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1.0 [bookmark: _Toc158304593]Introduction
Preserving the past and moving into the future The Savoy Hotel in London is a true example of wealth, luxury and history, located along the famous Strand. Established in 1889, this iconic building has seen many changes in the London skyline and welcomed many people during its lifetime. Heritage Horizons, are accompanying The Savoy, aiming to face a difficult challenge: how to stay relevant and attract new guests, while preserving the hotel's history. 
Located in the centre of London, the 130-year-old Savoy Hotel is a magnificent example of architectural beauty (Accor, 2021). Travellers have been enthralled by its distinctive blend of Art Deco and Edwardian design since its establishment. With 267 lavish rooms and suites, the Savoy is more than just a hotel; it is a cherished retreat for celebrities, monarchs, and sophisticated travellers seeking the height of luxury. The Savoy, which is located along the picturesque banks of the river Thames, is an important part of London's social scene and culture (historichotels.org, 2024). The Savoy is lauded for its iconic settings, which include the classy Thames Foyer and the well-known American Bar, in addition to its opulent lodgings. Over the years, these locations have seen the fusion of style, kindness, and inventiveness, reaffirming the hotel's status as a traditional component of London's hospitality history.
The Savoy has to provide current affairs that attract younger people as it moves into a new era. It is a hard battle to serve a generation that values honesty and respects technology. As per Noordzife, (2014), combining originality and technology in just the right amounts is crucial. Savoy has to step back and observe tradition while embracing modernity as they navigate these challenges. Restaurants wanting to provide a memorable dining experience can think about combining cutting-edge technology with historical significance and a distinctive aesthetic to draw in both young and affluent patrons (Mhaske, 2023). The Savoy's status as a symbol of classic luxury in London is largely dependent on its skilful balancing act between history and modernity (thesimplyluxuriouslife.com, 2022).
Heritage Horizons was the consultant appointed to guide the Savoy in this revolutionary project. The company has extensive experience in managing complex combinations of processes and technologies in historically significant buildings. Heritage Horizons has successfully renovated the historic tourist attraction and is now well-positioned to provide a unique solution that respects The Savoy's rich history while promoting its vibrant location.
[image: ]
Fig 1: Logo of the company 
(Source: created by Lerner)
The strategic framework PESTLE (Political, Economic, Socio-Cultural, Technological, Legal, Environmental) and SWOT (Strengths, Weaknesses, Opportunities, Threats) will guide the approach to the project. These models will serve as guiding principles for a comprehensive study of the internal and external factors that influence Savoy's strategic goals. By following the whole path based on these ideas, it hopes to uncover ideas that lead to concrete recommendations. The complexity of the issue is presented in the following sections, which provide detailed information, suggestions and action plans for The Savoy so that the Savoy does not meet the new standards but remains a lasting memory for future generations.  Heritage Horizons is excited to add to The Savoy's ongoing story celebrating its past while shaping its present and future.
[bookmark: _g2jtc0ge8kff][bookmark: _Toc158304594]2.0 Management Structure
	Position
	Responsibility
	Reporting to

	General Manager
	· Oversees overall operations of The Savoy.
· Responsible for implementing strategic decisions.
· Acts as a liaison between the ownership and the operational team.
	Owners/Board of Directors

	Front Office Manager
	· Manages the front desk and guest services.
· Ensures smooth check-in and check-out processes.
· Handles guest inquiries and resolves issues.
	General Manager

	Director of Operations
	· Manages day-to-day hotel operations.
· Coordinates with different departments for seamless functioning.
· Monitors and improves service quality.
	General Manager

	Director of sales and marketing
	· Develop and implements sales and marketing strategies.
· Identifies opportunities for revenue generation.
· Build relationships with corporate clients and travel agencies.
	General Manager

	Director of Finance
	· Oversees financial activities and budgeting.
· Manages financial reporting and forecasting.
· Ensures compliance with financial regulations.
	General Manager

	Director of Human Resources
	· Handles recruitment and employee relations.
· Implements HR policies and training programs.
· Ensures a positive work environment.
	General Manager

	Executive Chef
	· Manages the culinary team and kitchen operations.
· Designs menus and ensures food quality.
· Controls kitchen expenses and inventory.
	General Manager

	Food and Beverage Manager
	· Manages restaurant and bar operations.
· Coordinates events and catering services.
· Monitors service quality and guest satisfaction.
	General Manager


