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[bookmark: _Toc181897661]Executive Summary 
A detailed analysis is provided in this consultancy report of the key challenges faced at the operational level by Le Méridien Vienna along with consideration of giving strategic recommendations for addressing them. High employee turnover, ineffective feedback management, and inconsistent service delivery are included in some of the primary challenges due to which negative impact has been created on operational efficiency and guest satisfaction. It is noted that significant risks could be created by these to the competitive standing and reputation of hotels in the luxury hospitality market. Ensuring that Le Méridien continues to deliver the level of services that customers are expecting is important in addressing these challenges and it will also help in sustaining long-term market position. 
The need for a real-time feedback system is focused on by this analysis so that the quality of service could be enhanced based on solving the concerns of guests in an effective way. Guests will be allowed by this system to provide feedback during their stay based on post-visit surveys, in-room tablets, or kiosks and provide a certain level of ability to address issues before they escalate. Some valuable insights will be provided by the real-time monitoring of feedback into gaps in services and issues of recuring and in this way continuous improvement could be enabled. The hotel’s reputation could be protected, a reduction in several complaints and a positive guest experience could be provided by this proactive approach based on the prevention of negative online reviews. 
In terms of solving higher turnover of employees, it is noted that training programs and employee engagement are important due to which quality of service could be disrupted and recruitment costs could be increased. For maintaining the high standards of services could be maintained by retaining well-trained and motivated employees. Career development and customer service excellence could be focused on by the structured training programs based on which staff retention could be promoted, and job satisfaction could be improved. Employees will be encouraged based on a recognition program so that consistent performance can be performed. It is ensured based on this approach that employees are motivated and prepared to deliver a seamless experience of services and this Le Méridien ’s reputation could be reinforced for exceptional hospitality. 
Another key recommendation at this level is considered as optimization of planning of workforce based on consideration of scheduling software. It is ensured by this solution that staffing levels could be aligned by the hotel with the demand of guests particularly during peak periods, reduction of delays in services and disruptions at the operational level. Based on the improvement of shift management and minimization of overtime, labour costs could be controlled by the hotel and smooth delivery of services could be ensured. To maintain consistency of service across all interactions among guests, this balance between quality and efficiency is critical. 
The importance of offering personalized services to guests is highlighted by this report for strengthening the loyalty of brands and increasing the level of repeat bookings. Le Méridien is allowed based on leveraging data from interactions of customers of tailoring services to preferences of customers, creation of memorable experiences of guests based on which the hotel is differentiated from competitors. The guest experience, development of loyalty and attraction of high-end travellers would be enhanced based on the exclusive partnership with businesses at the local level, curated tours and personalized welcome amenities. Guest satisfaction will not only improve through this focus on personalization but also on building long-term relationships with customers. 
In today’s hospitality market, it is noted that some important aspects include sustainable practices with a focus on increasing those customers who are focused on seeking accommodations that are environmentally conscious. Adoption of energy-efficient technologies could be recommended by this report and wastes could be reduced by aligning with the expectations of customers. Long-term savings could be generated by these initiatives based on the reduction of costs of the utility. Le Méridien ’s appeal and attraction to eco-conscious travellers will be enhanced by focusing on sustainability and the hotel will be positioned as a responsible leader in the luxury hotel in the sector. 
Le Méridien Vienna will be enabled based on the implementation of these strategies of addressing challenges at the operational level and capitalization will be made on emerging opportunities within the market. The guest satisfaction will not only be enhanced by the proposed initiative, but it will also help in improving operational efficiency, and retention of employees will be strengthened and the hotel could be aligned with the contemporary trends. The implementation of these strategies could be guided based on the action plan with key performance indicators, budget estimates, and clear timelines. 
The level of effectiveness of this initiative will be measured based on the KPIs outlined in the report. Based on online reviews and in-house feedback data, guest satisfaction could be tracked with a certain level of target of increasing positive feedback and complaints could be reduced. Based on tracking rates of turnover it is also noted that the retention of employees could be monitored, and internal engagement surveys could be conducted to assess job satisfaction. Reduction in recruitment costs and overtime will be used in measuring operational efficiency. 
