
Enhancing The Ritz London’s Appeal to Younger Generations
[image: A logo of a lion holding a pipe

Description automatically generated]
BMIH 6005
Student Name: Lacramioara Popovici
Student ID: 2222618
Lecturer: Jaliya De-Silva

EliteVision Hospitality Consulting
[image: A logo for a hotel

Description automatically generated]
[image: A group of people's faces

Description automatically generated]

01.  03. 2025
Executive Summary
This consultancy report was conducted for The Ritz London, one of the leading luxury hotels in the world, which is currently facing a significant challenge: loss of interest from the younger generations. Even though there aren’t many studies that can underline this problem, after an analysis of the current trends and preferences in the hospitality industry, we discovered that Millennials and Gen Z have distinct preferences, including advanced technology, personalised experiences and sustainable practices (Siamak Seyfi, Tan Vo-Thanh and Zaman, 2024) (Andreea Marin-Pantelescu and Mihaela Ștefan-Hint, 2024). This issue can lead to a decline is the hotel’s occupancy, revenues and competitiveness in relation to other luxury hotels that have adopted innovation in their services.
The analysis carried out revealed several issues that contribute to the hotel’s decreasing attractiveness to the younger generation of tourists. These include:
· Excessive traditionalism – The Ritz is a classically styled hotel with a formal atmosphere, which younger tourists may consider rigid and overly conservative (The Ritz London, 2025). Many of them are looking for modern, flexible and relaxed atmosphere, which is not found in the hotel’s current offer (A Ramgade and Kumar, 2023). 
· Lack of digitalisation – unlike other luxury hotels, The Ritz does not offer digital check-in, virtual concierge or smart rooms (The Ritz London, 2019). These gaps may be perceived as outdated and out of touch with today’s market demands (Schwarz, 2024).
· Standardised experiences – the lack of themed offerings, customised tours and special events suitable for young tourists may lead to The Ritz being perceived as only a luxury accommodation, not as a hotel that offers unique experiences. Younger travellers are looking for authentic adventures and immersive experiences, and hotels that offer such services are able to appeal to a wider audience (Solomon, Adu-Debrah and Braimah, 2022). 
· High costs without perceived added value - The Ritz’s prices are premium, but many young tourists can find hotels that offer modern services at similar prices. Without technological enhancements or personalised experiences, the perceived value of staying at The Ritz can seem lower than other luxury hotels (Madelin Tomelty, 2019) (The Ritz London, 2019).
In the long term, failure to adapt to these new market demands may lead to a decline in revenues and difficulties in maintaining its leading position in luxury hospitality.


