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[bookmark: _Toc165855610]EXECUTIVE SUMMARY
The Chelsea Hotel is widely recognized as one of the most significant historical landmarks in the history of the hospitality industry. At this time, it is facing a significant amount of difficulty in modernizing its services and facilities while at the same time keeping the special historical character that it holds. Maintaining a competitive position in the hotel market necessitates a large amount of alterations and improvements to be made to the way things are managed in order to accommodate this transformation. The essential improvements are being made with the intention of enhancing the entire experience that the hotel's visitors have by blending modern amenities with the traditional design of the establishment. The Chelsea Hotel is having a tough time striking the ideal balance between preserving its traditional appearance and feel while simultaneously offering new services and accommodations. This is a challenge that the hotel is facing. In order to bring the hotel's amenities up to date, remodeling work is now being carried out at the establishment. On the other hand, the management is concerned that the makeover would have an impact on the well-known brand of the hotel and lead to unhappiness among the hotel's most loyal customers. Polls reveal that new services attract a bigger number of guests, as indicated by the reactions of the customers; nevertheless, long-term guests are concerned that the hotel would lose its traditional attractiveness if it were to implement these new services. During the time that important structures were the subject of renovations, it was necessary for those buildings to be closed for a certain amount of time. The upshot of this was a decline in the amount of happiness that guests experienced, as well as a slowdown in the operations of the organization. According to the findings of a market analysis, the responses that individuals provide on social media and travel websites are not all same. We have made a key discovery on the way in which individuals view the brand. Some individuals are overjoyed about the new additions, while others are worried that the Chelsea Hotel may lose its unique ambiance as a consequence of these modifications. Both groups of individuals are concerned about the potential impact of these alterations. Not only does the hotel have a long history, but it also has an amazing location, which is one of the few positive qualities of the establishment. In addition to this, it has a few negatives, one of which is the noise that is produced as a result of the ongoing construction work that is taking place. According to the findings of the PESTEL research, external variables, such as tougher rules on building safety and being environmentally sensitive, have the ability to affect the way in which firms are managed and rebuilt. An important component of the communication strategy is the development of a targeted communication plan that not only provides current guests with information about the modifications that are being implemented to make their stay more pleasant and convenient, but also provides them with the assurance that the hotel is committed to remaining faithful to its historical roots. Alterations and renovations Executed in a Sequence of Stages It is possible to keep things running smoothly and decrease the amount of downtime that happens while the facility is being renovated if the upgrades are carried out in stages through the remodeling process. Customers should be involved through the utilization of feedback loops and the conduct of special events in order to highlight the improvements that have been made and to elicit suggestions on how they may be improved even further. This will promote involvement from both inexperienced guests and those who have visited in the past. In conclusion, the Chelsea Hotel is at a very crucial crossroads, where it must confront the difficulties of modernizing while also conserving its historical relevance. This is a very significant moment. Through the implementation of efficient renovation management, the maintenance of open communication with partners, and the encouragement of active engagement from the hotel's guests, it is feasible for the hotel to convert into a facility that is both contemporary and historically significant. These activities will not only make the stays of guests more delightful, but they will also help the Chelsea Hotel maintain its standing as a landmark that has a reverence for the past while simultaneously looking ahead to the future. This is in addition to the fact that these actions will make the stays of guests more enjoyable. This shortened version will provide you with a summary of the expert study that outlines the problems that have been ailing the Chelsea Hotel as well as the remedies to those problems. This summary is provided for your convenience. Those folks who are required to be aware of the project are able to comprehend the most crucial components of it without having to read the complete paper because it makes it feasible for them to do so. 
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1- [bookmark: _Toc165855611]INTRODUCTION
1.1. [bookmark: _Toc165855612]The Chelsea Hotel:
With its address of 222 West 23rd Street, the Hotel Chelsea is in New York City's Chelsea area. It is on the south side of the street, between Eighth Avenue and Seventh Avenue (White, Willensky and Leadon, 2010). Designer Philip Hubert worked on the Hotel Chelsea in Manhattan from 1883 to 1884. It is a high-end hotel. It used to be a housing cooperative and has been home to many writers, singers, artists, and performers. As of 2022, most of the building is a high-end hotel. It is a landmark in New York City and is on the National Register of Historic Places. The 12-story building used to be a housing union, but as of 2022, it has been split into 400 units and 155 units. The Chelsea used to be a housing company, but in 1905, it was turned into an apartment hotel because of money problems and tenants moving. The hotel has been the scene or inspiration for many works of popular media. It has also been used for filming and events. The hotel has gone through a few small changes that have been an important part of its artistic culture.
1.2. [bookmark: _Toc165855613]Cultivate, a consulting firm:
Cultivate is a consulting company that helps the hotel business solve tough problems. The firm has advisors from a range of backgrounds and fields, but they think that entrepreneurs are the best advisors because they have been through it themselves. They work on strategic management and making sure things run smoothly, making sure that the past is remembered correctly while also raising standards to meet current needs. The consultants at Cultivate know a lot about both business and technology, which lets them come up with creative solutions that take into account the different backgrounds of their customers. The company wants to get to know people in the area and work with them to solve tough business problems.
1.3. [bookmark: _Toc165855614]The issue for consultation:
At the moment, the Chelsea Hotel is working to bring its services and facilities up to date so that they meet modern standards while still keeping its historic charm and appeal. Finding a balance between these different goals is very hard for operations, branding, and customer satisfaction, especially since the hotel is currently undergoing renovations to bring its old infrastructure up to date. The hotel's management is worried that these necessary changes will make loyal customers unhappy and hurt the hotel's well-known image.
1.4. [bookmark: _Toc165855615]Frameworks of ideas for analysis: 
Cultivate suggests using a number of different analytical models to deal with these issues: 
