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[bookmark: _Toc166421804]Executive Summary
The research paper suggested deliberating The Ritz-Carlton, Tokyo, whose problem is to gain repeat business travelers. Our consultancy team waged a detailed analysis and diagnosed the root causes of their problem to provide viable solutions which would, in turn, help the hotel regain guests’ loyalty and hence, further strengthen its stance as the best provider of luxury accommodations for travelling businessmen. The study indicates that the Ritz-Carlton, Tokyo, stands tall on the list of its key strengths, which include its overall brand reputation, world-class guest service, and leading location in Tokyo. Yet, weaknesses include completion of the loyalty program, gaps in business services, and underutilization of personalized guest experiences. From improving certain amenities to introducing a modern-day competitive loyalty program and personalizing guests’ experiences, the various opportunities are endless as we get the chance to leverage and embrace an evolving business travel world. Challenges like competing providers that introduce new and innovative solutions as well as slumping economies that have negative consequences for travel demand, are some of the anticipated hurdles. Recent travelers prefer, above all else, technology, adaptable working space, and in-room support services. Apart from that, a personalized guest experience, which endeavors to anticipate the wishes of the guest, is now seen as a crucial factor in keeping the latter happy. Loyalty rewards programs are now different from the needs of business travel services, and there is nothing new in offering the same thing to travelers, while hotel rivalry provides more competitive offers. Customization is insufficient, and guest demands do not always support fitting in the guest experience. The history of the classic hotel business falls behind the times. Thus, the Ritz-Carlton Tokyo has lost its competitive advantage by not keeping up with the changing demands of business travelers. The zero-modern amenities, un-motivating-loyalty program, and generic experiences are slumping guests to opt for other lodging options. Despite the pleasant and respectful environment, the hotel’s legacy offers a good pillar to get back superiority. Invest in modern technology updates ( Wi-Fi, loaner devices) and develop flexible workspaces, making it more comprehensive for the new generation of business travelers. Analyze the guest feedback to accurately identify guest requirements and then prioritize the upgrade to meet their specific needs. Structure an upgradeable system that offers special services to those travelling on business (room upgrades and airport lounge access) and has preferences in the reservation as well. Co-work with the area’s airline operators, restaurants, and other service providers to avail clients access to special perks and award points. Enable guests and provide a secure online guest preference system that would allow them to build profiles that would customize their preferences. Leverage guests’ data for pre-arrival communication, room setup, and optimal needs. Training staff for individualized service and guest interactions based on special needs must be ensured. A step-by-step guideline detailing the action of what exactly to do, how long the steps will take, then who will be responsible for these, and how much it will cost are all included in this plan. In this plan, more emphasis is given to stakeholder inclusion, staff training, and utilization of Kotter’s 8-Step change model to ease the transition and to make sure that the strategies gathered are effective. Implementing measurement strategy comes at standby: the guest satisfaction surveys, the repeat guest rates, the loyalty program enrollment rates, and the operational efficiency metrics. Hence, this data will help The Ritz-Carlton, Tokyo, track progress and make notes, which will allow them to improve their strategy and continue doing this in the future. Through the application of the following recommendations, the Ritz-Carlton, Tokyo, will surely be reprehended as an avant-garde in the world of extravagant business trips. I will renovate my hotel and introduce modernized facilities, a good advantage program, and a personalized guest experience to meet the changing demands of the now thoughtful business traveler; the result is long-term loyal guests and business success. We could argue that a combination of the strategic recommendations that we made along with The Ritz-Carlton and Tokyo’s dedication to superior services can emulate the thriving future of the hotel. 