In order to better understand the current situation, the report includes several types of analysis:
· STEEPLED Analysis, which identified the influence of external factors like changes in tourist behaviour, digitalisation of the hotel industry and new sustainability regulations.
· SOAR Analysis, which pointed out the hotel’s strengths and development opportunities.
· TOWS Analysis, which turned challenges into strategic opportunities, demonstrating the fact that The Ritz has the potential to continue growing by adapting to new trends.
To meet these challenges and attract younger generations, the report proposes three key strategic directions:
· Modernise the customer experience through personalised packages
· Creating VIP tours, gourmet experiences, themed events and collaboration with locals.
· Personalising the stay through exclusive offers and services tailored to customer preferences. 
· IMPACT: increase occupancy and loyalty of young tourists.
· Implement digitalisation to streamline services
· Introducing digital check-in/check-out, mobile keys and virtual concierge for a more seamless experience.
· Upgrade rooms with smart lighting, climate control and entertainment systems.
· IMPACT: minimised the waiting time, increased customer satisfaction and operational efficiency.
· Adoption of sustainability strategies
· Elimination of single-use plastic and implementation of renewable energy.
· Eco-friendly menus, reducing food waste and promoting local products.
· IMPACT: increased attractiveness of the hotel for eco-conscious tourists and reduced operational costs.
To ensure that these measures will be successfully implemented, the hotel needs to adopt a clear change management strategy. This includes training for staff in using technologies, effective communication to explain the benefits of change and ensure employee support and monitoring results through booking analysis, satisfaction surveys and online feedback.
By implementing our recommendations, The Ritz London will be able to maintain its status as a leader in the luxury hospitality sector, as well as expand its customer base by attracting more Millennials and Gen Z. Digitalisation, personalisation of experiences and sustainability will contribute to the hotel’s growth, enhancing both revenue and brand image,
We thank The Ritz London’s team for the opportunity to collaborate with us on this project. We are confident that the implementation of these strategies will lead to significant results and we are open for ongoing support in this modernisation project. 
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1. [bookmark: _Toc191647139]Introduction
In response to the changes in customer behaviour and emerging market tendencies, the hospitality sector has undergone significant transformations in recent years (Rawal, Soni and Durmaz, 2022). The Ritz London, one of the world’s most prestigious hotels, known for its timeless luxury and impeccable service, is facing a major challenge: declining appeal among younger generations. This younger generation looks for personalisation, digitisation and sustainability which impacts their decisions regarding choosing an accommodation (Escobar, 2024). The Ritz must adapt to these changes without losing its exclusive identity. 
Opened in 1906, The Ritz London has been serving unmatched luxury over its century-long history. The hotel is situated in the heart of London’s, on Piccadilly, and has 136 guest rooms and suites, each of them furnished in a classic, elegant style. It is also home to the Ritz Restaurant, known for its fine cuisine, and the Ritz Club, an exclusive venue frequented by celebrities (The Ritz London, 2024). 
However, even though The Ritz enjoys an impeccable reputation among traditional guests, the new generation of travellers, Millennials and Gen Z, are looking for more innovative, interactive and sustainable experiences. These generations prefer hotels that use advanced personalised service, modern spaces and commitment to sustainability (Karagiannis, 2024). The Ritz, because of its traditionalist style, risks becoming less appealing to this customer segment, leading into a decline in long-term booking. 
Who are we?
EliteVision Hospitality Consulting is a consulting company which focuses on developing unique strategies for high-end hotels and resorts. Our company has a team of experts in strategy, marketing and digitalisation, which enables us to assist hotels to adapt to market changes, optimise their operations and stay competitive.
We aim to provide individualised plans, based on a detailed analysis of each hotel’s needs, focusing on modernisation, increasing attractiveness and enhancing the guest experience. The purpose of this report is to help The Ritz London shift the brand focus towards a younger target audience without compromising the luxury and prestige for which it is known.





