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Executive Summary
This report looks at the rebranding of Hyatt Regency Perth to Residence on Langley after Hyatt’s management contract ended with Tuan Sing Holdings in 2024. The hotel is changing its brand, operations, and market position (AccomNews, 2024).
The transition brings challenges like strong competition, financial risks, and the loss of Hyatt’s loyalty program (Asia Property Awards, 2024). However, it also creates opportunities to build a unique luxury brand, attract high-end travelers, and focus on sustainability. This report outlines a strategy to manage the transition smoothly and measure success using key performance indicators (KPIs).
Losing Hyatt’s brand reputation means Residence on Langley must rebuild customer trust and attract new travelers (BRJ, 2024). The luxury hotel market in Perth is very competitive, with established brands offering premium services (PerthNow, 2024a). Residence on Langley must stand out with personalised service and technology (The Australian, 2024). The hotel needs over AUD 12 million for renovations, marketing, and training (The Edge Singapore, 2024). Without Hyatt’s support, it must secure corporate partnerships and adjust pricing (The Hotel Conversation, 2024). Many staff lost jobs after Hyatt left, leading to staff shortages (The Nibbler, 2024). The hotel must hire and train new employees (Travel Weekly, 2024). Guest expectations are changing, with demand for contactless check-ins, AI services, and eco-friendly hotels (Tuan Sing Holdings Limited, 2024a). The hotel must adopt smart technology and sustainability (WAMN News, 2024).
Strategic Recommendations for residence on Langley must develop a strong luxury identity with high-end experiences, sustainability, and personalised service. A new loyalty program, Langley Elite Rewards, will help retain customers (Western Independent, 2024). Operational excellence is key. Total Quality Management (TQM) will help maintain five-star service. Staff must be well-trained (Tuan Sing Holdings Limited, 2024b). A strong financial strategy is needed. Flexible pricing models will help increase revenue (The Straits Times, 2024). Corporate partnerships will ensure steady business bookings (The West Australian, 2024). Marketing should focus on digital. The hotel must invest in SEO, social media, and influencer marketing (AccomNews, 2024). AI-powered services and mobile apps will improve guest experiences (Asia Property Awards, 2024). Sustainability is a priority. The hotel should adopt green energy, reduce plastic use, and introduce water-saving measures to attract eco-conscious travelers (BRJ, 2024). Applying for eco-hotel certifications will boost its reputation (Hospitality Directory, 2024).
A clear change management plan will ensure a smooth transition. Kotter’s 8-Step Model will guide the process. First, the hotel must explain why rebranding is needed and form a strong leadership team (PerthNow, 2024a). It must create a clear brand vision (The Edge Singapore, 2024). Communication is important. Regular meetings and updates will help reduce uncertainty and improve staff confidence (The Hotel Conversation, 2024). Staff should be trained in new service standards (The Nibbler, 2024). Progress must be tracked through KPIs. Guest feedback and performance data will guide improvements (Travel Weekly, 2024). Continuous improvements will help Residence on Langley’s brand values become part of daily operations (WAMN News, 2024).
Residence on Langley aims to reach 80% occupancy within six months. Annual revenue growth of 15% is expected, supported by corporate partnerships and premium services. The hotel plans to become Perth’s leading eco-friendly luxury hotel, improving guest experiences with technology and sustainability. Staff retention is a priority, with a goal of keeping 85% of new employees through training and career development. While challenges exist, the rebranding offers great opportunities. Residence on Langley can overcome financial risks and market competition and become a leading independent luxury hotel. With a strong financial plan, a clear brand identity, and sustainability efforts, the hotel is positioned for long-term success and profitability (Western Independent, 2024).
Residence on Langley must implement the rebranding strategy, track KPIs, and enhance operations. Building a loyal customer base, improving service quality, and maintaining financial stability will be key to success in Perth’s luxury hotel market. With a strong brand, smart financial planning, and innovative services, Residence on Langley can overcome its challenges, attract new guests, and establish itself as a top luxury hotel. If the rebranding is executed well, the hotel is set for long-term success.
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1. [bookmark: _Toc191859806]Introduction 

[bookmark: _Toc191859807]1.1 Overview of Hyatt Regency Perth and Its Transition

Hyatt Regency Perth, a well-established five-star hotel in Western Australia, has played a key role in the hospitality industry since its opening in 1988. Over the years, it has attracted business travelers, luxury tourists, and event organizers, benefiting from its prime location in Perth’s central business district (AccomNews, 2024). Managed by Hyatt Hotels Corporation, the hotel was part of a globally recognised hospitality brand, known for its high service standards, a strong loyalty program (World of Hyatt), and extensive marketing support (Asia Property Awards, 2024). However, in 2024, Tuan Sing Holdings, the hotel’s owner, ended its management agreement with Hyatt, resulting in the closure and rebranding of the property as an independent luxury hotel, Residence on Langley (BRJ, 2024).
The rebranding offers both opportunities and challenges. Residence on Langley will have full operational independence, allowing greater flexibility in branding, pricing, and service strategies. However, it also faces major difficulties, such as the loss of Hyatt’s global brand recognition, customer loyalty, and corporate business relationships (Hospitality Directory, 2024). Additionally, re-establishing itself in Perth’s highly competitive luxury market—dominated by brands like The Ritz-Carlton, Crown Towers, and COMO The Treasury—will require significant investment in marketing, staff training, and operational improvements (PerthNow, 2024a).
This report will examine the challenges Residence on Langley faces during the transition, focusing on strategic models, change management techniques, and stakeholder engagement plans. The goal is to provide practical recommendations to support a smooth repositioning and ensure the long-term success of the hotel.

[bookmark: _Toc191859808]1.2 The Need for Rebranding and Market Positioning

The shift from Hyatt Regency Perth to Residence on Langley is driven by financial, strategic, and operational reasons (The Australian, 2024). Tuan Sing Holdings likely ended its management agreement with Hyatt to gain full control over the hotel’s operations and revenue instead of continuing to pay franchise fees (The Edge Singapore, 2024). Additionally, global hospitality trends show increasing demand for independent luxury hotels, as many travelers now prefer personalised and exclusive experiences over standardised chain-branded stays (The Hotel Conversation, 2024).
However, to succeed in Perth’s competitive luxury market, Residence on Langley must stand out. The city’s hospitality industry is expanding rapidly, with rising investments in five-star hotels, boutique accommodations, and serviced apartments (The Nibbler, 2024). Well-established competitors like The Ritz-Carlton and Crown Towers already have strong reputations, exclusive business partnerships, and premium guest services (Travel Weekly, 2024). Without Hyatt’s brand power and marketing resources, Residence on Langley must develop a strong value proposition, appealing to high-end travelers through sustainability, innovation, and customer-focused services (Tuan Sing Holdings Limited, 2024a).
The rebranding also brings financial challenges, requiring significant investments in renovations, branding, digital marketing, and staff training (WAMN News, 2024). The success of Residence on Langley will depend on how well it executes its repositioning strategy, aligns with market demands, and differentiates itself from competitors (Western Independent, 2024).

[bookmark: _Toc191859809]1.3 Key Challenges in the Transition

1.3.1 Loss of Global Brand Recognition
A major challenge for Residence on Langley is the absence of Hyatt’s well-established brand name. Hyatt is a globally recognised hospitality brand that provides instant credibility, consistent service standards, and international marketing support (7NEWS, 2024a). Without Hyatt’s reputation, the hotel must build its own independent identity while assuring past guests that service quality will remain at a high standard (7NEWS, 2024b).
Additionally, Residence on Langley is no longer part of Hyatt’s World of Hyatt loyalty program, which encouraged repeat stays through exclusive perks and rewards (Tuan Sing Holdings Limited, 2024b). Business travelers who previously relied on Hyatt’s network for corporate stays and event bookings may choose other Hyatt-affiliated hotels in Australia instead (The Straits Times, 2024).
1.3.2 Competitive Market Landscape
Perth’s luxury hotel industry is highly competitive, making it difficult for a newly rebranded hotel to establish itself (The West Australian, 2024). Leading hotels such as The Ritz-Carlton, Crown Towers, and COMO The Treasury already attract high-end guests with tailored experiences, Michelin-star dining, and premium spa services (AccomNews, 2024). Without a distinct competitive edge, Residence on Langley risks being overshadowed by these well-established brands (Asia Property Awards, 2024).
1.3.3 Financial Risks and Reinvestment Costs
Rebranding requires a significant financial commitment for property renovations, technology upgrades, and marketing campaigns (BRJ, 2024). Without Hyatt’s financial backing, Tuan Sing Holdings must fund these improvements independently to maintain luxury service standards (Hospitality Directory, 2024). Additionally, a larger marketing budget is necessary to boost Residence on Langley’s brand presence, as it will no longer benefit from Hyatt’s global promotional reach (PerthNow, 2024a).