The PESTEL analysis is to figure out how the big-picture world affects the Chelsea Hotel. It lets us look at things like new laws (Song, Sun and Jin, 2017) that protect historical places, changes in the economy that affect tourism (Seyitoğlu and Ivanov, 2020), and better ways to fix buildings using technology. 
The SWOT analysis will give you a full picture of the hotel's strengths and weaknesses (Qiu and Wei, 2017) (Citra Birru, Sudarmiatin and Hermawan, 2022), as well as its chances and threats from the outside. This study will only look at the hotel's efforts to fix it up and make it more modern. 
The TOWS matrix adds to the SWOT analysis (Đalić et al., 2021) by lining up the hotel's strengths and weaknesses with chances and threats from the outside. This lets us make plans that keep the hotel's historical value while also making it more modern (Rachman, 2022). 
The goal of this consultation study is to come up with a sophisticated plan that will allow the Chelsea Hotel to easily add modern amenities and services while still maintaining its historical and cultural identity. By using this plan, the Chelsea Hotel will not only keep its great image, but it will also do very well in New York City's very competitive hotel market.
2- [bookmark: _Toc165855616]THE ANALYSIS
[bookmark: _Toc165855617]2.1. THE ISSUE
One of the main issues that the Chelsea Hotel brings up is the tricky balance between modernizing and keeping its historical and cultural traditions alive. Even though the current repairs and improvements are necessary to stay competitive in the modern hospitality industry, they have made management, staff, and loyal customers nervous about how they might affect the hotel's unique appeal, guest satisfaction, and overall standing.
[bookmark: _Toc165855618]2.2. The Impact
Guest experience: Regarding the guest experience, the renovations and updates might change the unique atmosphere and historical charm that draw people to the Chelsea Hotel. It's possible for both regular guests (Cetin and Walls, 2015) and first-time visitors to feel disconnected from the hotel's rich artistic and cultural history, which can ruin their whole stay and make them less happy (Hosseini et al., 2011). 
Reputation: Because of the ongoing renovations, the Chelsea Hotel's image as a hub for new ideas and the bohemian way of life (Seigel, 1999) could be hurt or misunderstood (Miller, 2019). This could make it less popular as a place where artists, musicians, and writers like to go, which could affect its niche market positioning and how people think of the brand as a whole.
Earnings: The hotel could lose money if the changes and improvements don't appeal to the people they want to stay there (Turner and Hesford, 2018). Less desire for event space or long-term stays, lower occupancy rates, and fewer repeat guests could all have a direct effect on the hotel's bottom line. In Europe, hotel companies are putting a lot more money into building new hotels than into changing and fixing up old ones. In 2021, 17.9 billion euros were spent on building new hotels, but only 2.8 billion euros were spent on converting and renovating old ones. There are more independent hotels than company hotels, but they are losing ground (Statista Daily Data, 2022).
Scope: Trying to find a mix between keeping the building's historical integrity and adding modern conveniences and services is complicated. When planning the extent of the repairs, it's important to think about not only the visible changes but also the intangible things that make the Chelsea Hotel more appealing, like its unique atmosphere, artistic history, and sense of community. 
[bookmark: _Toc165855619]2.3. THE CAUSES
Competitive pressure: The Chelsea Hotel is under pressure from other high-end hotels in New York City that are changing all the time (Business, 2022). To stay relevant to modern tourists, the hotel needs to change and improve what it has to offer (Tea Golja and Morena Paulišić, 2021). To do well in this competitive market, you need to keep updating your buildings, technology, and the way your guests feel (Weill and Broadbent, 1998).
Aging infrastructure: The foundation of the Chelsea Hotel is very old (Rich, 2013) and needs a lot of repairs and improvements to meet modern safety, accessibility, and comfort standards. If these problems with the infrastructure aren't fixed, people might not follow the rules and be unhappy. 
Changing guest expectation: As travel trends and guest tastes change, the Chelsea Hotel must adapt to meet the needs of its diverse clients, which includes tech-savvy millennials (Lisa Nicole Cain et al., 2024), people who want to live the high life, and people who love culture. This calls for a delicate balance between honoring custom and welcoming new ideas (Kim and Park, 2019).
Market perception: How possible guests, investors, and other stakeholders see the Chelsea Hotel is very dependent on how the market sees it (Punitha, Abdul Aziz and Abd Rahman, 2015). The market may have a negative view of the property if the modernization process is not managed well or if the hotel's historical story is not in line with its present services (Yakovlev, 2014). 
Operational challenges: Managing day-to-day operations while also working on repair and modernization projects can be hard because of logistics, problems allocating resources, and the chance that guest services will be interrupted. To keep these operational risks to a minimum, it is important to have good project management and good communication with all parties (Hassanien, 2006).
[bookmark: _Toc165855620]2.4. THE RESEARCH METHODOLOGY 
Cultivate utilized a wide array of sources to conduct thorough and impartial research for this consultancy study on the Chelsea Hotel. The sources encompassed: Access to historical records, documentaries, and literary works about the Chelsea Hotel's cultural significance and creative history helped people understand what made the hotel unique and how important it is to protect its legacy (Mcburney and White, 2019).
Academic Journals: Scholarly publications from recognised hospitality and tourism journals offer valuable insights into industry trends, best practices, and case studies concerning heritage preservation, hotel renovation, and guest experience management (Cao, Shi and Bai, 2022).
Industry Reports: Market research businesses specializing in the hospitality sector provide comprehensive data and analysis on market trends, consumer preferences, competitive landscape, and technology breakthroughs that have an impact on hotels.
Official documents released by the government. The rehabilitation and modernization activities of the Chelsea Hotel took into account regulatory rules, zoning laws, historical preservation regulations, and environmental sustainability policies set by government agencies at the city and state levels in order to ensure compliance with legal requirements.
Interviews and surveys were conducted to gather qualitative data on perspectives, problems, and expectations about the hotel's modernization and preservation programs. The interviews involved hotel management, personnel, long-time patrons, and industry experts. Quantitative feedback from guests and stakeholders was collected using surveys (Biggs et al., 2021).
Access to historical documents, documentaries, and literary works pertaining to the Chelsea Hotel's cultural relevance and creative heritage facilitated the understanding of the hotel's distinct identity and the value of safeguarding its legacy.
[bookmark: _Toc165855621]2.5. PESTEL ANALYSIS
People use the PESTLE Analysis to figure out what the main things that cause change in an organization's surroundings. The political, economic, social, technological, legal, and natural surroundings are the letters that make up the PESTLE analysis. When a company does an organizational audit of its own processes, the PESTLE framework is used to find the external factors and forces that affect the company's success (Rivano, 2021).
The external factors that affect the challenges and opportunities the Chelsea Hotel faces in the hospitality business are shown below in a PESTEL analysis matrix:

	Factor 
	Description 

	Political 
	There are rules about how to keep things in good shape, tax breaks for old buildings, and money from the government for artistic projects.

	Economic 
	Cycles in the economy have an effect on travel and tourism, the value of currencies, and the growth of local economies.

	Social 
	As well as valuing cultural heritage and getting active in the community, you can change the tastes and demographics of your guests.

	Technological 
	New ideas for ecology, like ways to use less energy, and better hotel technology, like booking systems, the Internet of Things, and guest apps.

	Environmental 
	What changes climate change means for tourists, green building standards, and projects that aim to make the world a better place?

	Legal 
	When it comes to zoning, protecting history, working conditions, and safety, there are rules.



[bookmark: _Toc165855622]2.6. SWOT ANALYSIS
SWOT Analysis, which stands for "strengths, weaknesses, opportunities, and threats," is a way for a business to figure out how it stacks up against its rivals (Vanek, 2022). The Chelsea Hotel's strengths, weakness, opportunities, and threats are shown below in a table called SWOT analysis:

	Strength 
	Weakness 

	Community connections
Prime location
Rich cultural heritage
Iconic status
Artistic ambiance
	Aging infrastructure
Limited modern amenities
Potential disruption during renovations
Perception of outdated facilities
Dependency on historical charm

	Opportunities 
	Threat 

	Renovation potential
Leveraging historical appeal
Diversifying guest experiences
Sustainability initiatives
	Balancing tradition with modernity
Addressing guest feedback effectively
Strategic project management
Managing stakeholder expectations