(Source: Bolton, and Laaser, 2013; Organ and Bottorff, 2023)
The Savoy Hotel London is renowned for its excellent service and luxury, which is reflected in its extensive management system. The General Manager oversees all of the hotel's goals and ensures that the various departments are well coordinated. The regional director reports to the general manager. The front desk manager oversees the guest experience and ensures that inspections are handled quickly and issues are resolved promptly. To maintain the company's operations, the Managing Director oversees the day-to-day operations and encourages inter-departmental harmony. Sales and marketing managers play an important role in generating revenue and developing plans to attract various customers. The Finance Manager is responsible for financial management and ensuring that the hotel is healthy and compliant with regulations. Human Resources is a key function under the leadership of the Director of Human Resources, who is responsible for managing recruitment, training and maintaining a positive work culture. Executive chefs are responsible for achieving culinary excellence, while food and beverage managers manage restaurants and bars.
The Organisational Chart of The Savoy Hotel London
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(Source: Accor, 2021; rocketreach.co, 2024)
[bookmark: _kcivrkkjtr7b][bookmark: _Toc158304595]3.0 Market Research
As per Sarstedt, and Mooi (2014), market research is important when choosing businesses. Various methods are used to collect relevant data, each meeting specific research objectives (Malhotra, Nunan and Birks, 2020). This review will take an in-depth look at applying popular market research methods to issues such as competitive analysis and customer satisfaction. In the below parts, several research types are described. 
[bookmark: _Toc158304596]3.1 Different Market Research 
Primary Market Research 
Direct gathering of first-hand knowledge from the source is the process of original market research (Doman, Dennison and Doman, 2002). Usually carried out using surveys, interviews, focus groups, observations, or tests, this method is designed to meet the unique needs of a certain study. Primary research has the benefit of being new and related to the present study goals (Frankewicz, 2006; Bbc.co.uk. 2024). For example, when a new product is being launched, a business may conduct initial market research by questioning or asking potential buyers directly. The information gathered is tailored to the business's particular goals and offers up-to-date and instantly useful views. To get precise data on customer satisfaction, the first market research study may entail conducting surveys or interviews with customers directly. This enables the business to address certain issues and alter its goods to better suit the demands of customers.
[image: ]
Fig 2: Primary Market Research 
(Source: Frankewicz, 2006)
Survey 
In market research, surveys are a popular way to gather data (Watson, and A L B A TX H R D, 1997). They include the orderly collection of data using regular polls, which may be performed over the phone, online, or via in-person conversations. Surveys are a useful tool for companies who want to know what their customers want or how pleased they are (Schwage, and Meyer, 2007). It is possible to make questions that will collect numeric data so that statistics may be run. Surveys are built to guarantee data-taking consistency and make answer comparison easy. Surveys that ask questions about product/service incidents are the best way to measure customer satisfaction. To help companies find growth areas, it can also be used in competitive research to compare consumer opinions and tastes between different brands.
[image: 20 stats that will change the way you survey your customers | MyCustomer]
Fig 3: Survey 
(Source: Schwager, and Meyer, 2007)
Interviews 
In an interview, a subject and a researcher speak with each other immediately (Schwage, and Meyer, 2007). This method may be open to promote free-flowing talk or ordered with pre-planned questions. Interviews are useful for diving deeply into difficult subjects. When trying to understand complicated opinions or attitudes, in-depth conversations are very helpful. A business that wants to know how consumers feel about a brand, for instance, can ask consumers to find out about their inner reasons and feelings that might not come through in a normal survey.  One way to get a deeper understanding of client satisfaction is via conducting in-depth personality surveys through interviews (Szwarc, 2005). An invaluable source of knowledge on the strategies, capabilities, and shortcomings of the opposition is to conduct interviews with industry experts or stakeholders.
[image: Interview Research - Research Methods Guide - Research Guides at Virginia  Tech]
Fig 4: Interview
(Source: guides.lib.vt.edu, 2024)
Focus Groups 
Focus groups bring together a small, diverse group of people under the guidance of an investigator to discuss an issue (Macnaghten and Myers, 2004). This technique is used to test ideas, beliefs and behaviours in a group. Focus groups give members the opportunity to discuss product development and marketing opportunities while sharing ideas. Focus groups provide an interesting opportunity for measuring customer satisfaction by giving members the opportunity to talk about goods or services (Krueger, 2014). Focus groups are a form of competitive research that can be used to learn more about members' opinions on various brands to identify potential advantages and competitive advantages.
[image: Strengths of the Focus Group Method: An Overview | Research Design Review]
Fig 5: Focus Group 
(Source: researchdesignreview.com, 2024)
Secondary Data Analysis 
Existing data collected by others is an important part of secondary data analysis (Bell, Bryman, and Harley, 2022). Business research, academic research, government documents, and internal company material all fall into this category. Businesses often use secondary data analysis to understand current trends, industry benchmarks, and historical context. For example, a business entering a new market may study existing market data to learn about past successes and potential pitfalls. For competition analysis, secondary data analysis is helpful since it looks at many information sources such as industry research, comparable accounts, and market trends. Direct data gathering is not necessary with this strategy, which offers a comprehensive view of the corporate environment.
[image: Opportunity Assessment with Secondary Data Analysis | KMK]
Fig 2: Secondary Data Analysis
(Source: kmkconsultinginc.com, 2024)
[bookmark: _Toc158304597]3.2 Competitor Analysis
	Competitor
	Claridge
	The Ned

