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Executive Summary
The problem or issue at stake
The Ritz-Carlton, New Orleans, has faced a potential decline in its reputation due to a gap between its luxury brand image and the guest experiences provided.  Inconsistencies in service quality have included inattentive staff and poorly maintained rooms, which have been leading to customer dissatisfaction despite the prime location and spacious accommodations of the hotel.  This study has mentioned the need for the hotel to address these service issues to justify its premium pricing and maintain its competitive edge in the luxury travel market.
The findings (including facts and figures)
The Ritz-Carlton brand in New Orleans has faced a challenge in upholding its reputation for luxury accommodation and exceptional service. It has a prime location on the edge of the French Quarter, spacious rooms, and a unique live jazz ambience. However, the recent guest reviews have mentioned inconsistencies in service quality. The encounters with inattentive or discourteous staff and poorly maintained rooms have tarnished the guest experience for people, which has raised concerns about the value proposition for the high room rates of around $665 for one night.
This potential decline in brand image has coincided with a period of economic uncertainty in the United States. The inflation rate of the country has risen to 8.3% as per data from 2022, and luxury travel has not been the primary priority in times of economic crisis. This has threatened occupancy rates at The Ritz-Carlton. An analysis of the broader context has mentioned both opportunities and threats. The hospitality industry has been experiencing a rise in international tourism, with the number of visitors to the USA doubling between 2021 and 2022 to a value of 51 million. This has highlighted an opportunity to attract new guests seeking high-end experiences. However, The Ritz-Carlton has been open to competition from other luxury hotels in New Orleans that offer similar experiences.
Your analysis of these findings
A SWOT analysis has identified strengths like brand recognition and weaknesses like inconsistent service. PESTLE analysis revealed external threats like economic downturns and opportunities like rising luxury travel spending.
The proposed action plan has tackled the stated issues. It has emphasised employee training for consistent service and a guest feedback portal for data-driven improvement. It has included an improved service culture through workshops and team building. This comprehensive approach has addressed both employee and guest experience, which led to a better work environment and higher customer satisfaction. A TOWS Matrix has suggested strategies to leverage Ritz-Carlton's strengths and market opportunities to regain its position as a leader in luxury hospitality.
This report has mentioned the challenges faced by Ritz-Carlton regarding negative customer service experiences. It has further proposed recommendations for the improvement of the brand. The hospitality industry has become increasingly competitive. This has made positive customer service extremely crucial for success. Ritz-Carlton has experienced a decline in customer satisfaction, which finally led to a potential loss of customers and revenue. The report has further identified several causes of poor service, which included a lack of employee training and dissatisfaction. Customers have expected a wider range of amenities and services, and dissatisfaction with these aspects has significantly contributed to negative experiences.
To improve customer service, the report has recommended a multi-pronged approach. Ritz-Carlton has been asked to implement a comprehensive training program for all staff members. This program has been instructed to emphasise the importance of exceptional service and equip employees with the skills they need to improve customer service. Pre- and post-training assessments have been recommended to measure the effectiveness of the program. The report has recommended establishing an online guest feedback portal to gather real-time customer reviews. This has been implemented by Ritz-Carlton to identify areas where service needs improvement and make data-driven decisions. Employee recognition for outstanding service has been stated to be important to motivate them and reinforce desired behaviours.
Ritz-Carlton has been asked to integrate new technologies to enhance the guest experience. The upgradation of in-room technology and features like mobile check-in/out has been recommended to enhance convenience and reduce reliance on front desk staff. Strategic partnerships with technology vendors and leveraging existing resources have been crucial in this process. The report has further recommended re-inventing the service culture at Ritz-Carlton. Leadership workshops have been mentioned to emphasise the importance of guest-centric service. The team-building activities have been able to foster collaboration and a positive work environment. Contrarily, reviewing employee compensation and benefits packages has been seen to improve staff retention and morale.
The report has included a table outlining the proposed action plan with specific, measurable, achievable, relevant, and time-bound (SMART) goals. The estimated costs associated with the implementation of these changes have also been included. With proper compliance with these recommendations, Ritz-Carlton can identify the root causes of poor customer service, improve the guest experience, and regain its position in the hospitality industry in the USA.
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[bookmark: _Toc167122687]Introduction
According to Becker and Jaakkola (2020), customer experience is a key marketing concept because it is important to enhance the competitiveness of a company. It acts as the fundamental basis for the marketing management of a brand. In the field of customer experience, the reactions and responses of the consumer to a particular service are the most prevalent view. The stimuli that recipes within the interface of the customer and the company determine the goal of how companies can utilise different types of approaches to improve customer satisfaction. The customer journey can be improved by enhancing the quality of the products and offering relatable touchpoints that customers can interact with during the purchase process. The main aim of the study is to discuss the issues faced by Ritz Carlton while serving consumers. It will be discussed that customer service and feedback were some of the notable disadvantages faced by the hotel that tarnished its reputation. Customers are satisfied with its poor services and not being able to deliver value for the prices taken. 
The consultancy company working for Ritz Carlton is dedicated to empowering businesses that are useful to reclaim their position in the industry. The company understands the challenges of maintaining brand awareness in the dynamic market of the present day. The team of the consultancy company consists of skilled strategies that have creative miles which is useful for devising ways to develop a comprehensive revitalisation plan for the brand. Consultancy companies have a procedure which begins with a thorough analysis of the current position of the company it is working for. It further evaluates customer perception of the landscape of the competitors and conducts a comprehensive market analysis to identify the areas for improvement. This helps them to prepare a targeted strategy that addresses the specific needs of both the company and the customer base. Recommendations are provided to refresh the brand identity by improving the marketing approach and optimising customer service touchpoints.
The Ritz Carlton is a notable hotel sale that revolutionised hospitality by putting the needs of the guests as the top priority. The brand brought luxury (Ritz Carlton, 2024). The brand continues a legacy of thoughtful service and innovation to create extraordinary moments for consumers. The first Ritz Carlton opened in 1927 which hosted jazz greats Cole Porter and legendary figures such as Winston Churchill (Ritz Carlton, 2024). Americans were able to experience the meaning of luxury in dining and travel with the help of this hotel. Ritz Carlton was operated by Edward Wyner who brought a revolution in hospitality and set the standard of private baths in each room for the guests along with formal uniforms for the staff (Ritz Carlton, 2024). Ritz Carlton is located at the age of the French Quarter in New Orleans. The rooms of the hotel brand provide an opulent ambience adorned with plush beds and beautiful furnishing. Rooms further provide breathtaking views of the city with its location at the heart of Crescent City. The revenues of Ritz Carlton are around 2.65 billion dollars with an employee strength of 16560 (RocketReach, 2024).
Pestle analysis refers to a strategic framework that is mainly used to analyse the external environment of a company (CFI, 2024). It consists of 6 major factors namely political, economic, social, technological, legal and environmental. The SWOT analysis is often done with the data derived from the Pestle analysis (Petrauskiene et al., 2020). SWOT analysis provides the framework for analysing the strengths weaknesses and opportunities of the company along with the threats that it can face. The TOWS analysis uses the SWOT model to find out about the strategies around the external and internal areas of a business.