1.3.4 Workforce Redundancies and Staff Retention
With Hyatt’s exit, many employees were either laid off or left uncertain about their roles (PerthNow, 2024b). The challenge lies in rebuilding a skilled team, keeping staff morale high, and offering competitive salaries and training to retain talent (The Australian, 2024). Employee retention will be crucial to maintaining service excellence and operational efficiency (The Edge Singapore, 2024).
[bookmark: _Toc191859810]1.4 Objectives of This Report
The aim of this report is to:
1. Assess the key challenges linked to the rebranding of Hyatt Regency Perth into Residence on Langley.
2. Evaluate external and internal factors affecting the transition, using business analysis tools like STEEPLED, SOAR, and Porter’s Five Forces.
3. Offer strategic recommendations for positioning Residence on Langley as a successful luxury hotel.
4. Develop a change management plan to ensure a smooth transition for employees, stakeholders, and customers.
5. Set long-term performance indicators to measure operational success and financial sustainability.
By addressing these objectives, this report will provide a clear strategy for Residence on Langley’s transformation, helping it establish itself as a strong, independent luxury brand in Perth’s competitive hospitality sector.





2. [bookmark: _Toc191859811]Analysis 
This section provides an in-depth assessment of the business environment, competitive landscape, financial risks, and workforce challenges associated with the transition of Hyatt Regency Perth to Residence on Langley. By examining both external and internal factors, this analysis identifies key challenges and opportunities in Perth’s luxury hospitality sector.

2.1 [bookmark: _Toc191859812]The Competitive Market Landscape in Perth’s Hospitality Industry

2.1.1 Growth and Trends in Perth’s Luxury Hotel Market
Perth’s hospitality industry has grown significantly over the past decade, driven by infrastructure expansion, increased tourism investments, and a rise in business travel (AccomNews, 2024). The Western Australian government has been actively promoting Perth as a global destination, which has led to an increase in high-end hotel developments, luxury accommodations, and premium services (Asia Property Awards, 2024).

Key Market Trends Influencing the Transition
1. Rising Demand for Personalised Luxury Experiences
· Travelers are moving away from standardised hotel chains in favour of boutique and independent luxury hotels that offer unique and exclusive services (BRJ, 2024).
· This shift presents both a challenge and an opportunity—Residence on Langley must provide tailored guest experiences to establish its market position (Hospitality Directory, 2024).
2. Growth of Business Travel and MICE (Meetings, Incentives, Conferences, and Exhibitions)
· Perth has emerged as a hub for corporate events, business summits, and trade conferences, creating a consistent demand for luxury hotels throughout the year (PerthNow, 2024a).
· Without Hyatt’s extensive corporate network, Residence on Langley must develop new business partnerships to secure corporate bookings (The Australian, 2024).
3. Sustainability and Eco-Friendly Hospitality Initiatives
· Modern travelers expect hotels to adopt sustainable practices, such as renewable energy use, plastic-free operations, and carbon footprint reduction strategies (The Edge Singapore, 2024).
· Implementing strong eco-conscious policies can serve as both a marketing advantage and a point of differentiation in a competitive market (The Hotel Conversation, 2024).
4. Technological Advancements in Luxury Hospitality
· Innovations such as AI-driven personalised recommendations, digital concierge services, and contactless check-ins are revolutionising the guest experience (The Nibbler, 2024).
· Residence on Langley must invest in smart hospitality technology to enhance convenience, security, and customer satisfaction (Travel Weekly, 2024).
This analysis underscores the importance of strategic market positioning, customer engagement, and operational excellence to ensure a successful transition for Residence on Langley. The following sections will further explore financial risks, workforce management, and the broader business challenges linked to rebranding in Perth’s evolving luxury hotel industry.

2.1.2 Competitor Analysis – Key Market Players in Perth

Hyatt Regency Perth previously benefited from Hyatt’s global reservation system, loyalty programs, and marketing influence. With its rebranding, Residence on Langley now faces direct competition from well-established luxury hotels in Perth, including:
	Competitor
	Unique Selling Proposition (USP)
	Threat to Residence on Langley

	The Ritz-Carlton Perth
	Ultra-luxury waterfront experience, world-class spa services, and high-end clientele
	Highly competitive with a strong global reputation and premium pricing

	Crown Towers Perth
	Integrated resort featuring a casino, fine dining, and entertainment options
	Attracts wealthy business travelers and high-spending tourists

	COMO The Treasury
	Boutique luxury hotel with wellness and spa-focused services
	Targets niche luxury travelers who seek exclusivity and privacy



Competitor Positioning and Challenges for Residence on Langley
To remain competitive, Residence on Langley must:
· Develop a distinct brand identity that differentiates it from traditional luxury hotel chains.
· Offer exclusive and high-end personalised services, such as private concierge assistance, curated wellness programs, and unique cultural experiences (Tuan Sing Holdings Limited, 2024a).
· Position itself as an independent luxury hotel that integrates sustainability, innovation, and hospitality excellence into its guest experience (WAMN News, 2024).

[bookmark: _Toc191859813]2.2 Financial Risks and Reinvestment Costs

2.2.1 Financial Implications of Transitioning from Hyatt to an Independent Brand

Rebranding from Hyatt Regency Perth to Residence on Langley presents significant financial risks, particularly in the following areas:
1. Loss of Global Booking Channels and Loyalty Program Members
· Previously, Hyatt’s World of Hyatt loyalty program attracted high-spending repeat guests, ensuring a steady stream of bookings (Western Independent, 2024).
· Without access to Hyatt’s global loyalty network, Residence on Langley must introduce its own membership program to retain past customers and encourage repeat visits (7NEWS, 2024a).
2. Increased Marketing and Branding Expenses
· Hyatt provided worldwide advertising, public relations, and promotional support that enhanced hotel visibility and bookings (7NEWS, 2024b).
· Residence on Langley must establish brand awareness from scratch, requiring substantial investment in digital marketing, public relations, and customer engagement campaigns (Tuan Sing Holdings Limited, 2024b).
These financial challenges highlight the need for Residence on Langley to secure alternative revenue streams, create a strong marketing strategy, and position itself effectively in Perth’s luxury hospitality market. The following sections will explore additional operational and workforce-related challenges tied to this transition.


2.2.2 Estimated Rebranding Costs
The financial investment required for the transition from Hyatt Regency Perth to Residence on Langley is significant. Estimated costs include:
	Category
	Estimated Budget

	Branding & Marketing
	AUD 2 million

	Hotel Renovation
	AUD 8-10 million

	Staff Training & Hiring
	AUD 1.5 million

	Sustainability Upgrades
	AUD 3 million


Without effective financial planning, the hotel could face short-term revenue losses while working to establish its new reputation (The Straits Times, 2024).

[bookmark: _Toc191859814]2.3-Workforce Challenges and Staffing Strategy

2.3.1 Impact on Employees and Workforce Transition
A key challenge in the rebranding process is the disruption to the workforce, as many experienced staff members lost their jobs following Hyatt’s departure (The West Australian, 2024). Employee retention and training are essential to ensuring service consistency and a smooth transition (AccomNews, 2024).

Key HR Challenges:
· Workforce Redundancies – Many former Hyatt employees lost their jobs, raising concerns about labour shortages in the industry (Asia Property Awards, 2024).
· Rehiring and Training – New employees must be trained according to the hotel’s updated service standards, operational procedures, and brand identity (BRJ, 2024).
· Maintaining Service Excellence – As a luxury hotel, Residence on Langley must uphold high standards of hospitality, requiring ongoing training and quality monitoring (Hospitality Directory, 2024).

