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[bookmark: _Toc180286081]Executive Summary 
This report presents a critical analysis of the key performance areas that need further improvements to enable The Langham Hotel to enhance service delivery in the spheres of training programs, technological innovations, community involvement, and environment-friendly practices. This report identifies these strategic areas as imperative in revitalizing employees' morale, guest experience, and perceptions about the hotel in the community.
The training programs will curb the problem of low morale and high employee turnover by allowing flexible working hours and offering performance-based rewards. The employees will have job satisfaction and offer quality customer service. The key performance indicators to be used for employee performance review and constant employee evaluation will measure the success of the training, as stated by Baker et al. (2020).
Because of this, every change would be important, for instance: mobile check-in and AI concierge. Using the Kotter 8-Step Change Model would ensure that transitions into such technologies are seamless. The outcomes in terms of guest satisfaction and operational efficiencies will be measured with data analytics and guest feedback. This will drive community engagement through local partnerships and CSR initiatives to strengthen brand image and build up local reputation. The transition will be guided by the Bridges' Transition Model, addressing the emotional transition of all stakeholders involved in the process (Kim et al., 2021).
The holistic green initiatives introduction will be informed by Kotter's guiding principles of change management in light of the increasing demand by consumers on environmentalist practices. Success will be measured against reduction of wastes and energy consumption among other metrics as observed by Lee & Park, (2019).
What's more, this report balances the investments in training, technology, community, and sustainability with a belief that such benefits far outweigh initial costs in the long run. Done with due metrics and timelines, these strategies will place The Langham Hotel at the forefront of innovation, community commitment, and sustainability to eventually improve its market competitiveness and guest experience.
[bookmark: _Toc180286082]1.0	Introduction
This consultancy report deals with the major problem a prestigious five-star hotel, The Langham, London, nested in the heart of one of the most lively cities around the world, is facing at present. Opened in 1865, the rich history, elegance, and an outstanding drive for excellent service creation have brought enormous prestige to The Langham. With 380 luxurious rooms and suites, the hotel offers guests a more unique blend of modern amenities and classic charm. Facilities include the Michelin-starred restaurant Petrus, very popular for its yummy delicacies; the Rouge Bar is also a very hip place, well-liked by hotel and city guests alike. The Langham offers versatile event spaces, from high-profile conferences to weddings and social gatherings, which house both leisure and business travelers in style and comfort.
Despite the prestige, The Langham faces significant challenges attributed to increased competition in the luxury hospitality sector. New forms of accommodation, mostly short-term rentals of a house via specific online platforms such as Airbnb, seriously alter the lodging landscape. They represent alternative and often cheaper experiences that appeal both to budget tourists and to business executives who are looking for flexible accommodation options (Cohen & residuals 2017; Zervas, Proserpio, & Byers, 2017). This growth of alternative accommodation options is in turn a direct threat to traditional hotels, as they are forced to compete against one another on service, amenities, price, and unique guest experiences.
Besides, the competition has raised with many new luxury hotels that have taken their places in London. New entrants provide better designs, new technologies and special services that appeal to the target guests (Gursoy & Maier, 2005; Ali & Omar, 2019). Such a trend puts pressure on the need to constantly evolve and invest in the market and consumer base for original and unique selling propositions for established hospitality and hotel chains like The Langham (Baker, 2017; Verhoef et al., 2015). The problem is further exacerbated by shifting consumer realization, as travelers have become more discerning with the kind of experiences they desire or demand which must be unique, real, and sustainable to their philosophy and way of life (Kwortnik & Thompson, 2009).
This competition is not only bad for The Langham occupancy rates and ADR, but is also a danger to its well established brand image. Today they focus more on the guests and their needs because customer opinions and feedback on social media platforms play a crucial role in decision-making in the hospitality business (He et al., 2018; Mariani & Baggio, 2016). The pressure ahead looks even more intense, considering that even negative reviews in luxury segment can potentially end with a loss of customer’s trust quickly, therefore following the route of competitive pressures The Langham has to act adequately (Ladhari 2009).