[bookmark: _Toc165855623]2.7. TOWS ANALYSIS
According to Kulshrestha and Puri (Fitriani, 2022), a TOWS matrix can help with strategic choices by making the most of strengths and opportunities that are already there. 
SO Strategies (Strengths-Opportunities):
Take advantage of the hotel's rich cultural history and well-known name to carry out renovations that make the guest experience better and support environmental protection. Take advantage of the great location and artsy atmosphere to create unique guest experiences that are in line with current trends in sustainability and use the historic charm.
WO Strategies (weakness-Opportunities):
WO strategies, which involve spending money on smart repairs, are one way to deal with the problem of infrastructure that is getting old. Not only should these makeovers focus on adding modern features, but they should also include eco-friendly features. Looking into ways to improve visitors' experiences to make up for what they think are lacking features in old facilities is important, with a focus on unique offerings and culture enrichment.
ST Strategies (Strength-Threat):
To keep tourists from going away when the economy is bad, the hotel should focus on showcasing its important cultural history and iconic location. You can do this by focusing on certain niche areas that are worth a lot of money. To ease concerns about what might seem like outdated services, highlight the Chelsea Hotel's unique creative atmosphere and historical significance, offering custom experiences that appeal to modern tourists.
WT Strategies (Weakness-Threat):
Weaknesses and Threats (WT) techniques: Use strong project management techniques and good contact with guests to minimize any disruptions that happen during renovations. This will help lessen the negative effects. Make backup plans to lessen the effects of climate change on tourism, with a focus on using sustainable practices and building resilience to keep guests happy and keep operations running smoothly.
3- [bookmark: _Toc165855624]RECOMMENDATIONS
When Cultivate is done with its in-depth look at the Chelsea Hotel's current issues and opportunities, a list of strategic ideas for how the hotel can make a positive change shows up. These ideas are meant to fix the issues that have been found and build on what the hotel does well. This way, it will be easy for it to become more modern while still keeping its important cultural and historical history safe. 
Update the building's foundation, improve the guest experience, start green initiatives, and train staff are some of the more full ideas that are given below. For every idea, there are detailed plans for how to carry it out, deal with change, figure out how successful it was, and list any possible pros and cons. When offering these suggestions, the Chelsea Hotel's unique personality, place in the market, and ability to run its business were all taken into account. This makes sure that they are reasonable and possible for the hotel's size, its goals for making money, and its long-term plans. If the Chelsea Hotel follows these ideas to the letter, it will be able to find new business, make guests happier, boost its brand image, and get ahead in New York City's fast-paced hotel business.
[bookmark: _Toc165855625]3.1. CHANGE MANAGEMENT STRATEGIES
Good change management is important (Nieves and Segarra-Ciprés, 2015) for the Chelsea Hotel to be able to make big changes while still making sure everyone is happy and things run smoothly. The hotel can deal with change well by using these thorough plans: 
Clear Communication:
· Make a specific plan for how you will tell people about the changes that are being made (Kahane, 2012), why they are being made, what benefits are expected, and how they will affect different groups of people. 
· To make sure that messages are consistent and clear, talk to people in a number of different ways, such as through staff meetings, emails, intranet updates, and town hall meetings (Dwivedi, 2011). 
· Let people talk to each other back and forth, and encourage everyone on staff to give feedback, ask questions, and come up with new ideas (Dominik Patafta and Milohnić, 2023). 
Train your staff: 
· Review your staff's training needs in detail to find skill gaps (Buckley and Caple, 2009) and figure out where they can grow the most. 
· Make your own training plans that fit the hotel's long-term goals (Akrivos, Ladkin and Reklitis, 2007) and the needs of different departments and job roles. 
· To keep students excited and help them remember what they've learned, use workshops, simulations, and training on the job, which are all fun and hands-on ways to teach (Sprenger, 2018). 
· Encourage your employees to take part in events for professional growth (Evans and Salaiz, 2019), projects where people from different departments work together (Trees, 2015), and opportunities to learn new skills. You will be able to make it a habit to always learn and get better. 
Change the Champions: 
· Give the people in your company who are excited, open to change (Sirota and Klein, 2014), and good at leading it the power to make it happen (Stewart, 2013). 
· Give people who are working to bring about change the training (Scott, 2021), tools, and help they need to get their peers to accept the new way of doing things, deal with pushback, and spread the word (Chunyu and Zhu, 2022). 
