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Executive summary
The present study discusses the immediate crisis of The Ritz-Carlton, Tokyo, in particular the hotel's difficulty in attracting Western business travellers after the end of the pandemic. Ritz-Carlton, Tokyo's traditional products offered are not suited to the needs of the life of today's professional traveller. Balance and high-tech amenities are desired as current business traveller preferences shift towards more convenient and technology-driven accommodation. This review by the consultants provided several recommendations aimed at improving hotel infrastructure and services to better meet the specific needs of this particular market. The most significant findings show that the main obstacles for a hotel to appeal to Western business travellers are the use of antiquated technology, rigid service policies, poor marketing targeting, and employees’ insufficient training. Formal recommendations suggested in response include:

Technological improvements and investments in modern technology infrastructure are needed to meet the expectations of tech-savvy corporate visitors, these investments should include high-speed internet, smart room features and advanced audio-visual systems. Room Redesign: Business travellers will enjoy increased comfort and productivity if their room is designed with a flexible room layout that can support both business and leisure activities. Business Facilities: Creating custom workspaces that include wellness services and spaces for remote work will attract business travellers looking to balance their work and personal lives. Employees can better meet the specific needs of business travellers if they participate in a comprehensive training program that includes resolving technical issues and providing personalized service. The targeted digital marketing platform for Western business travellers will use testimonials and premium products to increase exposure and orders. This will be done through a new marketing strategy. The hotel's appeal as a destination for business travellers will be enhanced by optimizing partnerships. These partnerships include collaboration between airlines, travel agencies and corporate partners to develop related travel plans. Customer loyalty programs: A customer loyalty program will reward those who travel frequently for business, leading to more frequent business and consumption.

A systematic change management strategy is being implemented to support this transition. The plan will emphasize open and honest communication, employee engagement and regular performance reviews to ensure a seamless transition. These offerings will drive revenue growth, as well as increased customer satisfaction and loyalty, justifying the associated financial costs, estimated at $2.65 million. To summarise, the implementation of these initiatives will establish The Ritz-Carlton, Tokyo as a destination of choice for Western business travellers. This will be accomplished by providing the flexibility, technology, and personalised service that is required by this particular market segment.

Table of Contents
1Executive summary


3Introduction


4Analysis


7Recommendations and Change Management


14Action Plan


18Conclusion


20References




Introduction

Background of The Ritz-Carlton, Tokyo
The Ritz-Carlton, Tokyo is an upscale hotel located in the busy Roppongi neighbourhood known for its excellent service and luxury, it opened in 2007 (Xiaomeng, 2011). The hotel is located on the ninth floor of the Midtown Tower and offers breathtaking views of the Tokyo skyline, including Mount Fuji and the Tokyo Tower. Featuring 247 rooms with 35 suites, elegantly decorated and equipped with modern amenities to meet the needs of business and leisure travellers Ritz-Carlton in Tokyo has become a top destination for high-end accommodation and business events, enabled by an abundance of fine dining options, including award-winning spas and over 2000 square meters of event space. Even though the hotel has a great image, it has been facing a big problem since the pandemic. Western business travellers, who used to be a big market for the hotel, have been staying in smaller rooms more often as people prefer more flexible, tech-driven choices (Roth and Kretschel, 2021). Business travellers choose hotels in very different ways now that more people work from home or in a mixed way. So, The Ritz-Carlton, Tokyo has to deal with more competition from hotels that are more up-to-date and focused on technology, as well as other types of lodging like serviced flats and coworking spaces (Morrison, 2022).
Overview of the Consultancy Firm
This is an international consulting company called XYZ Organisational Consulting. They focus on hospitality and tourism. We bring a lot of experience in digital change, operational efficiency, and market strategy. We have helped luxury hotels around the world adapt to changing market conditions in the past. Our consultants have worked with some of the biggest hotel chains to come up with solutions that not only fix problems right away but also give them a long-term edge over their competitors. XYZ Consulting helps hotels do well in markets that are getting more complicated and competitive by focusing on both new technology and the customer experience. Our goal in this consulting report is to help The Ritz-Carlton, Tokyo get back some of its Western business traveller customers by coming up with a plan that fits with current business travel trends, especially the growing need for open rooms that can be connected to technology. We want to find ways for the hotel to better meet the needs of these travellers while still staying true to its high-end image.
Problem Definition and Its Significance
The Ritz-Carlton, Tokyo's biggest problem is that it cannot bring in business travellers from the West, who now want to stay in places that are more open and tech-driven. With the rise of remote and hybrid work environments, travellers do not just look for places to stay the night. They also look for hotels that can be used for work, relaxation, and teamwork. Modern technology infrastructure, flexible meeting places, and the ability to easily connect with coworkers both on-site and from afar are now things that business travellers expect. While the traditional Ritz-Carlton is stylish, it cannot fully meet these changing requirements (Sergeevna, 2024). If it does continue not meeting, the company could lose out on this important market. If the hotel does not change to meet these new needs, it may fall behind competitors offering more modern conveniences. This will make the hotel less appealing to high-value guests and hurt its overall revenue.
Theories and Frameworks
This report uses several important frameworks and principles to provide a comprehensive overview of this problem and actionable recommendations. PESTEL ANALYSIS: This model will be used to assess how political, economic, social, technological, environmental and legal factors affect the hotels outside of The Ritz-Carlton, Tokyo (Buye, 2021). Understanding these factors gives you a comprehensive picture of the biggest factors that can affect a hotel’s business travel plans. SWOT Analysis: The strengths and weaknesses of the hotel, as well as its prospects and external threats will be examined in the SWOT analysis (Hossain and Khanal, 2020). This initiative will help The Ritz-Carlton identify how to use its brand and products to adapt to the changing needs of Western business travellers. TOWS Matrix: The TOWS matrix was developed based on a SWOT analysis and helps develop strategic options that align with the hotel’s strengths and external possibilities while eliminating its weaknesses and reducing threats (Hossain and Khanal, 2020). Now this network is very important to develop a system that can change the services of the hotel to meet the needs of the market.
Analysis

