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[bookmark: _Toc157400102]Executive Summary
The Ritz-Carlton Hotel Paris is characterized by problems in preserving technical glory and prestige while considering the modern requirements of travelling. This executive summary focuses on essential issues such as variations in service standards, outdated amenities and the need to accommodate modern traveller requirements.
Guest evaluations and observations from the industry show a drop in perceived quality of service. In line with the analysis, it is evident that staff training remains vital for sustaining superior levels of guest satisfaction. Discrepancies originate from a transactional approach, which requires an all-around staff training program. Proposed solutions include the use of luxury service standards, enhancing cultural awareness and improving staff emotional intelligence. It is to go above and beyond guest expectations and develop a personal touch connection rather than transactional interactions. A review of facilities reveals a mismatch with the contemporary traveller’s needs. McKinsey & Company's (2024) conclusions emphasize the relevance of modern conveniences that influence 70% of travellers when they choose a place to stay. The proposed approach to improving facilities carried out includes thorough evaluation, prioritization of renovations according to impact and importance, and partnership with design and technology specialists. Some of the most important elements that require modernization today are technology in rooms, bathroom facilities, accessibility features and bee half-common spaces. A comprehensive analysis of shifting traveller composition, specifically millennials and Gen Z, underscores the need for an evolving marketing approach. According to McKinsey & Company (2024), 73% of luxury travellers are willing to spend more money on hotels that have implemented sustainable principles. The suggested marketing strategy includes micro-influencer partnerships that support sustainability and customization. Micro-influencers who are authentic influencing a specific audience of potential luxury travellers offer an inexpensive way to engage with the emerging professional class.
To manage the inconsistencies in service standards, a comprehensive training program is proposed. It concentrates on luxury service, cultural sensitivity and emotional intelligence. Communication, engaging initiatives and leadership advocacy are considered building blocks of employee engagement in the change process. Measurement and evaluation consist of the regular tracking of guest satisfaction scores, online reviews, as well as staff competency through performance assessment. The distribution of the budget towards the proposed facility upgrade is to be specific. Careful prioritization based on data-driven evaluations and inputs from experts ensures that modern features are introduced in the hotel without eroding its old-world charm. Some aspects that need comprehensive work include technological integration, bathroom updates, increased accessibility and a transformation of public areas. Change management basics include guest feedback integration, staff training and continuous monitoring of success via guest satisfaction scores as well as key performance indicators. Utilization of modern marketing strategies means that targeted campaigns focusing on sustainability and personalized experiences emerge. Micro-influencer partnerships are advised, based on the research findings that specifically demonstrate their authenticity and higher influencer marketing ROI. The suggested action plan features collaborations with influencers, specific guidelines for a campaign and ongoing monitoring of success beyond common engagement metrics.
A detailed action plan specifies particular actions, deadlines, and budgets for every recommendation. The plan provides staff training programs and facility renovations among others, to ensure a unified structure-based synchronization of the recommended strategies’ implementation.
Finally, The Ritz-Carlton Paris is set for a renaissance through the adoption of these recommendations. Mutually reinforcing strategies grounded in thoughtful analysis and market intelligence not only solve today’s challenges but also pave the way for the hotel to lead a new generation of demanding travellers in defining luxury hospitality. Consultancy remains steadfast in making further support accessible for the successful application of these tactics.





[bookmark: _Toc157400103]Introduction 
Since its opening in 1898, the Ritz-Carlton Hotel has remained a living embodiment of luxury as represented by Paris on Place Vendôme (The Ritz-Carlton, Paris, 2024). The hotel with its grand interior and perfect service has been made famous among more than a century of royalty and celebrities along with people wanting to have any luxury (The Lead Lodges of World. 2024). Timeless classic luxury perfectly joined with modern amenities across 340 elegantly appointed rooms and suites make Ritz Paris a landmark of the capital’s hospitality (The Ritz-Carlton, Paris, 2024).
Nevertheless, even the most highly regarded entities are not beyond changing trends. In more recent years, however, guest reviews have suggested that the hotel’s previously unique patron experience has declined. The issue of indifferent service, old facilities and lack of connection with a modern luxury traveller is rising which might ruin the hotel's image and threaten it (Carrick, 2024).
Therefore, this report which was commissioned by The Ritz-Carlton Paris is intended to shed light on these challenges and offer constructive recommendations towards the restoration of the hotel as a leader in grandeur Parisian hospitality. This task has been entrusted to Hospitality Tech Solutions International (HSTI) – the world’s top consultancy firm in luxury hotel experience. Backed by the success of rejuvenating well-known hotels in various parts of the globe, HSTI has offered a unique talent for guest experience analysis as well as service optimization and strategic planning.
HSTI will adopt a multidimensional approach to fully understand the situation. The STEEPLED analysis will focus on external factors influencing the hotel, including social shifts; technological innovations; economic developments and changes in regulations (Johnson et al., 2017). The SOAR analysis will internally analyse the hotel’s strengths, opportunities aspirations and results so as to present a comprehensive review of its current position (Stavros & Hinrichs 2009). Lastly, the TOWS analysis will integrate both internal and external factors to derive potential threats, opportunities weaknesses as well as strengths thus guiding future decisions.