2.3.2 Workforce Strategy Recommendations

1. Rehiring Former Hyatt Employees – Offering competitive salary packages and incentives to retain experienced staff.
2. Developing Comprehensive Training Programs – Implementing workshops on customer service, brand values, and technology-based operations (PerthNow, 2024a).
3. Creating Employee Retention Incentives – Introducing performance-based bonuses and career development opportunities (The Australian, 2024).

[bookmark: _Toc191859815]2.4 SWOT Analysis – Business Positioning Post-Rebranding


	Strengths
	Weaknesses

	Prime location in Perth’s central business district
	Loss of Hyatt’s global brand recognition

	Strong financial support from Tuan Sing Holdings
	No access to an established loyalty program



	Opportunities
	Threats

	Growth in eco-conscious travel and sustainable hospitality
	Strong competition from The Ritz-Carlton and Crown Towers

	Increasing demand for luxury business accommodations
	High costs associated with rebranding


[bookmark: _Toc191859816]3. Strategic Models & Analysis 


This section applies business strategy models to evaluate Residence on Langley’s internal and external environment. The analysis uses the following models:
· STEEPLED Analysis – Examining external factors affecting the hotel’s success.
· SOAR Analysis – Identifying strengths and opportunities for strategic positioning.
· TOWS Matrix – Converting weaknesses into opportunities.
· Porter’s Five Forces – Understanding competitive pressures.
· Balanced Scorecard – Measuring key performance indicators (KPIs).
These strategic tools provide a structured assessment of market trends, operational risks, and growth opportunities to guide Residence on Langley’s rebranding and repositioning.

















[bookmark: _Toc191859817]3.1 STEEPLED Analysis- External Market Factors
The STEEPLED framework evaluates social, technological, economic, environmental, political, legal, ethical, and demographic influences on Residence on Langley’s transition.
	Factor
	Impact on Residence on Langley

	Social
	Rising demand for personalised luxury travel experiences (AccomNews, 2024).

	Technological
	Increasing need for AI-driven guest services, smart room automation, and digital booking systems (Asia Property Awards, 2024).

	Economic
	Global economic fluctuations may impact business travel and hotel occupancy rates (BRJ, 2024).

	Environmental
	Sustainability practices can boost brand reputation and attract eco-conscious guests (Hospitality Directory, 2024).

	Political
	Australian government policies supporting tourism and hospitality investments provide growth opportunities (PerthNow, 2024a).

	Legal
	Compliance with employment laws, redundancy policies, and sustainability regulations is crucial (The Australian, 2024).

	Ethical
	Adopting fair labour policies, diversity hiring, and responsible sourcing improves brand credibility (The Edge Singapore, 2024).

	Demographic
	Growth in high-income travelers, digital nomads, and business executives demanding luxury stays (The Hotel Conversation, 2024).


Key Takeaways from STEEPLED Analysis:
1. Sustainability and digital innovation are critical differentiators in the market.
2. Economic and political stability provide opportunities for long-term investment.
3. Demographic trends favour growth in luxury and business travel sectors.

The next sections will further explore internal factors, competitive pressures, and performance measurement strategies to guide Residence on Langley’s successful market positioning.

[bookmark: _Toc191859818]3.2 SOAR Analysis - Strengths & Opportunities
The SOAR framework highlights Residence on Langley’s strengths and potential growth areas, focusing on building a competitive edge in the luxury hospitality sector.
	Strengths (S)
	Opportunities (O)

	Prime location in Perth’s business district (The Nibbler, 2024).
	Expansion in eco-conscious tourism (Travel Weekly, 2024).

	Strong financial backing from Tuan Sing Holdings (Tuan Sing Holdings Limited, 2024a).
	Growth in luxury travel and business accommodations (WAMN News, 2024).

	Ability to establish a new independent luxury identity (Western Independent, 2024).
	Rising demand for personalized hospitality services (7NEWS, 2024a).


Strategic Actions Based on SOAR:
· Utilise prime location and financial resources to attract high-end corporate clients.
· Implement luxury sustainability programs to target eco-conscious travelers.
· Develop signature guest experiences to create a unique competitive advantage in Perth’s luxury hospitality market.


[bookmark: _Toc191859819]3.3 TOWS Matrix - Converting Weaknesses into Opportunities
The TOWS Matrix builds on the SOAR analysis by turning weaknesses into opportunities and leveraging strengths to address threats.
	Weaknesses (W)
	Opportunities (O)

	No existing global brand loyalty (The Straits Times, 2024).
	Develop a customised loyalty program for repeat guests.

	Loss of Hyatt’s international marketing support (The West Australian, 2024).
	Implement SEO, influencer partnerships, and direct booking incentives.



	Threats (T)
	Strengths (S)

	Strong competition from The Ritz-Carlton and Crown Towers (AccomNews, 2024).
	Differentiate through luxury guest experiences.

	High rebranding costs (Asia Property Awards, 2024).
	Secure corporate partnerships and event-hosting contracts to drive steady revenue.


Strategic Actions Based on TOWS:
· Create a direct guest loyalty program with exclusive perks to build repeat business.
· Enhance premium guest experiences to set the hotel apart from competitors.
· Strengthen corporate and B2B partnerships to ensure a stable revenue stream.

[bookmark: _Toc191859820]3.4 Porter’s Five Forces - Competitive Positioning

Michael Porter’s Five Forces framework examines the competitive pressures Residence on Langley faces in the Perth luxury hospitality market.
1. Threat of New Entrants – Low
· High capital investment limits new competitors from entering (BRJ, 2024).
· Licensing and regulatory requirements create significant entry barriers (Hospitality Directory, 2024).
2. Bargaining Power of Suppliers – Medium
· Exclusive supplier contracts for luxury products help ensure service stability.
· Bulk purchasing allows the hotel to negotiate better deals (PerthNow, 2024a).
3. Bargaining Power of Customers – High
· Luxury travelers expect premium experiences and tailored services (The Australian, 2024).
· Customers have multiple high-end hotel options in Perth, increasing competition (The Edge Singapore, 2024).
4. Threat of Substitutes – High
· Alternative boutique hotels and upscale Airbnb properties offer strong competition (The Hotel Conversation, 2024).
· Unique service offerings and customer engagement strategies are essential for differentiation (The Nibbler, 2024).
5. Industry Rivalry – High
· Residence on Langley is competing with globally recognized hotel brands (Travel Weekly, 2024).
· Aggressive marketing and customer loyalty programs are necessary to build a strong market presence (Tuan Sing Holdings Limited, 2024a).

This analysis highlights the need for Residence on Langley to focus on differentiation, customer engagement, and operational excellence to maintain a strong competitive position in the luxury hospitality sector. The next section will explore the Balanced Scorecard approach to measure key performance indicators (KPIs) and track the hotel’s success post-rebranding.

[bookmark: _Toc191859821]3.5 Balanced Scorecard - Measuring Success

The Balanced Scorecard (BSC) is a strategic framework that evaluates Residence on Langley’s performance across four key perspectives.

	Perspective
	Key Performance Indicators (KPIs)

	Financial
	Revenue growth, cost savings, profit margins (Tuan Sing Holdings Limited, 2024b).

	Customer
	Occupancy rates, guest satisfaction scores, repeat bookings (WAMN News, 2024).

	Operational
	Staff training completion, service quality improvements, sustainability initiatives (Western Independent, 2024).

	Innovation
	Digital transformation progress, adoption of AI-driven hospitality solutions (7NEWS, 2024b).



Strategic Actions from Balanced Scorecard:
· Track customer satisfaction through regular surveys and feedback loops to improve guest experiences.
· Increase sustainability investments to enhance brand reputation and attract eco-conscious travelers.
· Use predictive analytics to optimize pricing, demand forecasting, and booking strategies.

