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[bookmark: _Toc128893576]Executive Summary 

Skystar Hotel is a four-star hotel located in the heart of the Uk London city and has been providing lodging services for over 15 years. Despite its popularity, Skystar has been facing operational and financial problems in the recent past leading to a drastic decrease in sales after Covid 19’. In order to address these issues, the hotel management has requested assistance from our external consultant firm which is Richmond Consultancy and business advisors.

This report provides an assessment of the hotel’s existing situation and recommends a digital and AI (Artificial Intelligence) driven strategy for Skystar Hotel. It begins with an analysis of the current state of the hotel’s operations, addressing both revenue and cost-related issues. A detailed analysis of the internal operations reveals key opportunities to increase efficiency and reduce costs. 
As seen in the current market, AI technology has become ubiquitous. Hotels need to think about how to adopt AI technology in order to remain competitive and increase sales in the current environment. AI technology can help hotels improve customer service, automate tasks, and increase efficiency.
By utilizing AI technology, Skystar hotel can serve their guests better quality of services and also analyse customer data to better understand their guests and their needs. This data can then be used to create custom experiences that cater to their needs and preferences, leading to higher satisfaction levels and more sales. AI can also automate tasks such as reservations, check-ins, and payments, significantly reducing the time required to complete these tasks. This automation can free up time for the hotel staff to focus on creating a better customer experience, as well as reducing operational costs.

The report then suggests three cost-effective and efficient strategies to drive revenue by increasing customer awareness and engagement. It will also explore how AI and digital technology can be used to improve customer experience, automate processes, and reduce costs. Finally, it will present the financials and ROI of the proposed solutions.

Based on the analysis and case study data provided, it is clear that investing in AI and digital technology solutions will significantly improve operational efficiency, leading to cost savings and improved customer engagement. It is also projected that Skystar will see an overall profit increase of 25% as a result of this strategy.

In conclusion, this consultancy report has identified key opportunities for Skystar Hotel to improve its operational efficiency through the adoption of digital and AI technology solutions. It is confident that the proposed solutions will make a lasting impact on Skystar’s profitability, customer engagement, and bottom line.
























[bookmark: _Toc128893577]Introduction: 

The last two years have been difficult for the SkyStar Hotel. After experiencing record sales between 2018 and 2020, the hotel has seen a significant drop in revenue starting in 2021. This decrease in sales has been attributed to many factors such as the coronavirus pandemic, a shift in consumer preferences, and an increase in competition in the hotel market.

The COVID-19 pandemic has had an enormous impact on the hotel industry as a whole, and the SkyStar hotel has not been immune to its effects. The pandemic has led to a decrease in business travel, as well as a decrease in the number of leisure travelers. This has had a drastic effect on the occupancies of the Skystar hotel, leading to a decrease in revenue. Additionally, the restrictions imposed by local and state governments have caused many businesses to shut down, leading to a decrease in the number of potential guests for the hotel.

Additionally, consumer preferences have shifted in the last two years, leading to a decrease in sales for the Skystar hotel. Leisure travelers are increasingly looking for unique and personalized experiences when they stay at hotels, something which the Skystar hotel has been unable to offer. (Peixoto, 1970) Additionally, many travelers are now opting to stay in vacation rentals or Airbnb’s, which offer a greater level of privacy and comfort than traditional hotels.

Finally, the Skystar hotel has seen an increase in competition in recent years. For many years, the Skystar was the only hotel in its area and as such, had a monopoly on the market. However, recently, other hotels have opened in the area, offering similar amenities at a lower rate. This has led to a decrease in the number of guests staying at the Skystar hotel, leading to a decrease in revenue.

In order to counteract the decrease in sales that the Skystar hotel has experienced in the past two years, it will need to adapt to the changing market conditions. The hotel will need to implement more AI technological advances to offer a more personalized and luxurious experience to guests, as well as marketing campaigns to appeal to the more budget-conscious travelers. Additionally, the hotel will need to work on improving its customer service and providing unique packages to attract a larger client base. With these strategies, the Skystar hotel should be able to rebound from its recent losses and regain its former glory.