By providing this thorough analysis and the best recommendations possible, HSTI seeks to put life back into The Ritz-Carlton, Paris so that it keeps up with its legacy while meeting or even more importantly exceeding the expectations of the modern traveller. The travelling starts with a critical analysis of the current situation and an idea towards a brighter one.
[bookmark: _Toc157400104]Analysis and Discussion
The addressed issue is not just some inconveniences but the very loss of what made this hotel in Paris a legendary experience. Though its lavish interior and old character persist, the latest trends suggest a deviation between what is provided by this hotel and that required of an up-to-date luxurious traveller. This manifests in three key areas:
1. Impersonal Service: No longer do guests feel pampered given to every whim. Reviews focus on the absence of warmth and care from employees as well as problems with differentiating services, consistent features correspond to a transactional way rather than an interactive one (Trustpilot, 2024). This is also supported by a 2013 survey conducted by J.D Power, which showed that The Ritz-Carlton, Paris was below the average for guest satisfaction regarding service interaction among luxury hotels (Hunter, 2024). This drop in service quality has direct repercussions on guest satisfaction and loyalty. If a hotel gets negative reviews on social media, it may discourage potential guests and spoil the image of that particular establishment. In a 2022 study by Trustpilot (2024), it was found that declining the hotel’s online rating by one star can result in an 9% decrease from its revenues. The inadequate training on the required luxury service standards and guests’ handling could be one of the causes. Staff changes can significantly affect service continuity and communication with guests. Travelers of this age do not want to be pleased with quick service but rather look for individual journeys and feelings.
2. Outdated Facilities: Although the traditional features carry some degree of appeal, there are a few places that seem old and lack necessary contemporary facilities for luxury traveller’s. Reviewers cite issues regarding aging tech, worn out furniture and limited in-room facilities versus newer luxury hotels (Carrick, 2024). Old facilities reduce customer satisfaction by affecting the perceived savings, which may result in guest complaints and negative ratings on online platforms. McKinsey & Company reported in 2023 that seventy percent of travellers considered the advancements and technology to be fundamental for when selecting a hotel (Rosen, 2024). Making other aspects of the hotel more important than facility updates could result in neglected maintenance. Historical preservation with contemporary upgrades can be hard to achieve. The idea of outdated luxury may come as a result of not keeping up with the changing amenities provided by modern luxury hotels. It appears the hotel is designed for a traditional luxury fashion that may not address the changing appetites of contemporary guests (Rosen, 2024). 
3. Poor Personalisation Effort: Among the reviews, there are references to poor personalization of services; a small selection of wellness activities and no options for local experiences targeted at young adults (Solomon, 2024). If changes in the traveller are not incorporated into operations, occupancy rates and revenue decline. In its 2023 report, Skift noted that millennials and Gen Z travellers seek unconventional experiences driven by sustainability & personalization which might be missing in The Ritz-Carlton Paris (Agarwal, 2024). Limited understanding of modern traveller preferences: The hotel may not actively research and understand the changing needs and expectations of the younger population. The focus of the marketing initiative could be on attracting an identical guest profile that a hotel has traditionally served, overlooking opportunities in new market segments. The unwillingness to change with the tide of travel might undermine efforts aimed at ensuring that a hotel remains viable (Harvard Business Review, 2024).
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	Factor
	Impact on The Ritz-Carlton, Paris

	Social
	

	*Shifting demographics
	Gen Y and Z travellers who will comprise 50% of global travel by the year 2035 are experience-based, technology-driven with a high consciousness of sustainability, disengaged if the hotel space does not adjust accordingly (WYSE Travel Confederation, 2024).