[bookmark: _Toc167122688]Analysis
Issues identified 
The Ritz Carlton brand is notable for its luxury accommodations and exceptional service. However, customer service issues at the company have been optimum due to the fall in the services provided by the company. Service inconsistencies were recognised by the company as a notable issue. The inattentive or discourteous staff led to a negative image of the company. Several feedback of the customers online has mentioned the encounters of the customers with staff members who seemed rude or disinterested (TripAdvisor, 2024). Inconsistencies in service quality can severely tarnish the reputation of a company in the hospitality industry. 
Hotels in the hospital industry thrive on customer service and their experiences. Recurring complaints about rooms that are uncomfortable and are not up to the mark is a major drawback for the Ritz Carlton Hotel. A customer complained that a room was given to them which had malfunctioning toilets without any walk-in showers (TripAdvisor, 2024). They were also asked to leave the rooms because according to the housekeeping staff, they had checked out even if it was as early as 9 a.m. The problems with rooms along with the unrenovated ones with poor maintenance that do not meet the standards of the hotel have significantly bucked the customers.
The cost for each room at the hotel is significantly high which promises luxury service. Room rates are high at 665 dollars per night for a city-view deluxe room (Ritz Carlton, 2024). The hotel claims that its location in the French Quarter along with its primary services can entertain the customer base.  However, the subpar services provided by the company are not worth the premium prices. The inconsistencies in the service along with the customer complaints have also determined that the hotel has a significantly high cost when compared to the service level it provided. Other potential issues included balance services and malfunctioning air conditioners which made it hard for the guests to have a comfortable stay.