In simple terms, it could be said that the importance of alignment of Le Méridien Vienna with evolving trends of the market is aligned with this consultancy report so that the expectations and needs of travellers in modern times could be met. A key differentiator is considered to be the provision of personalized services to customers and in this regard, technology is leveraged by Le Méridien Vienna and data of customers so that a tailored experience can be provided. 
Furthermore, the financial sustainability of the hotel could be contributed by the proposed strategies of the hotel based on improvement of operational efficiency and reduction of costs. Staffing could be optimized by workforce management software and in this way, it is ensured that resources are used by the company in an effective way during peak periods and it also helps in controlling overtime expenses. Recruitment costs will be reduced by employee engagement based on developing a motivated and stable workforce. The hotel can not only align the hotel with the expectations of customers through sustainability practices, but it is also possible that long-term savings could be created based on waste reduction efforts and energy-efficient technologies. Le Méridien Vienna will position itself by the combined impact of these strategies as a leader of the market, and in this way, the exceptional guest service could be balanced with financial prudence. The hotel will be able to make data-driven decisions with a robust monitoring system so that sustainable growth and continuous improvement can be ensured in an ever-changing landscape of hospitality. 
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[bookmark: _Toc181897662]Introduction 
One prominent luxury hotel that is included in the prestigious portfolio of Marriott International is named Le Méridien Vienna that is located in vibrant capital of Austria. It is further identified that a unique experience is offering by Le Méridien to both business travellers and leisure travellers and this is the reason that it has gained good reputation of modern sophistication and classic Viennese elegance. A prime location is boasted by the hotel near iconic landmarks of Vienna which is including the Museums Quartier and the State Opera, and this is one key factor based on which it is considered as one convenient choice for guests who are eager of exploring cultural heritage of the city (Addis et al., 2024).
The features related to property have been based on rooms with stylish designs, upscale options of dining and contemporary spaces of meeting and these are tailored of meeting the expectations and needs of discerning travellers. Gourmet cuisine could be enjoyed by guests at the unwind at the bar and chic lounge or at the on-site restaurant which are considered as popular for both quality of service and their ambiance. In addition to it, an array of amenities is hosted by Le Méridien Vienna (Jones, 2024). 
Some kinds of operational challenges are facing by Le Méridien Vienna despite of celebrated status which could be seen in maintaining quality of service amid of increasing level of expectations of guests and a competitive landscape of hospitality. These challenges will be assessed by this report and insight will be provided for helping the hotel in sustaining its reputation. 
This report focuses on how customer satisfaction has decreased due to unfair treatment that has been given to some of the customers and their feedback is not properly managed. This is a problem because, in the hotel industry, one of the key elements is the level of satisfaction of customers. It affects how people see the hotel, the way of booking the room for stay in the hotel, and the hotel's profitability level over time. Le Méridien Vienna has received more online complaints, and it has also received some negative reviews because of problems with staff performance, slower level of service, and delays that could be seen in answering guest questions. If these problems are not fixed, they could result in a lower level of room booking in the future time, losing customers who have a greater level of loyalty, and a weaker place in the market. This is especially important because there is more competition that could be experienced by the hotel from nearby boutique hotels and other high-end businesses (Sakhuja Sharma, 2022). 
The consulting company, Gabriela Consultancy was connected so that help could be gained in solving these problems. They specialize in making certain levels of improvement in operations and customer service for luxury hotels. Gabriela Consultancy is based in London, and it has gained a greater level of popularity due to this it is also noted that data-based solutions are made especially for high-end hotels. The company aimed to make valuable levels of improvement in experiences of visitor experiences by working closely with customers. They identify key issues, identify and present some of the practical solutions, and implement long-lasting fixes. Gabriela Consultancy is proud of the level of capacity of making improvements in quality level of services, increase efficiency, and encourage a mindset of constant improvement in the companies they work with (Kang et al., 2022). 