For the latter, the firm needs to undertake the analysis of the internal strengths and weaknesses and the external opportunities and threats. The performance factors of the hotel will be examined in this report with the help of such popular four business tools as PESTEL analysis, SWOT analysis, and TOWS analysis.
 Macro-mechanisms of the PESTEL analysis will be used to analysis macro factors which impact the luxury hotel market, namely political, economical, social, technical, environmental and legal factors (Johnson et al., 2017; Cherian & Jacob, 2013). Also, SWOT Analysis will assist in assessing The Langham’s internal and external capability and vulnerability with reference to development of strategic imperatives for enhancement (Pickton & Wright, 1998). This trend underscores the importance of continuous adaptation and innovation for established hotels like The Langham to retain their market share and customer loyalty (Baker, 2017; Verhoef et al., 2015). The challenge is further compounded by evolving consumer preferences, as travelers increasingly seek personalized and authentic experiences that reflect their values and lifestyle choices (Kwortnik & Thompson, 2009).
This increased competition not only threatens The Langham's occupancy rates and average daily rates (ADR) but also poses a risk to its long-standing brand reputation. Guest satisfaction has become paramount in the hospitality industry, where online reviews and social media significantly influence consumer choices (He et al., 2018; Mariani & Baggio, 2016). Negative reviews, particularly in the luxury segment, can lead to a swift decline in customer trust and loyalty, underscoring the need for The Langham to address these competitive pressures proactively (Ladhari, 2009).
· To navigate this complex environment effectively, The Langham must engage in a thorough analysis of its internal capabilities and external challenges. This report will utilize several well-established analytical frameworks, including PESTEL, SWOT, and TOWS, to assess the factors impacting the hotel’s performance.
· PESTEL Analysis will provide insights into the macro-environmental influences shaping the luxury hotel market, including Political, Economic, Social, Technological, Environmental, and Legal factors (Johnson et al., 2017; Cherian & Jacob, 2013).
· SWOT Analysis will allow for an evaluation of The Langham's internal strengths and weaknesses alongside external opportunities and threats, helping to identify strategic priorities for improvement (Pickton & Wright, 1998).
· TOWS Matrix will be employed to develop actionable strategies by aligning internal strengths with external opportunities and addressing weaknesses against potential threats (Weihrich, 1982).
This consultancy report aims to provide a comprehensive analysis of the challenges posed by increased competition and offer actionable recommendations that will enable The Langham, London, to enhance guest satisfaction, reinforce its market position, and maintain its esteemed reputation in the luxury hospitality sector.
[bookmark: _Toc180286083]2.0	Analysis 
[bookmark: _Toc180286084]2.1	Effect of Increased Competition
The Langham, London, as a leading five-star hotel, is grappling with the challenge of increased competition in the luxury hospitality sector. This issue is multi-faceted, impacting the hotel in several critical areas, including its reputation, guest satisfaction, income, and market scope. The rise of alternative accommodations, coupled with the entry of new luxury hotels, has significantly altered the landscape of the hospitality market, compelling established hotels like The Langham to reassess their strategies to maintain a competitive edge.
[bookmark: _Toc180286085]2.1.1	Reputation and Brand Loyalty
Brand image is especially important in the luxury segment, where the first-hand impressions and comments from the tourists define others’ behavior. Thanks to outlets such as the TRIP ADVISOR and YELP guests can share their experiences which circulate within social networks rapidly, as positive or negative word-of-mouth (Mariani & Baggio, 2016). To The Langham, any negative reviews are detrimental to the image of the company because it erodes a reputation for the company that has taken years to amass and that is linked to luxury brands. Another research by He et al (2018) shows that people believe online reviews as much as word of mouth, meaning hotel industries competing in the market have to nurture their reputation.
There is a high need for The Langham to deal with this increased competition through responding to the online on carrying out proper social media reputation management. Overall negativity must never be overlooked as it leads to deterioration of the loyalty of clients. Further, sustenance of a strong image-for-brand is also an issue of concern in this case because the ability to meet the customers’ needs and preferences is quickly imitated by other competitors hence the guest may be easily attracted towards the imitated product.