5.1 Problems Found That Affect The Ritz-Carlton, Tokyo
The Ritz-Carlton, Tokyo's biggest problem is that it is hard to get Western business travellers to come here since the pandemic. This group of people used to bring in a lot of money for the hotel, but because travellers' tastes are changing, the number of business guests has been dropping noticeably (Nguyen, 2022).
5.1.1 Decline in Western Business Travelers: 
This group is going away, which is impacting the hotel's income and occupancy rates. Business travellers are a key target group because they usually book longer stays, better room categories, and extra services like meeting rooms and dining (Bresciani and Viglia, 2021).
Causes: This drop is caused by several things, including:
Change over to hybrid work models: As remote and hybrid work situations become more common, business travellers are now looking for places to stay that give them more freedom, like rooms that can be used for both work and play (Chevtaeva and Denizci-Guillet, 2021).
Technology Infrastructure: Competing hotels are putting more money into high-tech amenities like co-working spaces, better internet access, and the ability to hold meetings remotely, but The Ritz-Carlton, Tokyo hasn't fully accepted these yet (Fan, 2020).
Feedback and Reputation: The Ritz-Carlton is known for its luxury, but some business travellers have said that the hotel's old-fashioned way of treating guests doesn't meet their new needs for adaptability and technology integration (Oliveira, 2020). This change in how people see things can be seen in online reviews and business travel sites.
5.2 What caused the problem
Lack of Technology: The Ritz-Carlton, Tokyo has been slower than some of its competitors to adopt new technologies like smart rooms, easy mobile check-ins, and advanced tools for working together in meeting rooms (Toussaint and Jönsson, 2022).
Cultural Preferences: Business travellers from the West may have different cultural expectations, such as wanting more casual meeting spaces, a focus on sustainability, and facilities for balancing work and life, which the hotel may not be able to meet properly at this time (Chatterjee and Mandal, 2020).
New types of lodging are putting up competition: Business travellers are staying in less standard luxury hotels because of the rise of Airbnb, serviced apartments, and coworking spaces that are built into hotels (Roy, 2022).
Systems for feedback: The hotel regularly gets feedback from customers, but it seems to be lacking in how it analyses and acts on this feedback to make changes in real-time (Luo and Law, 2021). Reviews that said the tech amenities were not up to par or that the service options were not flexible have not been fully addressed, which has impacted the image.
5.3 Analysis of PESTEL
The PESTEL study will help figure out what external factors are making it hard for The Ritz-Carlton, Tokyo to attract business travellers from the West (Morrison, 2022).
	Factor
	Analysis

	Political
	Japan's government is steady, but recent changes to visa rules and global business travel rules because of the pandemic have made it harder for international business travellers to come to Japan (Godo, 2020).