To closely look at the problems Le Méridien Vienna has faced, there are different tools that will be considered in this study. For instance, in terms of evaluating and assessing some of the outside factors and their impacts on business like technology, politics, and the economy, the focus will be given to the use of the PESTEL method. A SWOT analysis will summarize the hotel's strengths and weaknesses, and it will also help in evaluating threats and opportunities (Zhou & Li, 2021). Next, a TOWS analysis will be also used in terms of looking at some of the key and major ways to turn problems into opportunities. This will help us come up with helpful ideas based on which achievement of long-term goals could be supported. These frameworks will help us come up with useful ideas that would be based on the potential of addressing the root causes of the problems and provide solutions so that improvement in operational activities could be made and guest satisfaction could be increased (Larrinaga & Vallejo, 2021).
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Some of the key external factors could be evaluated based on the application of PESTLE analysis in the case of a luxury hotel Le Méridien Vienna:
Political Factors:
A conductive setting is provided by the stability of Austria in political environment especially in perspective of hospitality sector due to which Le Méridien Vienna is benefited. Austria is adhered to structured regulatory framework being member of EU such as safety regulations, and tax and labour laws and policies. Consistency is ensured in standards based on compliance with such EU laws and regulations but increased costs at operational level could be also led by this (Alatsas, 2020). 
Economic Factors:
The economy of Austria is considered to be prosperous and stable but some level of economic fluctuations across Europe may have certain level of impact on businesses because of reason that it is closely tied with the EU economy at broader level. Increase level of operational cost could be led and resulted because of the inflationary pressure within the EU such as in areas including wages, utilities and supplies of food and beverages. High labour costs of Austria because of minimum wage policies and stringent regulations of employees can make further contribution to those expenses (Shoeb-Ur-Rahman, 2024). In addition to it, the affordability of the hotel for non-EU tourists could be impacted by the fluctuations in the euro exchange rate. Vienna still remains attractive destination despite of such challenges, but it is noted that to remain competitive, pricing strategies should be managed carefully by hotel (Fan et al., 2023)
Social Factors: 
Growing trend and increasing level of aging population towards sustainable tourism in case of Austria which has impacted the strategy of Le Méridien Vienna. The customers in modern time that are increasingly dependent on Gen Z, and millennials where sustainability could be valued and thus hotels that are preferred based on which commitment is demonstrated to eco-friendly practices. Both international and domestic tourists could be attracted by maintaining inclusivity, consideration of dietary preferences and offering unique local experiences (Saxena et al., 2024). 
Technological Factors:
Change has been driven in expectations of customers because of technological advancement occurred in hospitality industry. Seamless digital experiences could be expected by guests in modern time from online system of booking to small room features and mobile check ins. Investment in technology is one faced based on which benefits could be gained by Le Méridien Vienna for streamlining guests’ services and overall experience could be enhanced. For instance, personalization and responsiveness could be improved by integration of AI in customer services (Tan & Despotis, 2021).

Environmental Factors:
For travellers, and Le Méridien Vienna it is further noted that one important aspect is considered as sustainability and this is reason that Le Méridien Vienna is facing certain level of pressure of adopting practices that are environmentally friendly. The hotel is expected of complying with standards of stringent environment which is popular because of its eco-conscious policies. Sustainable practices are required to be implemented by the company such as optimization of energy consumption and conserving water and reduction of plastic use (Mehta & Sharma, 2021). 
Legal Factors: 
It has become difficult for companies because of recent pandemic of Covid-19 of operating in efficient way, increased level of costs and need changes on constant basis. Labor laws will have to be followed by hotel and rules and policies of visa should be considered so that legal actions or fines could be avoided (Andyani et al., 2023)
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Strengths
1. Brand Reputation: Le Méridien Vienna is famous worldwide for being very luxurious and providing excellent service. This good reputation is linked to excellent service and has been built over a hundred years of work. 