[bookmark: _Toc166421805]Introduction
The sophisticated passenger you encounter today is not ignorant of the various ways and means of making their trips more convenient and comfortable. It can be tough for them to operate in a complicated environment, where they must juggle devoting enough time and lead their passengers to the destination on time (Nolan, 2018). The clients of luxury hotels like The Ritz-Carlton, Tokyo, which have always been a haven of comfort, efficiency, and exceptional service for the wealthy elite, do not seek simple accommodation but pampering to make up for the stress of their work (The Ritz, 2023). Moreover, the panorama of business travelling is transformed silently but quantitatively. Undoubtedly, the intercontinental pandemic has transformed movement and travel routes. While the business trip is resuming, it’s not simply back to what it was in pre-pandemic time; it’s not been a simple return to the norms (Ritz Carlton, 2024). Travelers nowadays seek greater convenience, personalization, and seamless processes. They look out for hotels that have been standing in this long with the prime to offer luxury amenities that are more of a traditional nature and further look at the dynamics of their fast-evolving needs. 
[image: ]
In this evolving landscape, The Ritz-Carlton, Tokyo, has observed a concerning trend: the drop in the number of business travelers who travel frequently. Indisputably, this turns out to be one of the major problems. Hardcore customers play the same role as the pure lifeblood of an elite hotel, which connects revenues directly and spreads them through positive mouth-to-mouth advertisement. Knowing the factors that discourage people from visiting the town is particularly important to use in ways that will attract the pieces of such a critical market segment (Zhang, 2019). The treatment of this problem is the main reason that this report will be written. The report contains the main reason behind the drop in the number of faithful visitors to the leisure area. Certainly, modern business travelers have large margins for their requests compared to what insinuates them. This analysis will determine whether the information received from the records and through the in-depth discussions with guests there are any areas where the offerings of the hotel may not be meeting the expectations (Zhu, 2021). Through a detailed examination of competitor patronage plans, business service offerings, and guest experiences, we will identify operational areas for improvement. By spotting the most successful components of the business, be it in customer service or other operations, we make it possible for The Ritz-Carlton, Tokyo, to stay ahead of the luxury business travel market. Travelers who seek out hotels value the comfort of being treated as individuals with their personal preferences in mind (Nolan, 2018). We will make use of guest information to ascertain their room design perceptions, utilization of amenities they prefer, and past service history. By so doing, The Ritz-Carlton, Tokyo, can deploy a system for customized experiences, from pre-arrival room customization up to prediction and fulfilment of individual needs (The Ritz, 2023). This report will be based on data analysis, competitor insights, and direct guest feedback. Next, the report will provide the business with a holistic plan for regaining the traveler community with The Ritz Carlton Tokyo as the target market. Through this plan, we will concentrate on targeted measures and activities of business amenities hitting up, an effective loyalty program developing, and implementing a genuinely personal customer experience that wins hearts. In general, we aim to provide the appropriate organizational benchmarks for The Ritz-Carlton, Tokyo, to become competitive again and develop long-term clientele relationships with a key audience of business travelers.


[bookmark: _Toc166421806]Analysis
Lower repeat business trip travelers for The Ritz-Carlton, Tokyo, are the main source of concern. Through a thorough examination and implementation of a strategic approach that considers how guests and competitors behave (Wilkins et al., 2007). The hotel will be able to regain its competitive advantage, guarantee satisfied guests, and prompt their loyalty. 
[bookmark: _Toc166421807]Issue: There is a drop in the number of frequent business travelers who come back to visit the city at The Ritz-Carlton, Tokyo. This trend is, therefore, a potential danger for the hotel business and the branding of such a place. 
[bookmark: _Toc166421808]Impact Analysis:
Financial: Re-visitors bring stability to revenue sources. Without them, the occupancy rate and revenue we get could fall. Unfortunately, the most specific financial data at the hotel is not presented to the public. Yet even industry-germane knowledge lends an important perspective. That is what we have from the HFTP 2023 survey. Guests with repeat higher spending on room rates and ancillary services also spend more than first-time guests (Whittington et al., 2020). By this, we understand a trend toward a decrease in overall hotel turnover because business travelers will not be the buyers of the hotel services as often as before. 
Brand Reputation: A loyal clientele shows a very strong point, quality, and good service of a hotel. The lack of return guests might give rise to the following question whether the hotel is still able to meet the growing guest expectations. This may have some impact on the brand's reputation as far as business travelers are concerned. 
[bookmark: _Toc166421809]Potential Causes:
Several factors could be contributing to the decline in repeat guests:
· Previously, the pandemic altered travel aptitude at large. In the future, the business traveler may more likely now seek more flexibility (in their next flight booking, cancellation policy, and remote working options), enhanced technology infrastructure, and greater attention to managing their well-being (room-based fitness options, healthy food choices). 
· All luxury hotels in Tokyo are constantly innovating. Also, they change the types of amenities that they offer. If the Ritz-Carlton, Tokyo slips gear, offering poorer amenities, less attractive loyalty programs, or worse guest experience (as compared to the competition), business travelers are going to choose other options (Whittington and Molloy, 2005).
· Although there is no information on the original client’s opinion of The Ritz-Carlton Tokyo, journalists explore the role of personalization in the hospitality industry, which is increasingly focusing on personalized services. As per the results from the 2023 research by McKinsey & Company, currently, travelers are guided more by those hotels that pay special attention to them and cater to their unique needs (Wales, 2024). The lack of customization is probably the source of the boring experience for travelers who prefer to hunt for a more personalized hotel. 
[bookmark: _Toc166421810]Research Methodology:
To gain a deeper understanding of the causes behind the decline in repeat guests, we propose a multi-pronged research approach: 
· Study guest check-in data, age-related demographics, sentiments survey, and complaints to formulate the problem areas and patterns. 
· The reward program and the guest services provided by giant hotel chains in that city during the research (Subramaniam et al., 2011). Online travel agencies (OTAs), monthly travel journals, and hospitality industry magazines are all optimal platforms for this feature. 
· Perform an in-depth interview with a sample of previous and present business travelers residing in the Ritz-Carlton Tokyo (UK HRM, 2020). This will be potential data to foresee customer behavior, understand their decision-making processes and preferences, and know what the thing that has led to their return is. 
[bookmark: _Toc166421811]PESTEL Analysis
PESTEL analysis is an effective strategic tactic that helps to determine the external elements that can affect a firm (Shahid et al., 2018). PESTEL represents the acronym for Political, Economic, Social, Technological, Ecological, and Legal factors (Sinman, 2024). Within the hospitality industry, these factors might have a great impact on guest behavior and travel tendencies as well. 
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[bookmark: _Toc166287628]Figure 1: Components of PESTEL Analysis
 Source: (Schreyögg, 2005)
In The Ritz-Carlton Tokyo case, the PESTEL analysis becomes the central component in the overall assessment process. Political instability or economic crisis may erode people’s confidence in travel and cut the number of business trips. Community-wise, hotels might need to include health-seeking and sustainable travel habits as core services (Scheuing and Christopher, 1994). Technology in travel booking and next-level features in guest expectations require having the relevant infrastructure in place is a must (Sánchez et al., 2024). Guests can be influenced by environmental issues and the required measures when making choices. Also, hotel operations are limited by environmental concerns and regulations (Sarala, 2000). By comprehending these external pressures, the Ritz-Carlton Tokyo will be able to implement precautionary measures and adjust its strategies to meet the changing business travel atmosphere.


