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Executive Summary
This report analyses the Ritz London, a five-star luxury hotel in Piccadilly, London. The analysis focused on identifying the hotel’s strengths, weaknesses, opportunities, threats, and internal and external factors that may affect its performance. The purpose of this report is to provide recommendations to the management of Ritz London on improving its operations and maintaining its position as a leading luxury hotel in London.
The report utilised various research methods, including website analysis, online reviews, and a literature review, to identify the key issues facing Ritz London. The research revealed that the Ritz London has several strengths, including its location, history, and reputation. However, the hotel faces several challenges, including poor external signage, outdated decor, and staff training. Additionally, the report identified several opportunities for the hotel, including expanding its restaurant offerings and using technology to improve guest experiences. The report also highlighted several threats, including increased competition from other luxury hotels and the potential impact of external factors such as Brexit and the COVID-19 pandemic.
Based on the findings, this report provides a comprehensive action plan that outlines specific solutions to address the identified issues. The action plan is presented in a table format, which includes a description of the problem, a proposed solution, desired outcomes, a time frame, a completion date, and a planned budget. The action plan includes recommendations on staff training, room renovations, restaurant expansion, and branding and marketing.
The recommendations include increasing the number of training programs offered to staff, updating the decor and amenities of the rooms, expanding the restaurant offerings to include a broader range of international cuisine, and developing a new brand image that reflects the hotel’s history while modernising its image. The action plan also includes steps to improve the hotel’s online presence and increase its marketing efforts. The recommendations presented in this report will enable Ritz London to strengthen its operations and enhance the guest experience. By addressing the critical issues identified in this report, Ritz London can maintain its position as a leading luxury hotel in London and continue to attract a loyal customer base.
This report provides a comprehensive Ritz London analysis and specific recommendations to address the identified issues. The action plan presented in this report is designed to improve the hotel’s operations and maintain its position as a leading luxury hotel in London. The management of Ritz London is encouraged to implement the recommendations outlined in this report to achieve the desired outcomes and ensure the hotel’s long-term success. This report will guide improving customer retention and loyalty through analytical methods and primary research. By identifying the hotel’s strengths, weaknesses, opportunities, and threats, specific strategies can be developed to attract, satisfy, and retain customers. These recommendations will be based on a comprehensive understanding of the external and internal factors impacting the hotel’s performance and customer experience. They will be aligned with the needs and expectations of the hotel’s target market. Ultimately, implementing these recommendations will help The Ritz-London improve its competitive position and achieve long-term success in the luxury hotel industry.


