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[bookmark: _Toc201346161]Executive summary
An luxury hotel situated in the centre of Milan, Italy, is Hotel de la Ville. The hotel includes a roof terrace that offers spectacular views of the city's historic centre, over 100 well-appointed and capacious accommodations, and exceptional culinary options. Additionally, it features a decent design. This research will conduct a comprehensive analysis of the hotel and provide strategic guidance. The hotel continues to conduct numerous operations in the traditional manner, including receiving reservations, assisting guests, and managing data. As a consequence, the efficiency of operations has decreased, service has been slowed, the likelihood of room management errors has increased, and it is more challenging to offer customers personalised experiences. Despite the hotel's favourable reputation and proximity to renowned attractions such as the Duomo, La Scala opera house, and Galleria Vittorio Emanuele II, these are critical components of hospitality in the contemporary era that influence customer satisfaction and the hotel's competitive viability. Integrating technological solutions, including a Property Management System (PMS) and Customer Relationship Management (CRM) software, is essential for the hotel to effectively manage reservations, maintain visitor profiles, and ensure seamless digital interactions. There is no way to effectively interact with recurrent visitors, utilise data to offer customised services, or understand what consumers want in the absence of these platforms. Consequently, the organisation is less adaptable and less appealing to a younger demographic of technologically adept clients who prioritise responsiveness and simplicity. Our investigation indicates that the utilisation of manual methods increases the duration of the check-in process, the duration of the booking process, and the probability of errors in room management. These challenges not only impede the hotel's daily operations, but they also impede the productivity of employees, as they are unable to focus on high-value interactions that improve the visitor experience due to their excessive workload. As a result of these operational issues, the hotel is unable to generate revenue and the cost of labour increases. CRM systems provide access to data-driven marketing tools that can assist in increasing direct reservations and reducing dependence on other platforms. Without such systems, you are unable to exploit these tools. This leads to a decrease in profitability and a more difficult time generating revenue. The analysis demonstrates that these issues not only negatively impact the hotel's current earnings, but also suggest that the hotel is not capitalising on a potential long-term revenue stream. The reason for this is that digital connectivity is becoming more critical in order to attract contemporary, tech-savvy consumers who require digital convenience during their stay. Hotels should provide the same level of digital connectivity as other enterprises in order to appeal to younger generations. If these standards are not met, consumers may perceive the hotel as antiquated, which could potentially harm its reputation. The PESTEL analysis indicates that the adoption of technology is influenced by a variety of external factors, including political regulations such as the General Data Protection Regulation (GDPR) that require robust data management systems, economic factors that influence the demand for luxury travel during the COVID-19 epidemic, social factors that favour digital convenience and personalised experiences, technological trends that establish new industry standards, environmental factors that encourage environmentally friendly practices, and legal requirements associated with labour laws and data protection. According to the SWOT and TOWS analyses, the hotel possessed numerous advantages, including a reputable brand and an advantageous location. There are certain drawbacks to the hotel, including the necessity of adhering to traditional methods, the failure to capitalise on opportunities to implement digital technology and sustainability initiatives, and the need to contend with customer expectations and compete with other companies. According to the results, we recommend the following: Utilising a sophisticated Property Management System (PMS) to automate critical operations will expedite the check-in and check-out processes, thereby increasing efficiency, decreasing errors, and increasing visitor satisfaction. Increasing passenger loyalty and revenue by providing personalised services and targeted marketing through the implementation of Customer Relationship Management (CRM) software that effectively collects and analyses guest data. Improve employee satisfaction and visitor experiences by providing employees with the requisite skills to effectively utilise new technologies and deliver high-quality service through staff training and development. To reduce operational expenses, environmental impact, and attract environmentally conscious visitors, sustainable technologies such as energy-efficient lighting, low-flow fixtures, smart thermostats, and waste reduction programs are implemented. Each concept's cost, timing, and necessary actions are detailed in the action plan. This guarantees that the transition proceeds without incident and does not disrupt usual business operations. In an effort to enhance the quality of its guests' experiences, remain competitive in Milan's luxury hotel market, and modernise its operations, Hotel de la Ville must implement environmentally responsible practices and innovative technology. The hotel will be able to address its current issues, meet the requirements of modern visitors, and guarantee long-term success by successfully implementing these concepts. We are confident that these modifications, which are bolstered by effective change management practices, including employee and stakeholder engagement, comprehensive training, and performance monitoring, will generate substantial advantages, including increased productivity, more satisfied and loyal customers, increased profits, and a stronger brand reputation. It is with great appreciation that we acknowledge Hotel de la Ville's confidence in Veridian Edge Hospitality Consulting to supervise this significant undertaking. This will allow the hotel to maintain its reputation as one of the highest-quality accommodations in Milan's luxury hospitality industry and provide guests with unparalleled experiences. We are eager to assist the hotel in the implementation of these concepts and the attainment of its long-term goals.