	Component
	Description
	Possible Effect on Tokyo’s Ritz-Carlton

	Political
	· The country has political turbulence. 
· Government policies influence travelling.
	Many travelers reported or may well report having less confidence or even being scared to travel (Roger et al., 2024). The pandemic, job losses, and travel restrictions will all have negative impacts on overall business travel volume. Deterrence of international business travelers to the area.

	Economic
	· Economic Slowdown in Global Economies.
· The foreign exchange rate fluctuates.
	Reduced business travel budgets. International travelers may feel that Tokyo isn’t that affordable.

	Social
	· Changing travel styles alters the interdependence factor of the industry. 
· Health and wellness (including sustainable development) are crucial aspects of the remote work culture.
	The necessity of the product is to cover the wellness and job-related needs of business travelers. The possibility of a decrease in demand for daily business travels.

	Technological
	· Travel Tech Development is a key to altering the travel industry.
· The digital influence of customers (e.g., online booking platforms) has propelled customers’ expectations for digital amenities. (Self-boarding, mobile check-in, contactless payments).
	Increased competition for bookings. Need to invest in cyber security and face-to-face communication with guests.

	Environmental
	· Sustainable travelling is becoming increasingly popular among international travelers.
· The sustainability directive is also affecting travelling.
	Need to provide opportunities for sustainable practices and amenities to guests inclined to eco-tourism (ResearchGate, 2022). The possibility of rising operation levels as a result of environmental regulations.


	Legal
	· Discerning legal changes to labor regulations influencing hotel operations and limiting guest data usage
	Increased operation costs and an eventual staffing challenge. Must conform to the most varied data privacy regulations.
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SWOT Analysis
A SWOT analysis is an essential tool to assess an organization’s health by providing its strengths, weaknesses, opportunities, and threats (Robberson, 2019). It determines both the internal potential and constraints of the firm and its external conditions that have an impact on business decisions.
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[bookmark: _Toc166287629]Figure 2: Elements of SWOT analysis
 Source: (O’Mahoney, 2021)
It is shown here through this SWOT analysis that Ritz-Carlton, Tokyo, exists in the present state. Although the hotel’s brand might be the stronghold with a prime location and the best services, its business capacities, loyalty program, and interactivity might be a potential threat (Njuka and Phiri, 2021). Nevertheless, many chances are waiting to be taken to increase the effectiveness of the system (Nolan, 2018). Through its strengths and weaknesses exploitation and opportunities creation, The Ritz-Carlton Tokyo can benefit from these opportunities and retain its front position by beating the competition in the Tokyo business travel luxury market.
	Strengths
	Weakness

