2

[image: A pair of sunglasses

Description automatically generated with medium confidence]


Executive Summary
This report addresses the problems of improving customer relations to achieve higher ratings and customer reviews. Another problem the hotel has been experiencing is the increased competition from other extravagant hotels, which could be linked to their higher ratings, recommendable reviews, and good customer relationship management. From the analysis, it can be known that the target market of the Ritz Carlton Hotel Half Moon Bay in the US is the middle- and upper-class individuals and couples who can afford the organization's luxury services. The group expects good services and exceptional experiences with hefty price tags. From the internal analysis, it can be seen there exists stiff competition for customers within the US, and the competing hotels offer similar or almost alike services to those of Ritz Carlton hotel, some of which come with slightly lower prices. The main strength of the hotel is its brand name, upscale amenities, and gold-standard services, which enables them to have numerous guests who have been recommended to the hotel by their friends who have had great experiences. However, the hotel has some weaknesses, and the major drawback is the price differences and online reviews. From the external analysis, there are numerous opportunities that the hotel can explore, including technological, social, economic, and environmental influences. However, there are a few threats that the hotel needs to be cautious of, and these are: political acts (cyber-terrorism activities) and prices which puts the hotel on the wrong side in the market competition for customers, and they could hugely impact the future of the Ritz Carlton hotel in the US. Comparing costs against returns, I would recommend the hotel implement opera since they will recover the incurred costs within the first month and enjoy up to a 10% increase in customers in three months. Moreover, opera would enable the Ritz Carlton hotel to create an ideal customer relationship which is the center of success for all organizations in the hospitality industry. After implementing this platform, the hotel expects a 10% increase in customers within three months.
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Consulting Report About Ritz Carlton Hotel Half Moon Bay In US
1.0 [bookmark: _Toc96328874]Introduction

Alhanbali Project consulting company had over 10 years and had good experts team members in hotel analysis, Head quarter based in London, Alhanbali will analyse Ritz Carlton Hotel a chain of extravagance guesthouses worldwide operating in approximately 30 countries. The corporation has over 20 assets within the US and indulgence hotels in Europe, Indonesia, Shanghai- China, Sydney- Australia, Caribbean Islands, and the Middle East. The brand was founded in 1983 and is currently owned by Marriott International (Marriott, n.d.). The hotel chain offers various amenities/ services like spas, rooms, gyms, golf courses, conference facilities, fitness centers, and swimming pools. On the other hand, the restaurants serve various destination clubs, global cuisines, and Jacuzzis. Adding to the hotels, the properties also have clubs and residences, villas, estate homes, or condominiums (Bisht & Iqbal, 2016). Subsequently, they have gift programs that provide gift cards options that could be used to avail accommodation in their resort or hotel.
1.1  Purpose 
This report aims to examine the entire Ritz Carlton hotel Half Moon Bay in the US and identify areas of weaknesses and its strengths and possible how to address these weaknesses. The report will be a full scan of the whole Ritz Carlton hotel chain in the US.


1.2  Problem to be addressed
 The hospitality industry has recognized that client affiliation management is the key to building and establishing successful business models for a very long time. Some successful organizations have created a unified individual experience for their customers, ranging from visitor visits to worldwide room partialities, irrespective of the guesthouse's encounters. The strongest organizations and hotels have powered their expansion and growth by generating brilliant customer experiences. The upsurge of social media and online customer reviews, which have been made possible by increasing technology advancements, high-level customer satisfaction, and guests' competition, has intensified. This report addresses the problem: how to improve customer relations to achieve higher ratings and customer reviews (Oskam & Zandberg, 2019). Another problem the hotel has been experiencing is the increased competition from other extravagant hotels, which could be linked to their higher ratings, recommendable reviews, and satisfactory customer relationship management.
1.3 Methods to Be Used 
SWOT and PESTLE analysis will be carried out to address this problem. The rationale behind employing these two methods is that; they enable both internal and external analysis/ forces operating within the industry and the hotel. The internal and external analysis gives an understanding of the operating environment, enabling managers to make strategic decisions. They also enable shareholders and investors to determine whether the brand is worth their investment (Kim et al., 2018). Understanding internal and external factors is critical and an essential part of the decision-making process since it equips the decision-makers with adequate knowledge to make their decisions. 
2.0 Scope and Analysis
[bookmark: _Toc96328875]2.1 Ritz Carlton Brand