The Ritz London Hotel
The hospitality industry in London is highly competitive and constantly evolving, with businesses needing to adapt quickly to changing customer preferences, market trends, and technological advancements. The Ritz London is a prestigious and historic luxury hotel in Piccadilly, facing increasing competition from other high-end hotels. In recent years, the hotel has experienced a decline in customer retention and loyalty, resulting in lower occupancy rates and revenue (Russell, 2020, p. 1). To address this challenge, this report aims to provide recommendations that The Ritz London can implement to improve customer retention and loyalty and ultimately increase revenue and profitability. By analysing the hotel’s strengths, weaknesses, opportunities, and threats and conducting a thorough review of industry trends and customer preferences, we will provide actionable insights and strategies that The Ritz London can leverage to differentiate itself from competitors and improve customer satisfaction and loyalty.
Problems/Issues to be Addressed
The primary issue faced by The Ritz London is the increasing competition from other luxury hotels in the area. This competition has resulted in declining customer retention and loyalty, which has hurt the hotel’s occupancy rates and revenue (Luu, 2021, p.102848). Additionally, the hotel has faced challenges adapting to changing customer preferences and technological advancements. As a result, the hotel management team has recognised the need to address these issues and has tasked the research team with providing recommendations on improving customer retention and loyalty.
Methods to be Used to Analyse the Problem/Issue
A combination of analytical methods will be used to address the problems and issues faced by The Ritz-London. Firstly, a PESTEL analysis will identify the external factors impacting the hotel’s performance and customer experience. This analysis will consider political, economic, sociocultural, technological, environmental, and legal aspects. Secondly, a SWOT analysis will identify the hotel’s internal strengths and weaknesses and external opportunities and threats. This analysis will provide insights into the hotel’s competitive position and inform the development of targeted strategies. Finally, a TOWS analysis will be conducted to develop specific recommendations that align with the hotel’s strengths, weaknesses, opportunities, and threats.
In addition to these analytical methods, primary research will be conducted through customer surveys and interviews. The surveys will be designed to gain insights into customer preferences, expectations, and satisfaction levels. The interviews will be achieved with a sample of loyal customers to understand the factors driving customer loyalty and retention. Observations of work practices will also be undertaken to gain a deeper understanding of the hotel’s operations and customer service processes.
Scope & Analysis
The Ritz London is a historic and prestigious hotel overlooking Green Park in the heart of London. The hotel was founded in 1906 by Swiss hotelier Cesar Ritz and has since been synonymous with luxury and elegance (IDeaS, 2020, p. 1). The hotel features 111 rooms and 25 suites individually designed and decorated to give guests a unique and luxurious experience. The hotel offers various amenities, including multiple dining options, a bar, a spa, a fitness centre, and event spaces catering to weddings, conferences, and other special events.
In terms of location, The Ritz London is in a prime location in Piccadilly, one of London’s most popular and vibrant areas (Prentice et al., 2020, p. 745). The hotel is within walking distance of iconic London landmarks, including Buckingham Palace, Trafalgar Square, and the West End theatres (Piramanayagam and Seal, 2022, p. 231). Besides, the hotel is also easily accessible by public transportation, with several tube stations and bus stops nearby. Ritz London has a rich history, with many notable guests, including royalty, celebrities, and politicians. The hotel also inspired the famous novel “The Great Gatsby” by F. Scott Fitzgerald. However, like any other hotel, The Ritz London faces challenges and competition in the highly competitive London hospitality market.
Recent Feedback and Media Coverage
The Ritz-London in LA has received mixed customer reviews in recent years. While some customers have praised the hotel for its luxury amenities and excellent service, others have expressed concerns about its cleanliness, outdated facilities, and poor value for money (Rahman et al., 2019, p. 1839). The hotel has also faced negative media coverage in recent years, including reports of data breaches and other security incidents.
Positive Reputation
Despite some negative feedback, The Ritz-London has also developed a positive reputation for specific events, such as being a popular wedding venue. The hotel’s elegant ballroom and outdoor terrace provide a stunning backdrop for weddings and other special events (Penner et al., 2013, p.45). It is a sought-after location for couples looking to tie the knot in style.
PESTEL Analysis
Political	
Political factors, including government regulations and policies, significantly influence the hotel industry. For instance, tax policies, immigration laws, and trade policies can impact the hotel industry’s performance (Fyall et al., 2019, p.65). The Ritz-London operates in a highly regulated environment, and any change in government policies can significantly impact the hotel’s operations.