The Issue and Its Importance 
The Ritz London faces a central challenge: how can a traditional luxury hotel remain relevant to younger generations?
This question has major implications:
· Consumer behaviour has changed – millennials and Gen Z are looking for interactive experiences (Bouet, 2024).
· Sustainability is critical – new generations prefer hotels with green initiatives (Gomes, Lopes and Nogueira, 2023).
· Technology is redefining this sector – digital check-in, virtual concierge and mobile apps are now becoming standard (Ms Priyadarsini Das and Chandigarh Philosophers, 2024).
· Personalised experiences are a must – younger travellers look for uniqueness when choosing an accommodation (Popşa, 2024).
If The Ritz doesn’t address these trends, it risks declining revenues and loss of market relevance. 
Methodology and Analytical Frameworks Used
For a better understanding of the challenges that The Ritz London is facing and in order to propose practical solutions, the report will use three key analytical frameworks:
1. STEEPLEED Analysis – we will look at the external factors, like social, technological, economic, environmental, economic and legislative trends, so we can identify how these factors influence the hospitality sector and The Ritz’s position.
2. SOAR Analysis – we will point out the hotel’s strengths, opportunities and strategies that can be used to improve its position in this challenging industry.
3. TOWS Matrix – we will turn challenges into opportunities and develop concrete strategies so that the hotel can become more attractive to younger generations. 
The report will offer practical and feasible solutions, designed to support The Ritz London in adapting to new market demands.
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[bookmark: _Toc191647141]2.1. Problem Identification and Its Impact on the Hotel
	Having already mentioned that the hospitality industry is facing big changes, The Ritz London is experiencing one of its biggest challenges yet: loss of appeal amongst younger generations. In the past, tourists were attracted to classic styles and exclusive ambiance, but today, young tourists are focusing on technology, sustainability and custom-tailored experiences (Constantin et al., 2024). 
	Impact on Income and Occupancy
	This mismatch between guest expectations and hotel offer has a direct impact on occupancy and revenues. The younger generations are an increasingly important segment in the hospitality industry and their needs and preferences differ significantly from those of The Ritz’s traditional guests. Recent research shows that 73% of travellers are more likely to choose hotels that offer self-service technologies, allowing them to manage aspects such as check-in/check-out, payments and food ordering via mobile devices (Hotel Technology News, 2022)
	Failure to adapt to new market strategies may lead to a reduction in booking from the new generations of travellers. Luxury hotels that have adopted digitisation and sustainability strategies, such as The Hoxton, The Standard and Edition Hotels, have seen a significant increase in booking among younger generations. One notable example is The Hoxton, which introduced “The Good Rate” initiative, offering discounts to guests who choose sustainable travel options, therefore attracting travellers that are concerned about environmental impact (Chortane, 2023). These types of strategies, along with the integrations of modern technology, help to increase appeal to Millennials and Gen Z.
	Another factor to consider is affordability. Younger generations are more price-conscious and prefer options that offer tailored services at reasonable prices (Dimitriou and AbouElgheit, 2019). The Ritz, having a premium pricing model, needs to find ways to appeal to this segment without sacrificing its luxury positioning.
	Reputation and Customer Loyalty
	Apart from the financial impact, this issue has implications for the hotel’s reputation. Nowadays, most travel decisions are influenced by online reviews and social media content. The Ritz has a limited presence on platforms accessed by young people (Instagram, TikTok, YouTube). Thus, the chances of being noticed by the younger audience is very low (Tan and Abd Halim, 2021).
	Retaining young customers is also a issue, as they prefer personalised experiences and modern interaction. The lack of digital amenities can make The Ritz perceived as too traditional and less adapted to today’s demands.
	With the ever-growing competition, The Ritz needs to change its brand strategy by adding appealing factors towards the younger audience, while also improving the interaction with them through digital strategies and creative experiences. 
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1. Excessive traditionalism 
The hotel is characterised by its classical and luxurious style which appeals to a more conservative clientele (The Ritz London, 2024a). However, Millennials and Gen Z seek modern experiences that combine luxury with innovation. Younger travellers may view traditional design, formal dress codes and formal service as too rigid and old-fashioned. They tend to prefer a more relaxed and authentic atmosphere (Hilton, 2024). Such customers are more inclined to hotels that have an eclectic and modern style (SOFRONOV, 2018).
2. Lack of digitalisation
Young tourists are familiar with technology and expect hotels to offer them fast and accessible services through their mobile devices (Liang et al., 2016). At The Ritz, many of the administrative processes are still done manually, which can be perceived as inconvenient.
The absence of feature such as: 
· Online check-in and digital keys – most modern hotels allow room access via mobile apps, eliminating the required interaction with the front desk (Lacalle, 2024).
· Digital concierge – many tourists prefer to organise their stay through an app rather than a traditional concierge (Lacalle, 2024).
· Personalised experiences - many hotels offer individualised recommendations based on guests’ past preferences, something that The Ritz lacks (Renascence, 2024).
Without these amenities, the hotel may be perceived as out of touch with today’s realities, leading younger tourists to opt for more modern alternatives.





3. Limited sustainability
Young generations tend to be more concerned in protecting the environment, making it more likely that these individuals will choose a hotel that has clear sustainability practices (Wu et al., 2024). The Ritz has minimal green initiatives, making it unattractive to more environmentally friendly guests. Among the gaps identified are (The Ritz London, 2024b):
· Resource utilisation – the hotel does not adequately promote the use of renewable energy or reduce water consumption. 
· Sustainable menus – there is little to no emphasis on local and organic products, as well as plant-based food.
· Plastic reduction – modern luxury hotels are eliminating single-use plastic, which at The Ritz is partially implemented. 
Without a clear commitment to sustainability, The Ritz risks being perceived as outdates and less environmentally responsible. 
4. Static experiences
The lack of personalised services to encourage younger tourists to visit is another significant factor. These tourists are more inclined towards authentic opportunities to discover local culture and traditions (Indra, Wisnalmawati Wisnalmawati and Dyah Sugandini, 2023). 
The Ritz, being a classic hotel, focuses on formal service and standardised experiences, such as the afternoon tea or elegant dining (The Ritz London, 2025b). While some tourists appreciate these services, younger ones seek for more innovative activities:
· Themed events and exclusive parties - a rare concept at The Ritz.
· Personalised city experiences – modern guided tours, collaborations with local brands and tailored-made packages.
· Virtual and augmented reality integration – modern ways for guests to discover the hotel’s history in an interactive way.
Without such options, the hotel may seem lack of dynamism and less attractive to the new generations of travellers. 
5. Unaffordable prices for young tourists
Another major obstacle is the high cost of accommodation. The Ritz is a luxury hotel, and its prices reflect this status (The Ritz London, 2019). However, Millennials and Gen Z are more oriented towards value for money and many of the amenities they are interested in are missing at this hotel (Tata, Sharrock and Westerlaken, 2023). 