PESTLE
Political
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Figure 1: Government Stability in the USA 
(Source: Global Economy, 2024).
The corporate tax rate in the USA is stable at 21% (Trading Economics, 2024). Stability in the corporate tax rate has been marked since 2017. This can determine the amount in taxes that need to be spent by the company. A fixed amount brings stability to the price range as well which can make Ritz Carlton more appealing to the guests. However as per data from 2022 political stability in the USA was marked at -0.04% (Global Economy, 2024). Less political stability can determine the presence of terrorism or violence in the government. The stabilisation in the country can include politically motivated violence as well which can harm business operations. Customers will want to visit countries that do not have proper operations.
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Figure 2: USA GDP 
(Source: Trading Economics, 2024).
The USA is a growing economy with notable advancements in its GDP. The current GDP in the country is worth around 25439 billion US dollars in 2022 as per official data from the World Bank (Trading Economics, 2024). A driving economy determines notable growth in national income. This can further determine more revenues for hospitality businesses in the country. Thus the company can have enhanced sales if it further wishes to expand. However, the inflation rate in the United States has increased from a value of 3.2% in the year 2011 to 8.3% in 2022 (Statista, 2024). The prices had increased by 3.5% in March 2024 compared to the previous year. This determines a drop in the purchasing power of the people in the country which can harm the sales of companies in the hospitality sector.
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Figure 3: Number of international visits to the USA 
(Source: Statista, 2024).
The USA is renowned for vacations with numerous tourists visiting every year. The number of inbound international visitors to the country has doubled between 2021 to 2022. In the year 2022, there were around 51 million international visitors to the USA which has significantly increased from the previous year’s data of 22.28 million (Statista, 2024). A significant increase in tourist visits determines more revenues for the brands in the hospitality sector. As per data around 63% of the adults in the United States mentioned that they had taken staycations in the country (Statista, 2021). The interest of the adults in taking trips can significantly enhance the number of borders at Ritz Carlton.
Technological
The budget of the federal government in the United States has provided around 74 billion dollars towards the 2024 information technology budget (Statista, 2024). The IT budget has significantly determined the interest of the US government in technology advancements. One of the major contributions of the US government's IT budget is related to cyber security. As per data around 18.78 billion US dollars have been allocated towards cyber security in the year 2021 (Statista, 2024). This determines the proper optimisation and safety of the websites that can be used by customers for hotel bookings in the hospitality sector. High contribution in the IT budget determines the incorporation of artificial intelligence which can be useful for customer tracking to provide enhanced customer satisfaction.
Legal
The Fair Labour Standards Act 2009 establishes rules for minimum wage overtime payment record keeping and standards for youth employment that are affecting employees in both private and local government sectors (US Department of Labor, 2024). This law sets a federal minimum wage of 7.25 dollars per hour and there are strict laws which the employee can use if he is not treated properly. The standard 40 hours per work week is determined by this act exceeding which the company should pay overtime to the employee. However, there are no significant limits for employees who are 16 years older for working in any work week. Companies in the hospitality sector must follow these laws as this sector requires more work hours from the employees.
Environmental
The United States is one of the top countries where consumers tackle waste production by consuming less and being more mindful. The aspects of sustainable consumption States results were around 46% of people great to the fact of using eco-friendly products as an important requirement to them personally (Statista, 2023). As per data a lot of consumers' choices shifted towards buying sustainable products and the USA. Around 25% of American shoppers stated that their habits significantly changed towards buying sustainable products (Statista, 2024). Sustainability should be acknowledged by businesses in the hospitality industry including Ritz Carlton and they should introduce environment-friendly products and services and guarantee responsible sourcing.
SWOT Analysis
	Category
	Example