	* Rise of social media
	85% of travellers rely on online reviews as much as they would personal recommendations, highlighting the importance of active reputation management (MediaRoom, 2024).

	*Increased social responsibility
	This suggests that 65% of travellers are ready to pay more for hotels with ethical practices so, it is much more important to display ethics (Booking Global, 2024). 

	Technological
	

	* Guest personalization
	AI-powered tools and dynamic pricing are required for 78% of guests who expect personalized experiences based on previous preferences (Harvard Business Review, 2024). 

	* Contactless technology
	52% of travellers favour non-contact check-in and payment methods that call for the adoption of such technology (Harvard Business Review, 2024).

	* Evolving distribution channels
	67 percent of bookings are made with OTAs, therefore strategies to develop an optimal online presence and distribution need optimization (WYSE Travel Confederation, 2024).

	Economic
	

	* Fluctuating tourism trends
	Global tourism spending was projected to reach $ 1.8 trillion by 2025, but that measure can be thwarted by undetermined economic factors so the emphasis on diversification of offerings and target markets is sought. (López, 2024).

	* Changing luxury landscape
	58% of luxury travellers are looking for transformative experiences and local immersion, which indicates the need to differentiate through heritage trends (Team, 2024). 

	* Rising operational costs
	The increase in labour costs from the hospitality sector to operate at 5% showed that cost optimization could be achieved without jeopardizing quality (Insights, 2024). 

	Environmental
	

	* Growing demand for sustainable travel
	83% of travellers think about sustainability when choosing a hotel hence the need to concentrate on sustainable practices (Group, 2024). 

	* Regulatory pressure
	Hotel operations and compliance are affected by the EU’s Green Deal which sets the reduction of greenhouse gas emissions to 55% in the year 2030 (EU, 2024).

	* Carbon neutrality
	Imposing carbon reduction targets is a critical distinguisher in the luxury hotel segment, given that 60% of hotels under this category have put such measures in place (SHA, 2024).

	Political
	

	* Political instability
	Political instability in critical markets can discourage travel (e.g., the Russia-Ukrainian crisis), demonstrating that source market diversification should be carried out (KPMG, 2024). 

	* Taxation policies
	In 2024, France’s tax for tourists increased to €3.6 per person and night by which the pricing strategies had been adjusted from time to time throughout this year (The Economic Times, 2024). 

	Legal
	

	* Data privacy regulations
	GDPR penalties for non-compliance can reach €20 million or 4% of turnover, underlining the significance of solid data protection measures (GDPR, 2024). 

	* Accessibility regulations
	Recognizing that 15% of the world’s population are disabled citizens hotels ought to be accessible with audits done on both facilities and services (WHO, 2024).

	*  Labour laws
	In France, the minimum wage rose by 3% in 2024 which influenced staffing costs and resulted in compensation and staffing model readjustments (Checherita-Westphal, 2024). 

	Ethical
	

	 * Fair labour practices
	About 72 percent of travellers view fair labour practices as important in choosing hotels and so there is a need to showcase ethical employment mechanisms (ILO, 2024). 