[bookmark: _Toc191859822]3.6 Conclusion - Applying Strategic Models for Success

By applying a combination of STEEPLED, SOAR, TOWS, Porter’s Five Forces, and the Balanced Scorecard, Residence on Langley can:
· Differentiate itself by focusing on sustainability, personalised luxury, and exclusive guest experiences.
· Develop a strong financial strategy that ensures long-term profitability and reduces the risks of rebranding.
· Strengthen workforce capabilities through training programs and performance incentives to maintain service excellence.
· Build strong corporate partnerships and loyalty programs to retain customers and drive repeat business.

















[bookmark: _Toc191859823]4. Recommendations 

Based on the strategic models and business analysis, this section provides actionable recommendations to support the successful rebranding and repositioning of Residence on Langley. These recommendations focus on branding, marketing, operational efficiency, financial sustainability, workforce retention, and sustainability initiatives. The goal is to help the hotel stand out from competitors, improve customer retention, and drive long-term profitability.
[bookmark: _Toc191859824]4.1 Branding & Market Positioning Strategy

4.1.1 Establishing a Strong Independent Luxury Identity

· Develop a distinct brand identity that sets Residence on Langley apart from large global hotel chains (AccomNews, 2024).
· Emphasise the hotel’s independent luxury positioning and ability to provide personalised guest experiences (Asia Property Awards, 2024).
· Introduce the tagline: “Luxury, Redefined – Your Exclusive Perth Escape” to reinforce the hotel’s uniqueness and exclusivity.

4.1.2 Creating a Signature Luxury Experience

To differentiate Residence on Langley from competitors, the hotel should introduce exclusive, high-end guest experiences:
· Private concierge and butler services for premium guests.
· Luxury spa and wellness retreats with customised treatments (BRJ, 2024).
· Fine dining collaborations with local celebrity chefs to offer a world-class culinary experience (Hospitality Directory, 2024).
· Position Residence on Langley as Perth’s first ultra-personalised luxury hotel, offering tailored services and experiences (PerthNow, 2024a).

[bookmark: _Toc191859825]4.2 Digital Marketing & Customer Acquisition Strategy

4.2.1 Leveraging Digital & Social Media Marketing

A strong digital presence is crucial for Residence on Langley to attract high-end travelers. Recommended strategies include:
· Influencer marketing campaigns targeting luxury travelers to enhance brand credibility and reach (The Australian, 2024).
· SEO-optimized website and blog content featuring hotel experiences, sustainability initiatives, and guest testimonials to improve online visibility (The Edge Singapore, 2024).
· Targeted social media advertising on platforms like Instagram, LinkedIn, and WeChat to reach international business and leisure travelers (The Hotel Conversation, 2024).
These digital strategies will enhance customer engagement, increase direct bookings, and establish Residence on Langley as a premier luxury hotel in Perth. The next section will focus on operational efficiency and financial sustainability strategies to ensure long-term success.
4.2.2 Developing a New Loyalty Program

To replace Hyatt’s World of Hyatt membership and encourage repeat bookings, Residence on Langley should introduce a customised loyalty program:
· “Langley Elite Rewards” – a points-based system rewarding guests for hotel stays, dining, and spa services.
· Exclusive VIP benefits, including priority check-in, complimentary room upgrades, and personalised concierge services (The Nibbler, 2024).
This program will enhance customer retention and attract high-value guests seeking premium hospitality experiences.

4.2.3 Forming Strategic Partnerships

To strengthen its market position and increase corporate bookings, Residence on Langley should:
· Build alliances with corporate travel agencies and MICE (Meetings, Incentives, Conferences, and Exhibitions) organizers to secure bulk bookings and event hosting deals (Travel Weekly, 2024).
· Collaborate with luxury car rental services, airlines, and high-end fashion brands to create exclusive travel and shopping experiences for guests (Tuan Sing Holdings Limited, 2024a).

These partnerships will broaden the hotel’s reach among business travelers and luxury tourists while enhancing its overall brand value.

[bookmark: _Toc191859826]4.3 Operational Excellence & Service Quality Improvements

4.3.1 Implementing Total Quality Management (TQM) Practices
· Introduce a continuous quality improvement program using Six Sigma methodologies to streamline operations (WAMN News, 2024).
· Conduct regular service audits to ensure compliance with international luxury hospitality standards (Western Independent, 2024).

A strong focus on TQM will improve service consistency, operational efficiency, and guest satisfaction.

4.3.2 Upskilling Staff for Superior Customer Service

To maintain high service standards, the hotel should develop an intensive employee training program covering:
· Personalised guest service and cultural sensitivity training to cater to international clientele (7NEWS, 2024a).
· Technology integration training for digital concierge and AI-based guest services (7NEWS, 2024b).
· Sustainability practices to align with eco-conscious hospitality trends (Tuan Sing Holdings Limited, 2024b).
By investing in workforce development, Residence on Langley can ensure superior guest interactions and long-term employee retention.

5.3.3 Technology Integration for a Seamless Guest Experience
· Implement AI-driven hospitality solutions, including:
· Smart room controls for lighting, temperature, and entertainment (The Straits Times, 2024).
· AI-powered chatbots for 24/7 customer service support (The West Australian, 2024).
· Facial recognition check-in and digital keycards to streamline guest arrival (AccomNews, 2024).
Technology-driven enhancements will modernise the guest experience, improve efficiency, and cater to tech-savvy luxury travelers.

[bookmark: _Toc191859827]4.4 Financial Sustainability & Revenue Growth Strategy

4.4.1 Implementing a Dynamic Pricing Model
· Utilise AI-powered revenue management systems to:
· Adjust room rates based on demand patterns and competitor pricing (Asia Property Awards, 2024).
· Offer exclusive early booking discounts and last-minute luxury deals to optimise occupancy (BRJ, 2024).
A flexible pricing strategy will maximise revenue and attract both early planners and spontaneous high-end travelers.

4.4.2 Increasing Non-Room Revenue Streams

To reduce dependence on room bookings, the hotel should diversify its revenue sources:
· Luxury spa and wellness retreats with premium membership plans (Hospitality Directory, 2024).
· Private event hosting for corporate conferences, VIP gatherings, and weddings (PerthNow, 2024a).
· Exclusive dining experiences with Michelin-star chefs to attract fine dining enthusiasts (The Australian, 2024).
Developing high-margin non-room revenue streams will ensure long-term financial stability while elevating the hotel’s luxury appeal.





4.4.3 Long-Term Financial Planning & Budget Allocation

To ensure financial sustainability, Residence on Langley should strategically allocate its budget for rebranding and operational improvements:
	Category
	Budget Allocation (AUD)

	Marketing & Branding
	2 million

	Renovations & Sustainability Upgrades
	8-10 million

	Employee Training & Retention Programs
	1.5 million

	Technology Integration
	3 million


Secure investment partnerships and explore government grants for tourism development to offset rebranding costs and enhance financial resilience (The Edge Singapore, 2024).
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4.5.1 Staff Retention & Employee Engagement

To retain top talent and maintain high service quality, the hotel should introduce:
· Performance-based incentives and career growth opportunities to motivate employees (The Hotel Conversation, 2024).
· Flexible work arrangements and well-being initiatives to enhance work-life balance (The Nibbler, 2024).
· Diversity and inclusion programs to attract a global workforce and build an inclusive hospitality culture (Travel Weekly, 2024).

4.5.2 Recruitment of High-Performing Hospitality Staff

To strengthen the workforce, Residence on Langley should conduct global recruitment campaigns targeting experienced professionals in:
· Luxury hospitality management, ensuring expertise in high-end service delivery (Tuan Sing Holdings Limited, 2024a).
· Gourmet dining, wellness, and personalised guest services to elevate the hotel’s exclusive offerings (WAMN News, 2024).

4.5.3 Employee Upskilling for Long-Term Success

To maintain service excellence and adaptability:
· Offer cross-functional training programs to enhance employee flexibility across different service areas (Western Independent, 2024).
· Implement internal promotion programs to retain experienced staff and encourage long-term career development (7NEWS, 2024a).