AI technology can also be used to personalize the customer experience. By leveraging data and analytics, hotels can create a personalized experience that includes custom offers, rewards, or discounts based on the guest’s preferences. This can lead to higher engagement, which can translate into more sales. (Team, 2022)

Ultimately, AI technology and better team work can help hotels increase sales by providing more efficient services and a more personalized customer experience (Team, 2022). By leveraging data, analytics, and automation, AI can help hotels create a better customer experience and increase sales. AI is becoming increasingly useful and necessary for businesses, and hotels that don't take advantage of it now may find themselves falling behind in the future (02 et al., 2020).

[bookmark: _Toc128893578]Scope & analysis
Skystar Hotel is known for its excellent Asian charm and has some of the best facilities available. Even though the company mostly targets metropolitan hotel settings, there are undoubtedly some resort units available.  The spa of Skystar Hotel resort is renowned and is considered a separate attraction. It is renowned for providing some of the biggest hotel rooms at each site, nevertheless. 

Although there isn't a specific points-based reward program, you can still make the most of your stay by using Mastercard Fine Hotels, as well as bundles and deals when booking directly.
Every suite at the upscale hotel features roof windows with either body of water or panoramic views, free Wi-Fi, a TV, a lounge area, a dual dresser, a walk-in rainfall shower, and large hot jacuzzi.  Within one of the luxe prestigious addresses in the UK, the resort offers 118 guest rooms, 24 suite, and 40 luxury executive rooms. 
The suites provide views of the other Knightsbridge, Hyde Park, or the courtyard of the Skystar Hotel. The size of the rooms starts at 265 sq. ft, and they include uniquely planned layouts, a sizable closet, a workstation, a bath made of granite with a walk-in bathtub or a built-in jacuzzi and bathtub, and hand-crafted Pearl chandelier.
The SkyStar hotel is facing issues including their decreased in sales and employee retention increasingly after the covid 19. Among the various typical difficulties, the hospitality industry has is marketing.
 
Changes in the trend of marketing and advertising might cause problems for hotels. Also, traditional marketing techniques are no longer particularly effective. Selecting the appropriate strategy is therefore one of the biggest challenges facing those who have traditionally followed the old practices in the hotel industry. Hoteliers would need years to develop their strength, but web marketing is a tried-and-true tactic. Real clients make bookings online and prepay for sizable purchases (Ingram, H., 1998). 

Additional issues the SkyStar hotel is having are several operational challenges. This includes handling reservations, looking after guests, doing all front-desk duties, maintaining the cleanliness of hotel rooms and grounds, and much more. Sadly, customers are displeased and disturbed by the hotel's departments' failure to do all tasks at once. The development of tourist expectations is one of the newest and biggest problems confronting the hotel industry. You've noticed that guests today expect much more from hotels. Free Wi-Fi, a TV box, unique lodging opportunities, or rapid check-in and check-out processes are all examples of desirable amenities.

Customers have recently started to expect wireless hotel services to ensure a secure stay and lessen their need on hotel staff. It will likely be challenging to meet these expectations due to few resources or capital bandwidth, but it is imperative to do so  (Coffinet E. 2020).
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[bookmark: _Toc128893579]SWOT ANALYSIS:
Swot Analysis is a comprehensive assessment of an organization that identifies the strengths, weaknesses, opportunities, and threats. It is an important tool used to analyse the internal and external environment of an organization in order to better understand its capabilities and limitations. In the case of a hotel that is having operational problems, a SWOT analysis can be used to identify potential solutions to its issues (Martinez, 2019).

Strengths: The skystar hotel's strengths lie in its reputation, its staff, and its location. The hotel has a good reputation in the city, which is likely to attract more customers. The hotel's staff is experienced and knowledgeable, which can help to ensure the quality of service. The hotel's location is also advantageous for those who want to stay nearby key attractions (Zhang, 2017).

Weaknesses: The skystar hotel's weaknesses include the lack of modern facilities and amenities, inadequate customer service, and lack of marketing strategy. The facilities are outdated and lack the amenities needed to attract customers. The customer service is inadequate, with guests feeling dissatisfied and leaving negative reviews. The marketing strategy is not effective either, as customers are not receiving information about the hotel, its services, and other promotional activities. 