2. Award-Winning: Different types of rewards have been gained by the brand for the level of its services and contribution is made to its better reputation and brand image in the sector. 
3. Personalized Services: For attention that is given to details and customized guest services, a good reputation has been gained by Le Méridien Vienna (Kulakhmetova et al., 2022).
 Weaknesses
1. High-Cost Structure: The commitment of the company to high quality and luxury services could have resulted in a high-cost structure and in this way, it becomes vulnerable to economic downturns when a reduction in luxury spending has resulted. 
2. Limited Market: A smaller demographic is attracted and focused by Le Méridien because it is targeting the luxury segment in the market. Due to the fact that it can limit the potential size of the market, this can be a weakness. 
3. Perceived Exclusivity: Exclusivity is considered a strength, but it could be a weakness because of the reason that potential guests are intimidated buy who are considering it as too upscale or out of reach. 
4. Dependence on Travel and Tourism Markets: On a general basis it is noted that Luxury hotels could be considered as susceptible and it is also susceptible to fluctuating trends in the tourism sector (Anguera-Torrell et al., 2021)
Opportunities
1. Expanding Market for Luxury Travel: For luxury travel experiences, a growing market is witnessed because of the increasing level of global wealth. Taping into emerging markets could be considered by Le Méridien Vienna where premium accommodation is sought by affluent travellers. 
2. Technological Advancements: Cutting-edge technology implementation by the company can result in enhancing the experiences of guests. For instance, AI-driven customer service, personalized room settings, and mobile check-in and check-out can give a competitive advantage (Asadi et al., 2020)
3. Strategic Partnerships: Alliances could be formed by the company with luxury services and brands such as luxury retail, bespoke travel agencies, and high-end car rentals so that additional value could be provided to guests and new streams of revenue can be opened. 
4. Brand Expansion: An opportunity has existed for the expansion of business to new emerging markets such as in countries where demand is high for luxury travel (Aubke & Kubak, 2020)
Threats
1. Economic Downturns: Brands such as Ritz could be sensitive to economic cycles as luxury travel is often one of the first expenses during times of economic downturns and recessions. 
2. Competitive Market: There is a high level of competition in the luxury hotel segment because of established boutique luxury hotels and global chains (Chang et al., 2021)
3. Changing Consumer Preferences: The evolving nature of luxury markets where different experiences are sought by younger generations in comparison to traditional luxury. 
4. Technological Disruptions: Traditional business models could be disrupted because of new booking platforms and online travel agencies (Vetráková et al., 2020).
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Some of the key strategies based on which the weaknesses and threats of Le Méridien Vienna could be addressed based on levering its opportunities and strengths are illustrated in the following TOWS matrix.
	TOWS Matrix
	Opportunities (O)
	Threats (T)

	Strengths (S)
	SO (Strength-Opportunity Strategies): 
For introducing innovative technologies such as personalized room experiences and driving customer service, the service culture and reputation of the company should be used. Strategic partnerships should be promoted with luxury brands to offer experiential and curated travel packages could be offered. 
	ST (Strength-Threat Strategies): 
Prime location and brand equity should be leveraged to differentiate from boutique hotels and competitors. To focus on exclusivity, awards and recognition should be used. 

	Weaknesses (W)
	WO (Weakness-Opportunity Strategies): 
Employee engagement programs should be implemented to reduce turnover and improve the consistency of services (Chang et al., 2023). 

	WT (Weakness-Threat Strategies): 
Contingency plans should need to be developed for the management of fluctuations in economic downturns and tourism trends. 
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Some significant challenges are experienced and facing currently Le Méridien Vienna in terms of maintaining operational efficiency and guest satisfaction. High employee turnover, ineffective feedback management, and inconsistent service delivery are considered some of the primary issues in this regard 	(Jamaludin et al., 2023). Guest experience is impacted by these problems and in this way, the reputation of the hotel is eroding and thus income level could be affected by them (Yang et al., 2020). The root causes of these issues will be explored in this section implementations will be analysed, and external factors will be assessed based on the use of Pestle analysis. For evaluating internal and external factors, SWOT analysis is also used in the study. 