	Strengths
	The Ritz-Carlton brand is globally recognised for luxury and exceptional service. It possesses a notable brand value which can be attractive to customers. The Hotel is located on the edge of the French Quarter, the hotel offers a feeling of history and luxury (Ritz Carlton, 2024). The hotel boasts spacious and luxurious rooms, exceeding guest expectations for comfort. Live jazz music adds a unique and sophisticated touch to the atmosphere of the hotel. The Ritz-Carlton brand provides a traditional southern ambience with an elegant interior that effectively reflects the grace of garden district mansions.

	Weaknesses
	A notable weakness of this hotel is poor customer service, which is reflected in the customer reviews. Some guests reported encounters of inattentive or discourteous staff, which fell short of the expected service standards (TripAdvisor, 2024). While some rooms were renovated, others were outdated and poorly maintained, which failed to provide value for money. For some guests, the perceived inconsistencies in service may not justify the high price tag associated with the Ritz-Carlton brand. Some guests faced issues with the valet as well, which marked the inconsistencies in the services of the company.

	Opportunities
	A global increase in luxury travel expenditure presents an opportunity to attract new guests. The constant influx of foreign tourists also acts as revenue boosters for the company. Around 51 million international visitors were marked in the USA in the year 2022 (Statista, 2024). The constant development of personalised and attentive service can help the hotel can differentiate itself from competitors. Integrating local New Orleans flair and experiences into services offered to the guests can enhance the appeal of the hotel. Implementing innovative technology solutions can streamline guest experiences and enhance convenience. On the other hand, a constant focus on eco-friendly practices that align with growing guest expectations can contribute to a positive brand image.

	Threats
	The inflation rate in the USA has jumped to around 8.3% in the year 2022 (Statista, 2024). Luxury travel is often the first expense to be cut during economic downturns, potentially impacting occupancy rates. Other luxury hotels in New Orleans may offer similar experiences, making it crucial to maintain a competitive edge. Pandemics, natural disasters, or political instability can significantly impact travel patterns and occupancy rates. The political stability was marked as low in the USA, as per metrics from the PESTLE analysis. Evolving guest expectations and preferences for unique experiences require constant adaptation. 


Table 1: SWOT analysis of Ritz Carlton 
(Source: Created by the learner)
TOWS 
	
	Threats
The inflation rate in the USA has increased to the amount of 8.3% as per data from 2022 (Statista, 2024). The poor service at the hotel with poor customer reviews can also hinder operations at the hotel.


	Opportunities
The number of tourists visiting the USA was 51 million in the year 2022 (Statista, 2024). Interest of the people in luxury travel along with innovative technology in services can be significant opportunities for Ritz Carlton.

	Weaknesses
Poor delivery of service with unmaintained rooms and no value for money. Lagging customer service with negative reviews on the internet is another weakness as well.

	W/T Strategy
High cost compared to service level is a weakness. During economic downturns, guests are more value conscious (Witschi et al., 2022). The hotel can address this by offering special packages or loyalty program benefits to justify its premium pricing. Consistency in service delivery is crucial to ensure value for money. Travel disruptions and outdated, poorly maintained rooms are other threats and weaknesses. Unexpected travel disruptions can lead to higher vacancy rates. Investing in room renovations and ensuring all rooms meet the brand's standards will enhance the guest experience and encourage repeat business.
	W/O strategy
A focus on personalised service as an opportunity while navigating the weakness of service inconsistencies. Investing in staff training programs can be done to ensure consistent and exceptional service delivery across all staff members (McGuinness et al., 2022). Empowering employees is crucial to address guest needs and personalise their experiences. Outdated Rooms can be treated as a weakness, but Investment in Technology is an opportunity. Utilisation of technology can be done to streamline guest experiences and address outdated rooms indirectly. Implementation of virtual tours to showcase renovated rooms and offer self-service options for check-in and room service can compensate for any limitations in outdated areas.