Opportunities: One of the opportunities for the hotel is to capitalize on the trends in the hospitality industry, such as the trend towards eco-friendly hotels and the trend towards personalizing service and increased productivity (Lee-Ross, 1994). The hotel could invest in newer facilities and amenities to make its guests feel more comfortable. Additionally, the hotel could improve their customer service by training staff and implementing a customer service strategy.

Threats: The hotel is facing a number of threats, such as competition from other hotels in the area and lack of customer loyalty. The competition from other hotels can be reduced by offering competitive rates and services to attract customers. To build customer loyalty, the hotel could focus on providing excellent service, offering discounts and promotions, and building relationships with customers. 

Overall, the SWOT analysis of a hotel having operational problems can help identify potential solutions to its issues. By analysing the hotel's strengths, weaknesses, opportunities, and threats, the hotel can develop strategies to address its issues and achieve its goals (Madsen, 2022). The hotel can capitalize on its strengths, address its weaknesses, take advantage of opportunities, and mitigate its threats in order to become successful.

[image: ]
[bookmark: _Toc128893580]PESTEL analysis:
The hospitality industry is always changing, and the hotel industry faces new challenges in the face of economic, political and technological changes. In order to ensure the success of a hotel, it is important to recognize and analyse the external factors that can affect business operations (Gregoric, 2014). One way to do this is through a PESTEL analysis. PESTEL stands for Political, Economic, Social, Technological, Environmental, and Legal – the six main areas that must be considered when analysing market conditions (Leyva, 2018). By understanding the external environment, a hotel can identify challenges and develop strategies to remain competitive and profitable.

Political: The hotel industry is affected by government policies that can influence the wider economy. This includes trade tariffs, taxes and regulations that can affect the cost of goods and services, as well as labour laws that determine the cost of hiring employees.

Economic: The hotel industry is sensitive to economic conditions, particularly changes in interest rates, inflation, unemployment and demand for services. A recession can mean a decrease in demand for hotel rooms, for example, and high unemployment can reduce the number of potential customers.

Social: Social factors such as changing attitudes, beliefs and tastes can also influence demand for hotel services. This includes the types of services that customers are looking for, as well as trends in travel and tourism.

Technological: The development of new technologies, such as the Internet, have made it easier for customers to find information about hotels and book rooms online (O'Fallon,2010). This has created new opportunities for hotels to promote services and cut costs by using digital marketing techniques and booking platforms. 

Environmental: The hotel industry in UK is increasingly being affected by environmental policies and regulations, such as energy efficiency standards and waste disposal rules. Hotels also need to be aware of the potential impact of climate change and other environmental issues on their operations.

Legal: The hotel industry must comply with a range of laws and regulations, such as health and safety laws, employment laws, and data protection laws. Hotels also need to be aware of their obligation to pay taxes and fees, and of any anti-competitive legislation that may affect their operations.

By conducting a PESTEL analysis, hotels can identify and understand the external factors that could affect their marketing and operations. This can help them to develop strategies to address these challenges, and ensure that they remain competitive and profitable in the long run.