	Logo
	[image: ]
	[image: ]

	Front view
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	Restaurants
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	Strength
	· Luxurious Brand Image 
· Heritage and Tradition
· Exceptional Service 
	· Diverse Offerings
· Architectural Splendour
· Catering to a Broad Audience 

	Weakness
	· Limited Room Capacity 
· Higher Price Points 
	· Limited Global Brand Recognition
· Over-Reliance on Local Events

	Opportunities
	· Global Expansion 
· Diversification of Services 
	· Digital Marketing and Branding 
· Expansion of Unique Offerings

	Threats
	· Economic Downturn
· Emergence Of New competitors 
	· Economic uncertainties 
· Changing consumer preferences 


(Source: claridges.co.uk, 2024; The Ned, 2024)
Claridge's is an iconic brand with a long history, renowned for its classic elegance and first-class service (claridges.co.uk, 2024). Its diverse offering creates a traditional atmosphere, such as a Michelin-starred restaurant and afternoon tea ceremony. The hotel is located in Mayfair, close to shopping and cultural areas, giving it access to its loyal customers and strong customer base. However, it was still difficult, as it was less conventional and conventional than competitors such as The Ned (The Ned, 2024). A limited presence on social media and some technical shortcomings make it less appealing to young people, who have the opportunity to change through collaboration and better online communications. In contrast, the Ned takes advantage of its contemporary architectural assets, offering a stylish atmosphere, diverse cuisine and a lively community (The Ned, 2024). The younger crowd is doing well because of the strong social media presence and digital integration throughout the hotel. With affordable prices, compact rooms and a focus on innovation, The Ned is a great choice for young travellers. The smaller parts of the site, the history of the little-known brand and the need to balance the elegant appeal with the lack of versatility are obstacles. Possibilities include international expansion, securing exclusive event contracts, offering unique guest experiences, and increasing sustainability to attract larger audiences. Threats include competing with established luxury brands and maintaining a unique position as conditions change.
[bookmark: _1o6fv1txk9mv][bookmark: _Toc158304598]4.0 Business Strategies
Organisations use business strategies to plan and execute intentional activities to solve obstacles, accomplish objectives, and establish a long-term competitive edge (Lei, Slocum, and Pitts, 1999). The decisions made on resource allocation, market positioning, operational effectiveness enhancement, and customer engagement are included in these strategies. In a business climate that is always changing, businesses utilise business strategies to direct their overall direction, seize opportunities, and control risks (hbr.org, 2007). For several reasons, having a business plan is crucial to these initiatives. Starting here means making sure the business is adaptable enough to meet market demands and setting the groundwork for long-term success. 
Customer satisfaction, product diversity, operational efficiency, and sustainability are just a few of the critical project characteristics for which the plan offers a framework for decision-making (Epstein, and Roy, 2001). Finally, by coordinating management objectives with consumer preferences and market shifts, a well-defined company strategy may enhance long-term financial stability. Ultimately, the project's success hinges on the implementation of a robust business plan that facilitates resource allocation, competitive positioning, and adaptability to changing market circumstances (Burnes, Hughes, and By,2018). To address the hotel's problems, the consulting company develops various solutions for this report.
Strategy 1: Digital Heritage Tours
The Savoy Hotel will soon provide a thorough digital legacy tour, allowing visitors to discover the hotel's rich history freshly and engagingly. With the help of cutting-edge technology like virtual reality (VR) and augmented reality (AR), create captivating experiences. Visitors may study the history of the Savoy at their convenience by using the hotel's website or a specialised app to access this digital tour. The plan seeks to satisfy the demands of contemporary travellers by combining The Savoy's historic splendour with contemporary amenities.
[image: ]
(Source: Statista Research Department, 2023)
Based on a survey conducted between April 2019 and March 2020, this graph illustrates the frequency of historical site visits in England. About 63% of respondents in the 16–24 age range reported visiting a heritage site, while the largest percentages of 77 and 78.4% were recorded by respondents in the 45–64 and 65–74 age groups (Statista Research Department, 2023). The research demonstrates the significance and potential for success of The Savoy's innovative approach, which contributes to the rising popularity of historic tourism. 