	Economic
	Corporate travel budgets have gone down because the world economy is slowing down, especially in Western countries (Khan and Naushad, 2020). Changes in exchange rates may also make Japan more expensive for tourists from other countries.


	Social
	Work-life balance, sustainability, and wellness amenities are becoming more important to Western travellers, and The Ritz-Carlton, Tokyo may not fully incorporate these into its offers (Okumus and Linton-Kelly, 2022).


	Technological
	Hotels that compete with us are quickly catching up with new technologies like high-speed Wi-Fi, smart rooms, and mobile check-ins (Negro, 2022). The Ritz-Carlton needs to put money into similar new ideas.


	Environmental
	People travelling for business are paying more attention to how they treat the world (Khan and Naushad, 2020). The hotel's high-class image might go against its eco-friendly efforts, which many Western tourists now see as important.


	Legal
	Because of the COVID-19 pandemic, there have been changes to the rules for international travel (Grépin and Lee, 2021). These include quarantines and tests. These changes continue to affect foreign travel and hotel reservations, especially for business events and conferences.



5.4 SWOT Analysis
A SWOT analysis gives a full picture of The Ritz-Carlton, Tokyo's strengths and weaknesses, as well as the opportunities and threats that come from the outside.
	Strengths
· Luxury brand which is known all over the world (Jhamb and Paul, 2020).

· Very good customer service.

· Great position in Roppongi, Tokyo.

· A good name among leisure travellers.

	Weaknesses
· Adopting new technology slowly.
· Not enough attention is paid to flexible workplaces for business travellers. 
· The idea is that it is too formal for the tastes of younger business travellers.


	Opportunities
· Digital nomadism and working from home are becoming more popular.
· More people want hybrid meeting rooms (Fayard and Khan, 2021).
· Could bring in younger business travellers who want more flexibility.
· Working together with tech companies or co-working places to make improvements.

	Threats
· Hotels and serviced flats that are good with technology are becoming more of a threat.
· Virtual meetings are making people less interested in traditional work travel (Karl and Aghakhani, 2022).
· The effect of world economic downturns on business travel.



5.5 TOWS Analysis
The TOWS matrix helps the hotel match its strengths and opportunities with plans to deal with its weaknesses and threats.
	Strengths-Opportunities (SO)

· Use your brand's reputation to get the word out about new business perks and hybrid workspaces.
· Make high-end digital facilities for business travellers using the hotel's good name for service.

	Weaknesses-Threats (WT)

· Invest in cutting-edge technology and offer co-working spaces to keep up with your rivals.
· To compete with serviced flats and hybrid lodging models, come up with flexible pricing models.


	Strengths-Threats (ST)

· Because the hotel is in a great spot, you can make special business deals with high-tech equipment and flexible meeting rooms.
· Work with eco-friendly names to make your business more sustainable while still keeping its high-end look.

	Weaknesses-Opportunities (WO)

· Make money off of the trend of working from home by offering "work-from-hotel" deals with high-speed internet and other tech-friendly features.
· Change the layout of the rooms so that they can be used for both work and play, taking into account how business travellers' tastes change over time.