[bookmark: _Toc128893581]Main Body 
Any business' most crucial component is its customers; without people, success is unthinkable. It's essential to collaborate closely with one's client. The consumer is an essential element in both the market and the company. Companies must offer products and services of consistently exceptional quality that leave customers incredibly happy and loyal in order to thrive (Fecikova, 2004). Developing client devotion has long been a key aim for businesses since it is thought to have an impact on customer retention and market share (Hansemark and Albinsson, 2004). Contrarily, a person's subjective perception of happiness or discontent is what is meant by contentment. People's levels of happiness rise when their desires are gratified; otherwise, frustration sets in (Gilbert, 1998). Customer satisfaction is crucial for every business, whether it operates in the service or private sectors. It is difficult to properly satisfy every customer. If a customer is pleased with a product after utilizing it, they will express their satisfaction (Yao et al., 2019).
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Today's digital nomad travelers investigate a brand's reputation and image before booking a hotel. Maintaining their online reputation is yet another important issue that hotels regularly face. Yet, this issue is not currently affecting the hotel industry. Yet assessments and trustworthiness have been disregarded by all enterprises since the beginning. They are not aware that a weak brand image is caused by poorly managed reputation (Lewis, 2004). 
The solution in this case may be given that, according to a survey, 93% of tourists examine internet evaluations before booking their accommodations and 33% of clients do not want to book a hotel without ratings. Also, it's critical to consistently track client opinions of your brand and the services you provide (Weinz, 2010). No matter the language or technology, feedback management solutions let you keep track of and manage your online reviews (Vermeulen et el., 2009). 
Since there are numerous hotels providing alluring bargains, guests of Skystar Hotel sometimes do not remain with a certain brand. Instead, if you don't personally engage with them, communicate with them, and offer a distinctive guest pleasure, they're open to alternatives (Park, 2013).
To solve this issue, it should be crucial that providing good service is essential to developing a popular hotel industry.  As Luoh & Tsaur (2007) state that "The definition of quality-of-service emphasis on fulfilling guests' requirements and requirements," and that "The perception of the quality of service has been largely Centered in the hospitality business."
Far Running loyalty programs is a more realistic way to increase your customer base of loyal customers. These entail giving guests access to savings, rewards, and benefits that are only available to members. Hence, even if a consumer has stopped using your services, you may still get in touch with them and offer them deals or packages (O'Fallon, 2010). Don't forget to consider and put into practice methods that will increase recurring business at your hotel. To all major issues with Skystar Hotel the solution is to implement AI technology. Hence, the appropriate AI technology may be used to offer contactless hotel services. A robot, Chatbots and AI self-service customer interface that enables rapid check-in and check-out procedures, shares your property's location, and even enables visitors to order pick-up and drop-off services could be implemented as seen in trends all over hospitality industry such as Hilton’s Connie and Edwardian hotels’ Edward are major examples (Team, 2022). Be abreast on the most recent developments in the hotel sector. By doing that, Skystar hotel will be able to better match the evolving customer requirements.

Along with hospitality sector, the hotel sector accounts for a market throughout Europe valued €154.2 million and supports 11 million people (Urbanski, 2007). The World Tourism Organization (WTO) predicts a 3.6 to 4.0% per year increase in hotel stays, a globally renowned indicator of tourism (OEeD, 2005), until 2020, which translates to a net rise of more than 60% over the next 12 years and puts strain on the supply of materials and amenities (UNWTO, 2006). Yet more than 80% of UK firms are classified as small and medium-sized enterprises, which is normally seen as an indicator of poor data exists.
In reality, whenever the performance gaps between the UK and the US are measured in terms of value created per employee, the hospitality and dining industries are the second biggest contributors (AIM, 2003).
The hotel and tourism industries are inherently customer- and service-focused. In the interest of fostering client happiness and loyalty, it works to ensure that consumers have positive perceptions of the calibres of the services provided by businesses engaged in this industry. In light of this, providing excellent service is growing to be increasingly crucial daily in the travel sector (Kilichan & Yilmaz, 2020). Businesses that strive to provide great customer service conduct research to understand the preferences and requirements of their clients, and they adopt tactics and procedures in the context of current events.
Companies in this industry, whose services have historically been focused on people, have recently been studying technology improvements and attempting to modify their products to the demands of the moment as soon as those innovations are feasible (Kilichan & Yilmaz, 2020). Robotic technologies are becoming more common in the tourist and hospitality sector, and the employment of applications of AI in this sector attracts attention, even if it does not appear feasible for them to completely replace people (Coffinet E., 2020). While certain partners in the tourist and hospitality industries have expressed some criticism about the usage of these innovations, now that they're pervasive in practically every sector, it is crucial that companies to adopt, embrace, and employ this latest technology as a need of the time (Riley. et al., 2002). 

