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Strategic leadership plays a critical role in ensuring the success and sustainability of businesses within the tourism and hospitality industry. According to research by Hinett (2023), “strategic leaders are focused on long-term success rather than quick wins” enabling to navigate challenges and maintain a clear vision for the future.

This report evaluates the strategic effectiveness of Old Edwards Inn & Spa, a luxury resort in North Carolina, focusing on internal and external factors that influence its competitive position. According to Nguyen (2017), “Both internal and external environments significantly impact how an organisation functions and achieves its goals,” highlighting the importance of assessing these factors to understand the resort's overall performance and strategic direction.

Methodologies include an analysis using SWOT, and a review of internal strategic approaches. According to research by the Queensland Government (2022), “A SWOT analysis helps you assess internal factors that might affect your business (strengths and weaknesses) and external factors (opportunities and threats).” The goal is to determine the effectiveness of current strategies and provide recommendations to improve financial stability, enhance guest experiences, and ensure sustainable growth.

[bookmark: _Toc184586195]Introduction

As the CEO of Old Edwards Inn & Spa, acclaimed for its notable southern hospitality and sophistication, which is part of the evolution of upscale luxury offerings across the world. The resort has become a fixture for the state of NC, pulling in tourists from around the country and offering the local economy an essential lifeline into one of its most lucrative industries.


The travel and tourism industry unfortunately is highly volatile as economic cycles cause rapid shifts to consumer preferences and external competitive pressures which in turn raise costs. The most important first step to solving these challenges is understanding consumer motivations. According to Klenosky (2002), “The push–pull approach remains the most widely applied for explaining motivations given its simplicity and intuitive approach.” Tourists are often “motivated by their biogenic and emotional needs to see and attracted by the attributes of destination” (Yoon & Uysal, 2005). Set against a backdrop of these long-term trends, Old Edwards has a range of strategic opportunities and challenges, including ever-rising customer expectations for personalisation, sustainability pressures and new entrants in the ultra-luxury space.

This analysis will review how well Old Edwards Inn & Spa's current strategies fit with the opportunities and threats present in the market.

[bookmark: _Toc184586196]Internal Analysis: The SWOT Framework

[bookmark: _Toc184586197]Strengths:

· Loyal Customer Base: A high percentage of return customers indicates high customer loyalty and paves the way for low customer acquisition costs and a stable revenue stream. According to research by Red Badger Team (2024), “Loyal customers are more likely to provide valuable feedback, offering insights into what the business is doing well and where there is room for improvement,” making their retention not only financially beneficial but also strategically valuable.
· Brand Reputation: Endorsements from reputable bloggers and travel publications as well as high ratings on review sites build brand credibility, which attracts travellers. Schwenk (2019) stated, “The rise of the ‘blogger’ has reformed the field of PR, providing modern and alternative methods of operating,” referring to the increasing impact of digital content creators in influencing consumer opinions and preferences.
[bookmark: _Toc184586198]Weaknesses:

· Operational expenses: Luxury standards require staff, constant maintenance, and top service. According to Team (2024), “Staffing levels in luxury hotels are often adjusted according to guest volume. For instance, during peak seasons or events, hotels may hire additional staff, leading to increased labour costs in terms of wages and benefits.” This dynamic approach to staffing ensures that service levels remain high, but it also creates fluctuations in labour costs, which can impact the hotel's overall financial management.
· Limited International Appeal: The resort may not adequately market itself to international travellers, restricting its potential audience. According to research by hwb.gov.wales (2022), “Tourists make a range of important decisions before deciding to visit a destination. ‘What will I do when I get there?’ ‘What is there to do and see?’ ‘Where will I stay?’. ‘How much will it cost?’ The tourist will need to be able to answer these, and other questions, before making the decision to visit the destination.” Without effective marketing that addresses these critical concerns for international visitors, Old Edwards Inn & Spa may miss out on attracting a wider, global audience.
· Transportation: A significant weakness for Old Edwards Inn & Spa is the limited availability of public transportation in the area. The property is situated in a more rural, mountainous location, which makes access to public transit difficult for guests without private vehicles. According to My Project (2020), “There is a general agreement that hospitality expands more when there are better transportation systems.” This lack of convenient transportation options can be a barrier for some travellers, particularly those relying on public transit, limiting the property's potential reach and convenience for a broader customer base.