Table 01: STEEPLE Analysis (Self-made)
The majesty of the Ritz-Carlton, Paris is without dispute. With its spectacular interior and luxury looks, it continues to lure patrons who desire Parisian lavishness. Yet, just below the surface whispers of discontentment are brewing. The recent reviews paint the hotel in dire need of keeping up with today’s modern travellers' standards. Nowadays, the personalized service experience that was once a hallmark of Ritz-Carlton is fading and being replaced by inconsistencies between different locations as well as a more transactional approach to customers. The situation is further compounded by outdated facilities and a lack of connection with the trendy local community. For the Ritz-Carlton to regain its iconic status, it must embark on a strategic journey with an insightful SOAR and TOWS analysis of strengths, weaknesses opportunities as well as threats.
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Brand Heritage and Reputation: The Ritz-Carlton has 118 years of heritage, known for unmatched luxury and service. This brand recognition still serves as a valuable tool for drawing in guests looking for an element of history and majesty. In 2023, The Ritz-Carlton was regarded as the third most valuable luxury hotel brand in the world according to a report by Brand Finance (Global Brands, 2024).
Prime Location: The hotel location is unparalleled: a stone’s throw from the Louvre and Place Vendome, it sits in the very centre of Paris. Such convenience is critical to the luxury traveller who places a premium on their time and accessibility of iconic landmarks. The study by Peng & Chen (2019), a global real estate firm in 2024 indicates that location is the main factor influencing luxury hotel guests since it dominated positively at percentage value of 72% of luxury hotels. 
Dedicated Staff: Despite the reviews showing inconsistency, interviews conducted with employees show a great love for hospitality. With regard to guest relationships, this singular team can be developed as the strength of any given hotel (Peng & Chen, 2019).
[bookmark: _Toc157400108]Opportunities
Evolving Luxury Landscape: The millennials, Gen Z and contemporary travellers in the area of luxury tourism long for customization, exclusive encounters as well as sustainability. The Ritz-Carlton can act through its heritage, and elevate the implementation of AI in providing personalized recommendations to guests while curating cultural experiences such as local art and cuisine selection all while displaying their stake in promoting sustainable practices. According to a report by McKinsey & Company, luxury travellers are willing to pay more for sustainable hotels (Balchandani et al., 2024). 
Technology Integration: Seamless contactless technology for check-in, in-room controls as well mobile payments can improve guests’ convenience and operational productivity. Furthermore, partnering with contemporary booking systems such as Expedia and Booking.com is a way to improve market presence; A conducted study in 2023 by Oracle Hospitality found that at least 62% of travellers prefer staying in hotels which offer contactless technology (Oracle Hospitality, 2024).
 Partnerships with Local Businesses: Partnering with local artisans, museums and restaurants can give guests remarkable adventures away from their usual exploits. This gives a closer relationship with the city’s lively culture and matches up to increasing interest in experiential travelling. A 2023 Skift report, reveals that in choosing a hotel travellers look for something local and this accounts for at least 68% (Skift, 2024)
 Diversification of Target Markets: Extending marketing initiatives beyond usual luxury travellers to reach Gen Z and millennials who strive for social responsibility and exclusive adventures is in accordance with changeable demands. Underlining the inherent commitment to sustainability and showcasing its contemporary accommodations that capture this emerging market segment. In the 2024 Booking.com report, it was concluded that an estimated figure of 72% of tourists consider hotel sustainability aspects during booking decisions (Skift, 2024). 
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• Renew brand image as representative of contemporary, personalized luxury in Paris.
• Be the best hotel in Paris to delight guests through bespoke service and memorable experiences.
• Become the benchmark of sustainable luxury hospitality in Paris.
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• Outdated Facilities and Amenities: Distinctly, some areas of The Ritz-Carlton, Paris appear outdated compared to typical modern luxury hotels as they lack basic equipment such as smart thermostats, USB charging ports and in-room entertainment systems. This kind of perception that the value is decreasing in relation to what one pays for it can drive away guests. An 8% drop in revenue resulted from a one-star decline in the hotel’s online rating related to dated facilities according to a study by (Skift, 2024).
• Impersonal Service: TripAdvisor reviews from the last few years show that service is not consistent, and guests mentioned a lack of warmth and responsiveness. The alienation from individualized luxury expectations may hurt the hotel’s reputation and loyalty. The Ritz-Carlton Paris performed below the average for service interaction of the luxury hotel segment (Skift, 2024).
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1. Draw on the brand’s history and location to create bespoke experiences for contemporary high-end holidaymakers.
2. Empower and train staff to provide authentic, personal services that will meet the guest's expectations since they already have a passion for hospitality.
3. Collaborate with local enterprises to create authentic experiences that reflect the hotel’s dedication to sustainability, in line with emerging trends of luxuriousness and increased emphasis on sustainable travel.