This shift in focus means that a large number of young tourists tend to allocate a bigger 
portion of their budget on local experiences and not necessarily on accommodation (Dimitriou and AbouElgheit, 2019). Hotels that provide flexible packages with discounts for longer stays or membership options manage to attract more customers from this category (Lacalle, 2024b).
	Without specifically designed offers for these tourists, The Ritz remains a hotel perceived as unreachable to a significant part of customers, thus reducing the chances of attracting new generations. 

[bookmark: _Toc191647143]	2.3. STEEPLED Analysis
	This analysis helps us understand the external factors that are influencing the attractiveness of The Ritz London to young tourists. These factors influence the hotel’s strategy and the need to adapt to new industry trends (George and Creately, 2024).
	Social
	Millennials and Gen Z focus on authentic experiences, advanced technology and sustainability. These tourists prefer flexible hotels that have modern spaces and offer interactive activities (Robinson and Schänzel, 2019). 
	Technology 
	The hospitality industry is evolving rapidly and hotels that have already integrated online check-in, digital key and virtual concierge are attracting more tourists (Martijn Barten, 2019). The Ritz has not fully embraced these technologies, making it less competitive with modern hotels.
	Economic
	As the inflation has increased travel costs, tourists are paying more attention on what they spend their money on. Hotels that offer flexible packages and affordable rooms are becoming more and more attractive (Masiero and Nicolau, 2012). The Ritz, having big pricing, needs to find ways to add perceived value for younger travellers.
	Environment
	Sustainability is becoming a critical factor for young travellers. They tend to choose hotels that reduce their carbon footprint, eliminate plastic and use renewable energy (Michalis, 2023). The Ritz has limited initiatives in this area, which can damage its brand image.



	Political
	EU regulations encourage hotels to implement energy efficiency and waste reduction measures. Hotels that do not meet these standards may have difficulty in attracting environmentally friendly customers (European Commission, 2023). 
	Legislative
	An essential aspect in hotel services is data protection and transparency. Guests are looking for secure payments, protection of personal information and clear privacy policies. The Ritz must align its procedures with new regulations to remain legally compliant (Brinza, 2022). 
	Ethical 
	The hospitality industry is increasingly emphasising inclusion and diversity, younger generations preferring hotels that promote equality and cultural diversity (Kalargyrou and Costen, 2017).
	Demographic
	Millennials and Gen Z travel frequently but they prefer personalised experiences, creative spaces and socialising (Popşa, 2024). The Ritz, because it is perceived as a formal hotel, needs to diversify its offer to meet these expectations. 
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	The SOAR analysis helps in identifying The Ritz London’s strengths and opportunities that can be maximised to attract young tourists (Team, 2023). Furthermore, this analysis highlights the aspirations of the hotel and the results that can be achieved by implementing modern solutions.
	Strengths
· Reputation – The Ritz London is a global reference hotel, recognised for its elegance and impeccable services (The Ritz London, 2024a).
· Central location – located on London’s Piccadilly, the hotel offers quick access to major tourist attractions.
· Premium services – luxurious guest rooms, award-winning dining and attention to detail make The Ritz London a prised destination for luxury guests (The Ritz London, 2025a).
· Iconic traditional experiences – afternoon tea and classic atmosphere attract travellers that are interested in British tradition (The Ritz London, 2025b).