It is well recognized that most robots utilized in the tourism and hotel sectors are either commercial or domestic assistance robots. These robots are available to consumers within the marketplace and offer the firm tremendous convenience in attending to the demands of its clients. (Revinate, 2022) Despite the use of robots in the tourist and hospitality sectors is now restricted, the rapid expansion of the robotics industry anticipated in the upcoming years can be read as a rise in the utilization of these robots over time (Haristova, 2019). Hence, it is potential for tourism-related firms to profit in various ways, including cost savings, obtaining a strategic advantage, and raising customer happiness (Kim, 2021).
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According to current procedures, these technologies are employed in the food and beverage and front office departments, which often engage with customers (Dogru, et al., 2020). Unfortunately, the housekeeping division hardly sometimes uses them. These technologies are anticipated to be employed in laundry and cleaning services during the next years, including transporting and collecting soiled sheets to specific locations, folding towels and bed linens, and cleaning up rooms (Yang et al., 2020). The visitors will probably be able to operate the lamps, drapes, central air, TV, room temp, and equipped with technology devices using chat bots that have been placed in the bedrooms and are responsive to the visitors' voices after the rooms have been made smarter (Giousmpasoglou, 2020). 
[image: ]
(Pannu, 2015)
Future progress includes machine intelligence auditory and visual systems that can sense a visitor's mood in the mornings and produce visuals on the walls that will help them feel woken. 
As AI technology also have some disadvantages. Is indeed the overall purpose to deliver a fully unmanned services or to enhance the level of service by working with competent staff? is a further query that has to be answered. Despite the difficulty of answering this issue, the essence of the tourist and hospitality industries ensures that any service lacking a human touch can never meet the wants and needs of customers. For hosting, ideas like feeling, emotion, a smile, and sincerity are essential, and service robots and ai - powered technologies cannot be assumed to invoke these concepts in the same way that a person can (Shamim et. al., 2017). In other words, despite technical advancements in the travel and hospitality sectors, it is impossible to discuss "service" and "hospitality" without mentioning humans. 
Actually, it is most probable that robot and applications based on AI will be acknowledged as significant components that assist tourist employees rather than replace them and maybe even fill new professional responsibilities. (Revinate, 2022)

Finally, the concern of customer and staff user satisfaction should be seen as such a serious risk that guests who are not tech-oriented, do not recognize new technologies, are reluctant to use these innovations, and staff who are not embracing these innovations should be thought of as potential barriers (Hudson & Gibert, 2006). 

Hotels are a very competitive industry and when a hotel is facing marketing and operational challenges, it can be difficult to turn things around quickly (OECD, 2010). 
Fortunately, there are some steps a hotel can take to improve its marketing and operational performance. Below are some ways hotels can improve their marketing and operational performance by introducing Ai and other strategies in order to become more successful. 

[bookmark: _Toc128893582]1. Understand Your Audience: There is nothing more important than understanding your target audience, who they are and what they want. Taking the time to research and analyse your customers will help you identify what promotional methods will work best for you. You should also consider implementing feedback surveys to get feedback directly from customers (Sigala, M., 2005). 

[bookmark: _Toc128893583]2. Adopt Digital Strategies: Digital marketing can help hotels reach new customers, offer a better online booking experience and develop a strong online presence (Agarwal et al, 2009). Investing in online advertising, email marketing, and social media campaigns can help hotels reach a wide range of customers. Additionally, modern booking software systems can ease the process of managing reservations, reduce the number manual errors, and increase overall efficiency.

[bookmark: _Toc128893584]3. Utilize Data Analysis for Decision Making: Utilizing data analysis can help hotels gain insight into their marketing and operational performance. This data can be used to identify customer trends, analyse customer feedback and monitor customer satisfaction levels (Coffinet. E, 2020). As a result, hotels will be able to make better decisions and correct any issues quickly.

[bookmark: _Toc128893585]4. Develop a Loyalty Program: Loyalty programs are a great way for hotels to reward their customers for their loyalty. Implementing a loyalty program can help hotels encourage customers to return and generate more business. Offering a reward or incentive to loyal customers will not only increase the chances of customer retention but also help build relationships with customers (Aziz Ferdous, 2020).

[bookmark: _Toc128893586]5. Improve the Quality of Service: Quality of service is one of the most important aspects of any hotel. Providing excellent customer service will help ensure customer satisfaction, and create a positive experience for guests. Improving the quality of service includes being attentive to customers’ needs, being friendly, and providing an enjoyable atmosphere.