	Strengths
Ritz Carlton has a long legacy beginning its operations back in 1920 (Ritz Carlton, 2024). The strong brand recognition along with elegant decoration and prime location can be marked as a strength as well.
	S/T strategy
Brand recognition and the luxurious experience of Ritz-Carlton can be leveraged to counter threats posed by economic downturns and increased competition. By targeting proper customers. Highlighting exclusive amenities and personalised service should be done to justify premium pricing. Emphasising the brand legacy and heritage of Ritz-Carlton is crucial to differentiate it from competitors. 
	S/O strategy
Growing Luxury Travel Demand is an opportunity, while brand Reputation is a strength. Leveraging a strong brand reputation to attract new guests seeking luxury experiences. Exceptional service and luxurious accommodations can be highlighted through targeted marketing campaigns (Park, 2020). Focusing on personalised service as an opportunity while reinventing spacious Rooms as a strength. Combining the spacious rooms with personalised service can be done to create an exceptional guest experience. Offering customisable room amenities, preferences, and activities can be done depending on guest profiles. The company can further integrate live jazz music with local cultural experiences, like hosting themed events or partnerships with local artists. This enhances the unique appeal of the hotel while catering to guests seeking authentic experiences.


Table 2: TOWS analysis of Ritz Carlton 
(Source: Created by the learner)
[bookmark: _Toc167122689]Recommendations and Change Management
In an increasingly dynamic and complex business environment, organisations have been striving to adapt their operations to changes and circumstances while they evolve (Errida and Lotfi, 2021). Organisations are expected to make significant investments in terms of implementing changes to adapt to changing circumstances. However, the management of change is a challenging endeavour with a complex structure. Firms struggle with organisational change projects while failing to realise potential outcomes. Ritz-Carlton has been engaged in issues with negative feedback from customers resulting from the lack of customer service experiences within the organisation. The scope of poor customer or guest service within Ritz-Carlton may lead to a decline in its customer base and revenue generation. Poor customer service also led to negative feedback from customers for the hotel leading to a decline in its brand reputation. 
This can pose a major competitive threat to the organisation in the long run since the tourism or hospitality industry has been identified as the fastest growing. The primary aim of change management practices is to build sustainability while developing momentum based on the idea that the capacity and capability of managing changes may vary from one organisation to the other (Cameron and Green, 2019). In this regard, Ritz-Carlton may experience a threat to its change management practices since the scale of poor services within the organisation has caused a high risk and higher potential of adverse impacts in the long run. Modern organisations within the hospitality industry through several decades have been experiencing concrete rivalry, and, in the upcoming years, the situation is deemed to be more difficult (Ali et al., 2021). 
In terms of succeeding or simply surviving in this competitive landscape, hospitality industries are interested in the perception of services being in line with customer expectations. Usually, guests are the most demanded characters in hotels, but the hospitality industry considers the quality of service provided by hotels to be the most essential factor. Since an effective quality of service can lead to the satisfaction of guests, implementing a successful service quality strategy has been evolving as significant. Hotels are vital to the hospitality industry and are mostly used for the accommodation of guests. However, customers do not stay in hotels just for accommodation purposes, instead, they prefer exclusive journeys, services and experiences. Ritz-Carlton can focus on evaluating customer needs in the form of playgrounds, restaurants, swimming pools, tennis courts and other tangible recreational fields.
From a different perspective, intangible customer services of a hotel are considered to be of extreme significance based on the attitude of staff members, their response, their knowledge and their behaviour. Customer interaction has been taken into account as the “heart” of the regular lives of frontline hospitality employees (Zhu et al, 2019). With a forever increasing demand for effective service expectations, customers may easily get upset at even the slightest delay in service. For instance, slow wi-fi, having to wait for check-in or tardy room services can easily cause customers to shift from one hotel to the other since accommodation is not their only requirement from hotels. It is important for Ritz-Carlton to fuel positive reactions from employees since coping action from hospitality workers can indicate better service quality, customer loyalty and positive word-of-mouth. 
The organisation can improve and enhance its reputation as a hotel by encouraging employees to behave in a more polite manner with customers even though frontline employees are usually subject to uncivil treatment from dissatisfied guests. When engaged in dealing with difficult customers, ensuring extra-role customer service can help employees prevent negative word-of-mouth and correct service failure. For employees engaged in the provision of hospitality services, offering extra help to customers may ameliorate a heated situation while enabling workers to achieve personal accomplishments at work. This, in turn, can motivate and encourage them to improve their behaviour towards guests while increasing customer retention rates at Ritz-Carlton in New Orleans. In service industries, prior positive customer experiences with a brand can act as a powerful determinant of the attitude of guests towards the brand and its future behaviours (Bravo et al., 2019). 