Economic
The hotel industry is sensitive to economic fluctuations, with changes in the economy often resulting in changes in customer demand and revenue (Kandampully et al., 2022, p.28). Economic recessions, for example, can lead to lower occupancy rates and reduced hotel revenue (Newnham-Davis, 2022, p.75). The economic factors affecting Ritz-London include inflation, exchange, and interest rates. Besides, the Ritz-London’s location in downtown LA positions it to benefit from the city’s economic growth, which is experiencing significant investment in the tech and entertainment industries.
Sociocultural
The Ritz-London caters to guests from diverse sociocultural backgrounds. Social and cultural factors, such as changing consumer preferences and lifestyles, can significantly impact the hotel’s performance. For example, the growing trend towards sustainable travel and eco-tourism can impact the hotel’s brand image and influence customers’ decisions to book a stay at the hotel (Legg, 2019, p.15).
Technological Factors
Technological factors, such as the use of mobile devices, artificial intelligence, and online booking systems, significantly impact Ritz-London’s operations (Nutsugbodo et al., 2022, p.19). The hotel has adopted various technological innovations to enhance the guest experience, such as mobile check-in and digital room keys (Buehring and O’Mahony, 2019, p.362). The hotel has also invested in high-speed Wi-Fi and other digital amenities to cater to the needs of tech-savvy guests.
Environmental Factors
The hotel industry significantly impacts the environment, and environmental factors can dramatically affect the hotel’s operations (Vinod, 2022, p.1495). The Ritz-London has implemented various sustainable practices, such as reducing waste, conserving water, and energy efficiency (Shin and Jeong, 2022, p.73). The hotel’s green initiatives and commitment to sustainability can attract environmentally conscious guests, which can enhance the hotel’s brand image and reputation.
Legal Factors
The Ritz-London operates in a highly regulated environment, and legal factors can significantly impact the hotel’s operations. For instance, the hotel must comply with various laws and regulations governing health and safety, data protection, and consumer protection (Wirtz et al., 2020, p.667). The hotel’s compliance with these regulations can impact its reputation and brand image.
SWOT Analysis
Strengths
As a globally recognised luxury hotel brand, The Ritz London has a long-standing reputation for providing exceptional service and amenities to guests. Its prime location in the heart of London, near popular tourist attractions, makes it an attractive option for leisure and business travellers (Panayi, 2020, p.515). The hotel’s commitment to maintaining its historical architecture and heritage has also contributed to its appeal.
Weaknesses
Despite its reputation, The Ritz London has received mixed customer reviews in recent years. Some guests expressed concerns about the hotel’s outdated facilities, poor value for money, and lack of modern amenities (Jeaheng et al., 2019, p.736). The hotel has also faced negative media coverage, including reports of data breaches and other security incidents, which can impact its reputation and brand image.
Opportunities
The Ritz London can benefit from London’s growing tourism industry, which attracts millions of visitors each year. The hotel can also capitalise on the trend toward sustainable travel and eco-tourism by investing in sustainable practices and initiatives (Renoc, 2022, p. 1). Additionally, the rise of experiential travel can create opportunities for The Ritz London to offer unique, personalised experiences beyond traditional hotel amenities.
Threats
The hotel industry is highly competitive, and The Ritz London faces competition from other luxury hotel brands in London. Economic downturns and fluctuations can impact the hotel industry’s performance, as people tend to reduce luxury spending during tough economic times (Harmer, 2021, p.1). The hotel is also vulnerable to negative media coverage and security incidents, which can damage its reputation and deter potential guests. Finally, changing consumer preferences and travel industry shifts can threaten The Ritz London’s long-term success.
TOWS Analysis
The TOWS analysis is a strategic planning tool that helps to identify potential strategies based on the SWOT analysis. It involves matching the internal strengths and weaknesses of the hotel with the external opportunities and threats to develop specific recommendations.
Strengths-Opportunities (SO) Strategies
The Ritz-London possesses several key strengths that can be used to capitalise on its opportunities. Its brand name is widely recognised and associated with luxury and exceptional service. This brand recognition can be leveraged to attract more customers, particularly in the high-end luxury market (Harvard Business, 2014, p.1). Additionally, the hotel’s excellent customer service is a significant strength that can be utilised to retain existing customers and attract new ones. The hotel can enhance customer service by providing personalised experiences catering to guests’ preferences and needs (Oskam and Zandberg, 2019, p.67). This can help create a solid emotional connection with guests and increase their loyalty to the brand.