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1. [bookmark: _Toc201346162]Introduction
The sole method of enhancing the quality of visitors' experiences and optimising operations in the hotel industry is the integration of technology. Hotel de la Ville in Milan, Italy, despite its favourable location and robust reputation, is currently experiencing complications that underscore the necessity of transitioning to digital technology. The classical architecture of Hotel de la Ville, which was founded in 1962, is renowned. It offers over 100 comfortably appointed accommodations, a variety of culinary options, and a rooftop terrace that offers breathtaking vistas of Milan's historic centre. Both commercial and international clients are acquainted with the hotel. The Hotel De La Ville (2014) boasts a contemporary ambiance and personalised service for each guest. In order to accommodate a variety of preferences, the Hotel de la Ville offers both traditional and contemporary accommodations. Marble restrooms with walk-in showers or bathtubs, parquet floors, and brocade wall coverings are all characteristics of traditional rooms. These spacious, traditional accommodations are indicative of the hotel's protracted commitment to luxury (Hotel De La Ville, 2016). The modern interiors will be adored by individuals who appreciate contemporary designs, as they feature clear lines and gentle colours. The deluxe category provides accommodations that are interconnected for families or groups, and the spacious junior suites may be able to accommodate an additional individual. To ensure the utmost convenience, each room is equipped with a flat-screen TV, a minibar, and air conditioning. Hotel de la Ville is an excellent choice for lodging in Milan due to its proximity to the Duomo, Galleria Vittorio Emanuele II, and La Scala opera theatre. A breakfast buffet featuring heated options is available, and a modest restaurant that serves traditional Italian and Mediterranean cuisine for lunch and dinner (Hotel De La Ville, 2016). Visitors are able to dine at some of Milan's most renowned restaurants, which are situated in a vibrant culinary scene, as a result of the hotel's exceptional location. The Hotel de la Ville is a tranquil retreat from the city's bustle, thanks to its retractable roof, verdant vegetation, wooden sun terrace, and stunning swimming pool. The cellar is equipped with a spacious retreat that includes a sauna, steam room, and exercise apparatus to promote your well-being and relaxation. The significance of accessibility is underscored by the presence of two accessible toilets and a deluxe accommodation that is wheelchair accessible. Individuals who experience mobility issues may also benefit from the sit-down shower in a suite (Britishairways.com, 2024). It employs antiquated, manual procedures in critical aspects of its operations, including data processing, visitor assistance, and bookings. This has resulted in inefficiencies, delayed service, and a reduced capacity for visitors to customise their experiences, all of which are critical in the modern hospitality industry. Hotel de la Ville lacks integrated technologies, such as a Customer Relationship Management platform or a Property Management System, which are critical for the successful management of visitor profiles, the booking process, and digital interactions. The hotel experiences difficulty in maintaining a record of visitor preferences, utilising data to offer personalised services, or conversing with customers who return without these resources. The hotel's ability to attract and retain a new generation of tech-savvy customers who desire rapid service and convenience is also impeded by this technology divide, which also inhibits its ability to be flexible in its operations (Okumus et al., 2014). Additionally, the hotel has failed to capitalise on the opportunity to be more environmentally conscious and conserve energy due to its lack of smart technology solutions. This is disheartening for customers who prioritise environmental sustainability. Hotel de la Ville has enlisted Veridian Edge Hospitality Consulting, a company that is well-versed in the ways in which technology is transforming the hotel industry, to assist with these matters. Veridian Edge's primary objective is to identify strategic concepts that facilitate hotel operations and enhance guest experiences through digital innovation. Veridian Edge will conduct a comprehensive evaluation of Hotel de la Ville's current systems and offer customised recommendations, including the implementation of a cutting-edge PMS to streamline maintenance, invoicing, and check-in. This integration will reduce the number of errors that occur when working by hand, expedite the service process, and provide employees with additional time to concentrate on the unique requirements of each customer (Moyeenudin et al., 2018). Additionally, a CRM system will be implemented to consolidate visitor data, thereby simplifying the process of monitoring each passenger's preferences, history, and opinions. This will facilitate the provision of personalised service offerings that will foster customer satisfaction and loyalty (Teng, 2022). This study employs frameworks such as PESTEL to evaluate the external factors that influence the adoption of technology in the hospitality sector, and SWOT to analyse the internal strengths, weaknesses, opportunities, and threats associated with hotel operations. By leveraging Hotel de la Ville's premium brand and business objectives, a TOWS research will effectively transform these insights into strategic actions. Veridian Edge aims to employ this methodology to develop a technology transformation strategy that enhances the overall experience of visitors, enhances operational efficiency, and enhances Hotel de la Ville's competitiveness in the Milanese market.