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There are several pressing operational challenges that are faced by Le Méridien Vienna despite the level of performance it has shown and it is noted that its performance and reputation are impacted by this. High employee turnover, ineffective feedback management, and inconsistent service delivery are some of the primary issues that are faced by it (Wen et al., 2020). 
1. Inconsistent Service Delivery
Seamless and high-quality services are demanded by luxury hospitality across all levels of touchpoints. However, some of the issues have been faced by the company because of the existence of inconsistencies in services provided to guests and this could result in delays in room services and disruption in customer-facing operations (Hassanein & Özgit, 2022). 
Impact:
· Future bookings could be negatively impacted because of negative reviews of guests.
· Loyalty of customer may get reduced and repeat business could be declined
· Due to lower rates of occupancy, it may have into financial impact. 
2. Ineffective Feedback Management
In terms of maintaining standards of services, one effective process is considered effective feedback management in the luxury hotel sector (IJCP Group, 2020). The existing feedback mechanisms are considered to be reactive at Le Méridien rather than proactive. After leaving guests it can be seen that complaints are often addressed, and some opportunities are missed for solving issues in real time (Uk & Gultekin, 2021).
Impact:
· The brand image is damaging because of the increasing volume of online complaints.
· Missed opportunities for enhancing the experience of guests
· Loss of potential referrals and repeat business. 
3. High Employee Turnover
Another significant issue is considered as turnover of employees due to which the operational efficiency of the company could be impacted. Reduction in the morale of employees, increased costs of training and recruitment costs and service disruptions could result from high turnover, particularly in customer-facing roles (Vinod, 2022). Brexit-related labour market challenges have further resulted in a shortage of staff due to which the availability of skilled workers could be limited. 
Impact:
· Lower guest satisfaction could be because of service inconsistencies
· Increased operational costs from training and frequent on a frequent basis. 
· Reduced morale of employees impacts the overall quality of services. 
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Le Méridien Vienna has several benefits that help it stand out in the competitive luxury hotel industry:
· Brand Reputation: The hotel has been known for a long time for being fancy and is seen as a model for great service.
· Service Standards: The special service that makes Le Méridien Vienna unique is captured in the phrase, "People serving people with respect. "
· Loyalty Program: The Marriott Bonvoy program helps keep customers coming back by giving rewards to guests. 
· Awards and Recognition: The hotel has become more popular because it has won many awards in the industry.
· Personalized Services: Customized experiences, like well-organized trips and activities based on which satisfaction could be increased for guests (Al Karim & Hassan, 2021). 
[bookmark: _Toc181897670]Recommendations and Change Management
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A real-time feedback system should be introduced by Le Méridien which should need to be integrated with CRM platforms so that the feedback of guests can be captured during their stay in a hotel (Chanyasak et al., 2022). 
Guests can share their thoughts through follow-up surveys sent by email or text, on tablets in their rooms, or at kiosks in common areas. Hotel staff can quickly deal with problems because they have real-time updates 	(Cvrtak et al., 2022). This makes guests happier and helps to lower bad online reviews. Also, by keeping track of what visitors like and current trends, this technology will offer special deals for guests who come back. Training staff is important to make sure they can respond quickly and reliably to feedback (D'Acunto et al., 2023). 
The CRM system will help different departments communicate better, making things work more smoothly and improving the experience for visitors. It will also help managers quickly notice any repeat service issues and make the necessary changes to ensure good service all the time (Datta, 2022). 
Costs:
· CRM installation: £25,000
· Feedback kiosks: £10,000
· Annual software maintenance: £5,000
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A detailed plan is needed to help reduce employee turnover. Le Méridien Vienna should offer training programs focused on helping employees grow professionally and improve their customer service (Sigala, 2021). These efforts will help ensure that rights tools are used by employees so that high standards of quality can be ensured for the Hotel. A program to recognize employees and provide certain levels of opportunities for growth at a professional level a certain help could be provided for increasing motivation and job satisfaction (Demirciftci et al., 2022). 