Investing in talent development and employee engagement will ensure Residence on Langley provides a world-class hospitality experience while maintaining a motivated and skilled workforce.
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4.6.1 Eco-Friendly Hotel Operations
To align with sustainability trends, Residence on Langley should implement zero-waste strategies, including:
· Plastic-free hotel amenities and biodegradable packaging to reduce single-use plastics (7NEWS, 2024b).
· Rainwater harvesting and water recycling systems to optimise water usage and promote sustainability (Tuan Sing Holdings Limited, 2024b).

4.6.2 Carbon-Neutral & Renewable Energy Initiatives
To lower its environmental footprint, the hotel should:
· Install solar panels and green roofs to minimise energy consumption and promote sustainable operations (The Straits Times, 2024).
· Partner with local farms and ethical suppliers to source organic, locally produced ingredients for its restaurants, reinforcing sustainable dining practices (The West Australian, 2024).

4.6.3 Community Engagement & Local Partnerships
To strengthen corporate social responsibility (CSR), Residence on Langley should:
· Support local tourism initiatives by incorporating indigenous culture and heritage into guest experiences (AccomNews, 2024).
· Collaborate with local businesses and artists to create an authentic, immersive experience for visitors (Asia Property Awards, 2024).
Sustainability and CSR initiatives will enhance the hotel’s reputation, appeal to eco-conscious travelers, and contribute positively to the local community.
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	Focus Area
	Strategic Actions

	Branding & Market Positioning
	Establish an independent luxury identity and develop a signature guest experience.

	Digital Marketing
	Leverage SEO, social media campaigns, and influencer marketing to attract high-end travelers.

	Operational Efficiency
	Implement Total Quality Management (TQM) and AI-powered services to enhance service quality.

	Financial Strategy
	Use dynamic pricing models and develop alternative revenue streams to ensure financial sustainability.

	HR & Workforce Management
	Retain employees through performance incentives, training, and career progression opportunities.

	Sustainability & CSR
	Implement zero-waste policies, renewable energy solutions, and ethical sourcing practices.


By implementing these strategic recommendations, Residence on Langley can successfully reposition itself as a leading independent luxury hotel in Perth, offering exceptional guest experiences, financial stability, and sustainable hospitality practices.





[bookmark: _Toc191859831]5. Change Management 

The transition from Hyatt Regency Perth to Residence on Langley is a significant organisational change requiring a structured approach to ensure smooth implementation while minimising operational disruptions and staff resistance. This section presents a change management strategy based on Kotter’s 8-Step Model, stakeholder engagement strategies, risk management, and performance measurement to ensure a successful rebranding process.
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John Kotter’s 8-Step Change Model is a widely used framework for managing business transformations. It provides a structured approach to implementing change effectively (Managing Change, 2024).

Step 1: Create a Sense of Urgency
· Clearly communicate the need for the transition, emphasising the opportunities of repositioning as an independent luxury hotel (WAMN News, 2024).
· Use internal meetings, emails, and workshops to educate employees on the benefits and challenges of rebranding (Western Independent, 2024).
· Share market research insights on Perth’s growing demand for independent luxury hotels, reinforcing the necessity of change (7NEWS, 2024a).

Step 2: Build a Guiding Coalition
· Form a cross-functional leadership team to oversee the transition, including:
· Senior management from Tuan Sing Holdings.
· HR specialists to support staff transition and training (7NEWS, 2024b).
· Marketing executives to develop and execute branding strategies (Tuan Sing Holdings Limited, 2024a).

Step 3: Develop a Vision for Change
· Define a clear vision and objectives for Residence on Langley:
· “To become Perth’s leading independent luxury hotel, offering personalised hospitality and sustainable travel experiences.”
· Align the vision with company values, emphasising innovation, customer-centricity, and sustainability (The Straits Times, 2024).

Step 4: Communicate the Vision
· Conduct regular team meetings, video conferences, and Q&A sessions to ensure staff alignment (The West Australian, 2024).
· Launch an internal newsletter and digital communication platform to provide updates (AccomNews, 2024).
· Use case studies of successful hotel rebrandings to highlight potential benefits and reassure employees (Asia Property Awards, 2024).

Step 5: Empower Employees for Broad-Based Action
· Offer training programs on:
· New service standards and operational procedures.
· Technology integration and digital service enhancements.
· Sustainability initiatives aligned with the brand’s vision (BRJ, 2024).
· Address barriers such as skill gaps and job security concerns through employee retention incentives (Hospitality Directory, 2024).
· Establish an open-door policy for staff to voice concerns and contribute to the change process (PerthNow, 2024a).

Step 6: Generate Short-Term Wins
· Set measurable milestones to track progress, including:
· Successful completion of staff training programs.
· Launch of Residence on Langley’s new branding campaign and website (The Australian, 2024).
· Positive customer feedback and reviews within the first three months post-reopening (The Edge Singapore, 2024).

Step 7: Sustain Acceleration
· Conduct quarterly performance reviews and employee feedback sessions to refine processes and resolve challenges (The Hotel Conversation, 2024).
· Recognise and reward high-performing employees to maintain motivation and service excellence (The Nibbler, 2024).

Step 8: Embed Change into Corporate Culture
· Integrate the new brand identity, service standards, and sustainability values into employee performance evaluations and company policies (Travel Weekly, 2024).
· Ensure continuous training and innovation programs to maintain excellence in customer service (Tuan Sing Holdings Limited, 2024b).
By applying Kotter’s 8-Step Model, Residence on Langley can navigate the complexities of rebranding, mitigate staff resistance, and create a culture that embraces innovation and luxury hospitality.
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Stakeholders play a critical role in the successful transition of Residence on Langley. A proactive engagement strategy ensures that employees, customers, investors, and the local community are aligned with the rebranding process (Managing Change, 2024).

5.2.1 Employee Engagement

To ensure staff support and motivation, the hotel should:
· Conduct one-on-one meetings with key staff members to address concerns and provide reassurance (WAMN News, 2024).
· Provide a structured career transition plan for employees moving into new roles within the hotel (Western Independent, 2024).
· Recognise and reward staff contributions to the transition process through incentives and career development programs (7NEWS, 2024a).

5.2.2 Customer Engagement

To retain existing customers and attract new high-end travelers, Residence on Langley should:
· Develop a brand storytelling campaign to connect emotionally with customers and build brand loyalty (7NEWS, 2024b).
· Offer exclusive pre-opening promotions and loyalty incentives to encourage bookings from former Hyatt guests and new clients (Tuan Sing Holdings Limited, 2024a).
· Use guest surveys and social media engagement to adjust service offerings based on real-time feedback (The Straits Times, 2024).

5.2.3 Investor & Corporate Engagement

Securing investor confidence and corporate partnerships is essential for long-term financial stability:
· Present detailed financial projections and growth plans to reassure investors and stakeholders (The West Australian, 2024).
· Form strategic partnerships with business travel agencies and event organisers to ensure steady bookings (AccomNews, 2024).
· Leverage sustainability initiatives as a unique selling point to attract ethical investors and eco-conscious corporate clients (Asia Property Awards, 2024).

[bookmark: _Toc191859834]5.3 Risk Management & Contingency Planning

To minimise risks associated with rebranding, Residence on Langley must prepare for financial, operational, and reputational challenges (BRJ, 2024).

5.3.1 Identifying Key Risks


	Risk Category
	Potential Issue
	Mitigation Strategy

	Financial Risk
	High costs of rebranding and renovations (Hospitality Directory, 2024).
	Secure long-term investment and government tourism grants (PerthNow, 2024a).

	Operational Risk
	Loss of experienced staff affecting service quality (The Australian, 2024).
	Retain key employees and provide extensive training programs (The Edge Singapore, 2024).

	Reputational Risk
	Negative press due to loss of Hyatt branding (The Hotel Conversation, 2024).
	Implement a PR campaign highlighting Residence on Langley’s unique strengths (The Nibbler, 2024).