Opportunities
· Digitisation – implementing technology solutions such as online check-in, digital concierge and service personalisation could improve the guest experience (Despoina Arapou and Soultana Kapiki, 2023).
· Sustainability – adopting eco-friendly policies, such as eliminating single-use plastic and using renewable energy could attract eco-conscious tourists (Plasencia, 2023). 
· Digital marketing – increasing visibility through platforms such as Instagram and TikTok could bring in a new wave of customers. 
Aspirations
· Modernise the experience on offer – integrate technology and create personalised experience packages for younger tourists. 
· Maintain prestige – the Ritz must maintain its exclusive reputation, but still expand its offering if they want to attract new segments of tourists.
· Innovation in hotel services – a combination of traditional luxury and modern facilities can differentiate the hotel from its competition.
Results
· Increase occupancy by attracting a more diversified customer segment.
· Enhance the guests experience through personalisation and use of technology.
· Strengthen its position in the luxury hotel market through innovation.
· Expand the customer base through a modernised marketing and sustainability strategy. 
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The TOWS analysis can help The Ritz London turn the challenges that were identified into solid opportunities for growth (University of Hertfordshire, 2022). The following strategies will combine the hotel’s tradition and elegance with the innovation needed to attract younger generations.
A. Creating modern experience packages
The experiences offered by The Ritz are often perceived as too traditional or too rigid for young tourists. While many guests praise the elegance and impeccable service, some mention that the experience can seem "a bit stiff" due to the dress code and strict rules (TripAdvisor, 2024).
SOLUTION: develop customised packages, such as:
· Exclusive tours of London – guided tours tailored to guests’ interests.
· Themed events – private parties, premium cocktail tastings or gourmet evenings with celebrity chefs.
· Wellness and relaxation packages – spa sessions with environmentally friendly products and personalised therapies. 
RESULT: increased appeal for younger generations without compromising the prestige of the hotel.
B. Investing in sustainability to attract eco-friendly tourists
The Ritz has limited green initiatives, making it less attractive to environmentally conscious tourists (The Ritz London, 2024b).
SOLUTION: 
· Introduce renewable energy sources, such as solar panels and water saving systems.
· Eliminate single use plastic and use biodegradable packaging.
· Promote a sustainable menu, with local produce and plant-based options.
RESULT: in this way, the hotel will attract more eco-conscious tourists and improve its image. 






C. Integrating technology for a more seamless and modern experience
The lack of digitisation is hurting the hotel’s attractiveness among younger generations who are used to fast and intuitive processes (Fuliotto, 2021).
SOLUTION:
· Implement digital check-in/check-out, therefore reducing the waiting time at the front desk.
· Introduce a digital concierge through a mobile app that provides personalised recommendations and quick bookings.
· Equip rooms with smart systems, like lighting and temperature control by phone or voice.
RESULT: guests get a modernised experience and the hotel becomes more competitive in the industry. 
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The previous chapter have identified a critical issue regarding The Ritz London, which is losing its charm for the younger generations. While the hotel is admitted for its elegance and outstanding services, it is struggling to capture the attention of Millennials and Gen Z travellers, who are quite significant in the today’s market.
Factors like traditional hotel style, lack of digitalisation, low eco-friendliness and standardised experiences contribute to this problem. Younger generations are looking for hotels that offer unique services, the latest technology and environmentally friendly policies (Sahu, 2024). With that being said, in order to stay relevant, The Ritz has to make some changes. 
	It is therefore critical to develop strategic changes, designed to enhance the guest experience and make the hotel more appealing to new generations.
	This chapter will provide suggestions aimed towards the modernisation of the guest experience, focusing on technology integration and sustainable practices. We will also discuss how to implement these changes in a manner that does not compromise the hotel’s exclusivity. Ultimately, The Ritz London’s occupancy rates, guest experience satisfaction levels and image in the market as a contemporary luxury hotel will be strengthened. 