· People who are pushing for change can help you build momentum for good, come to an understanding, and get past problems that are stopping you from making the change. 
Methods for getting feedback: 
· For example, you could use surveys, focus groups, idea boxes, and regular check-ins to find out what people think (Riesen and Morgan, 2018) and see how changes affect their happiness, morale, and productivity at work. 
· Actively listen to feedback (Longweni and Kroon, 2018), acknowledge concerns (East, 2005), and act on insights that can be put into action right away to show that you are listening and want to keep workers interested. 
· You can use comments to help you decide what to do (Straub, 1997) (Mendelson, 2012), make your change plans better, and find ways to keep getting better as you go. 
Support and alignment for leadership: 
· First, make sure that everyone in charge of the change initiative agrees on the strategy, goals, and results that are wanted. 
· Leaders should be given the tools and training they need to get their message of change across, build trust, and help and guide their teams (Marilee and Ying, 2018). 
· Set up a system where leaders can help and work with each other, encourage open communication (Gray Wilson, 2010), let everyone make decisions (Hammond, Keeney and Raiffa, 1999), and show others how to be ready for change and strong. 
With these change management strategies and the suggested projects, the Chelsea Hotel will be able to handle the challenges of change well.
[bookmark: _Toc165855626]3.2. IMPLEMENTATION
Infrastructure renovation:
· Scope: Do the most important upgrades that keep the hotel's historical charm and architectural integrity while also making guests safer, more comfortable, and better for the environment. 
· Plan for Putting It into Action: If you want to renovate your building, you should think about the guest rooms, public areas, heating systems, and the outside. 
· Method for Managing Change: Tell workers and guests the truth about the plans for the renovations. Tell them about your work, any temporary problems that come up, and any deadlines on a regular basis. 
· Staff Training: Hold training sessions for the cleaning and repair teams to make sure they know how to use new systems, tools, and safety rules. 
· Measure of success: Keep an eye on measures like guest satisfaction, energy efficiency, and maintenance response times to see how the renovations have changed the way guests feel and how well the business runs. 
Improving the guest experience: 
· Scope: The goal is to improve guests' stays by giving them personalized services, special perks, and culture events that fit with the Chelsea Hotel's artistic vibe and interesting history. 
· Plan: Make a list of carefully chosen activities, such as art tours, literary events, and cooking classes, to keep guests interested and show off the hotel's cultural past. 
· Change Management Approach: Teach front-line staff how to give great service, share stories about the culture, and get guests involved so that guests have memorable experiences and go above and beyond what is asked of them. 
· Adding Technology: To make things easier and more personalized for your guests, buy them technologies they can use, such as maid apps for their phones, digital check-in/out, and personalized suggestions. 
· Measure of success: Watch the number of times people come back, the number of reviews they leave online, and the scores of how satisfied and loyal guests are to see how improving the guest experience affects those things. 
Sustainability Initiatives: 
· Scope: The goal is for all of the hotel's actions to be eco-friendly. For example, the hotel should reduce waste, save energy, use water efficiently, and get involved in the community. 
· Plan: To put this plan into action, you should look into ways to save energy, such as adding LED lights, improving the HVAC system, and using smart building controls.
· Approach to Change Management: To get workers to care about the environment and follow the rules, teach them about green standards, sustainable practices, and how to recycle. 
· Partnerships in the community: Work with local groups, suppliers, and NGOs to support efforts to be more sustainable, promote eco-friendly items, and get tourists involved in responsible tourism. 
Sustainability:
· Goal: Spend money on training and development programs for workers to help them get better at their jobs, move up in their careers, and make the workplace a place where greatness and new ideas are valued. 
· Strategy for Implementation: Offer a range of training options, including on-the-job training, e-learning modules, leadership workshops, and certification programs tailored to various job roles and areas. 
· Method for Change Management: Tell your workers how important it is to keep learning and growing professionally, give them chances to work with people from other departments and share their skills, and thank them for their hard work and achievements (Dalton, Thompson and Price, 1977).
· Performance Management: To keep good workers and help them move up in their careers, set up ways to give feedback on work, plans for career growth, and strategies for who will take over when someone leaves (London, 743AD). 
· How to Measure Success: Track the number of employees who quit, the number who finish their training, and the number of happy employees to see how staff development programs affect happiness, productivity, and retention.