Recommendations and Change Management 
6. Ideas for Improvement and Managing Change
6.1 Knowing What the Problems Are
In the years after the pandemic, it's hard for the Ritz-Carlton, Tokyo to get business travellers from the West. A thorough analysis has shown that the drop in bookings from this group is caused by several problems;
Outdated Technology Infrastructure: The hotel has not kept up with the changes in technology that business travellers today expect. This includes having slow internet, old room controls, and multimedia systems that don't work well in meeting rooms.
Rigid Service Models: The old ways of doing things, which put luxury over flexibility, do not work with how business travellers' tastes are changing (Hemzo, 2023). They want more flexible options that can work with their flexible schedules and allow them to hold meetings in a mixed way.
Limited Marketing Targeting: The hotel has not done a good job of marketing to Western business travellers, so it missed chances to show off the unique features and benefits that these people like (Aeberhard and Aeberhard, 2020).
Not Enough Staff Training: The current staff training programs do not give workers enough of the skills they need to meet the needs of tech-savvy business travellers, such as fixing tech problems and giving personalised service (Nakai, 2021).
Knowing about these problems makes it possible to make good suggestions and come up with good ways to handle change. The parts that follow give specific suggestions on how to deal with these problems and encourage open-mindedness within the company.
6.2 Recommendations
6.2.1 Put money into technology
It is suggested that the hotel improve its technology by adding high-speed internet, smart room features, and more advanced audiovisual systems for events.
Implementation
Timeline: The rollout will happen in stages over a year, starting with the areas that are used the most (like guest rooms and meeting rooms).
Partnerships: Work with tech companies that specialise in hotel management systems to add high-speed internet access and smart controls for things like lights, temperature, and entertainment (Kapiki, 2021). Putting good video conferencing tools in meeting rooms will allow hybrid meetings with people who are there in person and people who are not.
Staff Training: Teaching your staff how to use and fix problems with the new technology is important to make sure they can help guests properly (Xu and Ashton, 2020). Common tech problems should be covered in this training so that staff can help people quickly and easily.
Cost: The cost is estimated to be $1.5 million, which is a big investment but necessary to make the guest experience better and meet current standards. This spending should be seen as necessary to stay ahead of the competition in the market for high-end hotels.
Analysis: If you want to improve operational efficiency and guest happiness, you need to invest in technology infrastructure. As business travellers highly value interaction and usability, not only updating the hotel's technology to meet their needs but also being able to lead the hospitality industry in new ways of thinking can provide The Ritz-Carlton set itself apart from the competition by offering a unique service for virtual meetings to run smoothly.

6.2.2 Redesign Room Layouts and Amenities

Recommendation: Keep hotels flexible so they can be used for both business and pleasure.

Implementation:
Timeline: Over the next six months, starting with the refurbishment of the pilot rooms.

Interior design: Hire skilled craftsmen to create rooms with luxurious furniture, adequate electrical appliances and elegant decorations. Use noise-cancelling devices to ensure your workplace is quiet. Adding lighting that can be adjusted to look like natural lighting can improve the atmosphere and help guests get their work done.

Guest Feedback: Ask questions of guests in the exam room so they can make adjustments before making all reports. This iterative process will ensure that the end design matches guest preferences and improves their overall experience (Ferreira and Shurenov, 2023).

Cost: The renovation will cost about $500,000. This includes furniture costs, design and engineering changes.

Analysis: For people to be able to work from home, accommodations need to be changed to meet the needs of business travellers as they change (Gössling and Hall, 2020). By giving their guests spaces that can be used for more than one thing, hotels can make their guests happier by giving them the chance to work or relax. Guests are ready to pay more for accommodations that help them keep a good balance between their personal and professional lives, so this is a good investment.

6.2.3 Create flexible workflows

It is recommended that a business strategy for corporate travel be developed, it should include available tools to assist individuals in working from home. 

Implementation
Timeline: A rollout is anticipated to take place within the next three months. 

Marketing strategy: The promotion of "work from hotel" programs that encourage extended stays, high-speed Internet access, and discounted meeting room costs should be the focus of targeted marketing efforts. 

Promotional offers: For the purpose of promotion, you should incorporate additional elements into your websites, such as complimentary breakfast and wellness services, such as yoga or meditation courses (Bresciani and Viglia, 2021). The hotel can differentiate itself from other establishments in the same location by benefiting from these additional characteristics, which can be employed as bonuses. 

Costs: Start-up costs are minimal, with the main expenses expected to be around $200,000 for marketing and advertising.

Analysis: Flexible business plans are a great way to meet the needs of today’s business travellers. Many employees seek a work-life balance, so having packages with healthy options and features that allow people to work from home can make a hotel more attractive (Budhiraja and McKenna, 2022). These features can, and have kept people there longer, and increased the number of residents and income during the slower seasons times of the year.

6.2.4 Make service more flexible and improve staff training
Recommendation: Start full training programs for business travellers that focus on new technological tools and personalised service.
Implementation
Timeline: Training will be continuous, and the major program will start in three months.
Training Modules: To improve the guest experience, create training modules that cover things like how to fix problems with technology, how to provide great customer service, and how to be sensitive to different cultural backgrounds (Hoyer and Shankar, 2020). Staff can better understand and anticipate guest wants by taking part in role-playing activities.
Feedback Mechanism: Establish a way for employees to know how well the training is working and what they can do better (Gutterman, 2023). Training materials will remain useful and current as long as they are regularly updated based on guest feedback.