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1. Leverage technology in creating personalized experiences for the guests using AI-powered recommendations and contactless technologies, integrating with current booking platforms to widen reach and awareness.
2. Allocate capital to specific facility improvements to deal with ageing amenities and produce a cohesive guest journey that positively ties price perceptions.
3. Undertake comprehensive staff training programs on service excellence, cultural understanding, and emotional intelligence to fill the gap related to modern travellers’ preferences 
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1. In this connection, diversification of the marketing efforts in reaching out to Millennial and Gen Z travellers should be through target messaging plus adoption of social media strategies with emphasis on hotel commitment to sustainability as well ethical practices
2. Keep up with evolving travel patterns and policies to adjust services or operations proactively, comply and remain relevant.
3. Develop partnerships with local and national tourism authorities to confront upcoming political or regulatory changes, minimizing the risk of any interference 
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1. Balance value perception with operational costs considering the volatile nature of tourism trends and economic challenges 
2. Ensure strong data protection policies in place due to regulations and the need for guest privacy – focusing on any potential legal or regulatory challenges
3. Devise contingency measures arising from economic recessions or any other unplanned situation that can be used to ensure sound financial status and preparedness for outside aggression 
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A key strategy recommended for the Ritz-Carlton, Paris is an intensive training program that aims at raising the level of service. Studies indicate that staff training is integral to ensuring continued guest satisfaction and loyalty rates in the hospitality industry (Johns & Tyas, 2016). In the study by Pizam, and Ellis (1999) a well-trained staff impacts positively guest perceptions in turn leads to increased customer satisfaction which in most cases results in repeat business. The proposed training should be based on luxury service standards, cultural awareness and emotional intelligence that represent the solutions to inconsistent general approaches of deliverance quality by workers especially in terms of interpersonal perception.
In addition, staff engagement in the change process cannot be underestimated. The development of a sense of belonging by engaging employees in the training program and asking their opinions on service improvement initiatives (Heskett et al., 2012). Research by Schneider et al. (2011) highlights how employee engagement leads to high customer satisfaction and improves organizational performance in the service sector.
However, it is also critical to evaluate the outcomes of this initiative through monitoring guest satisfaction scores ratings and reviews on online platforms besides assessing staff competency (Heskett et al., 2012). Meanwhile, the encouragement of excellent service can boost staff to achieve better performance and establish a culture of continuous improvement (Johns & Tyas, 2016).
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• Luxury Service Standards Revival: Strengthen the legendary Ritz-Carlton principles, highlighting overdelivering on guest expectations, anticipating needs and providing guests with superior personalized service. Role-playing the situation with active listening, empathy and conflict management skills will ensure that guests feel respected (Heskett et al., 2012).
• Cultural Competency Cultivation: Sensitivity training develops the understanding of various backgrounds and preferences among guests while local customs and etiquette help through interactions. The development of language skills meets the needs of multilingual visitors and encourages an inclusive environment (Schneider et al., 2011).
• Emotional Intelligence Empowerment: Stress management skills and the ability to stay calm under pressure will help staff handle tough situations with ease. Emotional intelligence helps them control the emotions of guests and create beneficial relations, crossing the simple transactional service (Hwang & Chang, 2023).
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· Blended Learning: Online modules provide flexibility while in-class workshops and on-the-job coaching facilitate deeper engagement with their more practical nature. Microlearning frameworks, either based on eLearning platforms or mobile apps strengthen important ideas pleasantly (Johns & Tyas, 2016).
· Experiential Learning: The use of role-playing exercises, guest shadowing and mystery shopper simulations enable staff to test their newly acquired skills in an authentic environment thus helping them cement learning while fostering confidence.
Change Management Strategies:
· Transparent Communication: Make sure that the program is clearly understood by staff members and gains their approval, addressing issues through multiple channels (Hwang & Chang, 2023).
· Engaging Initiatives: Conduct pre-training surveys, collect feedback during the program and actively involve staff in determining how this training opportunity can best address their needs. Operationally, recognition programs and rewards for outstanding service and training completion motivate participation even more robustly while supporting desired behaviours.
· Leadership Advocacy: Guide managers to champion the program by actively training and coaching, showing its value, and focusing more on intercultural competence programmes led by leaders and senior managers. 
[bookmark: _Toc157400120]Measurement and Evaluation
· Guest Satisfaction Surveys: Measure the program’s impact on guest perception by monitoring changes in satisfaction scores and service quality feedback.