[bookmark: _Toc191647147] 3.1. Modernising the Customer Experience with Personalised Packages
In order to increase its attractiveness to Millennials and Gen Z, the hotel needs to tailor its offer by introducing customised packages that cater to their preferences. The new generation of tourists is looking for interactive, unique experiences that are adapted to their interests, placing less emphasis on formalities and more on memorable moments (Solomon, Adu-Debrah and Braimah, 2022). In this context, The Ritz can capitalise on its unique advantages by integrating modern packages that combine luxury with innovation.
	How to implement?
	In order to be successful, personalised packages need to offer more than just a stay, including experiences that create an emotional connection with the hotel and the city of London (Karagiannis, 2024b). We propose the following initiatives:
A. Themed experience packages
· Premium private tours - exclusive tours of London, with VIP access to museums, art galleries and historic sited, guided by locals.
· Exclusive dinners - private dining with menus created by famous chefs, with sustainable options and chef’s table experiences.
· Special events – exclusive themed parties, cocktail nights and luxury wine tasting evenings.
B. Collaborations with local brands
· Partnerships with local designers – guests can enjoy personal shopping sessions with luxury fashion consultants.
· Luxury wellness experiences – packages that include spa treatments or yoga sessions in London locations.
· Gastronomic tours – exploring local markets, cooking workshop with celebrity chef and tastings of artisanal products.
Impact and benefits
The implementation of these packages can have multiple positive impacts on the hotel. Younger tourists will be more attracted to the personalised experiences, therefore the occupancy rates will increase. In addition, The Ritz London will be perceived as a modern hotel, being able to combine tradition with innovation. Offering exclusive packages will differentiate it from other luxury hotels in London. 
Estimated costs
	To implement these changes, the hotel will need to invest in the development of new services, such as working with local experts, guides and exclusive partners, and in the promotion and marketing, like digital social media campaigns and collaborations with travel influencers. 
	These investments will bring long-term benefits and will help the hotel modernise its image and attract new customers.
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The hospitality industry in rapidly evolving, and hotels that integrate modern technology are attracting and retaining more guests. As a luxury hotel that follows traditional standards, The Ritz London needs to implement digital measures to enhance guest experience and staff productivity. Millennials and Gen Z are used to quick and automated services, the lack of these leading to a less engaging experience (Giannoukou, 2024). 
How to implement?
For the hotel to deliver a modernised experience, it should apply the following solutions:
A. Digital check-in/check-out and mobile keys
· Guests can check-in and check-out through a mobile app.
· Introducing digital keys that allow room access directly from the guest’s phone.
· Ability to personalise the room before arrival (choice of temperature, brightness or minibar preferences) (Singhal, 2024).
B. Virtual concierge via a mobile app
· Develop an app that provides recommendations, restaurant reservations and room service requests in an intuitive way.
· Integrate AI-based chatbots that will instantly answer guest questions.
· Enable the ordering of various additional services and products (Colcol, 2024).
C. Smart rooms with temperature and lighting control
· Guests can control and adjust the temperature and brightness of the room via an app or using voice commands.
· Using occupancy sensors to optimise energy consumption, thereby reducing operational costs and environmental impact.
· Introducing smart TVs with access to streaming platforms (Mbarushimana, 2024).
Impact and benefits
The Ritz London will greatly benefit from the adoption of new technologies:
· Automating some processes will reduce the need for direct interaction, saving staff time and resources.
· Guests will benefit from more autonomy and faster service, leading to greater guest satisfaction.
· Digital check-in and check-out will minimise lines at the front desk, therefore improving guest flow.
Estimated costs
The initial investment will consist of:
· Design of mobile application and setting up digital keys (approx. £150000).
· Implement control systems and smart rooms (approx. £200000).
· Improvement of IT infrastructure for process automation purposes (approx. £100000).
While the initial expenses are notable, the digitisation will help The Ritz London to stay at the forefront of luxury hospitality while meeting the demands of modern tourists. Increased effectiveness, lower operational expenses and increased customer satisfaction are only a few of the long-term advantages which will contribute to the return on investment. 
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The hospitality sector is rapidly adopting sustainability practices and Millennials and Gen Z place great importance on eco-friendly practices when it comes to choosing a hotel (Sarwari, 2024). As a luxury hotel, The Ritz London needs to align its operations to international sustainability standards if it wants to attract more eco-responsible tourists and improve its operational efficiency.
How to implement?
To minimise its environmental impact, The Ritz shall adopt the following measures:
A. Minimise disposables
· Replacing plastic water bottles with reusable or biodegradable alternatives.
· Using eco-friendly packaging for toiletries in the rooms.
· Introducing compostable straws and compostable cutlery.
· Providing toiletries in dispensers instead of small plastic bottles (Isokan Collective, 2021).
B. Use of renewable energy sources
· Instal solar panels on the roof to power common areas.
· Adopt energy saving systems such as light sensors and automated temperature control in rooms.
· Working with renewable energy suppliers to reduce the hotel’s carbon footprint (Ghimire, Muneenam and Techato, 2023).
C. Sustainable menus and reducing food waste
· Create an eco-friendly menu based on local, organic and plant-based alternatives.
· Implement a system to donate surplus food to charitable organisations.
· Use composting systems to reduce food waste in the kitchen.
· Create an urban garden on the hotel’s terrace to use fresh herbs for the restaurant (Petty, 2016).
Impact and benefits
Implementing these sustainability strategies will generate significant benefits for The Ritz. The hotel will attract eco-friendly tourists who prefer hotels that respect the environment and will become an example of sustainable luxury. Streamlining resource consumption and reducing waste will reduce operational costs. In addition, the hotel will comply with European regulations on sustainability.
Estimated costs
The adoption of these measures will require some expenses in the short term, but save money over time:
· Removing single use plastic 
· Installing and optimising energy solar panels
· Menu reorganisation and waste minimisation.
These measures will help to position The Ritz London as a modern and responsible luxury hotel, maintaining its exclusivity but becoming more attractive to young tourists and sustainability-conscious travellers. 
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The implementation of the proposed changes will require staff adaptation and an effective change management strategy (Burnes, B., 2014). To ensure a smooth transition that does not affect the quality of service, The Ritz London needs to adopt measures to make it easier for employees to adapt to new processes and technologies. 
How will the proposed changes be managed?
Changes must be introduced progressively and supported by a well-structured implementation plan. Some key steps include (James Hull, 2024):
· Evaluation of current employee skill levels to identify training needs.
· Creating a customised training plan suitable to each category of staff.
· Initial testing of the new technologies and procedures in a limited number of rooms and departments prior to large-scale implementation. 
· Monitor and adjust processes based on employee and customer feedback.