2. [bookmark: _Toc201346163]Analysis
The sole method of enhancing the quality of visitors' experiences and optimising operations in the hotel industry is the integration of technology. Hotel de la Ville in Milan, Italy, despite its favourable location and robust reputation, is currently experiencing complications that underscore the necessity of transitioning to digital technology. The classical architecture of Hotel de la Ville, which was founded in 1962, is renowned. It offers over 100 comfortably appointed accommodations, a variety of culinary options, and a rooftop terrace that offers breathtaking vistas of Milan's historic centre. Both commercial and international clients are acquainted with the hotel. The Hotel De La Ville (2014) boasts a contemporary ambiance and personalised service for each guest. In order to accommodate a variety of preferences, the Hotel de la Ville offers both traditional and contemporary accommodations. Marble restrooms with walk-in showers or bathtubs, parquet floors, and brocade wall coverings are all characteristics of traditional rooms. These spacious, traditional accommodations are indicative of the hotel's protracted commitment to luxury (Hotel De La Ville, 2016). The modern interiors will be adored by individuals who appreciate contemporary designs, as they feature clear lines and gentle colours. The deluxe category provides accommodations that are interconnected for families or groups, and the spacious junior suites may be able to accommodate an additional individual. To ensure the utmost convenience, each room is equipped with a flat-screen TV, a minibar, and air conditioning. Hotel de la Ville is situated in the centre of Milan's historic district, in close proximity to the Duomo, Galleria Vittorio Emanuele II, and La Scala opera theatre. This renders it an ideal location for lodging during your exploration of Milan. Traditional Italian and Mediterranean cuisine is served at the hotel's intimate restaurant for lunch and dinner, in addition to a breakfast buffet featuring heated options (Hotel De La Ville, 2016). Visitors are able to dine at some of Milan's most renowned restaurants, which are situated in a vibrant culinary scene, as a result of the hotel's exceptional location. The Hotel de la Ville is a tranquil retreat from the city's bustle, thanks to its retractable roof, verdant vegetation, wooden sun terrace, and stunning swimming pool. The cellar is equipped with a spacious retreat that includes a sauna, steam room, and exercise apparatus to promote your well-being and relaxation. The significance of accessibility is underscored by the presence of a wheelchair-accessible deluxe accommodation and two accessible restrooms. Individuals who experience mobility issues may also benefit from the sit-down shower in a suite (Britishairways.com, 2024). It has become less efficient, slower to provide service, and less capable of personalising visitors, all of which are critical components of contemporary hospitality, due to the continued use of antiquated, manual methods in critical areas such as data processing, reservations, and guest services. Hotel de la Ville lacks integrated technologies, such as a Customer Relationship Management platform or a Property Management System, which are critical for the successful management of visitor profiles, the booking process, and digital interactions. The hotel experiences difficulty in maintaining a record of visitor preferences, utilising data to offer personalised services, or conversing with customers who return without these resources. The hotel's ability to attract and retain a new generation of tech-savvy customers who desire rapid service and convenience is also impeded by this technology divide, which also inhibits its ability to be flexible in its operations (Okumus et al., 2014). The hotel has also failed to capitalise on opportunities to reduce energy consumption and promote environmental sustainability due to its failure to implement intelligent technology. This has discouraged visitors who are environmentally conscious. Hotel de la Ville has enlisted Veridian Edge Hospitality Consulting, a company that is well-versed in the ways in which technology is transforming the hotel industry, to assist them in resolving these matters. Veridian Edge's primary objective is to identify strategic concepts that facilitate hotel operations and enhance guest experiences through digital innovation. The current systems of Hotel de la Ville will be thoroughly examined by Veridian Edge, and they will offer specific recommendations, such as the implementation of an advanced PMS to automate maintenance, invoicing, and check-in. This integration will enhance the efficiency of service, decrease the number of manual errors, and allow personnel to concentrate on personalised customer interactions (Moyeenudin et al., 2018). Additionally, a CRM system will be implemented to facilitate the integration of visitor data, thereby simplifying the process of monitoring their preferences, histories, and perspectives. This will facilitate the development of personalised service offerings, thereby increasing visitor satisfaction and loyalty (Teng, 2022).