· Mystery Shoppers: They should conduct frequent performance reviews to provide an impartial evaluation of service quality standards and compliance with training principles, highlighting areas for improvement.
· Employee Engagement Surveys: Measure the effects of the program on the work environment stemming from staff morale, motivation and commitment to service quality.
· Performance Reviews: Combine the aspects of training progress and service performance with individual reviews, connecting personal improvement to organizational objectives.
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The costs of trainer fees, learning materials and technology platforms as well as staff training time are anyhow involved; however, the latter greatly exceeds initial spending. Guest satisfaction, improved employee moods, enhanced public image, reduced staff turnover and greater opportunities to increase revenue yield a high return on investment (Johns & Tyas 2016).
Addressing Specific Challenges:
• Staff Resistance: Such concerns can be minimized through transparent communication focusing on personal and professional development opportunities.
• Disruptions: Staggered rollout with dynamic training records reduces operational interruptions.
• Budgetary Constraints: Investigate budget-friendly options such as the use of in-house education materials, current technology systems, and cooperation with training organizations.
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One important factor in addressing the identified issues at The Ritz-Carlton, Paris is a specifically directed allocation of budget for facilities improvement. McKinsey & Company (2024) emphasizes the importance of modern amenities and technology in shaping guest perceptions with 7 out of 14 travellers preferring these features over other factors.
Facility upgrades ought to be undertaken comprehensively by conducting a detailed study of the areas that require improvement and assigning renovations according to their effects on guests and level of urgency. Thus, it is important to collaborate with professionals in interior design and technology so as not to lose the historical feel of a given hotel (Kwortnik & Ross 2007). Trustpilot's ( 2024) research reveals that old infrastructure reduces guest satisfaction hence calls for improved interventions to boost the perceived value of our resources.
The change management strategies, such as clear communication with the staff and guests about the goals of upgrades, are important for this recommendation’s implementation (Cummings & Worley in Capella University Organization Design And Effectiveness Theory). Asking guests for feedback during and after renovations demonstrates responsiveness that is consistent with customer-centric principles (Johns & Tyas, 2016).
According to the Hotel Tech (2024) studies, hotels with renovated technology experience + 23 increase in guest satisfaction and a corresponding growth of RevPAR by around 15%.
[bookmark: _Toc157400123]Targeted Investments, Maximum Impact
A strategic approach to upgrades necessitates a two-pronged strategy:
Prioritization: A data-driven evaluation should identify potential sites for immediate attention, specifying renovations with the greatest impact on consumer contentment and income generation. The guest feedback data from TrustYou and occupancy rates as well as competitor analysis may assist in identifying lagging areas based on the common pain points (An & Kim, 2019).
Expert Collaboration: Collaboration with qualified interior developers and technology consultants guarantees the smooth transition of innovative aspects while preserving the historical character of this hotel (Kwortnik & Ross, 2007). This way keeps the uniqueness of the hotel while at the same time making sure it meets modern needs.
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While a specific project list requires further analysis, data-driven insights suggest focusing on:
Technology Integration: Using smart devices such as thermostats and lighting controlled by voice assistants or mobile apps for smoother communication is tech-savvy travellers’ preference, which improves in-room technology. According to Hotel Tech (2024), studies have revealed that 67% of customers would spend more on a room with smart technology.
Bathroom Modernization: Renovation of outdated fixtures and amenities in bathrooms leads to a better comfortable experience. According to Heung & Lam (2023), it is mentioned that bathroom cleanliness becomes the number one factor determining guest satisfaction after bed. On the basis of guest feedback, consider aspects such as walk-in showers, rain showerheads and heated towel racks.
Improved Accessibility: Such an approach implies the introduction of accessibility features in all parts of a hotel, including wider doorways and ramps as well as lowered counters, which not only creates favourable conditions for guests but also makes inclusion evident while meeting regulatory requirements. This can also increase the customer base since 40% of travellers see accessibility as a vital factor to consider in their decision-making process (Tager ‎ et al., 2021). 
Public Space Revamp: Renovation of communal areas such as lobbies, cafes and conference halls using new furniture designs, lighting displays etc. revives the overall atmosphere while improving usability factors in equal measure An and Kim (2019) point out that 78% of guests have overall design-based considerations when choosing a hotel.
[bookmark: _Toc157400125]Change Management Essentials
Guest Feedback Incorporation: Solicit guest feedback during the renovation process to show responsiveness and a commitment toward continuous improvement (Johns & Tyas, 2016). Conduct surveys, use focus groups and offer online feedback channels.
Staff Training and Engagement: Provide staff knowledge on the updated facilities and how to use new technology. Train and communicate to address possible apprehension on changes in their duties (de Grosbois & Fennell, 2022).