	· The Ritz-Carlton is a major name in the global hospitality industry and is renowned worldwide for its signature excellence and quality in delivering guest experience.
· The leading position in Tokyo, keeping in mind that commuting to work and sightseeing are very facilitated.
· Established, based on individualized service, satisfying guests and their anticipations.
	· The hotel may not be fully meeting the needs concerning the travel business linked with changes. (Inevitability of the development of order, workforce formation, and subsequently, integration of technology infrastructure, flexible workspaces). 
· As another hotel/resort may offer different amenities/advantages, solar panels, existing programs, or the competitive edge of the company may not be as attractive. Perhaps guest data is not being used to consistently make every guest experience personal.

	Opportunities
	Threats

	· The rapid advancement of technology infrastructure, flexible workplaces, and well-being offerings will be the keys to providing modern business travelers with mobility services that can suit their specific needs (Newton, 2019).
·  Create a tiered program with points, rewards, and privileges to attract and encourage repeat hotel stays. 
· Use the guests’ data to tailor the pre-arrival communication, room setting up, and service delivery, surpassing the expectations of the guests.
	· While other luxury hotels in Tokyo may be innovating in business travel solutions and loyalty programs, we are ahead of our competitors in terms of privacy and uniqueness. 
· A budgetary cut-down on business travel could probably result in a drop in the number of casual customers in the luxury hotel industry.
· The shift in travel preference to well-being and a more sustainable approach will likely require hotels to adjust their lineup of services to stay competitive.


[bookmark: _Toc166421813]


TWOS analysis
To a certain extent, the TWOS matrix is also a much more overlooked tool and can come in handy for hospitality businesses. TWOS is an acronym that represents risks, deficiencies, opportunities, and strong points (Moonitz, 2016). In the case of SWOT, its focus is on the development of action plans when you draw opposing factors. 
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[bookmark: _Toc166287630]Figure 3: Components of TWOS analysis
 Source: (Merli et al., 2019)
For the Ritz Carlton Tokyo, the TOWS matrix could be the guide for strategies to help the strengths face the threats and seize the weaknesses to avoid the opportunities. Just as the hotel’s brand reputation (strength) would help attract business travelers (opportunity), it would also raise concerns about the economic downturn and, consequently, the demand abroad (Mckinsey, 2023). Besides that, the TWOS matrix will certainly indicate the weaknesses that can cause the existing threats to be amplified (Merrilees and Herington, 2007). Such facilities could make it the least preferred hotel when the hotels are subjected to increased competition during the advertising campaign.
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[bookmark: _Toc166287631]Figure 4: TWOS Matrix Structure 
Source: (Mavridopoulou and O’Mahoney, 2020)
Through this analysis, The Ritz-Carlton, Tokyo can develop actual sustainability plans that not only focus on the individual barriers but also take a more holistic approach to overcome the challenges and grasp the opportunities that the business travel market provides.





	[image: ]Internal factors

	External factors

	
	Strengths
· Brand Reputation
· Location
· Guest Service
	Weaknesses
· Potential Gap in Business Amenities
· Generic Guest Experience
· Limited Loyalty Program Appeal

	
	Opportunities
· Enhance Business Amenities
· Develop a Competitive Loyalty Program
· Personalization through Guest Data


	Use the brand reputation to spotlight the establishment of upgraded business amenities and lure new business travelers in search of maximum modern comforts.
Along with the exceptional service, the loyalty program that offers exclusive perks and reward points can be combined, which will result in customer loyalty and the customers coming back for more stays (Kumar, 2023).
Implement the use of guest data to create personalized pre-arrival communication and room setup and thus ensure a positive guest experience and the hotel’s attractiveness for repeat business travelers.
	Create a multi-level loyalty program that offers attractive rewards and collaborations with other brands to add more competitive power.
Invest in technology infrastructure and flexible work zones that serve the contemporary business traveler (Luna-Cortés et al., 2022). In times of economic turbulence, the facility will remain relevant and greatly desirable, thus 