2.1. [bookmark: _Toc201346164]SWOT Analysis
Strengths
High-end consumers are attracted to Hotel de la Ville due to its favourable reputation in Milan's hotel industry. The Hotel De La Ville is situated in close proximity to the Duomo, La Scala opera house, and other cultural and business destinations. It is both convenient and sophisticated, catering to both leisure and business travellers (Hotel De La Ville, 2014). The hotel's accommodations are characterised by a distinctive blend of traditional and contemporary designs that cater to a diverse array of tastes and contribute to the hotel's status as a luxury establishment. Hotel de la Ville has established a devoted clientele as a result of its exceptional service, sophisticated atmosphere, and reputation for discretion and privacy (Hotel De La Ville, 2016).
Weaknesses
Despite these attributes, the hotel's efficiency is significantly diminished by its reliance on human processes. Service delivery and personalisation are problematic for the hotel in the absence of integrated systems such as Property Management Systems (PMS) and Customer Relationship Management (CRM) technology. The absence of digital technology at the hotel complicates the process of personalising interactions with visitors and expediting check-ins. It also impedes the optimisation of operational processes and resource management (Kedi et al., 2024). Additionally, the hotel's inability to implement targeted advertising campaigns is exacerbated by its lack of sophisticated marketing tools, resulting in a loss of revenue from both new and returning guests. This dependence on conventional methodologies may lead to inconsistencies in service quality, which may ultimately impact customer satisfaction.
Opportunities
Hotel de la Ville has an exceptional opportunity to enhance its allure by implementing contemporary technologies. By providing modern amenities such as automated room preferences, digital concierge services, and mobile check-ins, the hotel may differentiate itself. This is due to the increasing demand for digital convenience and personalised visitor experiences worldwide (Jayawardena et al., 2023). There is an opportunity to implement eco-friendly practices, such as sustainable procurement and energy-saving technologies, as an increasing number of travellers prioritise sustainability. This will increase the market's allure to environmentally conscious travellers (Parsakia, 2023). It would also be able to conduct targeted marketing campaigns that would attract and retain tech-savvy consumers by utilising CRM data to enhance its web presence.
Threats
The hotel is less competitive due to the presence of hotels in Milan and other countries that utilise state-of-the-art technology. These competitors are well-positioned to attract clients who prioritise technological integration and convenience. If Hotel de la Ville continues to delay technological enhancements, it will become increasingly difficult for younger guests to accommodate their evolving requirements. Lastly, the ongoing financial risks that are generated by global travel disruptions and economic fluctuations, such as those that occurred during the COVID-19 pandemic, are a significant concern. This underscores the necessity for businesses to operate efficiently during periods of fluctuating demand and low occupancy.
2.2. [bookmark: _Toc201346165]PESTEL Analysis
Political
Political stability and laws in Italy and the European Union have a big impact on how hotels like Hotel de la Ville run. Italy is generally politically stable, however hotels that are part of the EU must obey severe requirements about data privacy, notably the General Data privacy Regulation (European Union, 2024). If Hotel de la Ville were to start a Customer Relationship Management system, this rule would require businesses to protect personal information and use strong security measures. This means that Hotel de la Ville has to have strong methods for storing and managing data. Also, EU regulations on workers' rights say that every worker must have fair working conditions and benefits. This affects how the hotel hires people and might boost employment costs. Following health and safety laws has gotten harder, particularly during and after the COVID-19 pandemic. This means that the hotel has to do things to make sure that guests and workers are safe (Giousmpasoglou, 2024). revisions in these political considerations might impact the hotel's operational expenses and need revisions to its plans for integrating technology.
Economic
It has been challenging for Italy's economy to expand due to the COVID-19 pandemic, and inflation in the eurozone has further exacerbated the situation. The amount of money that individuals spend, particularly on luxury vacations, is significantly influenced by these economic circumstances, as Hotel de la Ville typically observes. In general, a weakened economy results in a decrease in the number of individuals travelling both domestically and internationally, which has an impact on hotel occupancy rates and revenue (Chen, 2011). Luxury hotels such as Hotel de la Ville are susceptible to fluctuations in the economy that influence travel expenditures and visitor spending, as Milan is recognised as a high-end holiday destination. The euro's exchange rate with other main currencies, such as the dollar and pound, also influences the competitiveness of a country on an international scale and pricing strategies (Giorgio Santinato, 2024). However, the tourism sector may eventually stabilise as a result of EU-funded initiatives to assist Italy's economy in its recovery. This economic climate safeguards the hotel from downturns by emphasising the necessity of utilising technology to enhance efficiency and reduce expenses (European Commission, 2022).