Strategy 2 Modernising the Brand Image 
Engage youth travel groups by partnering with independent social media influencers. Fans are encouraged to create authentic and meaningful stories that showcase The Savoy's unique offerings in a new and engaging way. Examples of marketing include advertisements created through stays and hotel reviews (photos or videos), and social media events such as sweepstakes and invitation-only events. This broad strategy is designed to drive viewers to sites like YouTube, Instagram, and TikTok by fulfilling their needs and desires.
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(Source: Smartinsights.com, 2019; Dixon, 2023)
This point is supported by a list showing the growing influence of social media and influencer marketing on young people's travel choices. A survey indicated that 92% of participants thought influencer marketing helped connect with younger audiences (Smartinsights.com, 2019). Additionally, according to the same survey, 86% of participants were willing to allocate a specified amount of money for celebrity marketing campaigns. As of November 2022, a study of global Generation Z social media users had 57% of respondents say that social media had a positive impact on their self-expression, whilst 56% claimed it had a positive effect on their social connection (Dixon, 2023). Overall, one in five Gen Z users said social media had a bad effect on their self-confidence and self-esteem.
Strategy 3: Enhancing Digital Presence And Engagement 
Revitalise The Savoy's online presence by managing content, managing content creation, using popular platforms, and quickly managing questions and comments. Work to promote The Savoy's unique blend of contemporary luxury and tradition on TikTok, Instagram and other relevant channels. Increase demand for exposure and share resources in targeted online marketing to increase brand awareness and reach young people.
Strategy 4: Creating Unique Packages for younger travellers
Create unique travel deals that show The Savoy's unique services and appeal to the tastes of the younger tourist group. Modern takes on classic experiences, exclusive access to historical places, and partnerships with hot local companies are some examples of these package offers. To improve the entire value offer for younger guests, provide competitive prices and open planning alternatives. 
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(Source: Statista Research Department, 2023; Statista Research Department, 2023)
The above figure shows the results of a poll in 2017 in which British tourists were asked how many personal/leisure and work trips they take per year, by age. Millennials claimed to take approximately 4.2 trips per year, the most among all the groups polled. the results of an online survey in 2017 in which British tourists were asked to identify the tools they used when they planned their last trip (Statista Research Department, 2023). The numbers have been broken down by age. Search engines, travel review sites, and online travel companies are the top planning tools across all groups. Travel review sites placed best among Generation X (59%), whereas search engines were the top option for the youngest, Generation Z (53%) (Statista Research Department, 2023). This data supports the significance of creating unique packages as they connect with the tastes of younger travellers who actively use online platforms and search engines in trip planning.
Strategy 5: Embracing Technology and personalisation 
Combining state-of-the-art technology with dedicated service enhances the guest experience at The Savoy. This should include smart guest room features that allow for seamless check-in and check-out, as well as built-in mobile applications for quick check-in, access to hotel information, and room management. Using technology, the Savoy Hotel hopes to provide guests, especially the younger generations, with a sophisticated and customised experience that meets the expectations of today's travellers. 
[image: ]
(Source: Statista Research Department, 2023)
Worldwide research carried out in the second quarter of 2023 found that the majority of wealthy customers surveyed had purchased travel-related items in the previous year. In total, 76% of respondents who were between the ages of 18 and 39 and 57% of wealthy customers who were 40 years of age and above made many travel-related purchases in the previous year (Statista Research Department, 2023). This graphic illustration supports the idea that technology and customisation are appropriate ways to meet the needs of today's travellers.
[bookmark: _Toc158304599]Estimated Cost 
	Strategies
	Cost