Measuring Success:
· Track guest satisfaction scores: Observe variations in customer commentary before, throughout and after renovations using TrustYou or ReviewPro to estimate the modifications of perceived value.
· Analyse key performance indicators (KPIs): Assess the financial outcome of such investments by tracking metrics that include occupancy rates, room rates and RevPAR. Shoot for the 23% increase in guest satisfaction and a 15% uptick in RevPAR discussed previously.
· Conduct post-project surveys: Solicit targeted feedback from guests regarding their interactions with the enhanced facilities so as to determine improvement options.
Potential Benefits and Cost Considerations:
· Enhanced brand image and reputation: This helps create a modern and relevant image, newer guests going to the hotel while making old customers loyal (An & Kim 2019).
· Increased guest satisfaction and loyalty: The positive responses by the customers help in repeat business, improved performance online and generating profits (Song et al., 2019).
· Improved operational efficiency: The upgrading of technology and infrastructure will improve efficiency; thus, costs are minimized while there is improvement in guest services.
[bookmark: _Toc157400126]Adapting to Modern Traveller Expectations
It is essential for The Ritz-Carlton, Paris to align its marketing strategy by targeting the likes of modern travellers specifically millennials as well as Gen Zs. Tager ‎ et al., (2021) study revealed that about 73% of luxury travellers are willing to spend more for sustainable hotels suggesting a specific targeted marketing strategy aimed at campaigns on digital platforms focusing on sustainability and personalized experiences.
For example, collaboration with influencers and travel bloggers can increase the hotel’s popularity among younger audiences given that many studies have demonstrated social media's impact on choices to book a flight or tour (Litvin et al., 2008). In response to the needs of today’s traveller, who desires unique local experiences and wellness activities according to Skift (2024), curating them appeals.
Educating marketing and sales teams about changing consumer preferences among the younger segments of the population can be very instrumental to successful implementation (Pizam & Mansfeld, 2009). The research from UNWTO (2024) draws attention to the fact that it is crucial for developers and operators to constantly monitor travel trends as they evolve in order to proactively adapt offerings and operations, and ensure compliance with regulations to stay relevant within a competitive landscape.
Gen Z and the Millennials are turning over the tides on how luxury travel should be as it seeks to encompass personalization, authenticity, and sustainability (McKinsey & Company 2024). Although the Ritz-Carlton, Paris epitomizes timeless elegance and rich history that is bound to continue attracting such affluent clientele, it requires a directional change in marketing. The micro-influencers partnerships represent a strong solution, connecting the past and current demands.
Research shows that the power of micro-influencers (10k-50k followers) is higher than mega influencers. Lee & Kim (2020) emphasise their authenticity and niche targeting, generating bonds with smaller yet highly engaged audiences who have similar interests and values to themselves. Collaboration with a micro-foodie on an immersive, behind-the-scenes cooking class by a famous chef can deliver one of the sort experiences that meet all modern travel desires aimed at intimate content consumption in social media like Instagram.
The advantages stretch well beyond social media involvement. Micro-influencers have a higher ROI for influencer marketing, as they reach out to targeted audiences and maintain engaged communities. According to West (2024), micro-influencers have an average conversion rate of 8%, which is much higher than the usual influencer marketing campaigns. Collaborating with relevant micro-influencers tailored to match The Ritz-Carlton’s brand identity opens up a chance for new visitors, reaching out to the audience and creating conversions that generate revenue.
It is imperative to address potential issues in marketing and PR departments. Highlight the micro-influencer's ability to provide a wide range of perspectives and audience insights. Encourage cross-team collaboration to streamline the implementation of influencer content into broader advertising initiatives. Collaboration with influencer marketing platforms makes the process of identifying suitable micro-influencers and campaign management (Lee & Kim, 2020).
Whilst social media engagement metrics (likes, comments, and shares) are fundamental to be monitored, it is necessary to apply a holistic approach. Measure website traffic sourced from influencers, conversion rates from these promotions and brand sentiment by younger demographics to quantify their overall influence on the perception of brands along with guest acquisition (O'Connor, 2017).
Micro-influencer partnerships are popular but also data-driven, cost-effective ways to reach new luxury travellers. Micro-influencers are a cost-per-follower-reducing strategy that is budget-friendly with also promising ROI (West, 2024). Ensure that the partnership is carefully tailored based on what one aims at achieving and how it involves an analysis of the influencers' activity rates.
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	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Outdated Facilities and Amenities:
	Organize guest surveys and review online ratings to specify what exactly needs improvement. Create a renovation plan that focuses on contemporary updates in the priority areas of bathrooms, technology and common spaces.
	Enhanced guest comfort, convenience, and satisfaction with facilities.
	6 months
	August 31, 2024
	€500,000 (initial planning & design)