	
	Threats
· Competition
· Economic Downturn
· Shifting Travel Preferences
	Employ customer service as a main theme for marketing & guest interconnections, positioning The Ritz-Carlton, Tokyo, against those competitors that use only technology to serve guests (Liang and Chi, 2011).
Referring to the strategic place of the hotel (convenience, attractions accessibility) during marketing campaigns attracts business guests who prefer exceptional locations, even during economic crises.
	Client data will be utilized, which will be obtained from advanced business amenities and facilities (Kotter and Whitehead, 2010). However, technological advancements in the hotel environment can (for example, personalize guest experiences), as described above, and thus improve guest satisfaction.
Specify loyalty program rewards supposed to close such gaps that can occur in services or amenities (Koo et al., 2020). These strategies (such as providing high-speed Wi-Fi and priority access to upgraded workspaces) can encourage repeated stays without amplifying the effects of any current inadequacies 





[bookmark: _Toc166421814]Recommendations and Change Management
The Ritz-Carlton, Tokyo can win the crown again as a leader in the hospitality industry for luxury business travel by specializing in critical areas (Johnson, 2005). A commitment to upgrading with modern amenities, creating a superior and long-lasting loyalty program, plus a deeply personalized guest experience will show the hotel’s dedication to growing with the increasingly refined taste of business travelers (John Arthur Henschke, 2021). It will secure a long-term and prosperous future for the establishment.
[bookmark: _Toc166421815]Recommendation and Implementation Plan
1. Enhance Business Amenities:
· Conduct a Needs Assessment: Traverse current and previous business travelers and recognize their specific needs relating to technical infrastructure, workspace flexibility, and in-bedroom assistance. 
· Invest in Technology Infrastructure: Modify Wi-Fi to make sure of high speed and always on. Provide an option for a gift laptop or tablet for your stay. Install in-room printing/scanning solutions. 
· Create Flexible Workspaces: Define zones within the hotel that attract different styles of work. Provide individual workstations, group meeting areas, and places for those working to meet and interact. 
· Provide Business Support Services: Besides secretarial work, translation and co-working space available on demand are also additional perks to the offer. 
Implementation Plan:
· Together with a consulting IT company, experts for current infrastructure and recommendations for renovation. 
· Specify a budget for equipment acquisition, considering the analysis findings. 
· Draw up a roadmap for the vitality adjustments, highlighting the highest-impact upgrades like Wi-Fi improvement. 
· Educate employees about the new technologies and services you bring. 

2. Create a Strategy for Competitive Loyalty 
· Analyze Existing Programs: Assess the status of the hotels’ loyalty programs that are being utilized by their competitors. Point out the leading features and strong sides that drive business travelers’ attention. 
· Design a Tiered Program: Announce tiers with ascending benefits based on the spending of guests and the frequency of their stay (Kipping and Clark, 2012). Provide upgrades in your room, access to an airport lounge, and priority in higher tiers of the membership. 
· Partner with Relevant Businesses: Establish partnerships with airlines and local restaurants or transport to provide members loyalty benefits and points. 
· Promote the program Effectively: Unambiguously talk about the program’s advantages for the guests through in-room notices, website updates, and targeted email messages. 
Implementation Plan:
· Carry out the competition analysis on loyalty programs by polling the rivals’ reward offerings. 
· Mark out the program structure with levels and other perks. 
· Establish strong connections with the complimentary businesses that your boutique hotel represents and targets its customers. 
· Introduce the program into the hotel reservation software and guest communication systems. 
· Train the staff on new program particulars, which they should be able to communicate to customers. 
3. Customize the Visitor Experience
· Implement a Guest Preference System: Let your guests create online profiles showing which room temperature, amenities, and articles in newspapers are interesting to them. 
· Utilize Guest Data: Segment the guest data from past stays and through predictive analytics, personalize communication before arrival, room setup, and anticipated needs. 
· Train Staff for Personalized Service: Encourage staff to be proactive in anticipating the requests of guests and assisting by giving personalized recommendations. 
· Gather Real-time Feedback: Manage by using in-room tablets or surveys in real-time during guest stay, making any necessary changes based on feedback. 
Implementation Plan:
· Construct a protected online guest account system combined with the hotel’s booking apparatus. 
· Motivate employees on data analysis and its use for individualizing services. 
· Outfit staff with mobile devices for guest preferences referencing and guest involvement through real-time feedback during the conversation. 
· Develop an in-house system for real-time guest feedback collection and a quick response system to address any guest concerns promptly and effectively. 
[bookmark: _Toc166421816]Change management plan.
Kotter’s 8-step Change Management Framework gives an identified structure that an organization can follow in implementing a process for change (Kotter, 2012). It stresses the necessity of generating urgency around the desired change as a means of beginning the transformation (IPMA, 1987). Then, it ascertains that it is paramount to create a powerful leadership team with a vision for a better future. Effective communication, employee empowerment, recognizing early roadblocks as opportunities, and celebrating consequent wins are the keys to maintaining momentum, which is vital to uncomplicated and successful organizational transformation (Jasinskas et al., 2016). Once the basic groundwork is covered, the plan goes a step further by solidifying these changes, improving the system, and through implementation giving it a culture that will be sustainable for the long term (Jereb, 2024). The performance of the initial suggestions for The Ritz-Carlton, Tokyo implementation will be accomplished through the following steps (Hospitality softnet, 2021). It is a long-lasting guest-centric and business travel success base that will result. 
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[bookmark: _Toc166287632]Figure 5: Kotter’s 8-Step Change Model 
Source: (Ivanova et al., 2023)
Through these steps, The Ritz-Carlton, Tokyo will be able to efficiently run the change process, address the fears of the staff, and smoothly transition to modern management techniques (Gert Noordzij, 2014). This will allow the hotel to experience the advantages we proposed in our recommendations and pave the way to construct a guest-centric culture, attract the business travelling market once again, and achieve sustainable growth. 
	Stage
	Overview and
Implementation at Tokyo’s The Ritz-Carlton