Ritz-Carlton can focus on ensuring multidimensional and positive experiences for customers in terms of gaining a differentiated position in the minds of consumers. However, it is crucial to first understand the causes behind poor customer services that may at times result from employee dissatisfaction, especially at Ritz-Carlton in this case. For instance, customer incivility increases the motivation of employees to undertake revenge actions leading to service sabotage (Cheng et al., 2020). It is important that the hotel takes action and ensures the provision of effective training facilities for employees in terms of regulating their emotions while enhancing emotional intelligence practices within Ritz-Carlton. Emotional regulation has been acting as a boundary to the direct impact of customer incivility on service sabotage and potential revenge motivation.
In terms of contributing to a seamless transition of change management practices, the working hours of staff members can be enhanced to be present within a more flexible environment. Furthermore, the inclusion of formal uniforms within the hotel industry, especially for the housekeeping staff and frontline managers is extremely crucial since they put in the first impression for customers. For instance, the uniform of staff members can help clarify their roles and responsibilities in the form of information providers while gaining customer confidence (Liang and Wu, 2022). The implementation of such measures at Ritz-Carlton can increase the purchase intentions and approaches of customers. Based on this, the process or procedure of implementing such change management measures within the hotel can be carried out with the inclusion of white coats for staff members, especially front-desk managers. 
This is because it is associated with authority and professionalism while a facemask may represent safety and hygiene, although not suitable for customers preferring face-to-face interaction without obstacles. It is the duty of staff members to make guests understand hotel operations and guide them throughout their journey, and this needs to be taken into account by Ritz-Carlton in terms of enhancing its customer services. Based on this, customer satisfaction at Ritz-Carlton can be monitored and measured with the help of increasing loyalty rates, bookings and duration of stays at the hotel. From a different perspective, online reviews are capable of providing an efficient approach for the hotel industry in terms of collecting feedback from customers and discovering the generation of positive intentions of revisiting, after an experience (Kim and Kim, 2022). 
The utilisation of semantic network analysis is a valuable tool in terms of exploring the comments of customers regarding their hotel experiences. Based on the size of Ritz-Carlton, the application of this system can enhance its practices while understanding the significance of customer reviews and addressing required changes. In terms of practical implications, guests expect to receive more attentive services after the advent of the global pandemic, disrupting the hospitality industry for a year or more. Operators or managers of Ritz-Carlton are expected to pay more attention in terms of maintaining standard quality of services while providing extra or more proactive services, based on sincerity and polite interactions. Measuring customer satisfaction can also be in the form of designing, analysing, collecting, decision-making and improving offerings based on customer satisfaction data (Alzoubi et al., 2021).
The potential benefits that may be experienced by Ritz-Carlton in terms of implementing the strategic decisions underpinned by the need for improving guest service experiences revolve around increasing revenue generation and sales volume. Lewin’s Change Management can be applied to the management of hotel services and understanding how Ritz-Carlton may be able to enhance its guest services. The model considers the unfreezing of an existing change, moving towards the implementation of an innovative change, and refreezing the new change within an organisation (Burnes, 2020). Furthermore, the hotel can implement new practices based on the improvement of its customer service and the ability of employees to engage in polite behaviour. However, the model can focus on the development of active benefits after the implementation of the required changes within Ritz-Carlton. 
Technological advancements have been ingrained within society and entrepreneurs have been embracing a myriad of innovative technologies in terms of upgrading their offerings while restructuring operations (Kim et al., 2021). The dramatic development of the hotel industry in terms of enhancing customer expectations has been provoking fierce competition within the sector. In terms of building core competencies, the adoption of high-end technologies has been increasing within hotels, leading to the development of smart hotels. Ritz-Carlton may experience the benefit of evolving into a smart hotel with the implementation of technological advancements and the promotion of new offers through social media channels. The utilisation of social media platforms or digital mediums may lead to an increase in customer satisfaction since individuals nowadays prefer the usage of online transactions. This can benefit Ritz-Carlton with more profound online reviews from customers. 
The improvement of customer service practices can lead the hotel to embrace positive customer reviews. Ritz-Carlton can empower technical capabilities to foster compelling customer experiences that can enhance its guest service operations in the long run. Empowered consumers along with technological advancements have been changing the marketing perspective based on the emergence of a new era in service marketing (Solakis et al., 2021). This indicates an analysis of the knowledge, power and skills of customers in terms of interacting with a firm, leading to the co-creation of value. Customer loyalty and satisfaction are essential factors in terms of attracting new customers while retaining old ones in businesses, especially within service sectors (Priyo et al., 2019). Behoving of hotel management practices may lead to the ability of Ritz-Carlton to remain competitive, profitable and sustainable.
	Measures Involving Costs
	Costs (in £)