By following these steps and making the necessary improvements, Skystar hotel can become more successful in their marketing and operational performance. Implementing these strategies will help hotels gain more customers and increase their profitability. With quality customer service and the right digital strategies in place, Skystar hotel can become successful.

[bookmark: _Toc128893587]Findings & Results 

When Skystar hotel is having problems with its marketing and operational issues, there are a few key considerations in determining the root cause and potential solutions. These solutions are based on seven logical solution plans and Lewis change model. It is important to evaluate the hotel's current performance and then to review the evidence and best practices demonstrated by similar hotels that are succeeding. Using this evidence-based approach, hotel owners and managers can develop recommendations to improve their hotel's marketing and operations.

The starting point is to understand the current issues that the hotel may be facing. This includes examining the effectiveness of current marketing campaigns and customer feedback on lodging experience and services provided. Getting to the root of the problems can help identify opportunities for improvement and strategies to better engage with guests. Gathering customer feedback is key to understanding what is working, what is not, and what can be improved.

It is also important to look at the hotel’s operational processes. Is there room for improvement in efficiency? Are there organizational changes needed to improve customer service and operations? Are there technology upgrades that could increase productivity? Analyzing the current process and identifying obstacles can lead to important changes (Coffinet. E, 2020). 
Once the current issues are identified, the next step is to examine the evidence and best practices of successful hotels (Bowen & Morosan, 2018). What is it that they are doing that is making them successful? Are there opportunities to replicate some of their practices and apply them to the hotel? Examining the typical guest experience, marketing efforts, customer service, processes and overall operations can provide clues to ways in which the hotel can become successful. 
Based on these findings, it is then possible to develop recommendations to improve the Skystar hotel's marketing and operations. These may include changes to current marketing campaigns, customer service initiatives, operational processes, technology upgrades, and even complete organizational restructuring as discussed above section. Developing comprehensive strategies and action plans can help ensure a successful outcome.

Using an evidence-based approach to solving problems related to hotel marketing and operational issues can help reduce the potential for failure and help identify the most effective solutions. By taking the time to better understand the current problems, examine the evidence and best practices from successful hotels, and develop comprehensive recommendations, hotel owners and managers can take the necessary steps to improve the overall performance of the Skystar hotel.
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(Weihrich, H., 1982.) 
[bookmark: _Toc128893588]TOWS Analysis:
Having marketing and operational problems is an issue faced by many hotels due to changing consumer needs and preferences. When it comes to dealing with such issues, a TOWS (Threats, Opportunities, Weaknesses, and Strengths) analysis can be an effective tool to pinpoint the problem areas and to devise strategies to improve the hotel’s overall performance. 

A TOWS analysis begins with an assessment and review of the Skystar hotel’s internal strengths and weaknesses, and external opportunities and threats. In the case of marketing issues, understanding an organization’s competitive advantage is essential in order to identify a strategy that will allow it to gain an edge over its competitors. For this reason, a thorough review of the Skystar hotel’s competitive landscape, including its customer base and target market segments, is necessary. Once the competitive landscape is understood, the Skystar hotel can identify marketing strategies that will allow it to capitalize on its strengths or to mitigate its weaknesses.

For operational issues, a TOWS analysis considers the Skystar hotel’s operational infrastructure, including its processes and procedures (Whittington et al 2020). A review of the operational efficiency of the hotel will help to identify opportunities for improvement and identify areas that may need to be addressed in order to increase efficiency and reduce costs. Additionally, analysing the Skystar hotel’s performance in comparison to its competitors will reveal areas of improvement and opportunities for differentiation.

Once the TOWS analysis is complete, the Skystar hotel can then devise an appropriate strategy to address the identified issues. For marketing issues, the strategies devised may focus on improving the hotel’s visibility and reputation, utilizing targeted promotions or campaigns, or leveraging its competitive advantages. For operational issues, the strategies devised may revolve around streamlining processes and procedures, investing in training and development, or introducing technology to increase efficiency and help with cost reduction.