With a history of over 100 years and an expensive brand that can hardly be misguided, the Ritz Carlton exemplifies the premium hotel amenities in the hospitality business. The brand/ company was founded by Albert Keller, who purchased and licensed the name in the early 1900's. The Ritz Carlton permits were founded in cities like Boston, Boca Raton, Atlantic City, and Philadelphia in the 1940's. Acting as the initial Ritz Carlton to transform the hotel business, the Boston Site set up the standards for all Ritz Carlton launches in the days to come. With facilities and services such as gourmet cuisines, personalized guest experiences, private baths in every guest room, the Boston Ritz Carlton hotel created a way for numerous expensive friendliness for other hotel series and forthcoming Ritz Carlton's similar (Luxury Hotels & Resorts, n.d.). In 2018, statistics depict those 40,000 personnel were employed in the Ritz Carlton company, furthering its path of accomplishment via comprehensive training, and offering the outstanding service that the brand is today known for.
In 1983, Colgate Holmes created and controlled the Ritz Carlton Hotel Corporation. Under the management of Holmes, the Ritz Carlton brand spread across numerous areas of the world, including the United States. By 1992, 23 new Ritz Carlton's facilities were established and operated internationally. In 1998, the unique hospitality offered in the hotel captured the world's consideration which led to Marriott International's verdict to buy the hotel brand. Since the acquisition, Ritz Carlton has continuously grown and expanded across the hospitality sector, opening numerous business units (Tissot, 2018). As time passed, the Ritz Carlton brand has expanded exponentially, and it currently serves guests internationally with approximately 91 hotels in 30 different nations. The extravagance brand has gotten every major honor the hospitality industry could collect.
[bookmark: _Toc96328876]2.2 Ritz Carlton Hotel Half Moon Bay In the US

Perched atop a rugged oceanside bluff in the San Francisco and Silicon Valley, The Ritz Carlton, Half Moon Bay delivers a five-star luxury resort experience unlike any other hotel in the area. The hotel is both experienced and admired and celebrates small details with outdoor fire pits surrounded by Adirondack chairs, a club lounge providing local wines, and spa treatment driven by the seasons. The Ritz Carlton, Half Moon Bay provides sumptuous bedding, in-room dining, a deep soaking tub, and expansive views of the golf course, Northern California mountains, or Oceans.
[bookmark: _Toc96328877]2.3 Mission, Vision, and Goal Strategic Analysis

Despite the report focusing on the Ritz Carlton Hotel Half Moon Bay in the US, it is important to note that all Ritz Carlton's in the hospitality sector adhere to similar Gold Standard, mission statements, vision statements, and strategies to have their facilities in sync (Gardini, 2022). The diagram below depicts the Ritz Carlton popular three service steps, employee aptitude, credo, and motto.
[bookmark: _Toc96328878][image: ]2.4 Gold Standard
The Ritz Carlton glorifies themselves by offering the "gold standard." The canons are on the Ritz Carlton Hotel basis, and they exemplify the ethics through which the company runs and makes important choices. The bars hold for the brand's vision, mission, motto, goals, and service steps and aid in providing employees, executives, and managers the basis to adhere (Gold Standards, n.d.). Via holding every person accountable and implementing policies to the high standards, the hotel has been able to thrive and offer exceptional services that it is best known for.
[bookmark: _Toc96328879]2.5 Mission (What Business Are We In?)

The Ritz Carlton hotel is a location of sincere comfort and cares for the guest as this is the highest mission of the brand. The hotel promises to offer the optimum individual amenities and accommodations to enjoy a relaxed, warm, and refined ambiance. The mission statement promptly displayed to us on its website depicts its boldness towards making the best experience thinkable (Batra, 2021). The brand strives to go beyond and above in its mission and utilizes bold words such as "refined ambiance" and "finest" that set the standards for the services provided to its clients. Since they have established the mission statement, the hotel cannot target anything less than the absolute best (Harrington et al., 2019). Thus, it is known to offer luxury in the hospitality sector. Luxury amenities define its business and the people they target and serve.
[bookmark: _Toc96328880]2.6 Vision (What Do We Hope to Accomplish)