	Infrastructural development
	1000

	Staff training
	1000

	Online feedback portal
	500

	Professional uniform for staff
	1500

	Technological advancements
	1000

	Total
	5000


Table 1: Costs and Measures
(Source: Created by the learner)
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Figure 1: Brand Awareness Rate
(Source: Statista, 2023)
Costs associated with the implementation of strategic decisions within Ritz-Carlton may not be high but a significant amount of investment is necessary in terms of imposing essential changes. For instance, the cost of improvising training programmes may be initially high but with increasing employee retention rates and customer satisfaction, the organisation can eventually manage its financial interactions. The annual revenue of the Ritz-Carlton Hotel is $3.0 billion, indicating its large and widespread market size (Zippia, 2024a). Furthermore, the measures that have been identified by the hotel in terms of improving customer services can include the introduction of an online portal for collecting reviews and feedback. With around 40,000 employees representing the size of the firm, the brand awareness of Ritz-Carlton is 67% in the United States (Statista, 2023; Zippia, 2024b). The recommended strategies for the hotel in terms of its developmental approaches based on guest service operations are relevant and reasonable since they can contribute to well-being in the long run at affordable investments. 
In today’s world of rapid changes, hotel customers no longer simply want to experience genuine services from their providers, instead, they wait for more facilities made available to them (Koo et al., 2020). Customers nowadays demand amenities, seek better deals, share reviews and bestow their experiences with hotels. Ritz-Carlton can offer loyalty programmes for its customers, often known as a frequent-guests program or a rewards program which is considered to be at the core of modern hotels. Once customers have accomplished elite positions, they may not be satisfied with noteworthy benefits. These benefits may include such as free wi-fi, free access to executive floor lounges, late check-outs, discounts offered for restaurants and rooms or a free room upgrade. However, in addition to such benefits, customers want to utilise their accumulated points for any upcoming stay, purchase gifts or transfer points to their preferred mileages. However, in addition to the strategic changes that Ritz-Carlton may be able to impose within the organisation in terms of improving guest service operations, offering loyalty programs may be challenging. This is because the hotel is expected to offer differentiated products to customers along with boosting switching costs.
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	Action
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Employee Training
	Implementation of a comprehensive service excellence training program for all staff. Revamping the onboarding process to emphasise the service of Ritz-Carlton 
	Conducting Pre and post-training surveys quarterly to measure improvement and knowledge gain. Tracking improvement in guest feedback regarding staff courtesy and professionalism.
	Partnering with external training providers specialising in hospitality. Using in-house trainers with strong service delivery expertise. Leveraging existing learning management systems for online modules.
	This addresses the cause of poor service. It further equips staff with skills to deliver exceptional service consistently.
	Training program rollout within 3 months (August 2024). 