	Digital Heritage Tours
	$50,000 to $100,000

	Modernising The Brand Image
	$300000

	Enhancing Digital Presence and Engagement
	$200,000 to $300,000

	Creating Unique Packages for Younger Travellers
	$100,000 to $150,000

	Embracing Technology and Personalisation
	$200,000 to $300,000


(Source: Created by Lerner)
[bookmark: _b4ap1omqu84t][bookmark: _Toc158304600]5.0 SWOT and PESTEL 
[bookmark: _Toc158304601]5.1 SWOT Analysis 
	Strength
	Weakness

	· Historic Legacy: With more than a century of rich history, The Savoy has a well-known and distinguished reputation that draws visitors looking for an opulent and culturally important experience.
· Ideal location: The Savoy's prime location in the centre of London, close to retail and cultural attractions, increases its appeal to both leisure and business travellers.
· Superb Service: The Savoy, which is well-known for its flawless customer service, has a tradition of providing personalised attention and private personnel, which enhances the unique guest experience.
	· Limited Room Capacity: The Savoy may have fewer rooms than more modern, bigger hotels because of its historical background, which might affect income.
· Higher Price Points: The Savoy's luxury status may prevent it from being accessible to a wider market, which would reduce its price competitiveness.

	Threat
	Opportunities

	· Global Expansion: The Savoy might look at chances to extend into important international markets by using its brand and taking advantage of the expanding luxury travel industry.
· Diversification of Services: Adding additional offerings or joint ventures, including exclusive alliances or special events, may draw in more clients and increase income sources.
	· Global Expansion: The Savoy might look at chances to extend into important international markets by using its brand and taking advantage of the expanding luxury travel industry.
· Diversification of Services: Adding additional offerings or joint ventures, including exclusive alliances or special events, may draw in more clients and increase income sources.


(Source: Lin, 2016; Rafahat, 2022)
[bookmark: _Toc158304602]5.2 PESTEL Analysis 

	Factors
	Description

	Political
	Savoy Hotel's Political Environment and Business Regulations
• Hotel business is regulated by the UK's safe political environment.
• Laws influence hotel behaviour: employment, taxation, tourism marketing.
• Long-term success depends on adaptability to political changes.

	Economic
	Savoy's Success and Consumer Spending
• Financial issues influenced success.
• Travel spending is influenced by price changes, exchange rates, and economic growth.
• Luxury hotel demand rises during economic booms, and travel spending declines during recessions.

	Social
	Savoy's Adaptation to Changes
• Understanding and adapting to changing consumer tastes.
• Adapting to demographic changes and increased tourism.
• Increasing demand for sustainable, socially conscious business practices.

	Technological
	Savoy Hotels' Technological Investment
• Enhances operational efficiency.
• Streamlines planning.
• Improves guest service.
• Stays competitive.
• Meets tech-savvy guests' needs.

	Environmental
	Savoy's Environmental Initiatives
• Pursuing waste reduction.
• Enhancing energy efficiency.
• Promoting sustainable sourcing.
• Responding to changing consumer preferences.

	Legal
	Hotel Management Compliance
• Essential for smooth operations and reputation.
• Savoy must adhere to employment laws, health and safety regulations, and licensing requirements.

	Environmental
	The Savoy Hotel's Environmental Responsibility
• Adapting to legal changes and customer expectations.
• Implementing sustainable practices.
• Reducing environmental footprint.
• Participating in environmental initiatives.


[bookmark: _shcik9v30tfo](Source: Tran, 2015; Della Corte, 2016; Pennycook et al., 2022)
[bookmark: _Toc158304603]6.0 Digital Applications
The Savoy Hotel, with its storied past and classic charm, must balance the preservation of its historical legacy with its attractiveness to a modern clientele. To preserve and share history, foster intelligent connections, enhance the tourist experience, and link youth, a careful integration of digital technologies is necessary. The consulting firm has researched the functions and advantages of each instrument as well as suggestions for their efficient use in this comprehensive strategy.
[bookmark: _Toc158304604]6.1 Enhancing the Guest Experience
With the help of several digital tools, the hotel can improve their guest experiences which are given in the below table 
	Digital Tool
	Logo
	Purpose And Benefits

	Duetto
	[image: ]
	· Optimises room availability and price.
· Guarantees affordable rates for younger visitors.
· Increases total income.
· Attracts a diverse customer base.