	Create a Sense of Urgency
	· Clarify the reasons for change, giving as an example a dropping number of recurrent business travelers and diligence in the hotel’s prosperity.
· Organize town hall meetings, set up timely data meetings, and clearly explain the need to adapt to stay competitive.

	Form a Powerful Guiding Coalition
	· Cultivate a leadership team comprising individuals from different departments (management, IT, guest services) to drive the change project.
· Assign a cross-functional task force constituting distinct duties to all of the departments involved in the application of the recommendations.

	Develop a Vision and Strategy
	· Write down a clear-cut strategy that covers the recommended steps, execution period, and desired outcomes.
· Identify the preferred future state the client desires for The Ritz-Carlton, Tokyo, and emphasize the key factors of the guest’s satisfaction and loyalty and the ability to improve and gain a competitive edge in the business travel market.

	Communicate the Change Vision
	· All staff members should communicate and adhere to the vision and strategy plan through meetings, emails, and internal communication channels. 
· Set up lectures and seminars to let the personnel know how the changes make sense and present the new processes as well as the advantages for both visitors and staff.

	Empower Employees for Broad-Based Action
	· Empower staff to take on ownership of the change process. Encourage the indigenous people to give feedback and suggestions for correction.
· Give employees the resources and know-how required to apply the new additions such as amenities, loyalty programs, and personalized guest service most effectively.

	Generate Short-Term Wins
	· Celebrate the early victories and bridgeheads that you reach during the process of transformation to keep the impetus high and the degree of morale among employees good. 
· Identify the personnel and reward them with material or non-material incentives for the good accomplishment of the plan (Fisman and Sullivan, 2014). Point out the overall happy guests' reactions to these new changes. 

	Consolidate Gains and Produce More Change
	· Set about emphasizing the good features of the changes and see to it that they are incorporated into the hotel’s culture.
· Discuss with the staff and identify sources of successful implementation based on guest reviews and the latest trends (Fineer, 2022). Always keep guests’ satisfaction and loyalty program effectiveness under observation. 
· The booking system for guests and the way we personalize our service approach should be constantly revamped through more analytical data mining. 

	Anchor New Approaches in the Culture
	· Infuse these new behaviors and standards into hotel culture for the long run. 
· A recognition and reward system are set in place for those staff members who carry out the new guest-centric approach and personalized service philosophy.