5.3.2 Creating a Contingency Plan

To mitigate unexpected disruptions, Residence on Langley should:
· Establish a financial backup plan with access to emergency funding (Travel Weekly, 2024).
· Develop a customer service recovery program to resolve guest complaints efficiently and maintain reputation (Tuan Sing Holdings Limited, 2024b).
· Implement a crisis communication plan to manage potential backlash and media scrutiny (WAMN News, 2024).
By proactively addressing potential risks, the hotel can ensure a smooth transition and mitigate negative impacts on business performance.
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To ensure a successful transformation, Residence on Langley must establish key performance indicators (KPIs) to track progress and measure the impact of rebranding (Western Independent, 2024).
	Success Metric
	KPI Example

	Financial Performance
	Revenue growth, return on investment, and cost savings from sustainability initiatives.

	Customer Satisfaction
	Occupancy rates, guest feedback scores, and repeat bookings.

	Operational Efficiency
	Service delivery time, staff performance ratings, and training completion rates.

	Brand Recognition
	Social media engagement, PR coverage, and digital brand mentions.



By regularly monitoring these KPIs, Residence on Langley can adjust its strategies, ensuring continuous improvement and long-term success.

5.4.1 Financial Metrics

To assess the financial impact of rebranding, key metrics include:
· Revenue growth (%) post-rebranding compared to Hyatt’s previous performance.
· Return on Investment (ROI) on marketing campaigns and brand awareness efforts.
· Occupancy rates vs. previous Hyatt performance, measuring guest demand and booking trends (7NEWS, 2024a).

5.4.2 Customer Experience Metrics
Evaluating guest satisfaction and brand perception requires:
· Net Promoter Score (NPS) to measure customer loyalty and satisfaction (7NEWS, 2024b).
· Guest retention rate (%), tracking repeat bookings from former Hyatt guests and new customers (Tuan Sing Holdings Limited, 2024a).
· Social media sentiment analysis to assess public perception of Residence on Langley’s rebranding (The Straits Times, 2024).

5.4.3 Employee Performance Metrics

To measure workforce transition success, KPIs include:
· Staff engagement survey scores, reflecting employee morale and adaptation to the new brand.
· Employee retention rates post-transition, ensuring minimal loss of skilled workers (The West Australian, 2024).
· Training program completion rates, ensuring staff are fully prepared for the new brand’s service standards (AccomNews, 2024).
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This section provides a structured action plan to guide the successful implementation of the rebranding strategy for Residence on Langley. It outlines specific tasks, timelines, responsibilities, and expected outcomes to ensure all strategic recommendations are executed effectively.
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The transition from Hyatt Regency Perth to Residence on Langley will take place over 12 months, divided into key phases:
	Phase
	Key Actions
	Timeline
	Responsible Parties

	Phase 1: Planning & Pre-Launch
	Finalise branding, strategy, and financial planning.
	Month 1-2
	Executive Leadership, Finance Team

	Phase 2: Workforce Transition & Training
	Hire and train employees in new service standards.
	Month 3-5
	HR Department, Training Specialists

	Phase 3: Marketing & Customer Engagement
	Launch website, social media, and influencer campaigns.
	Month 4-6
	Marketing Team, PR Agency

	Phase 4: Hotel Renovations & Service Upgrades
	Implement sustainability initiatives, smart technology, and operational enhancements.
	Month 5-8
	Operations Team, Facility Managers

	Phase 5: Soft Opening & Testing
	Conduct trial runs, collect customer feedback, and refine services.
	Month 9-10
	Hotel Management, Guest Services

	Phase 6: Grand Launch
	Official opening with media coverage, VIP events, and guest promotions.
	Month 11-12
	Marketing Team, Hospitality Staff
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	Department
	Responsibility
	Expected Outcome

	Executive Leadership
	Oversee rebranding strategy and ensure financial stability.
	Smooth transition without financial loss.

	HR & Training
	Hire, train, and retain staff under the new brand identity.
	Highly skilled workforce providing luxury service.

	Marketing & PR
	Develop digital campaigns, loyalty programs, and strategic partnerships.
	High brand visibility and customer engagement.

	Operations & Facilities
	Upgrade infrastructure, implement sustainability programs.
	Enhanced guest experience and eco-friendly hotel practices.
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To ensure long-term revenue growth, financial resources must be allocated strategically:
	Investment Area
	Budget Allocation (AUD)

	Branding & Marketing Campaigns
	2 million

	Renovations & Infrastructure Upgrades
	8-10 million

	Employee Training & Development
	1.5 million

	Sustainability & Smart Technology
	3 million


Funding Sources:
· Tuan Sing Holdings’ capital investments.
· Potential government tourism development grants.
· Investor partnerships and sponsorships.


[bookmark: _Toc191859840]6.4 Risk Mitigation Strategies

	Risk
	Mitigation Plan

	High rebranding costs impacting cash flow.
	Secure alternative revenue streams through corporate partnerships and early bookings.

	Employee resistance to change.
	Implement incentives, training programs, and clear communication.

	Loss of customer base after leaving Hyatt.
	Introduce Langley Elite Rewards loyalty program with exclusive benefits.

	Delays in renovation affecting launch timeline.
	Establish contingency timelines and backup service operations.


This structured action plan ensures a smooth transition and successful repositioning of Residence on Langley, setting the foundation for long-term profitability and brand excellence.
[bookmark: _Toc191859841]6.5 Measuring Success & KPIs
To track the effectiveness of the rebranding transition, the following Key Performance Indicators (KPIs) will be monitored:
	Performance Metric
	Measurement Criteria
	Target Goal

	Customer Retention Rate
	Repeat bookings & membership enrollments.
	75% retention post-launch.

	Occupancy Rates
	Room booking statistics.
	80% occupancy within first 6 months.

	Revenue Growth
	Increase in monthly earnings vs. Hyatt performance.
	15% revenue growth year-over-year.

	Guest Satisfaction Scores
	Online reviews, Net Promoter Score (NPS).
	90%+ positive feedback.

	Employee Engagement
	Staff satisfaction surveys, turnover rates.
	85%+ staff retention rate.


These metrics will provide quantifiable insights into the success of Residence on Langley’s transition, allowing for continuous performance improvements based on data-driven analysis.

















[bookmark: _Toc191859842]7. Conclusion 

The change from Hyatt Regency Perth to Residence on Langley is a big transformation, needing careful planning, financial investment, and smooth execution. This report has looked at the challenges, risks, and opportunities of this change and used business strategy models to create a clear rebranding plan.
By focusing on strong market positioning, financial stability, branding, digital marketing, and employee support, Residence on Langley can become a top independent luxury hotel in Perth.
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Market Position & Competition
· Perth has many luxury hotels, including The Ritz-Carlton, Crown Towers, and COMO The Treasury, making competition tough (AccomNews, 2024).
· Residence on Langley must stand out as a high-end independent hotel, offering personalised service and eco-friendly practices (Asia Property Awards, 2024).
· Attracting wealthy travelers, business executives, and eco-conscious guests is key to success (BRJ, 2024).

Financial Stability & Revenue Growth
· The rebranding will cost over AUD 12 million, covering renovations, branding, and staff training (Hospitality Directory, 2024).
· Smart pricing, corporate deals, and new income sources will help keep the hotel financially strong (PerthNow, 2024a).
· Long-term success depends on controlling costs, effective marketing, and customer loyalty programs (The Australian, 2024).

Branding & Digital Marketing
· Residence on Langley needs a strong independent brand to replace Hyatt’s reputation (The Edge Singapore, 2024).
· A powerful digital marketing plan—including SEO, social media ads, and influencer partnerships—will attract new customers (The Hotel Conversation, 2024).
· The Langley Elite Rewards loyalty program will help keep previous Hyatt guests and bring in new ones (The Nibbler, 2024).

Operations & Workforce
· Keeping experienced staff and training new employees is important to maintain high service quality (Travel Weekly, 2024).
· Using Total Quality Management (TQM) and smart hotel technology will improve service and efficiency (Tuan Sing Holdings Limited, 2024a).
· Offering staff rewards and career growth will help keep employees motivated (WAMN News, 2024).
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For Residence on Langley to succeed, it must focus on strong branding, stable finances, digital marketing, excellent service, and sustainability.
Main Priorities:
1. Create a Unique Luxury Identity – Market the hotel as Perth’s best independent luxury hotel, offering special guest experiences and eco-friendly services.
2. Increase Revenue & Stay Profitable – Use flexible pricing, premium services, and extra income sources to ensure long-term financial success.
3. Use Smart Marketing Strategies – Invest in SEO, social media, influencer campaigns, and PR to build brand awareness.
4. Train & Support Staff – Offer good training, career growth, and incentives to keep employees motivated and service quality high.
5. Go Green & Be Responsible – Follow eco-friendly hotel practices, reduce waste, and partner with ethical suppliers to meet modern traveler expectations.