"The Ritz Carlton inspires life's most meaningful journeys." The short and humble vision declaration reconciles with the Gold Standard philosophy of the corporation. The vision statement demonstrates the commitment and objectives to pursue through its decision-making process. However, the Ritz Carlton illustrates the vision declaration via several policies and actions following their service steps. The first step is to receive each visitor affectionately, and the second is using the guests' names while satisfying their requests (Chandra & Mbouw, 2020). The third step is offering a tender sendoff while using their names; the steps fall close to their dream. They offer a heartfelt and meaningful experience to expectantly motivate every guest via their voyage as they arrive and depart.
Their workers' aptitude reconciles with the vision statement. "At The Ritz-Carlton, our Ladies and Gentlemen are the most important resource in our service commitment to our guests." By implementing this principle of uprightness, truth, reverence, obligation, and truthfulness, the company fosters and exploits talent to benefit the people and the brand.
The Ritz Carlton nurtures a working atmosphere where multiplicity is esteemed, life quality improved, personal ambitions contented, and the company's charisma is reinforced. Employees can inspire and value the people coming into the Ritz Carlton through valuing their workers via all life walks (Belford & Dass, 2018). The company hopes to inspire its workers, who can continue to motivate visitors in their life's journey.
[bookmark: _Toc96328881]2.7 Strategic Goals (Developing the Company's Best Assets)

To make strategic plans and objectives remain applicable, the Ritz Carlton believes all workers must create and implement their tactical objectives to be realistic and attainable. While senior administration may develop a plan, it is the responsibility of the mid-level teams to execute it in their daily chores (Sharma & Kochher, 2018). Denoted as the "roadmap," the plan includes three crucial pillars: definition of every strategic plan element, validation on why alteration is or is not required, and explanation of how to execute every objective. The system outlines what is required and makes all employees accountable for the company's victory (Bhasin, 2018). Via doing this, they develop the company's best abilities by making each worker bear a fair portion of responsibility and make everybody liable for its triumph, this report will now analyse all the factors of the client business by using analysis tools like SWOT and PESTEL analysis.


3.0 SWOT And PESTEL Analysis
[bookmark: _Toc96328882]3.1 SWOT Analysis

Strengths: 	Solid brand
		Fashionable services (upscale amenities)
		Dependable “Gold Standard”
Weaknesses:	Middling online assessment of 4.0
		Classy in pricing its services and goods (price differences)
Opportunities: Technological factors (brand and online awareness)
		Environmental factors (taking its location to an advantage)
		Social factors (diversity from operating in different countries)
		Economic factors (business expansion and growth)
		Legal factors (barrier of entry to other organizations, thus reducing the competition)
Threats:	political factors (terrorism)
		Increased hotel rivalry
4.0 Discussion of the Analysis
[bookmark: _Toc96328884]4.1 Internal Analysis
[bookmark: _Toc96328885]4.1.1 Strengths

Previous studies have indicated that standard is a critical aspect of upscale hotels within the hospitality industry. Numerous luxurious hotels provide 24-hour room services, valet parking SPA, and on-site dining (Yeoman, 2018). It is crucial for these organizations operating in this industry to differentiate themselves since most of them provide similar amenities. 
1. Strong brand: The biggest strength of the Ritz Carlton hotel is its brand. The brand has been in operation for more than100 years, and in these years, it has been able to build a unique and recognizable brand that can hardly be mistaken for any other brand (Koo & Curtis, 2020). Its brand exemplifies the premium hotel amenities in the hospitality industry. Despite intensive competition for customers in this industry from hotels that offer similar services, the Ritz Carlton brand has stayed ahead of any other organization in terms of brand awareness for the longest period. Due to the strong brand awareness, more individuals are likely to recognize the Ritz Carlton hotel as a luxury brand in the area (Jefferis & Hutchinson, 2020). The strong brand can be associated with the hotels recognizable and consistent company expressions offering quality, meaningful, and recommendable services, and products. Strong brands have been the nucleus (center) of all organizations' success. The strong brand of Ritz Carlton hotel has enabled the hotel to enjoy numerous benefits, which have ensured that it remains among the leading organizations in the region (DeMers, 2015). Some of the benefits that come along with strong brands enjoyed by Ritz Carlton hotel include:
· Better customer recognition: strong brand consistently utilizes each customer touchpoint; customers know it instantaneously by seeing its font, color, or expression, and this helps in delivering trusted customers who the organization can rely on to purchase its products.
· Higher customer loyalty: Ritz Carlton hotel's strong brand has led to the natural impact of a persisting positive emotional experience, physical attribute-based satisfaction, and unique experiences that it offers to its customers, which adds to the perceived value of the strong brand (Rajamani & RamaRao, 2019).
· Higher advertising effectiveness: Ritz Carlton hotel's strong brand has always acted as its customers' guarantee (Mogaji, 2021). The strong perception of this brand that has led to respect and loyalty has created a positive environment for the business operations where all the innovations are met with curiosity and unquestionable reliance.
· Higher workers' motivation: strong brand perception brings pride to employees, knowing that they are part of an organization that offers its guests the best services and unique experiences (Lashley, 2020). The strong brand also acts as an attraction to new talents enabling the organization to build a staff full of professionals who are proud and satisfied to contribute to continuing the good work the organization has been doing.
2. Upscale amenities: Ritz Carlton hotel has been known not to come short in providing upscale amenities. While some of the hotel's competitors come short in some departments or offer certain essential services, the Ritz Carlton hotel is an excellent all-around hotel (Boylan & Greenawalt, 2021). For instance, some organizations which have been committing with Ritz Carlton hotel do not have a SPA, or their meeting spaces are inadequate, which gives a competitive advantage to the Ritz Carlton hotel since it has big spaces where its customers can hold meetings as well as provide all necessary services to make sure that their guests enjoy, are satisfied, and have the best experience (Joy, 2022). Providing upscale amenities drives the middle- and upper-class individuals to stay at the Ritz Carlton hotels in the US instead of going to one of its competitors.
3. Credible “Gold Standard”: compared to other competing hotels in the region, Ritz Carlton hotel is the only luxury hotel that adheres to the credible line of services made possible by the "gold standard." Since the hotel has established itself by how it offers its services, customers realize that the workers working in the organization are properly trained (Turunen, 2018). Their guest services are of the utmost importance to them.
[bookmark: _Toc96328886]4.1.2 Weaknesses