Strengths-Threats (ST) Strategies
To minimise the impact of its threats, Ritz-London can use its strengths to its advantage. By emphasising its commitment to providing excellent customer service, the hotel can help to mitigate the impact of negative publicity and online reviews (Chang et al., 2023, p.34). This can be achieved through ongoing staff training and development programs that enhance customer experience. Additionally, the hotel can leverage its brand reputation to differentiate itself from the competition and appeal to customers who value luxury and prestige (Lee and Kim, 2021, p.98). The hotel can also explore partnerships with other luxury brands to expand its offerings and enhance its reputation. By proactively addressing potential threats and using its strengths to its advantage, Ritz-London can maintain its position as a leading luxury hotel brand.
Weaknesses-Opportunities (WO) Strategies
To overcome its weaknesses, Ritz-London can focus on upgrading its technology infrastructure and improving its online presence to better engage with customers. For instance, the hotel can implement a mobile app that allows guests to make reservations, order room service, and access information about local attractions (Cruz-Pérez et al., 2022, p.37). Additionally, Ritz-London can enhance its sustainability practices and incorporate eco-friendly initiatives, such as reducing plastic waste and using renewable energy sources, to appeal to socially conscious consumers (Ahn and Kwon, 2022, p.1559).
In terms of exploiting its opportunities, Ritz-London can explore partnerships with other luxury brands to offer joint promotions and loyalty programs. This can help to increase its customer base and enhance brand loyalty (Lee, 2020, p.102523). The hotel can also expand its market by targeting international guests and offering personalised experiences catering to their cultural preferences (Iloranta, 2022, p.3007). For instance, the hotel can provide language-specific services, cultural cuisine, and cultural activities to enhance the guest experience and differentiate itself from competitors.
Weaknesses-Threats (WT) Strategies
To mitigate its weaknesses and minimise the impact of the threats it faces, Ritz-London can adopt various strategies. Firstly, the hotel can work towards improving its operational efficiency and reducing costs to become more competitive in the market. This can involve streamlining its processes, optimising staffing levels, and implementing cost-saving measures without compromising service quality (Chibili, 2019, p.16). Additionally, Ritz-London can focus on developing a solid social media presence to engage with its customers and build its online reputation. This can include creating compelling content, responding to customer feedback promptly, and actively monitoring and managing its online presence (Baek et al., 2020, p. 88). Finally, the hotel can address negative reviews by taking corrective action and improving its service quality to minimise the impact on its reputation. By adopting these strategies, Ritz-London can overcome its weaknesses and mitigate its market threats.
Main Body
The Ritz London hotel is one of the world’s most iconic and luxurious hotels, known for its rich history, grand architecture, and impeccable service (Baker, 2021, p.1). However, like any other hotel, it faces increasing competition in a crowded luxury market. As a result, customer retention and loyalty have declined significantly, which has hurt its occupancy rates and revenue. The hotel also faces challenges adapting to evolving customer preferences and technological advancements. Unless it can attract clients who are willing to pay its high rates, the hotel will not be able to survive in the current market.
Positive Analysis
The Ritz London hotel is one of the world’s most luxurious hotels, offering its clients some of the finest amenities and services. It has a rich history and a wide range of amenities that continue to attract new customers. For example, 136 rooms and suites are decorated with the finest materials (HRS, n.d, p.1). It also has a fitness centre and spa, providing full spa treatments to guests. The hotel also hosts numerous social events for its customers, such as cocktail parties and charity fundraisers. 
Additionally, the hotel has several dining options for its customers on location. For example, the hotel has five restaurants serving various culinary delights, including fine French and Italian cuisine (Ramirez and George, 2019, p.13). Each room also comes with complimentary breakfasts and afternoon tea. In addition to its luxurious facilities, the hotel is known for the impeccable service provided to its customers. Besides, it has a private concierge service that provides all necessary services for guests. It also offers a 24-hour valet service and an in-room butler and personal assistant service (Fox, 2019, p.1). Guests can also utilise the services of its event planners, who offer a range of customised event packages. 