[bookmark: _Toc180286086]2.1.2	Guest Satisfaction
When competition rises to the level of raising competition, the need to deliver awesome customer experiences is very important. The demands of luxury travellers are shifting and differ from the previous years, and many clients today expect tailored solutions that correspond to their interests and perceptions of the world (Kwortnik & Thompson, 2009). If The Langham is not able to provide for these expectations it will suffer the consequences of dwindling clientele because current and future expectations can be met by other players in the industry with new service delivery models.
It has long been shown directly onto guest satisfaction to the extent that the providing of the guests with unique experiences cannot be overemphasized. A survey conducted in 2023 by the American Express Global Business Travel described that travelers get more engaged and curious about finding the rich experience along with cultural values. The Langham must take advantage of the great location and history to provide guests with such experiences that are likely to appeal to the modern journey.
2.1.3	Income and Financial Performance
Competition augments in its own way apply direct pressures on the revenues for hotel houses. The occupancy rates of The Langham have always had variations, most of which have been influenced by the COVID-19 pandemic. In the year 2019, the occupancy level of the hotel was at a high of about 87 percent. However, this rate reduced to about 25% in 2020 due to the impact of the COVID-19 virus on travelling. The operation of Oxford Street restaurants improved when restrictions were relaxed in 2021, and The Langham restored its revenue with 55% occupancy in the average occupancy rate of the year 2021, and it increases about 70% occupancy in the year 2022. The average occupancy for 2023 is expected to be at 82% and is expected that as consumer confidence comes back, there is going to be a constant high placed in luxury travel.
The same goes for competitors that are The Ritz London and The Savoy, where the occupancy rate followed the same trend and were at 90% and 92% respectively in 2019 reaching to about 85% and 80% in 2023. The ADR for The Langham in the pre Covid period was £450 in 2019 but £150 in 2020 because of deep discounting for attracting guest. This took the ADR to an estimated £420 in 2023 as more demand for the product was realized, driven by a tactful reestablishment of rates. This also was reflected in RevPAR, it was at £391.50 in 2019, then decreased to £37.50 in 2020, and then improved to £344.00 by 2023 estimates. More evident from the above financial performance, which was impacted by high competition, it is evident that The Langham has no option than to find new ways on how to adapt to a new form of pricing strategies as well as services in order to continue appealing to customers.
[bookmark: _Toc180286087]2.1.4	The Market Coverage and Target Market
The consumers have had an increased choice variety thanks to the new luxury hotels and new form of accommodations. This had raised its scope and makes it paramount for The Langham to landmark its Unique Selling Propositions USPs with those of competitors. This might dilute its target market by acquiring a population of customers that is perhaps too sensitive to price to match the luxury positioning of a large Six Hotel (Baker, 2017).
Cognizant of these market forces, The Langham has to invest its time in market research to understand the preferences of the target market more keenly. This includes demographics where potential consumers can be found and their preference to suit its marketing campaign. Communicating with potential customers on social networking sites and in social campaigns keep reiterating the hotels brand recall and besides targeting more potential guests.
2.2	Feedback Mechanisms
It is necessary to use feedback from customers and feedback in social media and guests satisfaction measurement instruments such as surveys. Nonetheless, if The Langham does not embrace the idea of actually looking at consumer feedback it receiving and acting accordingly, it may well seem indifferent to consumers’ wants and needs. Failure to interact with feedback conduits may worsen negative attitudes, and as a result, dampen customer commitment (Ali & Omar, 2019).
A feedback system collects guest feelings about the hotel services in real-time and can assist The Langham in making good decisions regarding services. For instance, the use of sentiment analysis tools to analyses the reviews written by the guests can help the hotel to identify recurrent issues that would have been difficult to identify on your own and work on them.
2.3	Possible reasons of rise of Competition
[bookmark: _Toc180286088]2.3.1	Technological Advancements