Cost: Equipment and training is expected to cost $100,000 per year.

Analysis: A well-trained workforce is required in order to provide a wonderful experience for the customers. Not only does advanced employee training provide workers with the resources they require to fulfil the requirements of guests, but it also fosters a culture of excellence inside the organisation (Francois Koukpaki and Oyedijo, 2020). In addition, studies have shown that satisfied workers are more likely to deliver excellent service to consumers, which in turn makes customers happy and motivates them to return (Rane and Choudhary, 2023).

6.2.5 Make your marketing efforts stronger
Recommendation: Change your marketing strategies to better reach Western business travellers.

Implementation
Timeline: The aim is to begin within the next two months. 

Digital Marketing: In order to display the hotel's services, you should launch a digital marketing plan that includes search engine optimisation (SEO), social media, and partnerships with travel influencers (Kumar, 2021). Those who are of the appropriate age will find the advertising appealing because it showcases the contemporary services and convenient amenities that the hotel provides (Casais and Sarmento, 2020). 

Content creating: In order to increase trust, it is important to collect case studies and information from satisfied business travellers (Lam and Lee, 2020). Using images and content of high quality can make marketing more exciting and relevant to the target audience. 

Cost: It is anticipated that the initial year of promotion will cost a total of $300,000. 

Analysis: To make The Ritz-Carlton a more desirable destination for business travellers, it is vital to reinforce the marketing activities that are now being undertaken. A powerful digital marketing plan can contact potential guests where they are most likely to go, which has the potential to increase engagement and enrolment (Labausa and Cruda, 2023). Utilising success stories and reviews is a great way to demonstrate that the hotel is concerned about satisfying the requirements of its guests and to help develop confidence (Rahimi and Bilgihan, 2022). 

6.2.6 Form strategic alliances with other organisations. 
In order to create a collection of vacation packages, it is recommended that you cultivate positive relationships with airlines, travel companies, and contractors. 
Implementation
Timeline: The first contracts will be signed within four months

Collaborative efforts: This partnership offers the opportunity to collaborate with airlines in order to create unique tours that include hotel rooms and plane tickets. Make an effort to collaborate with local businesses in order to provide your customers with exclusive deals that will make their stay and overall experience more delightful (Bonfanti and Gutuleac, 2023). 

Events for Networking: Host networking events to introduce yourself to new people, make connections with prospective workers, and provide evidence that the hotel is dedicated to catering to business travellers. 

Cost: The cost to assist in selling the first relationship is approximately $150,000. 

A hotel's visibility can be increased by the formation of strategic alliances, which can assist the hotel attract a greater number of business travellers (Golja and Paulišić, 2021). When people collaborate to establish connections, they not only save money but also make travel more convenient. The hotel's reputation is further strengthened by the fact that networking events bring together members of the community and transform the establishment into a centre for commercial activity. 

6.2.7: Implement a client loyalty program
If you are a regular business traveller, it is recommended that you enrol in a customer loyalty program that provides points for both rooms and service. 

Implementation
Timeline: It should be started within 6 months.

Program structure: Create a tiered loyalty program that offers guests more perks based on frequency of stay, such as comfortable rooms, complimentary meals, and invitations to special events.
Marketing: Get word of the program through a focused email campaign and ads on the website regularly.

Guest Involvement: Ask guests for feedback on the program so that changes and improvements can be made based on what they think.

Cost: The initial plan is expected to cost $100,000, with ongoing overhead expenses included in operating expenses.