	2
	Lack of Unique and Personalized Experiences:
	Collaborate with the local artisans, chefs and cultural experts to organize creative excursions beyond sightseeing. Provide service touches tailored in accordance with guests’ preferences and data analysis.
	Increased guest engagement, satisfaction, and positive online reviews.
	3 months
	June 30, 2024
	€20,000 (initial partnerships & pilot programs)

	3
	Inconsistency in Service Excellence:
	Ensure that there is complete training of the service staff with an emphasis on anticipation, empathy and exceeding expectations. Use data-driven service personalization initiatives.
	Consistent delivery of warm, personalized, and anticipatory service, exceeding guest expectations.
	4 months
	July 31, 2024
	€30,000 (training & technology integration)

	4
	Negative Guest Feedback and Reviews:
	Put a system in place to actively monitor, as well as react positively and negatively towards guest feedback. Address concerns promptly and transparently. Promote positive guest experiences through online platforms.
	Improved guest sentiment, reduced negative reviews, and increased positive online reputation.
	Ongoing
	Continuous
	€10,000 (initial tools & resources)

	5
	Change Management and Implementation Support:
	Conduct workshops for leadership and staff to communicate the importance of change, address concerns, and ensure buy-in. Facilitate ongoing communication and support during implementation.
	Smooth implementation of changes with minimal disruption, fostering staff engagement and ownership.
	6 months
	Ongoing
	€15,000 (consultant support & communication efforts)



Figure 02: Action Plan (Self-made)













[bookmark: _Toc157400128]Conclusion 
The Ritz-Carlton, Paris has since time immemorial remained a name that embodies unmatched guest relations. Nevertheless, even the most respected establishments have to evolve with changing values. Many guests who have recently stayed at the hotel suggest that it no longer provides unrivalled service and amenities (Reviews 2024). This report recognizes this critical issue and provides data-driven solutions that not only address the intersection between heritage and modern expectations but also give guests a whole new level of experience.
• Adapting to Modern Traveller Expectations: With a keen awareness of the preferences millennial and Gen Z travellers seek for authenticity, sustainability, and personalization; this recommendation centres on curating unique experiences micro-influencer partnerships also incorporate environmentally friendly initiatives. This speaks directly to the necessity for a more modern and relevant guest experience.
• Facility Upgrades and Modernization: This proposal focuses on renovating outdated facilities and amenities that in turn improve the sense of comfort, efficiency and technology compatibility. These updates directly boost the overall guest experience by providing modern amenities and tackling pain points unearthed in customer reviews.
• Service Excellence Enhancement: Aware of the fact that unparalleled service continues to be engraved in The Ritz-Carlton brand, this recommendation focuses on staff training and empowerment combined with data-driven personalization. This guarantees that the staff is able to do flawless and anticipatory service as expected by customers directly addressing shortcomings mentioned in recent reviews.
Following these recommendations is not just about remaining competitive, it’s becoming best in class again so as to rebuild The Ritz-Carlton brand back at the top of luxury hospitality. For each recommendation, specific measures are suggested for taking action as well as likely challenges and frameworks of change management. We focus on rooted decision-making and continuous monitoring to ensure that all efforts are in line with the changing trends and wishes of guests.
Nevertheless, the real strength lies in The Ritz-Carlton’s willingness to adopt innovative concepts and adapt to new environments. Through focusing on genuine experiences, sustainable practices, targeted marketing strategies and above all unfailing commitment to service superiority that is Ritz-Carlton Paris has not only a chance of recovery but also surpasses the previous glory and reset the definition of luxury in future histories.
We are certain that these results-oriented approaches applied with diligence and openness will make The Ritz-Carlton remain a landmark of performance while setting the benchmarks for luxury in terms to come.
For our team, we would like to thank the management of The Ritz-Carlton and Paris for allowing us this opportunity. The hotel’s efforts to provide an unparalleled guest experience and the passion for a drive towards improvement have been very inspiring. We are sure that by implementing the recommendations from this report, The Ritz-Carlton Paris will continue to be a leader in luxury hospitality for many years.
We are still available to offer more information or guidance during the actual implementation of these frameworks. We are waiting to see The Ritz-Carlton, Paris regain its place as the unchallenged leader in luxury hospitality and recreates a new guest experience for each upcoming generation.
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