The prospect of digitalization has greatly changed the scales in the hospitality industry allowing new business models to evolve. The increased visibility of Web-based travel booking services and expansion of the sharing economy services has enabled consumers to have more potential choices (Zervas et al., 2017). Originally conventional establishments such as The Langham had to integrate to those modern technology to remain relevant.
In the context of The Langham, thus, technology creates a need for digital marketing and user-friendly computerized booking systems. The use of SEO and more effective website and mobile application design can increase conversion rates from the search phases to a booking.
[bookmark: _Toc180286089]2.3.2	Market Saturation
London is a rather saturated market and there are a great number of luxury hotels present at the site. New entrants getting in to the hotel industry apart from two and three star hotels include boutiques hotels and other international hotels, which poses a threat to The Langham (Verhoef et al., 2015). This saturation means that each hotel needs to stand out more, which results into aggressive marketing and notorious price cutting which harm margins.
An examination of the hotel developments that have opened over the past years in the London region shows that competition has intensified. Situated in a competitive portfolio of the select-service luxury hotels, The Langham needs to develop an unprecedented selling approach, ranging from delivering new experiences that distinguish the hotels from their competitors or creating differentiated packages that address key guest needs.
[bookmark: _Toc180286090]2.3.3	Changing Consumer Preferences
The expectations of the guests, especially the generation, Y and Millennials, have evolved towards customization. According to Ali and Omar (2019), travelers seek for authenticity, sustainability and culture of the area they intend to visit. The Langham must take into account of these factors when putting in place service deliverables and marketing strategies meant for attracting and retaining the guests.
According to the survey conducted by Booking.com (2023: 7), percentage of the respondents highlighted that sustainability is important while choosing the accommodations. This trend can be a plus for The Langham in dealing with the sustainable aspect of the business which in return will attract the traveler who is conscious about the impact of the organization and the environment as they groom The Langham for more competitive advantage.
[bookmark: _Toc180286091]2.4	Areas of Positive Performance
Despite the challenges posed by increased competition, The Langham excels in several areas that can be leveraged to strengthen its market position:
[bookmark: _Toc180286092]2.4.1	Exceptional Service Standards
The Langham has always been known for offering some of the highest levels of service accurateness. As reported by Forbes Travel Guide for the year 2024, a high level of customer satisfaction rating has been achieved by The Langham out of which service rating happens to be a major parameter and certainly differentiates the luxurious hotels in the trade.
Also used is personnel training in regard to customer relations as a method of enhancing operation of the hotel. Due to the courses offered for the staff, The Langham makes sure that employees are capable of delivering quality services as required by customers.
[bookmark: _Toc180286093]2.4.2	Rich Heritage and Brand Value
The company, The Langham, has been in existence for over 150 years and therefore it stabilizes itself with a good brand image that is accepted by people in the domestic as well as the international markets. All of this can be promoted to target a clientele of guests focused on the idea of the timeless experience of luxury.
Through value-based narratives, guests can understand the content created by The Langham offering a more profound connection to its stories than a new competitor in the market can provide.
[bookmark: _Toc180286094]2.4.3	Prime Location
Established in the elite Marylebone area, The Langham enjoys a good geographical location for receiving tourist and business clients. Being close to major attractions, shopping areas, and business areas makes for a major plus in a area that has much competition.
The hotel should also closely work with businesses in the county and this can easily be achieved by offering special packages to the potential guests.
[bookmark: _Toc180286095]2.4.4	Diverse Offerings
The Langham features numerous facilities for its guests such as restaurants, 24/7 health club, and an elegant spa center, a business center and meeting, and banquet facilities. This diversity makes it possible for the hotel to satisfy as many client needs as is possible, thus increasing its market appeal to the various markets. If The Langham is to stay relevant in providing proper anim per package and guest satisfaction, it will be able to continue these evaluations making sure that it stays updated with current needs and trends.
[bookmark: _Toc180286096]2.5	SWOT Analysis
A SWOT analysis provides a comprehensive overview of The Langham's current situation in the context of the challenges posed by increased competition. The analysis is presented in the table below:
	STRENGTH
	WEAKNESSES