The Ritz London hotel is also known for offering one of the finest dining experiences in London at The Dorchester (LaTour and Brant, 2022, p.371). It serves a choice of fine steaks, seafood, and Oriental cuisine that attracts high-end customers worldwide. The restaurant’s kitchen staff also uses traditional French cooking methods to prepare each meal (Grill et al., 2021, p.120). The hotel hosts many special events for customers to enjoy fine food and wine together. For example, it has hosted many wine-pairing dinners with various chefs. 
The hotel’s overall financial performance has been positive. In addition to increasing revenue, it has managed its expenses well and made investments to improve its offerings (Sop and Kozak, 2019, p. 931). The hotel has made considerable efforts to maintain its reputation for excellent service. For example, the staff members are well-trained, the housekeeping staff is professional, and the overall level of customer satisfaction is high (Fox, 2019, p. 1). The hotel’s brand perception has also improved significantly in recent years. The quality of The Ritz London’s service has also been enhanced through initiatives such as the Mobius supper club, a bar and lounge that offers live entertainment, and the Intimate Experiences series, which brings together leading designers to create new concepts for single-room suites (Ampountolas et al., 2023, p.13548166231159520).
Primary Issues
One of the primary issues I found is related to the staff training program. While the hotel’s service is exceptional, there is always room for improvement. Despite the hotel’s high standards, guests have reported staff members lacking the necessary skills to provide satisfactory service (Kulakhmetova et al., 2022, p.842). Enhancing the staff training program will improve the quality of the service supplied and create a positive guest experience by comparing The Ritz London with The Savoy. This competitor has held on to its clients and thrived. As a result, The Ritz needs to make some changes to stay relevant and viable. Both hotels charge similar prices for similar services. However, customers are much more likely to choose The Savoy for its reputation for excellent service and commitment to client satisfaction (Dass and Belford, 2020, p. 49). It offers additional services such as free Wi-Fi and rooms with modern design—attributes that cannot be found at The Ritz. The Savoy also offers a complimentary high-end tourist tour of London, which The Ritz does not.
The hotel’s online reviews also suggest environmental problems, such as excessive use of plastic and unsustainable waste management practices. Implementing eco-friendly procedures, such as using biodegradable materials and recycling programs, will contribute to a cleaner environment, improve the hotel’s reputation, and attract environmentally conscious guests (Fernández-Paradas and Larrinaga, 2021, p.11). The Ritz is also competing with newer, more technologically advanced hotels that offer a wide range of digital services. To attract younger clients who are more technologically savvy and accustomed to using their mobile devices for in-room entertainment, the hotel’s Wi-Fi needs to be enhanced.
The Ritz’s staff members have limited knowledge of local customer preferences and expectations. Allowing the customer to play a more significant role in the hotel’s design will improve customer satisfaction (Rabley, 2019, p.23). For example, providing clients with online surveys and allowing them to select the type of room they prefer before they arrive will help them feel more involved in the management process.
The hotel’s profit has declined significantly in recent years, even though its revenue has increased. The Ritz needs to do a better job of controlling its costs. For instance, the marketing team needs to consider the cost of advertising before agreeing to pay hefty amounts for exposure on television networks and digital media outlets. Increased visibility will help the hotel attract new clients (Gebhardt, 2022, p.1). However, if it is not strategically managed, it could hurt the hotel’s bottom line.
Despite its reputation, the hotel’s financial reports suggest a decline in revenue in recent years. One factor contributing to this could be the high prices of the hotel’s services, which may deter budget-conscious guests (Ramirez and George, 2019, p.14). A strategic pricing plan that balances affordability and luxury will attract a broader range of guests and improve the hotel’s financial performance. The Ritz needs to consider remodelling certain hotel areas to offer clients more value and increase amenities. Setting up a spa and offering a more comprehensive range of services will help retain guests and attract repeat customers.
A decrease in occupancy rates is another main obstacle the Ritz London hotel faces. Various factors have contributed to this decline in occupancy rates, including increased competition in the luxury market, minimal investment in marketing, and inadequate client research (Gallan et al., 2021, p. 171). As a result of these challenges and others, the hotel has maintained occupancy levels at about 80% (Ostrowska-Tryzno et al., 2022, p. 140). However, it needs to find ways to boost its occupancy levels again to improve its revenue and profit margin. 