	SevenRooms
	[image: ]
	· Enables contactless check-in, check-out, customised amenity requests, pre-arrival communication
· Appealed to younger, tech-savvy audiences.
· Improves experience efficiency and pleasure.

	ALICE Hotel Operations Platform
	[image: ]
	· Guest Service Platform
· Facilitates guest service requests.
· Manages tasks and staff communication.
· Satisfies younger tourists with quick responses.


(Source: duettocloud.com, 2024; sevenrooms.com, 2024; actabl.com, 2024)
Savoy can use Duetto, a cloud-based revenue management system, to run its hotel business. The method improves supply and cost-effectiveness, giving a flexible approach. Duetto's data analysis tool helps Savoy change price strategies, improve usability for young visitors, and meet income goals (duettocloud.com, 2024). Advanced programmes consider past data, competing prices, and market demand to determine the best hotel prices. This data-driven method helps Savoy to keep costs low and draw young tourists on a budget. 
Seven Rooms is The Savoy's top housing partner, catering to young tech-savvy people who value fast, personal contact (sevenrooms.com, 2024). They offer pre-arrival contacts and hassle-free check-in, ensuring a peaceful encounter. Savoy offers Standard Rooms and Standing Rooms to meet modern guest standards. They interact with guests before arrival to understand their wants and tastes. Seven Rooms has changed check-in and check-out processes to appeal to young people interested in technology. The Savoy offers furniture suited to guests' unique wants. 
The Savoy Hotel can also apply the hotel management system (ALICE) for efficient operations and quick service. This method improves efficiency and customer happiness among young travellers. ALICE offers a single contact route for staff, allowing quick reaction to guest needs (actabl.com, 2024). It improves job assignment and success tracking, improving kitchen management. The digital service request system also allows guests to make help requests, making a cosy and unique stay. The ease of use is praised by young tourists.
The strategic combination of Duetto, Seven Rooms and ALICE will give Savoy the tools it needs to meet the needs of today's hospitality industry. Duetto provides a good balance between financial optimization and affordability, Seven Rooms focuses on the technological needs of young people, and ALICE introduces operational savings to increase the efficiency of the guest. All these technologies will help the Savoy achieve its goal of attracting more visitors, maintaining financial stability, and providing guests with the perfect combination of technology and culture. handed down.
[bookmark: _Toc158304605]6.2 Engaging with a Younger audience 
	Digital Platform
	Logo
	Purpose and benefits

	TikTok
	[image: ]
	· The Savoy's Visual Storytelling
· Highlights historic and contemporary facilities.
· Build relationships with younger consumers.
· Reached on the chosen platform.

	Instagram
	[image: ]
	· Hotel Platform: Visual Media Engagement
· Enhances image and narrative exchange.
· Highlights the hotel's history and experiences.
· Attracts younger, visual media-savvy audiences.

	TripAdvisor
	[image: ]
	· Online Travel Review Platform
· Establishes credibility.
· Attracts younger tourists.
· Manages online reputation.
· Answers guest feedback.


(Source: tiktokus.info, 2024; instagram, 2024; Tripadvisor, 2024)
The Savoy is leveraging TikTok to showcase its modern comforts and historic charm to younger audiences (tiktokus.info, 2024). By creating engaging content, the hotel uses dynamic images to bring its historic rooms to life, allowing viewers to experience the hotel's glory and uniqueness. The hotel's modern comforts blend with the old setting, creating a gripping tale that unites heritage and modern appeal. TikTok has become a powerful tool for building relationships with younger audiences through short-form video stories on their preferred platform. Savoy uses Instagram to share his personal history and experiences. The goal is to reach a younger demographic that regularly uses the platform to watch video content (Instagram, 2024).  Savoy goes beyond the Instagram trend to create an immersive experience for guests, allowing them to immerse themselves in the beauty of the hotel through stunning images and compelling stories. The project aims to turn Instagram into a photo tour that invites young people to learn and participate in the history and products of The Savoy. The Savoy uses TripAdvisor to shape its online image and influence the younger tourist market. By responding to guest reviews and managing its place on the platform, the hotel gained the trust from its large user base (Tripadvisor, 2024). The Savoy maintains trust by aggressively responding to reviews, demonstrating timeliness, and resolving issues. Positive reviews turn into recommendations, appealing to the younger group and influencing their housing choices. TripAdvisor serves as a means for building an image and encouraging trust among tourists.
TikTok, Instagram, and TripAdvisor, each in their unique way, add to The Savoy's quest for keeping relevancy and drawing younger groups while protecting its historic heritage. These platforms are not just tools; they are writers, creating tales that match the tastes of a dynamic audience and ensuring that The Savoy's story stays lively and engaging in the digital age.
[bookmark: _Toc158304606]6.3 Preserving and Sharing History 
	Digital Tool
	Logo
	Purpose And Benefits