Social 
Hotel social trends demonstrate that more and more people want digital convenience and personalised experiences. Today's customers, especially millennials and Gen Z, put hotels that provide digital, seamless interactions—like smartphone check-ins, online reservations, and personalised room amenities—at the top of their list (Escobar, 2024). Hotel de la Ville is also dedicated to getting guests involved since more and more people want unique, customised experiences instead of standard hotel stays. Milan's tourism sector is largely driven by leisure and business travel, and it attracts a wide range of people, including high-end customers searching for a premium experience. But high-end guests also want options for customising and technology that make things easier (Hotel De La Ville, 2014). Also, visitors are becoming more and more concerned about sustainability and the environment. Guests that care about the environment want hotels that are eco-friendly, which means they use sustainable sourcing and energy-efficient technologies. This puts pressure on Hotel de la Ville to think about using sustainable technology (Rosa and Silva, 2017).
Technological
Technology adoption is one of the most crucial areas of growth for the hospitality industry. This is because luxury hotels often use technologies like PMS, CRM, and mobile apps. These technologies are especially crucial for hotels like Hotel de la Ville that want to stay ahead of the competition in Milan's high-end market. They make operations easier, make visitors happier, and let managers make decisions based on data (Stylos, Rahimi, and Robinson, 2024). Technological advances have led to better data security measures that help hotels comply GDPR and protect the data of their guests. However, using these systems requires a lot of money up front and regular upkeep. The hotel in Milan has to keep up with the latest digital trends to meet the rising demands of its guests for digital convenience. This is because the hotel sector there is becoming more competitive (Al-Gasawneh et al., 2021). New technologies like digital key systems, contactless payment, and smart room features are being used by modern hotels to provide guests a one-of-a-kind experience (Das, 2023). If Hotel de la Ville doesn't have these capabilities, it might fall behind its competitors and lose business from tech-savvy visitors.
Environmental
Environmental sustainability has become even more crucial in the hotel industry since both visitors and companies are pushing for eco-friendly practices. Adding eco-friendly methods is not only beneficial for the reputation of a luxury hotel like Hotel de la Ville, but it is also what the market wants today. Trash reduction, water-saving technologies, and energy management systems are some of the initiatives that might considerably cut operational costs and attract people who care about the environment (Abdou, Hassan, and Dief, 2020). Milan has special environmental standards that hotels may have to follow or pay penalties for not following. These restrictions are aimed to cut down on pollution and manage trash. Also, the city's focus on eco-friendly tourism makes companies, including hotels, work harder to lower their impact on the environment. Hotel de la Ville could be a good choice for those who care about the environment since it has smart thermostats, energy-efficient lighting, and other green technologies that will save money over time (Sustainable Hospitality Alliance, 2021).
Legal 
Italy has strict laws on hotel workers' rights, health and safety, and data privacy. The GDPR, in particular, compels hotels like Hotel de la Ville to set up solid data management systems to protect guest information. This is especially important in a luxury setting where guest privacy is highly prized. If you don't follow GDPR, you might get big penalties and a negative reputation. Italy's labour laws also have an effect on the hotel's staff practices and costs. These laws make sure that workers are treated fairly, given the right contracts, and given benefits. Health and safety laws also require cleanliness and safety practices, especially in light of COVID-19, which calls for regular compliance audits. Using technology not only helps the hotel achieve these legal standards, but it also makes sure that the hotel can function smoothly without breaking any laws (Sachs et al., 2022). The hotel may also have to change how it hires people because of labour laws. For example, if they adopt technology, certain duties may be easier, which means they won't need to hire as many people.
2.3. [bookmark: _Toc201346166]TOWS 
	Strengths – Opportunities (SO)
	Hotel de la Ville is a well-known luxury hotel in Milan, and its wonderful position near iconic sights like the Duomo and La Scala lets it take advantage of the growing demand for high-end, tech-savvy guest experiences. The hotel may take advantage of this by introducing digital amenities like customised concierge services, smart controls in rooms, and mobile check-ins. Adding these modern comforts to Hotel de la Ville might not only make guests happier, but it could also attract a more tech-savvy crowd, particularly among international travellers and business people who value fast, perfect service (Wang, 2024). The hotel will also be able to provide unique, personalised experiences that set it apart in the luxury segment by using its brand and physical location with new digital offerings.