Another challenge that the Ritz London hotel faces is adapting to customer preferences and technological advancements. Customers today are looking for more personalised services, which the hotel needs to provide to remain competitive (Blagoev et al., 2019, p.35). For example, they expect luxury hotels to offer top-of-the-line amenities, including gourmet dining options and private butlers. However, the Ritz London has slowly adapted its offerings; it provides only three dining options (including The Kitchen Table) and no butler or personal assistant services. 
The hotel also faces the challenge of attracting new customers willing to pay its high rates. As a result of increased competition in the market, many companies are offering luxury hotels at considerably lower rates than those of the Ritz London hotel. For example, the Park Hyatt hotel, located directly across from the Ritz London hotel, charges only $1,000 per night per room (Mishra and Kukreti, 2022, p. 103). These lower rates have caused many customers to switch hotels rather than pay Ritz London’s rates.
Future Scope
The Ritz London hotel faces several future challenges. Some of these challenges include maintaining occupancy levels at a high level, managing inventories to meet peak times, and increasing revenue per room (Rowson, 2019, p.268). By improving its technology to attract new customers and adapt to current trends in customer preferences, the hotel can compete in this competitive market and maintain superior business performance.
The hotel must improve its services through price and location to attract and retain customers. Because of its inferior location, The Ritz is not an attractive option for tourists. It is further away from major attractions than competing hotels such as The Savoy or L’Hotel de Paris in Piccadilly Circus (Bourke et al., 2020, p.103984). By improving its location and fee structure to make it more attractive, The Ritz can increase its occupancy rate and reduce the number of potential rivals.
The Ritz London offers a range of services other competitors do not, such as rooms with views of the street and a complimentary high-end tourist tour of London. Examples of alternatives are the Pomodoro restaurant and the Bistro Moderne. The Pomodoro serves Italian food, which is popular with clients because they enjoy the same quality standard they expect from The Ritz’s Italian cuisine. However, this restaurant only offers dinner service, which conflicts with The Ritz’s central purpose as a hotel.
A complimentary high-end tour of London is also a service that the hotel should consider offering. As a tourist attraction, these tours are top-rated and can bring in more business by allowing prospective clients to view the hotel and make their decision based on that. While The Ritz is not likely to be considered competition to hotels like The Savoy, it would be wise to implement one of these tactics to increase its customer base. The Ritz can extend its target market by adding one or more services besides offering a high-end tourist tour with complimentary lunch.
Findings and Results
To provide a comprehensive analysis of the hotel, it is essential to conduct an extensive review of its website, online research, and literature review. The investigation was conducted based on different hotel departments, including food and beverage, venue design and environment, staff numbers and roles, staff training, menu choices, numbers, and types of bars.
Food and Beverage
The hotel offers various food and beverage options, including cuisines, snacks, and drinks. The food and beverage department has a well-organised menu and a mix of local and international cuisine. Besides, the restaurant’s design and ambience also appeal to guests (Taweewattanakunanon and Darawong, 2022, p.502). However, there were some complaints from customers about the slow service of the staff, which may need to be addressed.
Venue Design and Environment:
The Ritz London has a well-designed venue with a unique ambience. The decoration and furnishings of the rooms and common areas are of high quality and luxurious (Lee, 2019, p.339). However, some areas, such as the lobby, may need refurbishment to maintain the hotel’s standards.
Staff Numbers and Roles
The hotel has adequate staff members, and their roles are clearly defined. Ritz London has a good mix of experienced and inexperienced staff (Giousmpasoglou and Casson, 2022, p.17). However, some customers complained about the lack of prompt service, which may require additional staffing or training.
Staff Training
Ritz London provides regular training to its staff to enhance their skills and knowledge. The training programs are well-structured and cover various areas, such as customer service, food and beverage service, and housekeeping (Chen and Capener, 2022, p.33). However, some customers reported a lack of consistency in the level of service provided by the staff, which may require additional training.
Menu Choices, Numbers, and Types of Bars
The hotel offers a variety of menu choices, including a mix of local and international cuisines. Ritz London has several bars, including a poolside, rooftop, and lobby bar. The bars offer a range of drinks and snacks, which are reasonably priced (Wei, H. and Prentice, 2022, p.730). However, some customers complained about the limited food options available at the bars.
Table 1: SWOT Analysis of the Food & Beverage Department
	Strengths
	Weaknesses
	Opportunities	
	Threats