	Google Arts & Culture 
	[image: ]
	· Facilitating High-Resolution Video Tours and Displays
· Protects Savoy's heritage.
· Engages younger groups.

	Loom.ai
	[image: ]
	· Video Recording Platform for Staff
· Share historical anecdotes and personalised greetings.
· Adds human touch to digital experience.
· engagingly showcases rich history.

	StoryMap
	[image: ]
	· Interactive Maps for The Savoy's History
· Creates engaging, accessible timelines.
· Offers accessible exploration for younger travellers.


(Source: artsandculture.google.com, 2024; loomai.com, 2024; storymaps.arcgis.com, 2024)
Google Arts & Culture provides a digital gateway to The Savoy's historical treasures, acting as a beacon for preserving its rich legacy. By making the heart of The Savoy's history accessible to anyone, this technology facilitates the production of high-resolution video tours and exhibits (artsandculture.google.com, 2024). For younger generations, it becomes an exciting activity with advantages that go beyond protection. Google Arts & Culture becomes a history collector via lifelike virtual tours and exhibits, drawing in younger audiences looking for engaging and instructive experiences. Loom.ai emerged as a unique tool to add a human touch to The Savoy's digital story. This allows employees to connect the past and present by providing reminders of the past and personalised greetings through video recording devices (loomai.com, 2024). Loom.ai aims to be more than records; he becomes a writer and presents Savoy’s past treasures in a way that evokes emotions and a unique style that characterises the hotel. Creating digital experiences that go beyond simple education can be beneficial by turning old stories into engaging and entertaining stories. A timeline and map-making tool called StoryMap is a virtual guide to help you explore The Savoy's rich history. StoryMap aims to be a fun and easy way for young guests to learn about the hotel's past (storymaps.arcgis.com, 2024). The benefits are in historical and dynamic tourism, so that the public can participate in the development of The Savoy. Mapping bridges the ages by using interactive maps and visual storytelling to connect the past and present in a way that appeals to a young, tech-savvy audience. Savoy aims to be contemporary and attract the attention of the younger generation while preserving its history, helped by Google Arts & Culture, Loom.ai, and StoryMap, each unique. These digital tools ensure that The Savoy's history is kept alive, cherished and alive in the digital world. It's not just a tool; He is a writer, director, and animator.
[bookmark: _Toc158304607]6.4 Partnering and Collaborating 
	Digital Tools
	Logo
	Purpose and Benefits

	Airbnb Experiences
	[image: ]
	· Savoy's Unique Experiences
· Offers unique historical excursions and art classes.
· Capitalises on experiential travel trends.
· Attracts younger, genuine audiences.

	Fever
	[image: ]
	· The Savoy's Event Discovery Platform
·  Partnering with local artists and influencers.
·  Attracting younger demographics for unique, social experiences.

	Withlocals
	[image: ]
	· The Savoy's Partnership for Customised Travel Experiences
· Connects travellers with local hosts.
· Offers curated walking tours and cultural activities.
· Attracts younger travellers seeking immersion and connections.