Strategies to adapt staff to the new measures
	Measure
	Implementation strategies
	Employee benefit

	Digitalisation of services
	Training on how to use IT platforms and chatbots
	Reduce interaction time and increase work efficiency

	Sustainability
(plastic reduction, renewable energy)
	Training on eco-friendly practices and their impact
	Increasing social and environmental responsibility

	Personalising the customer experience
	Training on how to recognise guest preference and use data for personalised services
	Developing customer service skills and customer loyalty


	
	Clear communication of the benefits of these changes
· Meeting and workshops to explain why these changes are necessary.
· Mentoring programs in which experienced employees will help their colleagues adopt the new processes.
· Internal platforms for updates and Q&A sessions (James Hull, 2024).

Employee reaction and ways to reduce resistance to change
	Challenge
	Solution
	Impact

	Technology resilience
	Providing ongoing IT training and support
	Increasing employee confidence in new processes

	Time needed for adaption
	Gradual implementation and constant feedback
	Stress reduction and natural adjustment to change

	Fear of job loss
	Clear communication of the benefits of change and career development opportunities
	Increasing employee motivation and engagement



The adoption of these measures will reduce the resistance of change while increasing employee morale and ensuring that the implementation of the new strategies is successful without compromising The Ritz London’s standards of excellence. 
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For The Ritz London to determine whether the recommendations made are effective or not, the hotel needs to monitor a number of key performance indicators that correspond with changes in occupancy, guest satisfaction and efficiency. One of the most drivers of success will be the increase in booking from Millennials and Gen Z. By analysing booking data, it will be possible to see whether new personalised experiences and upgraded services are attracting more younger tourists (Roy and Pagaldiviti, 2023).
Another equally important factor in measuring success is the customers’ perception of the service. Online reviews, social media posts and ratings on sites such as TripAdvisor or Google Reviews will be monitored to evaluate guest satisfaction (Thi et al., 2021). Moreover, the hotel might conduct digital surveys through a mobile app to collect the guests’ opinions regarding the new facilities. Evaluating these responses will allow strategies to be adjusted so that personalised experiences and digitisation best meet market needs.
In terms of operational efficiencies, the hotel will analyse the operational costs, looking at whether the implementation of sustainable initiatives leads to long-term savings. Reducing the energy consumption and eliminating single-use plastics will help to reduce costs and these savings could be channelled into other innovative initiatives. 
With the implementation of these methods, The Ritz London will have a clear system in place to measure the impact of the implemented strategies, ensuring that the funds allocated lead to positive results and better adaptation to modern market demands.












[bookmark: _Toc191647152]3.6. Perspectives on strategy implementation and long-term impact
The Ritz London will remain a traditional and luxury hotel while becoming a preferred choice for younger tourists with the implementation of our recommendations. The proposed recommendations focused on three key directions: creating personalised packages, integrating technology and adopting sustainable measures. Each of these will help improve the guest experience and increase operational efficiency.
Younger generations, whose focus is on authenticity and personalisation, will be targeted through themed experiences and partnerships with local brands. Sustainable service advancements, online check-in/check-out and virtual concierge services will improve operational efficiency and convenience while enhancing the hotel’s image and lowering costs (Salam et al., 2024).
All of these changes will improve The Ritz London’s competitiveness, making it a luxury hotel designed to meet modern expectations. However, long-term success depends on maintaining a flexible approach. The hospitality market is constantly evolving and the hotel must be proactive in adopting new trends to remain relevant and attractive (Siamak Seyfi, Tan Vo-Thanh and Zaman, 2024). As such, the strategy in place needs to be regularly reviewed so it can be adapted to changes in guest expectations and new innovations in the industry. 
















