement mentorship programs to develop future hotel leaders (Michael, Michael and Fotiadis, 2022).
	HR and Training
	9-12 months
	Stronger leadership pipeline and motivated workforce.

	3. Digital Transformation and Technology Integration
	Upgrade Property Management System (PMS) for real-time hotel operations (Wang and Zhang, 2021).
	IT and Operations
	12 months
	Increased operational efficiency and automated processes.

	
	Utilize machine learning for predictive demand forecasting and room pricing optimization (Viverit et al., 2023).
	IT and Revenue Management
	6-12 months
	Optimized pricing strategies and increased revenue.

	
	Strengthen cybersecurity measures to protect customer data (Vila-Vázquez et al., 2022).
	IT and Compliance
	Ongoing
	Reduced risk of data breaches and enhanced guest trust.

	4. Sustainability and Environmental Initiatives
	Implement water and energy conservation programs, including smart energy systems (Sloan et al., 2022).
	Sustainability and Engineering
	12-24 months
	Reduced operational costs and improved environmental footprint.

	
	Achieve Green Hotel certification by adopting eco-friendly practices (Liang, Watters and Lemański, 2022).
	Sustainability and Compliance
	24 months
	Increased attractiveness to eco-conscious travelers.

	
	Partner with local sustainable suppliers for hotel amenities and food services (Modica et al., 2018).
	Procurement and FandB
	12 months
	Strengthened brand reputation in sustainable tourism.

	5. Market Expansion and Revenue Growth
	Expand into new luxury and emerging markets to attract high-net-worth travelers (Modica et al., 2018).
	Business Development and Marketing
	24-36 months
	Increased global presence and revenue diversification.

	
	Strengthen partnerships with online travel agencies (OTAs) for wider customer reach (Naun, 2015).
	Sales and Marketing
	Ongoing
	Improved booking rates and market penetration.

	6. Crisis Management and Business Continuity
	Develop a robust crisis response plan, including pandemic and economic downturn preparedness (Ncube et al., 2021).
	Risk Management and HR
	6-12 months
	Minimized disruptions during crises.

	
	Implement data-driven scenario analysis for better decision-making (Sun, 2020).
	Strategy and Finance
	Ongoing
	Increased resilience against market volatility.

	7. Customer Engagement and Digital Marketing
	Increase investment in digital marketing, SEO, and influencer partnerships (Naun, 2015).
	Marketing and Branding
	6 months
	Higher brand awareness and online engagement.

	
	Enhance loyalty programs with personalized offers and AI-driven recommendations (Yu, Li, and Jai, 2017).
	Marketing and CRM
	12 months
	Improved customer retention and repeat bookings.

	8. Operational Efficiency and Cost Reduction
	Optimize inventory and procurement processes to reduce waste (Ushakov et al., 2020).
	Supply Chain and Finance
	12 months
	Lower operational costs and improved budget management.

	
	Implement automation in housekeeping and room service to enhance efficiency (Meeroff et al., 2020).
	IT and Housekeeping
	12-18 months
	Reduced labor costs and faster service delivery.



5 [bookmark: _Toc191426813]Conclusion
TOWS matrix and action plan are used to analyse Marina Bay Sands Hotel to discover strengths and weaknesses and identify opportunities and threats that must be corrected in order for the hotel to maintain its position as a world class in luxury hospitality. With excellence as their trademark, the hotel's reputation is of world class in providing its guests with the world class accommodations and excellent in guest services. But it is contested by its own operational inefficiencies, high employee turnover, rising costs and growing market competitions which may compromise it in long run. Balanced with other parts of the world, Marina Bay Sands can remain relevant in the dynamic hospitality world with a structured strategy provided these issues are resolved.
One advantage of Marina Bay Sands is its brand reputation and wealth (Michael and Fotiadis, 2022). The advantages of these give the hotel the opportunity to use these extensions and technology driven innovations to expand operations to generate sufficient resources to expand operations. Using AI driven customer service chatbots and ML algorithms for demand forecasting (Viverit et al., 2023), the hotel will reduce operations’ cost, but at the same time improve guest experience. Furthermore, customer data analytics-based service models (Xie, Zhang and Zhang, 2014) will enhance guest satisfaction and guest loyalty. Despite that, the hotel faces on bringing more innovative HR policies, employee benefits, and program for leadership development (Melián-González and Bulchand-Gidumal, 2020) due to rising labour costs and employee dissatisfaction.
Among the top opportunities that Marina Bay Sands has for sustainable tourism and digital transformation. Eco friendly accommodations are growing in demand on the market (Liang, Watters and Lemański, 2022), the hotel can be attracted to them through Green Hotel Certification. Smart energy systems, water conservation programs and responsible sourcing (Sloan et al., 2022) do not only enhance its environmental footprint, but will also help to cut costs in the long run. Additionally, increasing partnership with local sustainable supplies will enhance the hotel’s corporate social responsibility (CSR).
Externally, threats to the hotel include economic downturn, cybersecurity risk, high competition. But the COVID-19 pandemic brought to light to the weakness of the hospitality industry pressurizing for the instigation of strong crisis management strategies (Robina-Ramírez et al., 2021). Since Marina Bay Sands faces such risks, they must adopt a well balanced crisis response plan comprising data driven scenario analysis and emergency preparedness (Sun, 2020). Currently, they [the hotel] are plagued by cybersecurity threats, which is already an industry that depends on such transactions digitally, thus the need to strengthen their cybersecurity infrastructure and have a more strict data protection policy (Vila Vázquez, Castro Casal and Carballo Penela, 2022).
Digital marketing, customer engagement and move into new luxury markets are just some of the areas that offer the hotel a huge opportunities for significant revenue growth. Marina bay sands can increase its global visibility by advertising online, through SEO, and through influencer partnership campaigns. With AI led personalized offers, customers will find it very enticing to book again and again. In addition, the growth of online travel agencies (OTAs) and dynamic price can enhance revenue channels and the market share.
From the point of view of operational efficiency, Marina Bay Sands should concern the inventory management, cost control and automation issues to stay profitable. Automation of housekeeping and smart room service technologies (Meeroff et al., 2020) will bring efficiency by reducing dependence on labor. Additional cost savings and financial sustainability can be made through procurement optimization and the elimination of waste strategies (Ushakov et al., 2020). Marina Bay Sands should be able to overcome challenges and ride the seas of foreseeable opportunity to take advantage of the financial position it is in, technological advancements, sustainability initiatives and digital transformation strategies. However, the TOWS based action plan will help the hotel to improve service quality, manage workforce effectively to evolve operations and generate revenue and also be resilient to potential risks in the future. In this highly competitive, ever changing hospitality industry, Marina Bay Sands will need to be a leader in the luxury hotel sector and to do so, the continuous ‘never-ending’ improvement and proactive innovation will be essential.
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