	Strong Brand Reputation and Heritage: Over 150 years of history, which appeals to guests seeking authentic luxury experiences.
	High Operating Costs: Luxury services and amenities lead to substantial expenses that affect profit margins.

	Exceptional Service Standards: Recognized for outstanding customer service and attention to detail, which differentiates it from competitors.
	Limited Flexibility in Pricing: High-end positioning restricts the ability to implement aggressive discounting strategies.

	Prime Location: Situated in the prestigious Marylebone area, close to major attractions and business districts, offering a strategic advantage.
	Aging Facilities: Some aspects of the hotel's infrastructure may not be as modern as newer luxury hotels, impacting guest perception.

	Diverse Range of Amenities: Offers fine dining, luxurious spa services, and versatile event spaces catering to a wide range of guest preferences.
	Reliance on Traditional Marketing: Less focus on digital and data-driven marketing strategies compared to competitors.

	OPPORTUNITY
	THREAT

	Growing Demand for Personalized Experiences: Guests increasingly seek immersive and tailor-made stays that The Langham can offer by leveraging its location and heritage.
	Increasing Number of Alternative Accommodations: The rise of boutique hotels, Airbnb, and new luxury entrants creates more options for travelers.

	Rising Interest in Sustainable Travel: Guests' preferences are shifting towards eco-friendly accommodations, presenting an opportunity for The Langham to adopt green initiatives.
	Economic Downturn Affecting Luxury Spending: Economic fluctuations can reduce disposable income, leading to decreased demand for luxury accommodations.

	Expansion of Digital Marketing Channels: Enhanced focus on digital platforms could improve brand engagement and attract a broader audience through targeted marketing.
	Rapid Technological Advancements: The need to continuously invest in technology to meet evolving customer expectations can be challenging.

	Resurgence of International Travel: The gradual return of international tourism post-pandemic presents an opportunity for higher occupancy rates and revenue growth.
	Pandemic-Induced Uncertainty: Future waves of pandemics or similar crises could cause sudden declines in occupancy rates and financial performance.