[bookmark: _Toc166287621]Table 4: Change management plan of Tokyo’s Ritz-Carlton 
Source: Author
[bookmark: _Toc166421817]Impact analysis
By doing this, these complete measurement strategies are to be implemented, which will result in receiving worthwhile data on the effect of the possible decisions. This data will allow the hotel to refine its approach, identify areas for improvement, and ensure that the implemented strategies are effectively achieving their intended goals (Drucker and Maciariello, 2015). The Ritz-Carlton, Tokyo, will have to work towards winning the loyalty of business travelers and cementing its status as the leader of luxury business travelers.
Guest Satisfaction:
· Guest Feedback Surveys: Keep surveying guests both online and in the room regularly based on the new services, personalized attention, and overall guest experience (Dlačić et al., 2018). Monitor trends over time to locate something to be deferred for the second stage of work.
· Review Platforms: Keeping an eye on the online travel agencies' (OTAs) guest reviews and the social media platforms where guests share their views of changed implementation can help track guest sentiment (Covey, 2021). Highlight topical patterns as well as transmit the message about the negative feedback retort fast.
· Net Promoter Score (NPS): Make use of the NPS questionnaire system to gauge guest satisfaction and the chances for them to refer The Ritz-Carlton, Tokyo, to their fellow travelers (Canary Technologies, 2022). Note the changes in NPS scores across the given periods to evaluate the effectiveness of the newly implemented approaches in raising guest devotion.
Loyalty Program Effectiveness:
· Program Enrollment Rates: Proceed to monitor how many applicants sign in for the renewed loyalty program. Review marketing campaigns that could encourage new members of your organization to join.
· Redemption Rates: Data collection on the rate of participants who receive system benefits is important. g. Finally, there are strong tourism programs that involve cooperation with trade unions, national and regional authorities, investors, and finance institutions in the development of upgrades, credit lines, and reward points (Chicha and Phiri, 2024). Mark those benefits that are cast away and take budget or other steps to adjust make the program more attractive.
· Repeat Guest Rates: Having a close look at the frequency of loyal guests, especially business travelers, will help determine the pattern (CIPD, 2023). Run the check to see if the mixed loyalty program, together with the revised amenities and the customized service they deliver, brought about repeat business.
Operational Efficiency:
· Cost-Benefit Analysis: Be sure to keep a record of the costs associated with the gradual implementation of social media and other money-saving initiatives, loyalty programs, and personalized services. Hence, share the numbers with the costs and compare them to the guest price hike and revenue produced by the changes.
· Staff Training Effectiveness: Conduct the training evaluation to evaluate the amount of knowledge and comfort of staff with the new use procedures (Bwalya and Phiri, 2014). Adapt programs for training based on the assessments of the situation to achieve an effective course.
· Guest Service Resolution Time: Monitor how long the staff takes to respond to the guests` requests and make sure that there are no inconveniences. Wise is the pursuit of quicker turnaround times to reflect reactiveness and amplify guest contentment.
[bookmark: _Toc166421818]Potential benefits 
· Better facilities, individualized service, and a loyalty program designed to cater to the business traveler’s desires are the recipe for a happy guest (Buttrick, 2009). Positive opinions from reviewers and ever-rising guest satisfaction scores could play a great role in enhancing the reputation of the hotel. 
· Through enhanced amenities as well as a loyalty program with a competitive edge, business travelers will be encouraged to go back regularly. It builds guest loyalty, which will consequently create a stable and systematic revenue stream. 
· Through suitably evolving travel necessities, offering modern amenities, personalized service, and a rewarding loyalty program, the Ritz-Carlton in Tokyo can differ from competitors. Moreover, this phenomenon will bring additional business travelers into the hotel and firmly establish it as one of the best hotels for luxury business travel. 
· With quickened processes, skilled staff, and information-driven guest services, the organization can handle guests’ issues speedily and with more efficiency (Brierley, 2006). All this leads to a reduction of spending and improved return on Investment for those processes that have gone through changes. 
· Successfully convincing business travelers to return and providing compelling evidence for a guest-centric approach are critical tasks that will add value to the brand reputation of The Ritz-Carlton, Tokyo (Bruyère and Barrington, 2013). With this strong brand image, the hotel is going to attract new guests who will stay and confirm the hotel as a provider of supreme luxury experiences. 

[bookmark: _Toc166287633]Figure 6: Potential benefits of the strategies
Source: Author
[bookmark: _Toc166421819]Cost Analysis
1. Technology Infrastructure: Wi-Fi recentering and even loaners cost around $50k to $100k, and this is prevailing in platform specifics as well. With a consulting firm, take an entailing individual assessment of $10,000-$20,000. 
2. Flexible Workspaces: Making workspace may include either furniture reconfiguration or renovations based on a simple scale. Different parameters, like the size and scale of the project, could affect the range of the costs, from $20,000 to $100,000. 
3. Loyalty Program: This entails designing a system and integrating it with the existing systems; this will cost around $15,000 to $30,000 in computer and IT development expenses. Collaboration with matching businesses in terms of reward points meant the expenditure might be variable. It depends on the partner’s selection. 
4. Guest Preference System: A relatively expensive operation will be to develop and implement a secure online guest profile system for the cost of up to $50,000. The chosen technology and functionalities will determine the cost.
 