Creating a rewards program can encourage customers to buy from you again and help keep you a customer (Hwang and Choi, 2020). Research shows that loyalty programs can increase customer value in their business (Khairawati, 2020). As a result, they are an excellent investment. Additionally, repeat guests spread the word about the hotel to their friends, which results in a natural boost to the hotel's revenue (Jiang and Li, 2020). 
6.3 Change Management Strategies
To guarantee that these recommendations are effectively implemented and that all of the staff members are on board with the change, it is necessary to have a complete plan to implement the change. 
6.3.1 A Communicative Strategy and Plan 
Objective: to make sure that the change is communicated to all of the relevant stakeholders. 
Implementation 
Regular Updates: Holding meetings once a month to keep employees informed about impending changes and how those changes would benefit them is an excellent way to hold regular updates (DeFilippis and Sadun, 2022). In order to keep everyone up to date, you should make use of internal communication channels and newsletters. 
Open forums: Create spaces where employees can freely express their concerns and suggestions regarding the change that is being implemented. When people are given the opportunity to express themselves, it can help lessen opposition and enhance support for new ideas. 
6.3.2. Engaging staff members in the process 
Objective: Create a sense of ownership in the workforce by involving them in the process of change. 
Implementation
Feedback sessions: Holding feedback meetings allows you to implore the opinions of your staff members regarding potential alterations (Crans and Segers, 2022). It is possible to assist employees produce new ideas and receive more support by involving them in the decision-making process. 
Task Forces: To lead tasks, you need to put people into teams and encourage them to collaborate (Larson and DeChurch, 2020). If employees can manage fewer responsibilities, they will be more engaged and motivated in their work. 
6.3.3 Training and Support 
Objective: The purpose of this is to provide personnel with the knowledge and abilities they require to effectively manage change. 
Implementation 
Training sessions: Conduct training sessions with the purpose of educating individuals about emerging technologies and common service standards (Seufert and Sailer, 2021). When employees receive continual training, they will feel more confident in their abilities, and they will be better prepared to satisfy the requirements of guests (Ghani and Araya-Castillo, 2022). 
Mentorship programs: Through mentoring programs, more experienced workers are paired with less experienced workers to facilitate learning from each other (Deng and Turner, 2022). This strategy contributes to the creation of a friendly environment that fosters the development of one's career. 
6.3.4 Putting into Action Every Single Step 
Objective: The idea is to make the shift as smooth and stress-free as possible by breaking it down into manageable steps. 
Implementation
Pilot programs: Before beginning full implementation, begin the process of evaluation for new ideas that can be modified based on feedback previously received (Holdsworth and Malcolm, 2020). While this system allows you to make uncertain changes based on what works in the actual world, it also reduces the risks that are associated with making significant changes. 
6.3.5 The Mechanism for Observation and Analysis of Feedback 
Objective: To ensure that efforts to effect change are continuously examined and changed 
How to carry it out: 
Implementation

Feedback surveys:  In order to gather feedback, you should provide surveys to both staff and guests, asking them what they think about the change (Vo and Nguyen, 2022). By making requests on a consistent basis, the hotel is able to keep track of what its employees and guests require. 

Frequent Review: To determine how effectively the modification is working, it is important to establish regular reviews and make any necessary revisions (Sims and Fletcher-Wood, 2021). Continuous research inspires individuals to improve their health and make adjustments in their lives. 
6.3.6 Celebrate Milestones 
Objective: To increase trust and support for change 
Implementation
Recognition events: To show appreciation for the efforts of employees and to celebrate the successful implementation of change, one should organise events for recognition (Faeni, 2024). Providing employees with praise for their hard work helps to foster a sense of community and encourages them to be open to future change. 
6.4 Measuring Success and Impact Assessment
It is recommended that key performance indicators (KPIs) be defined in order to evaluate the efficiency of the plans that have been proposed. 

6.4.1 Measures of Key Performance
Occupancy rates: As for occupancy, the objective for the first year is to achieve a twenty per cent increase in occupancy among business travellers. By monitoring the patterns of usage, you will be able to determine how effectively the marketing initiatives are meeting their objectives. 

Guest Happiness Scores: The goal should be to increase guest happiness scores by 15% in six months when it comes to technology and service changes. By constantly looking at guests’ opinions, the hotel can find ways to improve.

Revenue growth: Target business travel revenue growth of 25% in the first year. Looking at revenue gives the hotel a sense of how new business affects its finances.

Employee engagement: Aim to increase the number of happy employees by 10% through regular surveys. Engaged employees are more likely to provide great service, which directly impacts guest satisfaction (Alagarsamy and Aranha, 2023).