[bookmark: _Toc180286097]3.0	Recommendation
The recommendations offered for The Langham include the solutions that attempt to alleviate the problems revealed in the assessment and increase the organization’s efficiency and customer satisfaction. With the help of the application of dynamic pricing strategies, The Langham can manage its revenues flexibly, reflecting general tendencies and specific seasonal fluctuations (Chen et al., 2020; Lemaire et al., 2021). Enhancing the social interactions with businessman and culture entities will help increase positive attitude towards the business from the sidenot establishing partnerships with relevant businesses and cultural groups, there will be an improvement in the attitude towards the business by side (Huang et al., 2019; Kim et al., 2021).
Further, skills enhancement programs for the employees are important in order to maintain high quality service provisions, since trained employees mandate a favorable impression on the guests (Baker et al., 2020; Chechi et al., 2020). Improved marketing communication, especially the optimum use of online media will ensure The Langham targets the identified demographic groups (Lee, 2021). Last, increasing sustainability efforts helps not just the hotel’s image but also meets consumer demands for various sustainable actions (Tsai et al., 2021). The process of adopting these recommendations will need organisational development that will involve updating the employees and involving them in the decisions to be made. The expected benefits include an increased number of guest satisfactions, enhanced brand customer loyalty, and stable revenues for the company to be a flagship market in the hospitality industry. In order to increase the organization productivity and the levels of satisfaction of the employees, The Langham Hotel should implement flexible staff working hours that will fit the fluctuating demand. This strategy is to address the issue of burnout of the employees while enhancing service delivery during busy periods (Miller et al., 2020).
Using Lewin's Change Management Model, this can be further broken down into three stages: unfreezing, changing, and refreezing. First, the management has to be in a position where they can give a valid reason for the change by presenting data on those few periods when service quality falls, so that employees are enthused about embracing change (Lewin, 1947). This can be achieved by introducing a pilot program within high-demand areas and equipping staff to specify their availability and shift preference through an online scheduling platform. This flexibility meets not only personal commitments but also aligns the workforce levels to the demand of the guests. Once the pilot proves positive, the program can be expanded across the hotel (Johnson, 2021).
This will, in turn, improve employee satisfaction, reduce employee turnover rates, and increase flexibility in staffing. The effectiveness of this flexible scheduling can be measured based on employee retention rate, customer satisfaction score, and operational efficiency metrics such as wait time and speed of service delivery (Lee, 2021). Employee surveys are also one of the great ways to find out periodically about morale and the engagement level of the employees. Initial costs may include investment in scheduling software and overtime pay. These costs, however, would probably be offset by the improved employee retention and better customer satisfaction that would culminate in better profitability.
[bookmark: _Toc180286098]3.1	Enhancing Employee Training and Development Programs
Emphasis on other trainings and development activities, which are needed to be organized in The Langham Hotel are important to sustain better service standards and motivated employees. Besides skills acquisition, there is an improvement in training as it reduces staff turnover (Huang et al., 2019).
Change Theory Application: Using ADKAR Model where Awareness, Desire, Knowledge, Ability and Reinforcement belong,;the above options of training can orderly be provided at the hotel. The first is raising awareness of the employees where they need to see the need for regular training in their careers (Prosci, 2021). The hotel should make a-human trainings comprising practical workshops conducted within the hotel combined with b-electronic trainings, which should also comprise options for everybody. Promoting talent management can be achieved by including org activities that involve systematic assignments such as creating systems that bring established staff in touch with new talents to help pass on their experience and skills in the organization as suggested by Chechi et al., (2020). There should also be periodic forms of evaluations and feedbacks so that the training conveys relevancy and efficacy.
The effectiveness of the training initiatives can therefore be measured using appraisal of employees’ productivity, customer feedback and rate of employee turnover. Further, the reviews of the training content/delivery can be used to review training programs according to emerging service standards (Baker et al., 2020). Although, investing in the creation of training programmes and materials may be costly at the induction, the advantages of having low turnover, satisfied guests and boosting thestandard of performance of employees in the long run would far offset the costs made.
[bookmark: _Toc180286099]3.2	Upgrading Technology for Enhanced Guest Experience
Therefore, The Langham Hotel should develop new offers that reflect the need of modern guests, for Example, mobile check-in/out and AI concierge services. They not only make the operations more efficient but also greatly enrich guest experience (Kim et al., 2021).