	Guest Feedback and Recognition
	Launching an online guest feedback portal to gather real-time reviews.  The brand can analyse available feedback to identify service areas requiring improvement. Recognition of employees is essential to motivate them for better performance (Kalogiannidis, 2021). 
	Tracking the number of online feedback submissions every week. Analysing customer sentiment and identifying service areas with recurring negative feedback.
	Utilising existing customer relationship management (CRM) systems or developing a dedicated platform.  Partnering with data analytics experts to categorise and interpret feedback. Leveraging existing internal communication channels for recognition of workforce.
	This will provide a direct channel for guest feedback and facilitate data-driven decision-making. It will also boost employee morale and reinforce desired service behaviours.
	2 months (July 2024). - Ongoing analysis of guest feedback and employee recognition programmes throughout the year.

	Technology Integration
	Upgrading in-room technology to enhance guest comfort and convenience. Using mobile application features to engage customers for contactless check-in and out (Shih and Chiu, 2021) 
	Tracking guest satisfaction with in-room technology through feedback surveys every month. Monitoring application usage and guest ratings to gauge effectiveness.
	Partnering with technology vendors specialising in smart hotel solutions.  Leveraging existing application development resources or outsourcing based on demands.
	This aligns with the growing guest preference for digital convenience and self-service options. It further streamlines guest experience and reduces reliance on front desk staff.
	Technology upgrades need to be completed within 6 months (November 2024).  Mobile application development and launch should be done in 9 months (February 2025).

	Service Culture Reinvigoration
	Conducting leadership workshops to emphasise the importance of guest-centric service. Team-building activities are essential to foster collaboration and a positive work environment (Mobolade, and Akinade, 2021). Re-evaluating employee compensation and benefits packages to improve staff retention.
	Tracking leadership commitment to guest service through performance reviews every alternate week.  Monitoring employee engagement through surveys and participation in team-building activities every month. Analysing employee turnover rates and adjusting compensation packages based on reviews.
	It will require buy-in from senior management to cascade down to frontline staff. Further, this can foster a service-oriented mindset and improve employee morale.  Employee turnover costs will be reduced as well.
	His aspect aligns with the training and development of emplpyees to provide top-notch services. This will enhance customer satisfaction for better reviews.
	Leadership workshops need to be conducted within 1 month (June 2024). - Compensation and benefits review completed within 3 months (August 2024).


Table 3: Action plan for Ritz Carlton 
(Source: Created by the learner)
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On a concluding note, the study effectively mentioned the challenges faced by Ritz Carlton Hotel while maintaining operations. Reviews of the customers stated inconsistencies in the quality of service along with outdated rooms and a huge difference between the price and the value provided by the company. A complete analysis using the SWOT and PESTLE frameworks identified the external threats and internal weaknesses that can hamper the operations of the company. Economic downturns such as inflation can impact the spending on luxury travel while outdated facilities and inconsistent delivery of service were seen to hinder customer satisfaction. However, the rich history of the brand along with strong recognition and the prime location were determined as significant strengths. The rise in luxury travel expenditures and the interest of the people of the country in unique experiences are additional opportunities for the brand to improve its services. 
The action plan proposed in the study addressed these challenges to provide the brand with a competitive edge. Implementation of a comprehensive training program for the employees was stated to be crucial to ensure consistent and exceptional delivery of service. The online guest feedback portal was mentioned to help gather real-time reviews that allowed for data-driven decision-making and improvement of services. Improving the service culture through added workshops and team-building activities was also mentioned to be equally helpful in improving employee morale to ensure proper customer service. The comprehensive approach suggested to the company tackled both employee training and the experience of the guests which led to a more positive work environment and enhanced customer satisfaction. The TOWS Matrix further provided strategies which could be helpful for Ritz Carlton to capitalise on its strengths and leverage the opportunities presented by the market. The action plan further provided a road map for regaining its position as a leader and the luxury hospitality industry.
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