[bookmark: _Toc184586199]Opportunities:

· Corporate Retreats and Events: Developing tailored packages for business clients can diversify revenue streams. According to RegiÔtels (2023), “Hotels can boost guest value by offering packages with meals, activities, or experiences, resulting in longer stays, multiple rooms, or upgraded experiences, thereby increasing revenue.” By aligning these packages with the specific needs of business clients, hotels can enhance guest satisfaction while driving profitability.
· Wellness Tourism Growth: Expanding wellness services can attract a broader customer base.

[bookmark: _Toc184586200]Threats:

· Changing Consumer Preferences: Younger travellers, particularly Millennials and Gen Z, tend to prioritise unique, authentic experiences over traditional luxury. Rather than simply seeking high-end accommodations and services, they value personalised, immersive experiences that offer a deeper connection to local culture, adventure, and sustainability. According to research by Haslam (2024), “With Gen Z and Millennials driving the demand for more meaningful and authentic experiences, employers, and those working in the travel industry, need to focus on creating personalised, unique trips that inspire and engage. For these younger generations, travel is more than just a reward, it’s a journey that excites and connects them to the world.” This shift in expectations highlights the importance of adapting offerings to cater to the growing demand for travel experiences that go beyond traditional luxury.
· Intense Competition: From other luxury properties and alternative accommodations.
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Old Edwards Inn & Spa is highly regarded for its exceptional service, luxurious amenities, and ambiance. However, opportunities exist to enhance the overall experience in a few key areas:

· Digital Experience: The booking platform online offers limited functionality and personalisation, which can frustrate travellers seeking seamless digital interactions. According to Mistry (2024), “Digital experiences can help enhance a guest’s stay in a hotel by offering them new benefits, making communication easier, and allowing greater access to information.” Upgrading these digital touch points is essential to meet modern expectations and improve guest satisfaction.
· Sustainability Expectations: According to As (2023), “Increasingly, consumers seek out green businesses and are ready to pay more for eco-friendly products and services.” While Old Edwards has taken some steps, such as sourcing local produce, more visible initiatives like waste reduction programs and energy-efficient systems are needed to meet these expectations and attract sustainability-focused travellers.
· Personalisation: Although service is excellent, leveraging guest data to provide customised experiences such as curated itineraries or personalised in-room touches can elevate guest satisfaction and encourage repeat visits. According to Haworth (2019), “The options for personalisation in the hospitality industry are endless and this area is expected to keep evolving as time progresses. Personalisation is both a great way for a brand to stand out as well as a way for guests to enjoy their stay and feel appreciated.” By embracing these personalised touches, Old Edwards can further enhance the guest experience and strengthen loyalty.

Addressing these areas can further strengthen Old Edwards’ reputation as a forward-thinking leader in luxury hospitality.


Old Edwards Inn & Spa is performing well in the competitive luxury hospitality market, maintaining a strong reputation for exceptional service, elegant accommodations, and wellness offerings. The property’s emphasis on providing a personalised guest experience and its prime location in the scenic Blue Ridge Mountains continue to attract a loyal customer base. According to Lybria (2023), “When potential guests see a hotel with a high volume of positive reviews, they are more likely to view the property as higher quality and therefore be willing to pay a higher rate for their stay.” This positive reputation, strengthened by glowing reviews, contributes to its status as a sought-after destination and supports the ability to command premium pricing.

Spa and wellness services are also in line with increasing trends around health and self-care, making Old Edwards an escape for this immersive experience. According to Harman (2022), “Millennials and Gen Zs are prioritising trips that focus on personal wellness as well as staying in hotels with spas and wellness services.” 