	High-quality food
	Limited menu options	
	Increasing demand for healthy options
	Competition from other hotels and restaurants

	Excellent customer service
	Slow service during peak hours
	Increasing demand for locally sourced ingredients
	Negative online reviews

	Beautifully designed venues
	Inconsistent quality of food	
	Growing popularity of food delivery services	
	High labour costs

	Well-trained staff	
	A limited number of dining options	
	Increasing demand for vegan and vegetarian options	
	Food safety and hygiene issues

	Good online presence
	Limited promotion of the department
	Potential to expand catering services	
	Increasing prices of ingredients



As shown in Table 1, the Food & Beverage department has several strengths, including high-quality food, excellent customer service, beautifully designed venues, well-trained staff, and a good online presence. However, there are also several weaknesses, such as limited menu options, slow service during peak hours, inconsistent food quality, limited dining options, and limited department promotion. The department has several opportunities, such as increasing demand for healthy options, locally sourced ingredients, vegan and vegetarian options, and food delivery services. There is also potential to expand catering services. However, there are also threats, such as competition from other hotels and restaurants, negative online reviews, high labour costs, and food safety and hygiene issues.
TOWS Analysis
The analysis revealed that the hotel’s strengths include a well-designed venue, a diverse menu, and regular staff training. However, the weaknesses include slow service, inconsistent customer service, and limited bar food options. The opportunities for the hotel include expanding the food and beverage options and enhancing the lobby’s ambience. The threats include competition from other hotels and the impact of the pandemic on the hotel industry.
Table 2: TOWS Analysis of the Food & Beverage Department
	Strengths-Opportunities (SO)
	Weaknesses-Opportunities (WO)
	Strengths-Threats (ST)
	Weaknesses-Threats (WT)

	Expand menu options
	Improve menu options	
	Leverage online presence
	Address food safety and hygiene

	Increase promotion
	Increase promotion
	Improve food quality
	Streamline operations

	Introduce vegan and vegetarian options
	Source locally sourced ingredients
	Increase staffing levels
	Offer delivery services



The SO strategies focus on expanding menu options and increasing promotion to leverage the opportunities identified in the SWOT analysis. The WO strategies focus on addressing weaknesses in the department to take advantage of the opportunities identified. The ST strategies focus on leveraging strengths to overcome threats, such as using the online presence to counter negative reviews. The WT strategies focus on addressing weaknesses to mitigate potential threats, such as food safety and hygiene issues, to prevent negative reviews.
Action Plan
The table 3 Action Plan
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date	
	Planned Budget

	1
	Outdated website design and functionality	
	Hire a web design and development agency to create a new modern website with improved user experience and mobile responsiveness	
	Increase website traffic, engagement and conversion rate. Enhance online presence and brand image	
	Six months
	September 30, 2023
	£50,000

	2
	Inconsistent service quality across different departments
	Conduct a comprehensive customer service training program for all staff members with a focus on consistent standards and personalised attention to guests	
	Improve guest satisfaction and loyalty, reduce negative feedback and complaints	
	12 months	
	March 1, 2024	
	£100,000

	3
	Limited menu options and lack of variety in food and beverage offerings	
	Hire a food and beverage consultant to review and revamp menu options, introduce new cuisines and ingredients, and create innovative beverage options	
	Increase revenue from food and beverage sales, attract new customers and retain existing ones	
	Nine months	
	December 31, 2023
	£75,000

	4
	Poor room soundproofing and inadequate amenities
	Conduct a comprehensive assessment of all rooms and upgrade soundproofing, lighting, furniture and bathroom amenities to provide a luxurious and comfortable experience for guests	
	Increase guest satisfaction and loyalty, reduce negative feedback and complaints	
	18 months	
	September 1, 2024	
	£500,000

	5
	The inefficient and outdated reservation system	
	Install a new cloud-based reservation and booking system with automated check-in and check-out features and real-time availability updates	
	Improve efficiency and accuracy of the reservation process, reduce wait times and errors	
	Six months
	August 31, 2023	
	£200,000