The following Change Management tool known as Kotter’s 8-Step Change Model can be used in managing this technological transition successfully. The first stage entails generating both the compelling event through outlining the challenges that technology can solve such as technological changes that make guests more satisfied (Kotter, 2012). The hotel should therefore do a study to try and establish which technologies are most applicable for the hotel’s use. After this, a gradual implementation process can be carried out starting with a trial in several sections like the reception, porters’ entrance among others. Management should schedule various training sessions to make sure the staff feels at ease when using the new systems, should be available throughout (Chacko & Lickorish, 2019).
Some effective measures that can be used to measure efficiency of these technological advancement should be guest satisfaction questionnaire, operational efficiency factors like time taken to get service to the guests and employee feedback on technology implemented. The daily data analytics also give more details on how the technology affects the guests’ activity and their satisfaction (Baker et al., 2020). It is understandable that there may be hefty costs when the technology is first implemented, but, analyzing the benefits of guest satisfaction, and likely, revenue increases, it should be justified. The cost-benefit analyses should therefore be carried out after certain intervals in order to keep the use of technology relevant to the existing hotel goals and resources (Huang et al., 2019).
[bookmark: _Toc180286100]3.3	Strengthening Community Engagement and Partnerships
Thus, to improve the brand image and relations with the community, The Langham Hotel should have a definite Community Relations Plan that will focus on the local collaboration and delivery of the CSR projects. This approach will better the image of the hotel as well as promote the development of the local economy (Wang & Chen, 2020). The Bridges' Transition Model is pertinent here, as it focuses on the emotional transition individuals undergo when adapting to change (Bridges, 2009). The hotel should recognize that employees and community stakeholders may experience uncertainty and resistance when implementing new engagement initiatives. The hotel can start by identifying local organizations and charities that align with its values, such as environmental sustainability and cultural promotion. Partnerships can involve hosting events that promote local artisans, supporting local food suppliers, and organizing volunteer opportunities for staff (Pérez & Vázquez, 2018). Regular community forums can also be established to gather feedback and foster open dialogue, thus allowing for adjustments based on community needs.
Success can be evaluated through metrics such as community feedback, social media engagement, and increased local patronage. Employee participation rates in community events and partnerships can also serve as indicators of engagement (Cohen et al., 2021). While initial costs may arise from organizing events or partnerships, these investments are typically outweighed by the long-term benefits of increased local goodwill and patronage. A thorough budget should be developed to outline potential expenses and expected returns, such as increased bookings from locals (Wang & Chen, 2020).
[bookmark: _Toc180286101]3.4	Introducing Green Initiatives and Sustainability Practices
Informing the Audience about Green Measures and Initiatives for Sustainable Business Environment
In response to the growing consumers’ demand for environmentally friendly actions, The Langham Hotel should embark on serious sustainable actions and incorporated green strategies. These could include waste reduction programs, energy efficient systems and environmentally sustainable sources of purchases (Lee and Park 2019).
This sustainability initiative can be well-managed by applying the Kotter’s 8-Step Change Model. The hotel should start with establishing a sense of emergency on environmental issues which can be done through educating the workers through sessions citing the inconvenience of wastage and usage of resources (Kotter, 2012). The hotel can create sustainability committee whose primary function is to formulate and introduce sustainable activities. Such measures may include: energy survey, procuring locally and organically produced products, and management of wastes through practices such as composting and recycling (Cohen et al., 2021). Here, by inviting the staff and providing them training and incentives, we can enhance the chance of successful implementation concerning sustainable practices.
Key performance indicators reviewing these efforts should extend to energy and water conservation, waste recycling percent and guests’ ratings on sustainability measures. The hotel could also set the goals for third-party certifications like the LEED or Green Key, which is a good starting line to development (Huang & Hsu, 2021). Some of the possible cash outflows include acquisition costs relating to system enhancements and change processes. But by far, one can observe long term gains through improved energy and waste disposal costs would go a long way in offsetting such investment. The cost-benefit analysis is needed to determine if all of the proposed initiatives correspond to the overall budget of the hotel (Lee & Park, 2019).
[bookmark: _Toc180286102]4.0	Action Plan
		Number