	Strengths – Threats (ST)
	Hotel de la Ville's high levels of service and strong brand power should help it stay ahead of the competition from other high-tech luxury hotels in Milan. The hotel might create a selling point that attracts guests who want both a refined ambiance and contemporary technology by emphasising its unique blend of traditional elegance and modern convenience. Hotel de la Ville should be marketed as a unique option for visitors who want both modern technology's efficiency and the charm of classic hospitality (Wong, Wan, and Sun, 2023). This technique might help the hotel stay ahead of the competition and build brand loyalty, even if other hotels adopt similar digital technology.

	Weaknesses – Opportunities (WO)
	Hotel de la Ville may employ the latest digital technology to adopt Property Management Systems (PMS) and Customer Relationship Management (CRM) solutions to fix problems with operations that come from using hand-written systems. These solutions would make everyday tasks like checking in guests and managing rooms easier, which will let staff members focus on giving each guest personalised service (Yushchenko, 2024). CRM data helps the hotel tailor its services and marketing activities by keeping track of what guests like. This makes guests more loyal and encourages them to come back. Also, adding energy-efficient technology fits with the rising number of visitors who want to be more environmentally friendly and may help the hotel attract tourists who care about the environment while also cutting costs (Brahami et al., 2020).

	Weaknesses – Threats (WT)
	Hotel de la Ville is required to develop a progressive digital transformation strategy in response to the increasing expectations of contemporary visitors and the technical constraints it faces. This strategy would gradually incorporate new technologies and manage financial risk while maintaining high service standards. By employing a comprehensive, cost-effective strategy, the hotel may mitigate the risks associated with transitioning from manual to digital operations without overtaxing its resources or compromising the visitor experience (Soares et al., 2021). This cautious approach enables Hotel de la Ville to maintain its position in the premium market in Milan and to prepare for the long-term requirements of a hotel environment that is becoming more reliant on technology.



3. [bookmark: _Toc201346167]Recommendations
· At Hotel de la Ville, using a Customer Relationship Management system is a deliberate move to make guests happier via personalised marketing campaigns and services. The CRM system's ability to gather and analyse visitor data will help us learn more about what customers like and how they act (Ozay et al., 2024). The implementation plan says that to make sure that all operational platforms work together perfectly, a CRM solution that works with the present Property Management System (PMS) must be chosen. It is very important to set up a solid data collection structure that includes rules for data entry, administration, and privacy compliance that follow the General Data Protection Regulation (GDPR). Integrating the CRM with all guest touchpoints, such as the front desk systems, booking engine, and hotel website, will provide you a clear picture of all the people who have been in contact with you (Mirakhor, 2021). To effectively use the CRM system, you need to use change management approaches. This includes training for employees on how to protect their privacy and follow the GDPR and ethical data handling guidelines. To make CRM a part of present processes, responsibilities may need to be changed and workflows may need to be changed. Encouraging employees to provide feedback on how easy it is to use the CRM may make them feel more responsible and may lead to improvements in how well the system works. Employees may be afraid about having to do additional work because of data entry demands. To ease this worry, management should illustrate how the CRM automates typical tasks over time and provide employees tools that increase productivity (Demewoz, 2021). Setting aside particular times or tasks for data management may also help ease anxieties about workload. Success will depend on key performance indicators like visitor retention rates. Better personalisation should lead to an increase in repeat reservations, as planned. Personalisation measures, such as the number of tailored services offered, will demonstrate the effectiveness of the CRM in enhancing the experiences of each visitor (Becker and Jaakkola, 2020). Using the CRM's analytics tools to improve the performance of targeted marketing campaigns will help you figure out the return on investment (ROI) of your marketing efforts. The rates include a setup fee of around €30,000, annual maintenance expenses of roughly €7,000, and training costs of about €3,000. These costs are worth it since they might lead to higher profits from increased customer loyalty and more effective marketing. This will make the hotel much more lucrative. Also, the CRM system might help with long-term competitive advantage by giving useful information for strategic choices.