Yet, even as Old Edwards has taken calculated steps to uphold the discipline of its brand’s high standards, it must respond to shifting market dynamics, most notably consumer demand for sustainability and digital interaction. According to research by SMEs, Business Growth, Business Strategy (2024), “Companies that stay relevant are those that continuously assess and respond to market fluctuations, refining their offerings, pricing, and strategies to keep pace with demand and stay ahead of competitors.” This trend will have an impact on Old Edwards Inn and requires the team to adjust their approach to accommodate changes in the travel industry. Future success will rely on increased online visibility, more sustainable practices that appeal to Millennials and Gen Z, and offering more options to prevent a lack of progression, while catering to the growing number of younger guests looking for memorable experiences.




Old Edwards Inn & Spa is a luxury hotel that delivers high-end service, but it has a distinct identity and guest experience compared to another luxury property, The Ritz-Carlton in Asheville. 
 
Old Edwards Inn & Spa is a boutique retreat for people who appreciate individual service. Its emphasis on wellness and spa services are designed to meet the growing needs of health-conscious visitors, while its location in the Blue Ridge Mountains offers a peaceful escape. Old Edwards Inn & Spa focuses a lot on detail, giving guests a personalised experience, although Old Edwards is a high-class experience, it’s not a brand like many hotels. This could mean that Old Edwards is less well known internationally.

In contrast, The Ritz-Carlton Asheville offers a more polished, globally recognised brand with a reputation for luxury and sophistication. The hotel provides a sleek, modern atmosphere combined with high-end services, including a renowned spa, fine dining, and exceptional customer service. 

The Ritz-Carlton’s strong digital presence and brand loyalty programs offer guests a seamless booking experience and enhanced convenience, especially for frequent travellers. However, while the Ritz-Carlton excels in providing luxury on a grand scale, its large-scale operations can sometimes result in a more impersonal guest experience compared to the intimate, tailored service at Old Edwards. Furthermore, the Ritz-Carlton’s urban location, though close to the city’s amenities, lacks the serene, nature-based ambiance that Old Edwards offers.

In summary, both hotels provide luxury experiences but cater to slightly different markets. Old Edwards Inn & Spa offers a more personalised, tranquil escape, while The Ritz-Carlton focuses on high-end, global luxury with a strong digital presence. The differences in guest experience, size, and digital engagement highlight the unique strengths and weaknesses of each property.



Top of Form
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As CEO of Old Edwards Inn & Spa, a large part of the role is to ensure the long-term success and growth of the hotel, which includes writing recommendations. The role of CEO includes responsibilities for examining both internal operations as well as external market trends to help pinpoint areas for improvement and innovation. 

The strategic recommendations for moving forward help the team working to solve issues about guest satisfaction and remain active in the luxury hospitality sector. 

These changes are recommended based on evolving consumer expectations and industry demands like growing sustainability and digital touch points to remain innovative and provide best deliveries.

[bookmark: _Toc184586203]Recommendations

1. Enhance Sustainability Practices

· Implement energy-efficient systems, reduce single-use plastics, and source locally whenever possible.
· Market these initiatives to eco-conscious travellers to reinforce the brand’s environmental commitment.

2. Expand Wellness Offerings

· Partner with wellness influencers or organisations to expand brand reach. According to Rob (2024), "By partnering with an influencer, a hotel can showcase its unique features, amenities, and overall experience in a modern and effective way." This collaboration can help raise awareness of Old Edwards Inn & Spa’s wellness offerings, attracting a wider audience and enhancing its reputation within the wellness community.
· Create exclusive wellness packages tailored to niche markets like mental health retreats, fitness boot camps, or culinary wellness. As Elphick (2023) says, “Hotel packages allow the opportunity for you to expand your revenue streams by upselling additional services and amenities.” Such customised packages not only address the specific interests of guests but also open avenues for upselling additional services that can lead to higher guest satisfaction and an increase in overall property profits.

[bookmark: _Toc184586204]Conclusion

Old Edwards Inn & Spa is perfectly poised in the luxury space with reputation, service excellence and wellness capabilities. But changes in strategy are needed to solve scalability, sustainability, and technological advancements. In practice, the current approach has achieved moderate success, but it needs to be revolutionised for future competitive advantages. 
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