	



	



	




	Problem

	Solution

	Desired Outcome
	Time Scale
	Completion Date
	
	Planned Budget




	
	Low employee morale and high turnover rates
	Implement flexible working hours and a performance-based reward system
	Increased employee satisfaction, reduced turnover, improved customer service
	


6 months
	15/01/2025
	£25,000

	
	Insufficient marketing reach
	Develop a multi-channel marketing strategy
	Enhanced brand visibility, increased customer engagement, higher occupancy rates
	4 months
	04/03/2025
	£15,000

	
	Weak community relations
	Launch community engagement programs
	Strengthened community ties, improved local reputation, enhanced customer loyalty
	3 months
		10/05/2024



	



		



	£10,000




	
	Outdated guest services
	Upgrade technology in guest services (e.g., mobile check-in, digital concierge)
	Improved guest experience, increased operational efficiency, higher customer satisfaction ratings
	5 months
	20/07/2024
	£30,000

	
	Limited staff training
	Develop comprehensive staff training programs focusing on customer service and technology
	Enhanced staff competencies, improved service delivery, increased customer retention
		4 months



	



	20/07/2024
	£20,000



Detailed Breakdown
Low Employee Morale and High Turnover Rates
· Solution: Promoting a flexible working policy that can meet the needs of staff; There is also the development of a performance incentive culture where a number of employees are rewarded for excellent performance (Baron & Armstrong, 2007). Although Kotter’s (2012) change model is more extensive, two of its first steps directly relate to the actions taken in this study: creating a sense of urgency and forming a guiding coalition.
· Desired Outcome: When the people working for HR support the employees then there will be great improved satisfaction hence less turnover and great improvements on customer satisfaction. Health morale results can be persistent and strongly linked to increase performance (Burnes, 2014).
· Cost: According to estimates £25, 000 for the initial set up and then recurring costs for each program.
· Timeline: It is expected that it will be implemented within six months of the end of the study.
Insufficient Marketing Reach
· Solution: Formulate a strategic, integrated, strategic, multi-media marketing campaign that will incorporate social networking, e-mail marketing and business cooperation with local businesses (Whittington & Molloy, 2005). This accords with the fact pointed out by Subramaniam et al. (2011) precipitating pressures on organisations require them to adapt to change.
· Desired Outcome: The idea behind this strategy is to improve upon brand awareness and ultimately encourage more visitors to book their room thus increasing room occupancy.
· Cost: With a campaign development and implementation budget set at £15,000.
· Timeline: It has to be done in four months.
Weak Community Relations
· Solution: Reach out for public relations with local clients through event and charities that would help in enhancing the level of rapport with the community (Newton, 2010).
· Desired Outcome: By enhancing the relations of the hotel within the community, the hotel’s pride as well as the customer loyalty improves, which means loyalty in business.
· Cost: Put at £10,000 for program activities.
· Timeline: It is expected to be done in the next three months.
Outdated Guest Services
· Solution: Invest in upgrading technology in guest services, including mobile check-in capabilities and digital concierge services (Fisman & Sullivan, 2014).
· Desired Outcome: These upgrades will lead to a more seamless guest experience, increased operational efficiency, and improved customer satisfaction ratings.
· Cost: The estimated cost for technology upgrades is £30,000.
· Timeline: To be achieved within five months.
Limited Staff Training
· Solution: Develop and implement comprehensive training programs focusing on customer service excellence and the use of new technologies (Burnes, 2014). The change management theory by Kotter (2012) underlines the necessity of creating a culture of continuous improvement through effective training.
· Desired Outcome: This initiative aims to enhance staff competencies, leading to improved service delivery and increased customer retention.
· Cost: The total budget for staff training is estimated at £20,000.
· Timeline: To be executed over the next four months.

[bookmark: _Toc180286103]5.0	Conclusion 
The case of the Langham Hotel presents a clear, executive plan of enhancing various aspects of the business through training, technologies, community, and sustainability and this has to be done timely and nicely. Here, the major findings of the study are summarized and the possible implication of the strategic intervention discussed.
Training measures are viewed as the fundamental stage to tackle issues of low organisational employee motivation and high turnover rates. This paper argues that the hotel can embrace WAPI and increase optimal human resource management through Voluntary Flexible Workplace and Performance Incentives (Huang et al., 2019). Training materials to be used in training the employees will be reviewed often to ensure that they match current service industry standards in order to raise the chances of meeting guest requirements. The long term advantages that may be seen with the implementation of such programs include aspects like reduced instances of employee turnover, up improved morale, and the always commendable provision of quality experience to the guests.
Technological elevation is also claimed that it is a strategy to improve guest’s experiences and operational effectiveness. Thanks to the mobile check-in and the use of artificial intelligence services, the hotel will be able to meet the expectations of the digitally oriented client, which should result in higher satisfaction and customer loyalty (Kim et al., 2021). This paper will present how those technologies will be implemented in a phased approach using the Kotter’s 8-Step Change Model to avoid resistance to change and prepare the staff.
The initiatives for community engagement tourism largely endeavour to improve on the relationships the Hotel has with local actors and players hence improving on it’s image. Therefore, through cooperation with local organizations, as well as involving its staff into service to the society, The Langham Hotel can successfully implement the strategy of being a responsible member of the society. From experience, the above milestones will provide the opportunity to incorporate regular feedback from the community to align the initiatives with their requirement and compliance with their cultural values (Wang & Chen, 2020).
Green initiatives, therefore, are a strategic response to an increasing demand for business sustainability. The adoption of the Kotter's framework to spearhead green initiatives in a hotel underscores commitment to environmental responsibility on the part of the hotel. Measurable outcomes include reduction in waste and energy consumption, which drive down the operation costs of the hotel while raising its bar towards becoming more appealing to increasing numbers of eco-conscious guests. Lee & Park, 2019.
In other words, with this detailed action plan in place, as outlined in this report, The Langham Hotel is in an enviable position to face its operational challenges head-on while setting the bar high for innovation and sustainability in the hotel industry. To this end, it is aptly positioned for long-term growth through strategic investments in training, technology, community engagement, and sustainability that allow it to maintain its competitive advantage in the dynamic hospitality market segment. The operationalization of such initiatives, no doubt, will always require frequent evaluations and data-driven insights to sustain the initiatives and adapt them to future industry trends. This will keep The Langham Hotel at the front in delivering superior guest experiences and corporate social responsibility.
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