In conclusion, a TOWS analysis is an effective tool for identifying and addressing issues in marketing and operations, allowing any hotel to gain a competitive edge and to improve its overall performance (Whittington et al 2020).  By taking the time to assess and understand its internal strengths and weaknesses, as well as its external opportunities and threats, the hotel can identify an appropriate strategy to address the issues and work towards improving its overall performance.



[bookmark: _Toc128893589]Action Plan 

Creating an action plan to resolve the issues faced by Skystar hotel can only be done by seven logical action plan steps and views (Rooke and Torbert, 2005). This plan will incorporate AI technology into the hospitality industry can bring immense advantages in terms of improved customer service, increased revenue, and more efficient operations. Implementing any new technology process can be complex and often requires expertise and significant investments, but with a clear strategy and actionable steps and by following Lewin’s change model steps that are unfreezing, change and refreezing seems like a good procedure. According to Levasseur, R.E., (2001) Lewis change Model will make the Skystar hotel transition to incorporating AI easier. 
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(Burnes, 2020)

The first step in creating an AI action plan is to decide on the specific technology that you want to introduce and the goal that this technology should help you achieve. Is your goal to improve customer service, maximize revenue, automate processes, or something else? Once you have a clear goal in mind, research the different AI solutions available and determine which will work best for your needs.

The second step is to establish a budget for implementing the AI technology. This includes both monetary and personnel costs, including training for employees to ensure proper use of the technology. Allocating sufficient resources for the implementation is critical to ensuring its success.

The third step is to create a timeline for when you want to implement the technology. This should include when specific tasks will be completed and milestones that must be met. If the implementation fails to stay on track, it’s important to adjust the timeline accordingly.

The fourth step is to create a plan for testing the technology. This should include a comprehensive test plan that covers functionality, user experience, and compatibility with existing systems. Both manual and automated tests should be performed in order to ensure that the technology works as expected.

The fifth step is to create a plan to roll out the technology. This should include an appropriate amount of training for the employees who will be using the technology and a plan for communicating the adoption of the technology to customers. Customers should be informed of the technology and how it will improve their experience.

The sixth step is to establish metrics for tracking the success of the technology. This should include factors such as customer satisfaction and any other factors that were established in the original goal for the technology. Measurements should be taken regularly to ascertain that the technology is achieving the desired results (Witt, 1989).

The seventh step is to ensure ongoing support of the new technology. This includes providing ongoing training and support to those using the technology, and regularly assessing the technology to see if its performance is meeting expectations (Nguyen 2022). It's also important to monitor customer feedback to ensure the technology is continuing to be effective and meeting customer needs. 
Incorporating AI technology into the hospitality industry can bring immense benefits, but it requires careful planning and execution (Lee 2020). Following these seven steps can help ensure that any transition to using AI technology is successful.

[bookmark: _Toc128893590]Financial Budget and detailed cost:
The Skystar Hotel is facing operational problems and a decreased demand for its services. In order to improve the hotel’s operations and sales, the introduction of artificial intelligence (AI) and digital technology into the business model is essential. The following financial budget details the costs associated with this development project.

The first step is to invest in AI and digital technology to provide a more attractive customer experience. This investment should include a customer service platform which can communicate with customers, providing responses to queries and taking bookings in real time;(Pervez, 2020) a customer feedback system to quickly identify and address customer issues; and a website and app, both of which should offer booking and payment facilities, as well as tailored recommendations and incentives to encourage customers to return (Mingotto, 2021).

This technology will enable the Skystar Hotel to better understand its customer base, develop customer loyalty, and create marketing campaigns to reach potential customers (Li.J, 2019). The cost of technology software, hardware, and implementation are estimated at $18,000. 

The second step is to design and implement new processes which incorporate AI and digital technology. These processes will include a multichannel marketing strategy, a data-driven customer segmentation, and a comprehensive analytics system. It is also important to invest in training staff to incorporate the new practices, as well as to reduce customer errors and improve customer service. The estimated cost for this is $10,000.