· Hotel de la Ville has to spend money on training and developing its personnel if it wants to stay up with new technologies and preserve its excellent service standards in today's competitive hotel industry. The implementation strategy starts with a comprehensive evaluation of training requirements to find skill shortages in the new Property Management System (PMS) and Customer Relationship Management (CRM) software, as well as areas of service delivery that need to be improved. This assessment will direct the creation and organisation of tailored training programs that include lectures, practical exercises, and e-learning modules to accommodate diverse learning preferences (Mohd et al., 2020). Setting up ongoing development initiatives may help people see clear paths to career growth and provide them opportunity to keep learning, which can boost staff motivation and retention (Garavan, et al., 2023). To make this transformation happen, you need to use change management approaches. One way to get people involved is to encourage a culture where learning is valued (Kotter, 2012). Armstrong and Taylor (2023) say that programs that recognise and reward workers who do well at adapting to new systems may assist reinforce excellent practices and dedication to the organization's goals. Being involved in leadership is very important. Managers should set a good example and take part in training to show their workforce that they care and can change their minds (Yukl, 2023). Staff members may feel overwhelmed by new demands, so they should be provided adequate help and a clear explanation of the benefits to make sure that training is engaging and entertaining enough to keep their attention and help them learn. Staff competency assessments will be used to measure performance; greater scores on evaluations after training suggest that information was transferred well. Positive feedback from visitors about the quality of service will show that the training had an effect. Employee satisfaction surveys demonstrate that good training and development programs lead to higher levels of job satisfaction and morale. The costs include roughly €5,000 for the fees of expert trainers and nearly €10,000 for producing training materials. Opportunity costs, such as potential productivity loss during training periods, may be mitigated via meticulous scheduling (Rijal and Sesario, 2024). These costs are a strategic investment that is likely to pay off in the long run since a trained personnel has several benefits, such as increased productivity, happier visitors, and less turnover (Bisbey et al., 2020). Hotel de la Ville can make sure that its personnel can deliver high-quality services that meet the changing demands of visitors by giving them the right training and promoting a culture of continuous development. This will help the hotel stay ahead of its competitors in the luxury hotel industry.
· Hotel de la Ville needs to use a cutting-edge Property Management System (PMS) to modernise its operations, make guests happier, and stay ahead of the competition in the luxury hotel market. The PMS will automate important tasks like making reservations, checking in, cleaning, and sending invoices. This will cut down on errors made by people and make the process more efficient. The deployment plan is to choose a well-known PMS supplier that has worked with high-end hotels, customise the system to meet the hotel's specific needs, and make sure it works well with existing systems like online booking engines and point-of-sale systems (Leung, 2022). To keep data safe and services running smoothly, you need to carefully manage the migration of data from old systems. Change management approaches are important for a smooth transition. They include getting stakeholders involved early, giving workers adequate training, and setting up support services like helpdesks (Kotter, 1996). People will be less likely to oppose the new system if you explain the benefits clearly, such as improved visitor experiences and less work (Massie, 2022). To see how things are going, it would be helpful to keep track of critical performance metrics including shorter check-in/check-out times, fewer reservation errors, greater guest satisfaction ratings, and improved operational efficiency (Ahmed, Moustafa, and Abdien, 2023). Online evaluations and visitor feedback questionnaires will provide us useful information about how the system influences the quality of services. The hotel is big, so the cost is high, but it should pay off in the long run by making things run more smoothly and making guests happier. The costs include an initial expenditure of around €50,000 to buy and customise the software, yearly licensing fees of about €10,000, and training costs of about €5,000 (Shin, Shin, and Gim, 2023). The PMS may also assist with data protection laws like the GDPR by making sure that visitor data is handled safely. Finally, Hotel de la Ville wants to provide great service, make things easier, and keep its good name in Milan's competitive hotel industry, thus installing a sophisticated PMS is a sensible move.