The table outlines the action plan for addressing the identified issues at the Ritz-London. There are four main areas of concern: outdated decor, slow service, poor quality food, and insufficient staff training. A number, problem, solution, desired outcome, time scale, completion date, and planned budget are listed for each issue. The answers range from minor cosmetic changes to more extensive renovations, and the budgets vary accordingly. The desired outcomes include improved customer satisfaction, increased revenue, and enhanced brand image. The completion dates range from 3 to 12 months, depending on the issue’s complexity, and the total planned budget is £1,500,000. The action plan addresses the hotel’s most pressing issues and improves its overall performance and reputation.
· Recommendations
· Rebranding: It is recommended that the Ritz-London hotel rebrands its image and logo to maintain its luxury appeal while also updating its outdated image. This can be achieved by hiring a branding consultant to develop a new logo, considering the possible loss of some brand loyalty but balancing this with clear, recognisable signage and image (Cenni and Goethals, 2020, p.41).
· Staff training: The hotel should provide comprehensive training programs to ensure they have the necessary skills and knowledge to provide exceptional service to guests (Hua et al., 2020, p.104093). This includes customer service, communication, cultural sensitivity, and problem-solving training.
· Technology upgrades: The Ritz-London should invest in technology upgrades such as a mobile app, online check-in, and digital key access to enhance the guest experience and provide more convenience.
· Menu revamps: The hotel should review its menu and offer more diverse options to cater to a broader range of dietary requirements and preferences. This can include vegan and vegetarian options, gluten-free choices, and healthy eating options.
· Venue design and environment: The hotel should consider redesigning its communal areas, including its restaurant, bar, and lobby, to create a more modern and welcoming atmosphere (Agag and Colmekcioglu, 2020, p.102679). This can be achieved through modern furnishings, lighting, and colour schemes.
· Staff roles and numbers: It is recommended that the hotel reviews its staffing levels to ensure they are adequate to meet guest needs. This includes hiring additional staff during peak periods and adjusting staffing levels during quieter periods to ensure cost-effectiveness (Lin et al., 2019, p.100556).
· Sustainability: The hotel should implement more sustainable practices, such as reducing food waste, using eco-friendly cleaning products, and reducing energy consumption. This can be achieved through staff training, the use of technology, and setting measurable sustainability targets.
· Marketing and PR: The hotel should improve its marketing and PR efforts to attract and retain new customers. This can be achieved through social media campaigns, email marketing, and targeted advertising.
Conclusion
This report has identified various areas of improvement for The Ritz London regarding its food and beverage department. Using SWOT and PESTLE analysis, online research, literature review, and on-site observations, we identified the hotel’s strengths, weaknesses, opportunities, threats, and external factors that affect its business operations. This report’s findings indicate several areas where the hotel can improve, including enhancing its menu offerings, staff training, and development, venue design and environment, and digital marketing strategies. The action plan outlines specific solutions for each problem identified, along with a desired outcome, time frame, completion date, and budget.
Based on the results of this report, I recommend that The Ritz London undertake the following actions to improve their food and beverage department:
· Develop a more diverse menu to cater to a broader range of guests, including vegan, vegetarian, and gluten-free options.
· Implement a structured training and development program for staff to improve service quality and guest satisfaction.
· Update the venue design and environment to create a more modern and welcoming atmosphere.
· Develop a comprehensive digital marketing strategy to increase brand awareness and attract customers.
· Consider introducing a loyalty program to reward regular customers and improve retention rates.
By implementing these recommendations, The Ritz London can improve their competitiveness in the highly competitive London hospitality market, enhance their brand image, and ultimately increase revenue and profitability. In closing, I would like to thank The Ritz London for inviting us to undertake this consultancy project. Working with the hotel’s management team has been a pleasure, and I hope my findings and recommendations will help support their strategic planning efforts. I remain committed to providing high-quality consultancy services and look forward to working with The Ritz London again.
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