The third step is to develop an AI-powered customer relationship management (CRM) platform. This platform will integrate with the customer service platform, allowing for the servicing of customer inquiries and bookings in real time. It will also offer an automated email marketing system, a dynamic pricing system, and personalized customer discounts and rewards. The cost of the CRM platform is estimated to be $10,000.

Finally, the Skystar Hotel should invest in data security in order to protect customer information. These investments in security should include anti-malware software and firewalls. The cost of implementing data security is estimated to be $2,000.

In total, the financial budget for introducing AI and digital technology to the Skystar Hotel is estimated to be $40,000. This investment is necessary to improve the hotel’s operations and sales and to create a more attractive customer experience. The hotel will benefit from a higher customer satisfaction rate, more efficient processes, and improved marketing strategies. The long-term success of the hotel is dependent upon a smart investment in AI and digital technology.


[bookmark: _Toc128893591]Recommendations 

Evidence-based findings and AI integrations can be utilized to address marketing and operational problems in the hospitality industry. In order to introduce such technologies into a hotel, the following steps should be taken.

First, a complete assessment of the hotel’s current processes should be conducted, including a review of operational structure, sales techniques, customer service and marketing channels. The findings of the assessment should be used to create a plan of action that outlines the specific changes that need to be implemented.

Once the plan of action is created, the hotel should begin to implement AI and evidence-based findings. AI technologies can be used to automate many of the manual processes that are often time-consuming and prone to errors. AI can also be used to optimize customer service, as it can respond to customer inquiries quickly and accurately. For example, AI can be used to generate personalized recommendations for guests based on their preferences and past behavior, or to recommend activities in the local area. AI can also be used to market the hotel more effectively by collecting and analysing data about customer behavior and using it to develop targeted campaigns.

In addition to incorporating AI, the hotel should also utilize evidence-based findings. Evidence-based findings can provide insight into customer preferences, which can be used to improve customer service and tailor marketing campaigns. Evidence-based findings can be used to gain an understanding of the most successful sales techniques and pricing strategies so that the hotel can maximize profits (Limma, n.d).

Once AI and evidence-based findings have been implemented, the hotel should analyse the results to determine whether the changes have been successful. This analysis should be used to adjust the plan of action, if necessary, and should be monitored on an ongoing basis to ensure that the changes are helping to improve the hotel’s performance.

By introducing AI and evidence-based findings into their operations, hotels can improve their customer service, marketing campaigns and operational efficiency. This can help to address marketing and operational problems and create a more successful hospitality business.



[bookmark: _Toc128893592]Conclusions 

To conclude, this consultancy report was designed to analyse the operational problems of the Skystar Hotel, and develop solutions to improve overall performance. Through careful evaluation of existing data and evidence, a comprehensive understanding of the current issues was developed.

Starting with an in-depth assessment of the current structure and operations of the Skystar Hotel, the team identified several key areas of improvement. These areas included issues with the organizational structure, the operational procedures and processes, and the communications and strategies in place.

The team then conducted research into various Artificial Intelligence (AI) solutions that could be implemented to improve these processes. After determining the best solutions for the Skystar Hotel, the team then tested these solutions and gathered evidence as to their effectiveness.

Overall, the evidence suggests that the AI solutions could effectively improve the operations of the Skystar Hotel. By utilizing these solutions, it should be possible to enhance the structure and processes, streamline operations, and improve communication and strategies.

Based on the evidence presented, this consultancy report concludes that AI solutions could be effectively implemented at the Skystar Hotel in order to improve overall performance. Furthermore, this report recommends that the Skystar Hotel should continue to explore the potential of AI solutions in order to remain competitive and ensure long-term success.

Thank you for the opportunity to conduct this consultancy report and analyse the operational problems of the Skystar Hotel. It was a pleasure to provide our valuable insights and expertise, and we trust that the information provided will be useful in managing the long-term success of the Skystar Hotel.
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Table 1. Robot Types and Characteristics (Murphy et al., 2017, p. 106)
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Lewin's Change Management Model

-

Unfreeze Change Freeze

BetterUp




image1.jpeg




image2.jpeg
Internal

External

Helpful

Opportunities

Weaknesses

Threats

T





image3.jpeg