By following these steps, Residence on Langley can successfully change from Hyatt Regency Perth, becoming a leading independent luxury hotel in Western Australia. This transition is challenging, but it also brings huge opportunities for long-term success.

Sustainability & Corporate Social Responsibility (CSR)
· Sustainability is a key factor in the modern luxury hotel market, giving brands a competitive edge (Western Independent, 2024).
· Residence on Langley should adopt zero-waste policies, carbon-neutral operations, and eco-friendly infrastructure to attract environmentally conscious travelers (7NEWS, 2024a).
· Partnering with local businesses and ethical suppliers will strengthen the hotel’s reputation and support community engagement (7NEWS, 2024b).
Change Management & Risk Mitigation
· Kotter’s 8-Step Change Model has been applied to ensure a smooth transition, focusing on clear communication, staff engagement, and stakeholder alignment (Tuan Sing Holdings Limited, 2024b).
· Risk management strategies include financial backup plans, workforce retention programs, and contingency measures to handle unexpected challenges (The Straits Times, 2024).
· Ongoing KPI tracking will measure the success of the transition and ensure that key milestones are achieved (The West Australian, 2024).
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For Residence on Langley to succeed as a leading independent luxury hotel, the following strategic recommendations should be prioritised:
	Focus Area
	Final Recommendation

	Brand Positioning
	Stand out as an independent luxury hotel, offering personalised service and sustainability.

	Financial Stability
	Control costs and secure partnerships to increase revenue and ensure long-term growth.

	Customer Engagement
	Use digital marketing, influencer campaigns, and a loyalty program to attract and retain guests.

	Operational Excellence
	Train staff in luxury service, implement AI-driven hospitality solutions, and ensure high-quality service standards.

	Sustainability Initiatives
	Use green energy, eco-friendly guest experiences, and ethical sourcing to align with industry trends.

	Change Management
	Maintain clear communication with stakeholders, ensure strong leadership involvement, and track performance continuously.


By following these recommendations, Residence on Langley can establish itself as a premium, sustainable, and customer-focused luxury hotel, ensuring long-term success and profitability.

7.3 Final Thoughts & Future Outlook

The change from Hyatt Regency Perth to Residence on Langley brings both challenges and opportunities. Losing Hyatt’s well-known brand is a risk, but becoming an independent luxury hotel gives more freedom to grow and stand out (AccomNews, 2024).
If Residence on Langley follows the right strategies for branding, operations, and finance, it can become a top luxury hotel in Perth. The next 12 months will be very important, needing strong leadership, smart marketing, and great service improvements to succeed (Asia Property Awards, 2024).
By following the action plan and change management steps in this report, Residence on Langley can make a smooth transition, stay financially strong, and build a great reputation as a high-end hotel. With a focus on personalised service, eco-friendly practices, and top-quality experiences, the hotel can attract loyal guests and achieve long-term success.






[bookmark: _Toc191859846]8. References 

7NEWS (2024) ‘Hyatt Regency Perth to close after 36 years’, 7NEWS. Available at: https://7news.com.au/news/hyatt-regency-perth-to-close-after-36-years-c-15203977. 
AccomNews (2024) ‘End of an Era: Iconic Perth hotel to cease operations in August 2024’, AccomNews. Available at: https://www.accomnews.com.au/2024/07/end-of-an-era-hyatt-regency-perth-to-cease-operations-in-august-2024/. 
Arthur D. Little (2024) ‘The rise of luxury hospitality.’ Available at: https://www.adlittle.com/en/insights/viewpoints/rise-luxury-hospitality 
Asia Property Awards (2024) ‘News roundup: Tuan Sing Holdings Limited to rebrand Hyatt Regency Perth, and more news’, Asia Property Awards. Available at: https://www.asiapropertyawards.com/en/news-roundup-tuan-sing-holdings-limited-to-rebrand-hyatt-regency-perth-and-more-news/. 
Borisova, K. and Razumeiko, A., 2018. Hotel Rebranding: Marketing Plan for Piter Inn Petrozavodsk.
Bridges, W. (2009) Managing Transitions: Making the Most of Change. London: Nicholas Brealey Publishing.
BRJ (2024) ‘Tuan Sing to Reposition and Rebrand Hyatt Regency in Perth’, BRJ Singapore. Available at: https://brj.com.sg/tuan-sing-to-reposition-and-rebrand-hyatt-regency-in-perth/. 
Business Insider (2025) ‘Luxury hotel brands are launching cruise yachts with helipads, cigar lounges, and Michelin-starred chefs. Take a look at 5 coming offerings.’ Available at: https://www.businessinsider.com/hotel-chain-four-seasons-aman-luxury-cruise-ship-yachts-2025-2 
Cameron, E. and Green, M. (2019) Making Sense of Change Management: A Complete Guide to the Models, Tools & Techniques of Organizational Change. 5th edn. London: Kogan Page.
Cosciug, E., 2015. Rebranding as successful market strategy in the hotel service industry. In Tezele celei de-a (pp. 17-17).
Coyle Hospitality (2024) ‘Making a Hotel Company’s Rebranding and Standards Development Process Easy.’ Available at: https://coylehospitality.com/cases/hotels-and-resorts/making-a-hotel-companys-rebranding-and-standards-development-process-easy/ 
EHL Hospitality Insights (2024) ‘Hotel branding tips: How to create a strong brand identity’, EHL Hospitality Insights. Available at: https://hospitalityinsights.ehl.edu/hotel-branding-tips 
Epos Now (2025) ‘Top Latest Trends in the Hospitality Industry for 2024.’ Available at: https://www.eposnow.com/us/resources/latest-trends-in-the-hospitality-industry/ 
Ernawati, N.M., Vodă, M., Jendra, I.W., Tantri, G.A.D. and Avram, E.L., 2022. Hotel Recovery Post Pandemic: Is Rebranding Required? Journal of Environmental Management & Tourism, 13(8), pp.2263-2270.
FINE (2024) ‘Hotel Rebranding for Glendale Express - Agency Case Studies.’ Available at: https://www.wearefine.com/work/hotel-rebranding-for-glendale-express/ 
Fisher Design and Advertising (2024) ‘Hotel Rebrand Design & Renovations: Hotel Vervana Case Study.’ Available at: https://www.fisherdesignandadvertising.com/project/hotel-rebrand-hotel-vervana/ 
Forbes (2024) ‘Elevated Experiences: 2024 Global Trends in Luxury Travel and Hospitality.’ Available at: https://www.forbes.com/sites/forbes-global-properties/2024/03/14/elevated-experiences-2024-global-trends-in-luxury-travel-and-hospitality/ 
Glion (2024) ‘Hotel industry trends and developments for 2024.’ Available at: https://www.glion.edu/magazine/hotel-industry-trends-and-developments-for-2024/ 
Gössling, S., Hall, C.M. and Scott, D. (2021) Sustainable Tourism: A Global Perspective. London: Routledge.
Hayes, J. (2018) The Theory and Practice of Change Management. 5th edn. London: Palgrave Macmillan.
Hospitality Directory (2024) ‘Hyatt Regency Perth to close its doors after management agreement is terminated’, Hospitality Directory. Available at: https://www.hospitalitydirectory.com.au/industry-news/21577-hyatt-regency-perth-to-close-its-doors-after-management-agreement-is-terminated/. 
Hotel Dive (2024) ‘Top hospitality trends from 2024’s Lodging Conference.’ Available at: https://www.hoteldive.com/news/top-hospitality-industry-trends-lodging-conference/729715/ 
hotelkit (2024) ‘Rebranding: How hotelkit rebranded itself successfully’, hotelkit Blog. Available at: https://hotelkit.net/blog/rebranding-hotelkit/ 
Ivanova, M. and Ivanov, S. (2013) ‘Hotel rebranding and rescaling’, ResearchGate. Available at: https://www.researchgate.net/publication/258130431_Hotel_Rebranding_and_Rescaling 
Joukanen, K., 2020. The Process of Rebranding a Hospitality Industry SME in a Local Setting: Case Restaurant Cindy.
Kaplan, R.S. and Norton, D.P. (2004) The Balanced Scorecard: Translating Strategy into Action. Harvard Business School Press.
Kotter, J. (1996) Leading Change. Boston: Harvard Business Review Press.
Lampaert, G. (2024) ‘The power of rebranding in the hotel industry’, LinkedIn Pulse. Available at: https://www.linkedin.com/pulse/power-rebranding-hotel-industry-gerald-lampaert-srcne/ 
Little Hotelier (2024) ‘Hotel branding and differentiation: How to stand out in a competitive market’, Little Hotelier Blog. Available at: https://www.littlehotelier.com/blog/running-your-property/hotel-branding-differentiation/ 
Liu, M., 2024. Adopting Effective Strategies of Agile Project Management in Hotel Rebranding Projects.