Joining a loyalty program: Aim to increase new members joining your rewards program by 30% in the first year. Knowing who is involved will help you determine the effectiveness of the program and keep people coming back.
6.4.2 Regular Checks and Changes
Implementation
Quarterly meetings: Set up quarterly meetings to establish how you are improving your KPIs and make any necessary adjustments to your plans. The hotel stays focused on its goals, and this structured approach allows it to adapt to a new environment.

6.4.3 Monitoring Economic Development

Implementation
Earnings reports: Review monthly earnings reports to see how new packages and marketing strategies are impacting the business. It is important to always keep your eye on financial success to make wise decisions (Kimmel and Kieso, 2020).

6.5 Possible Advantages of Following Recommendations
The suggested changes are expected to bring The Ritz-Carlton, Tokyo a lot of good things:

Increased Market Share: If the hotel can successfully target Western business travellers, it can regain its position as a top choice for this group. Marketing activities that make a business more visible can bring in new customers and grow the customer base.

Better Brand image: The hotel's image among business travellers will improve if it spends money on technology and flexible service options. This will show that it is a modern and flexible luxury hotel. A good brand image can lead to good word-of-mouth recommendations, which can bring in even more bookings (El-Said, 2020).

Better Revenue: New business packages and better services are likely to bring in more guests and bring in more money per room, which is great for the hotel's bottom line. When markets change, the hotel can keep its income stable by giving a variety of targeted services that bring in different types of money.

Satisfaction of Employees: Getting employees involved in the change process and giving them training opportunities can boost morale and make service better. A motivated staff is more likely to give great experiences to guests, which creates a good feedback loop.

Stronger Partnerships: Making smart partnerships will help the hotel's network grow and make the stay better for guests (Gangwar and Reddy, 2023). Collaborations can lead to events that are good for both parties and get more people to know about the hotel and its partners.

Operational Efficiency: Over time, costs will go down because processes will be streamlined and money will be spent on technology (Mohsen, 2023). Running a business efficiently can free up resources that can be used to improve the guest experience even more.

Adaptability to Changes in the Market: The Ritz-Carlton will be better able to deal with future changes and difficulties in the market if it offers flexible services and stays in touch with what its guests want. This proactive approach will make the hotel more resilient in a business that is always changing.

The report's suggestions will help The Ritz-Carlton, Tokyo figure out how to get Western business travellers in a world that has recovered from the plague. The hotel can become a leader in high-end accommodations that meet the changing needs of modern travellers by embracing technology, redesigning its services, improving the skills of its staff, and forming smart partnerships. With good change management and a dedication to always getting better, The Ritz-Carlton can not only get back its market share but also do well in a world that is becoming more and more competitive. If these strategies are put into action correctly, they will have measurable benefits for the hotel, both in terms of its financial performance and its general guest experience. 

Action Plan 

	Problem

	Solution
	Desired Outcome
	Time Scale
	Cost

	Outdated technology infrastructure
	Upgrade to smart room features like high-speed internet, advanced video systems in meeting rooms, and controls that can connect to the Internet of Things (IoT). 
Work with technology providers to make sure that everything works well together.

	Better experience for guests with reliable internet and modern services, which leads to more satisfied guests and more efficient operations. Market the hotel as a place where business travellers can stay that is good with technology.

	12 months (phased rollout)
	$1.5 million

	Rigid service models
	Redesign your service offers to focus on flexibility, such as making packages for remote work and hybrid meetings more flexible. Teaching staff how to change based on what guests need is important.

	When people find custom solutions that meet both their work and play needs, they are happier and more loyal, which leads to repeat business and good reviews (Vidili, 2021).

	6 months (initial pilot)
	$500,000

	Limited marketing targeting
	Using digital campaigns, SEO optimisation, and partnerships with travel influencers, you can change your marketing tactics to specifically target business travellers from the West (Skagias and Christos, 2022). Make interesting material that shows off what the hotel does best.

	Better brand recognition and engagement among the target audience led to more bookings and awareness from business travellers from the West, which increased market share.

	2 months (initiate)
	$300,000

	Inadequate staff training
	Better brand recognition and engagement among the target audience led to more bookings and awareness from business travellers from the West, which increased market share (Morrison, 2022).

	The staff is prepared with the skills necessary to properly help tech-savvy visitors, which ultimately results in increased levels of guest satisfaction and overall improvement in service quality. Motivated staff members will make a good contribution to the overall mood of the hotel.