[bookmark: _Toc166421820]Action Plan
An Aligned action plan is a step-by-step guide that transforms suggestions into implementation. It devises more concretely what is to be taken to solve the stated problems, who takes on the responsibilities, and the timetable upon which the points should be accomplished (Baron and Armstrong, 2007). The first part of our strategy will detail the way we are to make the mentioned suggestions, improving the website connectivity, offering something in the form of a reward for frequent customers, or producing a complex system which will make the guests more personal in the services. This clear scheme is a sealed manner in that everyone involved in this process understands their roles, and everything goes smoothly into the new programs (Belcourt et al., 2013). By adhering to the set action plan, the hotel would be able to put the proposed solutions into practice in a timely manner, boost the impact, and attain the expected results.
	No
	Problem
	Solution
	Desired outcome
	Time scale
	Completion date
	Planned
Budget

	1
	Limited Durability of Loyalty Program
	This loyalty program shall be divided into tiers (Tiers) which will help the company to offer direct benefits related to business travelling (Business Travelers). 
VIP airport lounges and last-minute room upgrades offer extra services like priority payment and booking. Strike deals with corporate partners (airlines, restaurants) that will give discounts and accumulated reward points.
	Gaining new valuable guests and having them become more frequent visitors from business travelers. This meant that the company would face stronger competition in the luxury segment of the travel business market.
	12 Months 
	December 31, 2025 
	$50,000 (program development & IT integration) + Indirect costs of partner benefits.

	2
	Possible Freshness of Business Amenities
	Have a needs evaluation to reveal business traveler requirements for technology infrastructure, workspace flexibility, and in-room service support. Develop the already existing technology (Wi-Fi, loaner devices) and build flexible spaces (designated work areas, meeting places). Upgrading guests’ experience with the supply and accoutrements of the modem amenities for the business traveler.
	Differences in cost drivers, economics of currencies, and other factors affect the attractiveness of business travel offers. Income generation Plan
	Six months
	June 30, 2025.
	$100,000 (for technology upgrades & workspace creation) + $10,000 (for needs assessment)

	3
	Tightening Guest personalization
	We need to have a secure online customer preference system enabling users to create profiles that mention their preferences. Make use of guest data for pre-coming and room arrangement & room setup. Educate staff on customized services and guest interaction based on guests’ particularities.
	Customer satisfaction is achieved through personalization and sensing guests' needs. Guests are happier as the hotel is perceived to provide a hotel that is aware of specified guest preferences.
	Nine months
	September 30, 2025
	$30,000 for the guest preference system development plus $20,000 for staff training.





[bookmark: _Toc166421821]Conclusion 
The core task of this consultancy delivered the key barriers of this luxury hotel that are responsible for a decrease in repeat corporate travel. By integrating a SWOT analysis, catered to the strengths, weaknesses, opportunities, and threats of the hotel, with an understanding of external factors influencing the industry (PESTEL analysis), the report identified possible areas for improvement. For instance, the report emphasizes the importance of modernizing business amenities as they would meet the growing needs and expectations of sophisticated business travelers. It can be another game changer in business travel loyalty if a rational competitive reward program with benefits focused on the business traveler customer segment is introduced. On the other hand, an individualized guest experience using a guest profile system per guest preferences and data-driven service can dramatically increase guest satisfaction and build memories. The action plan, which is based on these recommendations, is aimed at correcting the weaknesses these weaknesses and taking advantage of the favorable conditions (the hotel’s favorable brand reputation, its location, and its superb service) to develop an action plan that would capitalize on the existing opportunities within the business travel market. Through these measures, therefore, The Ritz-Carlton, Tokyo not only regain its leadership position but also will continue to be the best place for business travelers with the highest level of expectations. Also, the report provides a new approach to change management, namely Kotter’s 8-Step Change Model. Hence, by doing so, the focus will be on a smooth transition for staff and a higher effectiveness of the strategies. Change management can be a powerful tool that the hotel can exploit to create a guest-centric culture that prioritizes guest satisfaction and guest loyalty. Finally, this report has been developed as a measure of the effectiveness of the suggestions provided. Also, staff accountability and efficiency from reduced procedures and empowered employees are likely to be key factors for company cost-cutting in the long run. These strategies must be relevant, consumable, and sensible to the hotel’s resources. Using satisfaction surveys of guests, enrollment rates of loyalty programs, and metrics for operations efficiency, The Ritz-Carlton, Tokyo will be able to track the progress, find possible areas for further development, and guarantee the continuity of the implemented decisions. We at Ascend Consultants appreciate having a chance to join forces with The Ritz-Carlton, Tokyo, to make this project successful. Therefore, we recommend these measures, deemed a success, be implemented, and improve the performance of the hotel in the luxury business travel market. We are anticipating that the cooperation will continue, and at the same time, we pledge to the success of The Ritz-Carlton, Tokyo, by working toward its long-term goals. 
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