Liying, C.H.E.N., Xun, H.E. and Yingkang, G.U., 2013. Rebranding Strategies of International Hotel Groups Following Mergers and Acquisitions: Accor and Hilton Case Studies. Tourism Tribune/Lvyou Xuekan, 28(10).
McKinsey & Company (2024) ‘Exploring luxury travel trends in 2024.’ Available at: https://www.mckinsey.com/industries/travel/our-insights/updating-perceptions-about-todays-luxury-traveler 
Motiva Branding (2024) ‘Case Study – Familux Resorts Rebranding.’ Available at: https://www.motivabranding.io/case-studies/familux-resorts 
Mulindwa, D. and Ulu, V., 2016. Hotel affiliation evaluation: remaining, leaving, or rebranding? In The Routledge Handbook of Hotel Chain Management (pp. 427-434). Routledge.
NH Hotels (2024) ‘Hotel branding strategies and success case studies’, NH Hotels Pro Blog. Available at: https://www.nh-hotels.com/en/nhpro/blog/event-ideas/hotel-branding 
Oaky (2024) ‘30 Hotel trends shaping the industry in 2025 and beyond.’ Available at: https://oaky.com/en/blog/hotel-trends 
Ooi, G.L., 2008. Rebranding: A case study of a business hotel in Singapore.
PerthNow (2024) ‘Former Hyatt Regency hotel to reopen as new luxury accommodation venue called Residence on Langley’, PerthNow. Available at: https://www.perthnow.com.au/news/perth/former-hyatt-regency-hotel-to-reopen-as-new-luxury-accommodation-venue-called-residence-on-langley-c-15610981. 
PerthNow (2024b) ‘Iconic Perth hotel announces shock closure after 36 years’, PerthNow. Available at: https://www.perthnow.com.au/stories/iconic-perth-hotel-announces-shock-closure-after-36-years/. 
Pizam, A. (2022) Hospitality in the Digital Age: The Impact of AI, Smart Hotels, and Sustainability Trends. New York: Springer.
Porter, M. (2008) Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: Free Press.
QV Brands (2024) ‘Case Studies of Successful Hotel Rebranding Campaigns.’ Available at: https://www.qvbrands.com/post/case-studies-of-successful-hotel-rebranding-campaigns 
Ribeiro, M.D.O.C.C., 2018. The rebranding process implementation of an independent hotel into a hotel chain (Doctoral dissertation).
RoomRaccoon (2024) ‘Hotel branding: How to create a strong brand identity for your hotel’, RoomRaccoon Blog. Available at: https://roomraccoon.com/blog/hotel-branding/ 
Six Sigma Approach (2020) ‘Improving Service Quality in Luxury Hospitality: Case Study of Hotel Rebranding’, Journal of Service Management, 31(4), pp. 233-248.
Taneja, N.K., 2020. Rebranding for the new era. In Transforming Airlines (pp. 109-120). Routledge.
The Australian (2024) ‘Cashed-up owners close major Perth hotel for “rebranding”’, The Australian. Available at: https://www.theaustralian.com.au/business/property/perth-hyatt-regency-shuts-doors-as-owners-plan-for-rebranding/news-story/403cd040f1b09b8316605f61715e842e. 
The Australian (2025) ‘Waldorf Astoria Sydney to set room rate records.’ Available at: https://www.theaustralian.com.au/business/waldorf-astoria-to-set-showcase-nations-best-produce-artworks/news-story/04e823f58d6f43542476c80be0a20f63 
The Change Curve (2024) ‘Understanding Employee Reactions to Change’, HR Insights. Available at: https://culturepartners.com/insights/understanding-the-change-curve/   
The Edge Singapore (2024) ‘Tuan Sing terminates hotel management agreements for Hyatt Regency Perth Hotel’, The Edge Singapore. Available at: https://www.theedgesingapore.com/news/company-news/tuan-sing-terminates-hotel-management-agreements-hyatt-regency-perth-hotel. 
The Hotel Conversation (2024) ‘Tuan Sing Holdings announces reposition and rebranding of Hyatt Regency Perth’, The Hotel Conversation. Available at: https://www.thehotelconversation.com.au/news/2024/07/01/tuan-sing-holdings-announces-reposition-and-rebranding-hyatt-regency-perth. 
The Nibbler (2024) ‘Hyatt Regency Perth to cease operation as a hotel but future is unknown’, The Nibbler. Available at: https://thenibbler.com.au/article/hyatt-regency-perth-to-cease-operation-as-a-hotel-but-future-is-unknown/. 
The Straits Times (2024) ‘Tuan Sing terminates management agreements for Hyatt Regency Perth’, The Straits Times. Available at: https://www.straitstimes.com/business/tuan-sing-terminates-management-agreements-for-hyatt-regency-perth. 
The West Australian (2024) ‘Hyatt Regency Perth to close its doors after 36 years’, The West Australian. Available at: https://thewest.com.au/business/commercial-property/hyatt-regency-perth-to-close-its-doors-after-36-years-c-15202697. 
Travel Weekly (2024) ‘Hyatt Regency Perth to cease operation as a hotel but future is unknown’, Travel Weekly. Available at: https://travelweekly.com.au/article/hyatt-regency-perth-to-cease-operation-as-a-hotel-but-future-is-unknown/. 
Tsai, Y.L., Dev, C.S. and Chintagunta, P., 2015. What's in a brand name? Assessing the impact of rebranding in the hospitality industry. Journal of Marketing Research, 52(6), pp.865-878.
Tuan Sing Holdings Limited (2024) ‘Announcement on Reposition and Rebranding of Hyatt Regency Perth’, Tuan Sing Holdings Limited. Available at: https://www.tuansing.com/wp-content/uploads/2024/07/THS%20x%20Hyatt%20Regency%20Perth%20Partnership%20Announcement%20-%20FINAL%20%28V2%29.pdf. 
Tuan Sing Holdings Limited (2024b) ‘Investor Relations News’, Tuan Sing Holdings Limited. Available at: https://investor.tuansing.com/news.html/id/2500857. 
Valor Hospitality (2024) ‘Creating Opportunity Through Rebranding and Renovation.’ Available at: https://www.valorhospitality.com/case-studies/rebranding-renovation 
Vrontis, D., Weber, Y. and Tsoukatos, E. (2020) Stakeholder Engagement in the Hospitality Industry: An Analysis of Communication in SMEs and Large Hotels. Journal of Business Strategy, 41(5), pp. 45-60.
WAMN News (2024) ‘Perth’s Hyatt Regency Hotel to Shut After 36 Years of Service’, WAMN News. Available at: https://wamnnews.com.au/news/perths-hyatt-regency-hotel-to-shut-after-36-years-of-service/. 
Western Independent (2024) ‘Hotel rebranded, staff redundant’, Western Independent. Available at: https://westernindependent.com.au/2024/09/20/hotel-rebranded-staff-redundant/. 
image1.png




image2.png