A certain level of reduction in hiring and training costs could be made based on increasing investment in their involvement and training based on help workers and employees feel loyal and reduce the number of people who leave the company (Dogru et al., 2023). 
Costs:
· Annual training budget: £15,000
· Incentive and recognition programs: £10,000
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By using software used in the management of the workforce, Le Méridien Vienna can ensure that it has the right number of employees accessible during active times. This framework will coordinate the number of accessible staff with the number of guests there. This will help with better planning and interruptions or delays in services (Ergashev & Berdiev, 2020). 
Managers can view information related to performance to make quick decisions, and training employees on the new framework will help ensure everything runs smoothly. 
Costs:
· Annual software subscription: £8,000
· Staff workshops: £5,000
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Le Méridien can provide exceptional services just for you, such as personalized welcome gifts or organized city tours, taking advantage of the Marriott Bonvoy program. Collaborating with nearby organizations can greatly enhance visits by offering guests exceptional events and exercises (Kanwal & Van Hoye, 2020). Modifying items will make customers happier, make them want to buy again and help them stay with the brand. Likewise, creating exceptional encounters will help the hostel stand out from its competitors and make it a more established option at the top of the hotel market (Ezzaouia & Bulchand-Gidumal, 2020). 
Costs:
· CRM customization: £5,000
· Local partnerships: £3,000
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Le Méridien in London should do everything it can to help the environment, such as using energy-efficient equipment and stopping the use of single-use plastics, to meet what customers are currently concerned about (Kapoor & Kapoor, 2021). By reducing energy costs, these methods will help the hotel be better for the environment and save money in the long run. By being aggressive with decisions about the ecosystem, training employees in sensible practices will ensure advanced use and attraction of guests (Folinas et al., 2020). 
Costs:
· Energy-efficient appliances: £20,000
· Sustainability training: £3,000
Le Méridien Vienna will continue to be aggressive and look good by taking advantage of these plans. This will help to put workers back in control, further develop management and follow environmentally friendly practices.
[bookmark: _Toc181897677]Managing Change and Ensuring Seamless Transition
Le Méridien needs to make a major change in the attitude of its executives to ensure the success of these projects. Kotter's 8-step model can guide change by highlighting the requirements for change, providing a plausible vision of the change and including each individual who must be essential to the interaction (Khuadthong et al., 2023). In order to remove barriers and create a culture of continuous improvement, it is essential to involve employees. The new standards will be supported by regular training and clear messages to ensure they are relevant to the operation of the hotel. During change, department leaders should focus on what is happening and share their ideas (Gautam & Bhatia, 2023). 
Change Strategy: Kotter’s 8-Step Change Model
Kotter's 8-Step Change Model provides a step-by-step method for approaching change oversight and ensuring that lasting upgrades at Le Méridien Vienna will deliver effective results for all proposed projects.
1. Create Urgency: To initiate change, focus on the importance of fixing issues such as high turnover of employees, management issues, and ease of management. Highlight how the developments will improve the money-making process and make guests satisfied (Thipwong et al., 2020). 
2. Form a Coalition: Form an initiative group that includes managers from different functions, HR, and departments. This group will address the feedback system, further develop how workers are used, assign personalized services, and work on projects that help the environment. 
3. Develop a Vision for Change: Set a common goal to provide exceptional assistance, keep our staff competent, ensure visitors have amazing experiences, and harmless use of ecosystem training. Make sure every worker knows how their work helps achieve this goal (Narayan et al., 2022). 
4. Communicate the Vision: To keep everyone in complete agreement on our goals, use team meetings, emails, and workshops. Clear messages will help people communicate and reduce opposition.
5. Empower Employees for Broad-Based Action: Demonstrate new innovations to employees, such as worker monitoring and customer relationship tools in CRM frameworks. Provide workers with the equipment and ability to handle cash quickly and help further develop services (Ghani et al., 2022). 