[bookmark: _Toc191647153]4. Action Plan
To ensure that the implementation of the proposed strategies is effective, The Ritz London should follow a structured action plan that includes the problems we had identified, recommended solutions, desired outcomes, implementation timeframe and estimated costs. The proposed plan will guide the hotel through the modernisation process, ensuring a smooth and measurable transition.
Below is the action table with the main initiatives:
	Number
	Problem
	Solution
	Desired outcome
	Time scale
	Completion date
	Planned budget

	1
	Lack of attractiveness for young tourists
	Creation of customised experience packages
	Increased booking from Millennials and Gen Z
	6 months
	01.10.025
	£100000

	2
	Outdated hotel processes, lack of digitalisation
	Implement digital check-in/check-out, virtual concierge and smart rooms
	Reduce waiting times and improve guest experience
	8 months
	01.12.2025
	£450000

	3
	Limited sustainability
	Eliminate the single-use plastic, renewable energy sources, eco-friendly menus
	Increase the hotel reputation and reduce operational costs
	9 months
	01.01.2026
	£300000

	4
	Staff resilience to change
	Organise training on technology, sustainability and customer experience
	Increasing the employee engagement and ensuring a smooth transition 
	4 months
	01.08.2025
	£50000

	5
	Lack of digital presence and modern marketing
	Create a social media strategy and working with tourism influencers
	Increasing online visibility and attracting a wider audience
	5 months
	01.09.2025
	£750000



The implementation of this action plan will enable the hotel to modernise its services, attract new generations of tourists, optimise its operational costs and improve its image, therefore strengthening its position in the luxury hospitality market. 























[bookmark: _Toc191647154]5. Conclusion
This consultancy report highlighted the main challenges that The Ritz London is facing and proposed solutions to improve the hotel’s appeal to younger generations. The analysis pointed out that the traditional styling, lack of digitalisation, limited sustainability and static experiences are some of the factors that are making Millennials and Gen Z lose interest in the hotel. The hotel industry is changing, with the younger generations focusing on distinct experiences that merge advanced technologies with environmental friendliness. These changes cannot be ignored if The Ritz London wants to maintain its position in this industry.
Three central strategies were developed: modernising the customer experience, digitising services and implementing sustainability strategies. By creating personalised packages, The Ritz will be able to offer unique experiences aligned with the expectations of new generations, thereby increasing occupancy and customer loyalty. The use of technology will enhance comfort, efficiency, reduce the waiting times and increase customer satisfaction through the introduction of online check-in, virtual concierge services and smart rooms. At the same time, adopting a sustainable model will help improve the hotel’s image, attract eco-conscious tourists and optimise costs by reducing resource consumption. 
The implementation of these strategies will not only transform The Ritz London into a modern and relevant hotel for today’s market but will also strengthen its position as a leader in luxury hospitality. With a proactive approach, the hotel will maintain its identity while integrating innovations to appeal to a larger audience. Change management is equally important in this context. By providing staff training, effective communication and employee benefits, the transition to the new strategies will be smooth and efficient, avoiding resistance to change and ensuring high quality services.
Evaluating the success of the implementation will be done by monitoring the number of bookings from Millennials and Gen Z segment, analysing customer feedback and reducing operational costs. These measures will allow strategies to be adjusted in real time, ensuring continuous adaptation to market trends.
Lastly, we want to express our gratitude to The Ritz London for working with us on this consultancy project. It is our pleasure to work with such a prestigious hotel and we are certain that the provided solutions will have a positive impact on the long-term success of the hotel. It will be our pleasure to assist The Ritz London’s team in the implementation of these initiatives and to contribute to the development of a sustainable and innovative strategy in the hospitality industry. 
With the implementation of these measures, The Ritz London will be able to maintain its prestige, attract a new generation of travellers and continue to be a symbol of luxury and excellence in the international hospitality industry. 
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