(Source: Airbnb.co.in, 2024; 

fiverr.com, 2024; withlocals.com, 2024)
Airbnb Experiences is a major player in the experiential travel business at The Savoy. Hotels use this platform to offer exciting and unique experiences, including historical tours and art classes (Airbnb.co.in, 2024). In doing so, Savoy Hotels is capitalising on the current trend of experiential travel, where the younger generation is looking for experiences beyond simple and profitable long-term stays. The benefits are clear, as Savoy positions itself as an experienced developer, not just a hotel, attracting visitors interested in connecting with the region and its past.  
Savoy uses Fever, a content discovery tool, to create unique social content. Our goal is to develop relationships with local artists and hosts to create events that go beyond traditional hotel services. The most important thing about "Fever" is its ability to attract young viewers who are looking for new and exciting experiences. The Savoy has become a social hotspot by hosting special Fever events, catering to young travellers looking for a fun and exciting social experience while visiting (fiverr.com, 2024).  
Savoy uses with locals, a network that connects visitors and local hosts, as a catalyst to deliver unique cultural experiences. The idea is to work with Withlocals to offer carefully planned walks or cultural activities that appeal to young visitors looking to connect and get involved. Benefits can be seen in the Savoy Hotel's dual role as an office and gateway to local life, allowing guests to build deeper relationships withlocal residents (withlocals.com, 2024). This is in line with the needs of today's tourists – a more cultural experience. The vibe, the locals and the Airbnb experience all support Savoy's goal of attracting young and relevant guests while staying true to history on their terms. special way. By using these digital technologies, hotels can not only provide accommodation for their guests, but also allow guests to create experiences, host special events, and encourage interactions. cross-cultural - all these things can be wonderful for Travellers today.
[bookmark: _Toc158304608]6.5 Strategic Implementation 
	Phase
	Tools and action
	Time

	Guest Experience Enhancement
	· Integrate Duetto for income improvement
· Train staff on ALICE Hotel Operations Platform Implement
·  Seven Rooms for improved guest engagement
	6 months

	Engaging with Younger Audiences
	· Launch TikTok and Instagram accounts for visual content
· Activate The Savoy's presence on TripAdvisor
	9 months 

	Preserving and Sharing History
	· Collaborate with Google Arts & Culture for virtual exhibits
· Initiate Loom.ai video recordings for personal touch
	12 months 

	Partnering and collaborating
	· Explore Airbnb Experiences for unique Savoy-hosted activities
· Utilise Fever for discovering and hosting events
· Pilot With locals for curated walking tours and cultural activities
	15 months 


[bookmark: _45vx84w5f6hf][bookmark: _Toc158304609]7.0 Conclusion 
By studying the current situation and problems at the Savoy Hotel, strategic areas for improvement can be identified. Digital tools and processes are identified through a SWOT analysis, which lists internal strengths and weaknesses and external opportunities and risks. The PESTEL study examines the external macro-environmental issues that influence restaurants and emphasizes the importance of adapting to political, social, technological, environmental and legal conditions. Navigating the changing hospitality environment requires understanding these trends. The heritage of Savoy must be preserved and renewed to attract the interest of the younger generation. To do this, the company Heritage Horizons created a suite of digital tools, including tools to enhance the visitor experience, engage young audiences, preserve and share history, and strategic partnerships. Achieving a fusion of history and modernity is the goal of combining platforms such as Duetto, Seven Rooms, TikTok and Google Arts & Culture. This technology meets the diverse tastes of consumers, especially the tech-savvy young generation, and improves efficiency.  Savoy was able to implement this digital technology in stages because the step-by-step integration strategy provided a sequential approach. Hotels can evaluate the effectiveness of each area and measure success using key performance indicators such as revenue growth, web traffic metrics and guest satisfaction scores to make changes. The PESTEL analysis highlights the need to ensure compliance with regulations, adapt to changing economic conditions and keep up with environmental sustainability trends.  Savoy's long-term and flexible survival in a fast and brutal market depends on these factors. 
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	Four Cs
	Activities
	Purpose

	Customer Needs and Wants
	Conducting market research to understand customer needs, preferences, and expectations.
	Identifying and prioritising features, benefits, and experiences that resonate with the target audience.

	Cost to Satisfy
	Analysing the costs associated with product development, production, and delivery.
	Ensuring that the value offered aligns with the price customers are willing to pay, considering both monetary and non-monetary costs.

	Convenience
	Optimising distribution channels, streamline the purchasing process, and enhance overall customer convenience.
	Reducing friction in the customer journey, making it easy for them to find, buy, and use the product or service.

	Communication
	Developing clear and compelling communication strategies across various channels.
	Effectively convey the value proposition, benefits, and unique selling points to the target audience, fostering engagement and loyalty.
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