	3 months (major launch)
	$100,000 annually

	Lack of tailored business packages
	Create business packages that are adaptable and contain amenities that are designed to satisfy the requirements of remote workers. These amenities could include high-speed internet, access to meeting rooms, and wellness services. These packages should be effectively marketed in order to attract corporate customers.

	In order to finally enhance overall revenue, it is important to attract a greater number of corporate travellers and to increase occupancy rates during off-peak hours. The guests will value the value-added offerings that promote a healthy balance between work and personal life.

	3 months (launch)
	$200,000

	Weak partnerships
	To produce packaged trip packages, it is important to establish strategic agreements with airlines and vacation companies. To provide guests with unique experiences and discounts, you should collaborate with local attractions (Gelbman, 2021).

	The hotel's exposure and attractiveness are increased through the use of collaborative offerings, which provide guests with additional value and create a travel experience that is seamless across the board. This will assist in expanding the customer base that we have.

	4 months (initial partnerships)
	$150,000

	No loyalty program
	By developing a tiered structure with increasing advantages to encourage repeat visits, you may create a customer loyalty program that provides frequent business travellers with points that can be redeemed for hotels and services.

	As a result of loyal guests being more likely to return to the hotel and promote it to others, the hotel experiences an increase in repeat business and customer retention. Through participation in this program, frequent guests will develop a sense of community, which will ultimately lead to increased brand loyalty.

	6 months (launch)
	$100,000 initial

	
	
	
	
	


Conclusion

In a post-pandemic context, this paper provides an in-depth analysis of the challenges that The Ritz-Carlton, Tokyo must overcome to attract Western business travellers According to comprehensive research findings, several major problems have been expressed. These problems include old-fashioned technology, rigid service protocols, restricted market targeting, and poor employee training. The ability of a hotel to attract a demographic that emphasizes interaction, flexibility and personalized service is constrained by the combination of these characteristics. The proposals presented represent a framework that can be used to address these challenges. Updating technology to meet the needs of today's business travellers is essential. The hotel has the potential to dramatically improve guest happiness and operational efficiency through the use of high-speed internet and smart rooms It is impossible to overstate the importance of providing flexible service options Redesigning service models to support hybrid platforms and remote offices is essential in today's rapidly changing corporate landscape.
Moreover, the need to focus marketing efforts on specific demographics has been emphasised. The reworking of marketing strategies to concentrate primarily on Western business travellers will increase both visibility and engagement. These factors, in conjunction with the creation of individualised business packages, will not only bring in a greater number of corporate customers but will also increase occupancy rates, particularly during periods that are often sluggish. Employee training has emerged as an important issue for improvement. When it comes to empowering employees to meet the ever-changing demands of guests, it is important to provide them with a comprehensive training program that emphasizes the use of modern technology and personalized service. Having a well-trained staff can dramatically improve the guest experience, leading to better customer satisfaction and repeat business. Additionally, the study highlights the importance of contracts and policies that prioritize customer loyalty (Khan and Khan, 2021). Ritz-Carlton can partner with airlines and travel companies to create cumulative offerings that improve the overall guest experience Additionally, a strong loyalty program will encourage frequent visitors to return and help generate a sense of community among those who frequent it. The recommendations presented in this paper are a comprehensive strategy to revive The Ritz-Carlton, Tokyo attraction for business travellers from the Western European region through investment technologically, redesigning services, and improving the capacity of its workforce. It is also possible to position the hotel as a leader in the luxury accommodation industry by increasing the amount of work done to promote those accommodations.

We would like to express our sincere gratitude to The Ritz-Carlton, Tokyo for allowing us to collaborate on this project. The opportunity to interact with your highly esteemed team has provided us with valuable insights into the project as well as the specifics of the issues they're facing in today's environment. Thank you for your willingness to explore new ideas and your commitment to improving the overall guest experience. Our excitement about the possibility of future collaboration is fueled by the fact that the field is constantly evolving. We believe that the implementation of these recommendations will not only address the issues currently being faced but also pave the way for continued growth and continued success in recruiting business travellers from the Western Region. We look forward to assisting in any possible future endeavours, and we look forward to providing support to your team as they embark on this transformational process I would like to express my appreciation for the opportunity to work with you together.
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