If the Chelsea Hotel follows these suggestions in a planned and coordinated way, it will become more competitive, give its staff the tools they need to provide excellent service and value to guests and stakeholders, and make the experience of its guests better.
[bookmark: _Toc165855627]3.3. MEASURE OF SUCCESS
It is important to be able to correctly measure success so that you can see how well the plans and strategies used at the Chelsea Hotel worked. To find out how well the suggested changes worked, the following tests and checks will be done: 
Guest satisfaction metrics
Key Performance Indicators (KPIs): 
· Views, comments, and online reviews can help you keep track of how happy your guests were before and after the change. 
· To find out how people felt and what they thought, you can use rating scales, analyze qualitative feedback, look at the tone of reviews, and compare your results to industry standards. 
Operational efficiency metrics
Key performance indicators (KPIs): 
· Measure how well an activity is running. Look at operational metrics such as the number of booked rooms, the average daily rate (ADR), the income per available room (RevPAR), and the costs of running the business. 
· In order to find out how profitable and efficient the hotel operations are now that the changes have been made, you can look at financial reports, performance dashboards, and running data. 
Environmental assess measurements
Key Performance Indicators (KPIs): 
· Sustainability measures like carbon emissions, water use, energy use, and trash production should be kept an eye on. 
· Check the environment often, use systems that track energy use, and read sustainability reports to see how much the environment has changed and how well goals for sustainability are being met (Wang et al., 2012). 
Employee engagement
Key Performance Indicators (KPIs):
· Keeping track of your employees' levels of loyalty and happiness, as well as how often they finish training and move up in their jobs, is an important KPI (Lemon, 2019) (Kumar and Pansari, 2014). 
· One way to find out how involved, motivated, and skilled your staff is is to do employee surveys (Huebner and Zacher, 2021), focus groups, look at reports on employee turnover, and judge how well training is working (Brad Shuck, Rocco and Albornoz, 2011). 
Community stakeholder feedback
Key Performance Indicators (KPIs): 
· What the community and stakeholders have to say: Write down how involved the community is, what kinds of connections are made, and how people feel about the hotel's contributions. 
· To find out how things connect and impact the outside world, you should poll stakeholders, keep track of community outreach efforts, and ask partners, neighborhood groups, and industry stakeholders for feedback. 
Place in the market and the brand's reputation 
Key Performance Indicators (KPIs): 
· For each target market, keep an eye on how people feel about the business, how well known it is, and how much of the market it has. 
· Tools for Getting Measures- Market research data, brand audits, media coverage, and online image metrics can all help you figure out how strong your brand is in the market and how much value it has. 
[bookmark: _Toc165855628]3.4. DIFFERENT WAYS TO EVALUATE
Regular Reporting: Make success reports (on, 1971), dashboards, and scorecards on a regular basis to keep partners informed of your progress and give them useful information (Phillips, 1995). 
Data Analysis: To find patterns, links, and ways to make things better in both quantitative and qualitative data, use statistical analysis, trend analysis, and other data analytics tools (Bell, 2013).
[bookmark: _Toc165855629]3.5. POTENTIAL BENEFIT AND COST
The Chelsea Hotel wants to improve the experience of its guests, the ease of its operations, and the uniqueness of its brand in a number of ways. Personalized interactions, cultural programming, modern facilities, and better word-of-mouth marketing are some of the methods used. By renovating its infrastructure and starting sustainability projects, the hotel hopes to improve its running efficiency, lower its energy use, and lower its maintenance costs. In addition to increasing revenue, the plan also aims to increase occupancy rates and average daily rates. By giving guests new choices and building strategic partnerships, the hotel will strengthen its brand identity and grow its market share. Turnover rates will go down if you make employees happier and more likely to stay with the company. The hotel will also show how committed it is to sustainability and community activity, which will improve its brand image and make customers more loyal. It is estimated that these plans will cost between $3.8 million and $5.8 million to put into action. Based on the hotel's size, possibility for making money, and strategic goals, this range is seen as reasonable and right. Putting these strategies into action will help the hotel make more money and give it an edge in the market.
4- [bookmark: _Toc165855630]THE ACTION PLAN
An action plan is a strategy tool that lists the exact steps, tasks, and goals that need to be taken to reach a certain goal (Agency, 1981). The action plan below spells out in great detail the exact steps that need to be taken, the problems that need to be solved, the outcomes that are expected, the dates that they need to be completed by, and the amounts of money that will be needed to complete the Chelsea Hotel's strategic plans:

	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	outdated facilities and Aging infrastructure
	Renovations should be done in stages, starting with the guest rooms and ending with the public areas and services.

	Improved operating efficiency and brought guest experiences up to date; made guests safer, more comfortable, and happier;

	12-18 months
	31/12/2025
	$2-3 million

	2
	technology integration and Limited modern amenities
	Improve tools that guests see, add mobile apps, and make the digital guest experience better.

	More convenience, customization, and guest participation; better online image and customer loyalty

	6-9 months
	30/06/2025
	$500,000-$1 million

	3
	green certifications and Sustainability initiatives
	Do energy audits, start using eco-friendly methods, and get the right sustainability licenses.

	Less damage to the environment, lower costs, and a good name for the hotel business as an eco-friendly one.

	Ongoing
	-
	$200,000-$500,000

	4
	Staff training and development
	Create in-depth training programs, leadership classes, and rewards for good work.

	Better skills, morale, and effectiveness among employees; lower turnover rates; and better service to guests.
	3-6 months
	30/09/2025
	$100,000-$300,000



Because of the time and money limits that have been set, this action plan shows the Chelsea Hotel how to deal with its issues in a planned way, use its resources in the best way possible, and get the results it wants.

In this consulting report, Cultivate looked at the problems the Chelsea Hotel is having in great detail. There are also long-term ideas for how to handle these issues and make the most of chances to improve and grow. The main points of the report made it clear that the Chelsea Hotel has some major issues that need to be fixed. 
Infrastructure and Facilities: The hotel is having trouble keeping up with modern guest expectations and staying competitive in the market because its facilities and infrastructure are old. When modern features and tech aren't fully built into a hotel, it makes it harder for them to give guests a smooth and easy stay. 
Actions to Protect the Environment: The hotel could start a program to protect the environment, but it doesn't have a plan or the right credentials to make it more eco-friendly and attract eco-friendly travelers. 
Staff Development: To improve service, make guests happier, and get employees more involved, it's important to make training and development programs for staff better. 
The consulting firm says that a broad strategy should be used because of these results. 
Small changes are made over time to guest rooms, public areas, and facilities to make them safer, more comfortable, and happier. This is called infrastructure renovation. This will also help the business run more smoothly and give guests a more modern experience. 
Putting together customer-focused technologies, mobile apps, and other digital innovations to make things easier, boost communication, and raise online visibility. 
Sustainability Initiatives: Getting the right certifications, doing energy audits, and using eco-friendly methods will help the environment, make money, and turn the hotel into a sustainable place to stay. 
Training and development for staff: You can make staff skills, morale, productivity, and customer service better by giving them in-depth training, leadership workshops, and rewards for good work. 
The ideas are presented in the form of a comprehensive action plan that details the specific tasks, due dates, and anticipated prices associated with each project specifically. By adhering to these procedures, you will be able to assist the Chelsea Hotel in achieving its goals, which include a satisfied and loyal customer base, operations that are more efficient, reduced expenses, an improved reputation for the brand, and workers who are more involved. 
Cultivate was granted permission to collaborate with the Chelsea Hotel on this project, which was a very generous gesture. At the same time that the consulting firm is thrilled about the possibility of working with the hotel once more in the future, they are also eager to assist the hotel in achieving its strategic objectives. Feel free to get in contact with us if you require additional assistance or if you have any other queries. We are grateful that you have chosen to work with Cultivate on this project.
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