6. Generate Short-Term Wins: Set clear goals, such as reducing turnover by half a year or expanding positive surveys within 90 days. To keep things moving forward and show the benefits of progress, these achievements need to be recognized.
7. Consolidate Gains and Produce More Change: Start using the new methodology and frameworks across departments to advance the success have made to this point. Check in frequently to see how things are going and keep track of areas that need improvement.
Anchor New Approaches in the Culture: Add new plans to the standard methodology of the hotel, such as eco-friendly practices and ways to quickly handle visitor criticism. To ensure that these improvements continue, recognize and appreciate employees who demonstrate the new culture (Mukwevho et al., 2020). 
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Le Méridien Vienna will use some important measures called KPIs to check its performance and ensure that it continues to reach the next level. The main themes of the KPIs will be visitor satisfaction, staff retention, smooth running of the business, and not harming the ecosystem. These KPIs will provide data-driven insights into the performance of each area.
Guest Satisfaction
We will use two main ways to measure how happy our guests are: first, we will look at feedback collected through our new CRM system, and second, we will check reviews on websites like TripAdvisor and Google Reviews. We will show improvements in service by monitoring the amount and tone of feedback we receive. In the first six months, we might aim for a 20% rise in positive reviews (Kumar, 2023). The CRM system would also provide management with up-to-date information about ongoing complaints, helping them fix problems quickly and prevent bad reviews (Nwokorie, 2021). Success is measured by these key performance indicators (KPIs):
· On all online platforms, guests rate their satisfaction as 4. 5 out of 5.
· Reduce the number of complaints that are still unresolved by 30% in six months.
Employee Retention
Internal HR data will be used to track how many employees leave the company. We'll focus on things like how long employees stay and the turnover rate. We will collect information about how happy and satisfied employees are with their work by regularly asking them to share their thoughts in surveys (Stosic et al., 2023). To provide better service and save money on hiring, we want to reduce employee turnover by at least 15% in the first year. Success is measured with these key performance indicators (KPIs):
· The goal is to reduce the number of employees leaving each month by 15% over the next year.
· The staff satisfaction rating from internal surveys should aim for 80% positive responses.
Operational Efficiency
The costs will look at extra overtime, hiring new staff, and utility bills before and after we make changes to see how efficient we are. We will check how well the available staff matches the demand during busy times to see how effective the workforce planning software is (Hamzah et al., 2024). Better use of workers will be shown by lower overtime costs and energy usage data will show how well our sustainability efforts are working. Success is measured by the following key performance indicators (KPI):
· A 15% decrease in extra work costs over six months.
· Save energy by using eco-friendly methods (aim: 10% reduction in utility bills).
Personalized Guest Experiences
The use of information from loyalty programs and repeat bookings to see how effective our personalized guest services are. Excellent feedback on individual departments will demonstrate that this business is effective, and customer information will allow us to understand what guests like (Soni et al., 2022)
. Achievement is estimated through Key Implementation Milestones (KPIs):
· Try to get 10% more repeat bookings in a year.
· The goal is to get 90% positive comments from guests by providing tailored services.
Sustainability Performance
Data on energy usage and waste reduction will be used to understand the success of management programs. Managers will monitor what guests think about our support efforts to understand how these activities impact their experience (Ohunakin & Olugbade, 2022). Managers measure achievements using a KPI.
· Reduce the amount of trash made (try to make 20% less in a year).
· Good feedback from visitors about our eco-friendly practices (goal: 85% satisfaction).
Le Méridien Vienna will be able to check how well its projects are doing and make any necessary changes to keep improving by regularly monitoring these key performance indicators (KPIs). 
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By taking advantage of the proposed arrangements, Le Méridien Vienna will perform better, stimulating long-term development and a more established position in the luxury hotel market. The hotel can further develop management and keep visitors satisfied by using a continuous feedback system linked to the customer relationship management (CRM) stage. This plan will reduce terrible surveys and make Le Méridien appear more attractive as a hotel location with extraordinary visitors (Li et al., 2020). By paying close attention to each visitor's individual preferences, allowing them to return, and working on their overall vision, customized CRM services will help build brand loyalty (Grefe & Peyrat-Guillard, 2020). 