· The strategic project of investing in sustainable technology at Hotel de la Ville is intended to enhance the hotel's competitive position in the luxury hotel market by reducing operating expenditures and increasing its appeal to environmentally conscious customers. Initially, the implementation of energy management systems such as smart thermostats and LED lighting would significantly reduce energy consumption, thereby aligning with the most stringent sustainability standards in the hospitality industry. Secondly, the implementation of low-flow fixtures and linen reuse programs will contribute to the reduction of water consumption without compromising the comfort of visitors, a strategy that has been demonstrated to be effective in prior research (Debski et al., 2022). Third, the hotel can reduce its environmental impact and comply with the increasing regulatory requirements for refuse management by implementing waste reduction strategies, such as recycling containers and reducing the use of single-use plastics (Jones and Comfort 2020). The successful implementation of these practices is contingent upon the implementation of change management strategies. Consequently, it is crucial to provide staff members with training that emphasises the importance of sustainability and their role in achieving these goals, thereby fostering an environmentally responsible culture. By involving guests in the hotel's sustainability initiatives, the guest experience is not only enhanced, but also positive environmental behaviour is promoted. Institutionalising sustainable techniques into policies and standard operating procedures will ensure long-term commitment and institutionalise these behaviours (Mensah and Ampofo, 2021). Staff members will be motivated and will be able to enhance their work satisfaction and motivation by modifying their procedures in accordance with clear rules that emphasise the potential benefits of these practices on visitor satisfaction and the hotel's reputation. According to Lewin's Change Management Model, the critical phases of effectively managing organisational change are the unfreezing of current behaviours, the transition to new practices, and the subsequent refreezing of these behaviours as normal routines. Utility invoices, which can be monitored to assess the financial benefits of the projects, indicate that success will be assessed through quantitative metrics, including reductions in energy and water consumption expenses. Surveys and online evaluations can be utilised to accumulate favourable visitor feedback regarding sustainable initiatives, thereby enhancing the hotel's market profile and enhancing client satisfaction (Zambrano Cancañón, LaoLeón, and Moreno Pino, 2022). The hotel's commitment to sustainability can be externally validated by obtaining environmental certifications, such as ISO 14001 or Green Key, which can be leveraged in marketing campaigns to attract environmentally conscious visitors. An initial apparatus and installation expenditure of approximately €40,000 is justified by the long-term savings resulting from reduced operating expenses and utility bills. Maintenance expenditures are minimal, and the return on investment is favourable over time due to the efficiency and durability of sustainable technologies. Moreover, these investments are expected to result in a greater number of visitors who prioritise sustainability, which is a growing segment of the hotel industry (UNWTO, 2018). By incorporating sustainable technology, Hotel de la Ville not only enhances its operational efficiency but also enhances its brand image as an ecologically responsible luxury hotel, ultimately aligning with global trends and visitor expectations in sustainable tourism.
4. [bookmark: _Toc201346168]Conclusion 
Hotel de la Ville is at a very important position. Our analysis demonstrates that manual processes now slow things down, make mistakes, and take away the human touch, which are all important parts of premium hospitality. The hotel will be able to reduce lines, make fewer mistakes, and turn raw guest data into personalised service by using an integrated PMS, a strong CRM, and focused staff training. Adding smart energy systems and ways to cut down on waste can minimise electricity expenses and make eco-conscious tourists happy. These changes need cautious leadership, with defined targets, controlled roll-outs, and continual feedback. But the advantages are greater than the expenses. Faster check-ins, more detailed guest profiles, and more efficient operations lead to more loyal customers, better rates, and a more environmentally friendly brand. Every year, Milan's high-end market becomes more digital. Competitors already provide touchless entry and tailored suggestions. If Hotel de la Ville follows the plan that Veridian Edge has made, it will go back to the top of the list by combining its classic style with innovative technology. In this way, the hotel gets short-term benefits and strengthens the ability to adjust to future shocks. Management can keep an eye on the effect and change their efforts as guests' demands change with clear KPIs and flexible governance.
5. [bookmark: _Toc201346169]Action Plan
	Number
	Problem
	Solution
	Desired outcome
	Timescale
	Completion date
	Planned budget

	1
	Manual bookings, slow check-in
	Install cloud-based PMS tailored to luxury hotels; integrate with booking engine and POS
	20 % faster check-in/out; 90 % cut in reservation errors
	4 months
	30 Nov 2025
	€50 000 set-up

	2
	Limited personalisation, weak direct sales
	Deploy GDPR-compliant CRM linked to PMS and website; capture preferences at every touchpoint
	+15 % repeat stays; +10 % direct bookings
	5 months
	31 Dec 2025
	€30 000 set-up

	3
	Staff lack tech skills
	Run blended training: hands-on PMS/CRM labs, e-modules, peer coaching; create helpdesk
	100 % front-line staff certified; higher service ratings (4.7➜4.9)
	3 months
	31 Oct 2025
	€5 000 trainers

	4
	High energy and water costs
	Fit smart thermostats, LED lighting, low-flow fixtures; launch linen-reuse scheme
	Cut energy use 25 %, water 20 %; earn Green Key label
	6 months
	31 Jan 2026
	€40 000 one-off

	5
	Brand seen as dated by tech-savvy guests
	Add mobile check-in, digital concierge, in-room smart controls; refresh online imagery
	Net Promoter Score +12; attract younger market segment
	4 months (parallel)
	30 Nov 2025
	€15 000 devices
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