Le Méridien will continue to be aware of new market trends and reduce damage to the ecosystem by using energy-efficient appliances and eliminating single-use plastics. These techniques will reduce running costs and create reserve funds after a while. The hotel's commitment to being green will be based on its positioning and will live up to the assumptions of today's luxury travellers (Ranjan et al., 2022). 
Total Costs and Budget
· Real-time feedback system: £35,000 (installation and maintenance)
· Employee engagement programs: £25,000 annually
· Workforce management software: £8,000 annually
· Personalized services and partnerships: £8,000
· Sustainability initiatives: £23,000
The total cost for the first year is £99,000, which includes £33,000 in running costs. By making visitors happier, retaining representatives for longer and further evolving the way things work, these projects deliver lasting benefits that fit well with the image and scale of Le Méridien Vienna (Nwokorie, 2021)
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The detailed action plan is provided below for implementing strategies that are recommended. 
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inconsistent delivery of service 
	implementation of CRM with real-time feedback system 
	quicker issue resolution and Enhanced guest satisfaction
	3 months
	01/02/2025
	£35,000

	2
	High turnover of employee 
	Launch training programs and employee engagement
	Improved service consistency and retention 
	6 months
	30/06/2025
	£25,000 annually

	3
	inefficiencies in Workforce planning 
	Introduction of workforce management software
	better staff scheduling and Reduced overtime
	2 months
	31/01/2025
	£8,000 annually

	4
	personalized guest services are lacking
	Use CRM for partnerships with local businesses and providee tailored experiences (Mala et al., n.d.). 
	Increase in brand loyalty and repeat bookings
	3 months
	01/04/2025
	£8,000

	5
	impact at the Environmental level and rising costs
	Implementation of energy-efficient systems and sustainable practices (Hussein et al., 2023). 
	improved brand reputation and Lower utility costs 
	4 months
	01/05/2025
	£23,000



[bookmark: _Toc181897681]Conclusion 
The proposed techniques provide clear answers to these fundamental issues. By taking advantage of a situation that offers cash on the spot, staff can quickly resolve any issues visitors have. This will reduce protests and help create pleasant experiences for guests. Hostels can avoid bad surveys and maintain their reputation by fixing small problems quickly. Innovation will provide valuable data that will increase departmental development, allowing executives to quickly see and fix persistent problems (Ming et al., 2021)
Scheduling software that further develops the workforce, executives will make tasks run more smoothly by coordinating the number of employees with the number of guests who are there. This will reduce service interruptions and additional costs, especially during busy times. In tough financial times, it is essential to maintain significant service while managing labour costs well. This action plan clearly outlines the problems, solutions, and expected outcomes. It also includes a budget and timeline that support Le Méridien Vienna ’s goals (Ollor & Harry, 2022). The plan will stay on track with regular check-ups to ensure steady growth and improve the visitor experience. The hotel will be sufficiently staffed during business hours to ensure that visitors do not wait too long for management. This is possible by using software for scheduling to better manage the workforce. 
Training workers to fill different roles will make the organization more adaptable and reduce disruptions in management. By promoting inspiration, job development and satisfaction at work, coordinated training projects and training involving employees will help reduce high employee turnover at the same time. These efforts will improve visitors and ensure that guests have a solid experience (Pradhan, 2022). Using Kotter technology ensures that Le Méridien Vienna designs its developments carefully, communicates them clearly, and continues to operate for the long term. The situation of the real hotel's business is improving through a step-by-step plan. This plan helps to reduce problems, prepare employees for new goals, and create a lasting culture of helping. 
The benefits are better than the costs, ensuring that Le Méridien will keep doing well in a tough market and stay a top luxury hotel. By making these changes, the hotel will keep making money, preserve its good reputation, and please picky guests in a changing hotel market. 
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