1. Average online rating of 4.0:  recent studies have shown slow-growing online reviews and ratings, which have left the organization with a low rating of 4.0. the rating does not depict the hotel as providing bad or poor-quality services. The rating could be attributed to its customers having a certain level of ignorance where they do not rate or review the hotel once they have checked in or out. These customers enjoy the services and forget that the journey of growth and expansion is a collective (team) effort (Solomon, 2020). The hotel needs their reviews to feel more appreciated inspiring them to continue doing their work. Also, some ignorant clients tend to rate the hotel just for the sake of doing so, and they leave some not so much appealing reviews, and this returns to haunt the hotel's ratings. Moreover, the hotel is a luxurious entity. Thus, it is expensive, and these high prices sometimes do not appeal to consumers who, as a result, give bad ratings to the hotel (Marée, 2019). The low average rating could severely harm the Ritz Carlton hotel since when new customers conduct research on luxurious hotels where they can stay while on vacation or conduct business, they would find out that the hotel's ratings are slightly lower than those of its competitors, which gives a competitive advantage to the other hotels (DeFranco et al., 2022). Studies have depicted that customer trust online reviews from the public to trust their families and friends' recommendations. Higher online reviews and ratings mean that the hotel property will emerge more often than those ranked below it. The average rating would severely harm the hotel since it will deter families and couples from paying large sums of money for the best possible services (Daffy 2019). It is impossible to ignore the benefits of positive reviews and online ratings in the hospitality industry, which is a significant weakness for the Ritz Carlton hotel in the US.
2. Price difference: another weakness of the Ritz Carlton hotel in the US is the high prices and services. Compared to other luxury hotels in the US, the prices of Ritz Carlton hotel are slightly higher. For instance, a room for one night at the Four Seasons hotel in San Francesco is $260 per night, while staying a night at the Ritz Carlton hotel Half Moon Bay in the US is $26,300 (Koc & Boz, 2020). While the target market for the Ritz Carlton hotel is upper- and middle-class individuals, who are not super price-conscious, it reaches a point where all persons have to consider the services against services. When this time comes, the customers realize that they could get similar services at a lower price in other luxurious hotels, which may drive them to pick a cheaper facility if the services are alike (Maguire, 2017). This proves to be a major weakness for the Ritz Carlton hotel in the US since similar services are provided at lower prices in other luxury hotels compared to the Ritz Carlton organization.


[bookmark: _Toc96328887]4.2 External analysis

To develop this consulting report, an external analysis was conducted on the Ritz Carlton Hotel in the US to determine which factors influence and create opportunities and threats for the hotel in the current days and the future. These analyses were done using the PESTEL analysis. It is important to note that the influences can be taken advantage of and used for further expansion and growth of the organization. They need to be closely monitored to ensure they cause no harm to the Ritz Carlton Hotel Half Moon Bay In the US. With the middle- and upper-class individuals being the primary market target, the hotel can utilize certain opportunities; however, be careful in monitoring others.
[bookmark: _Toc96328883]3.2 PESTEL Analysis
Political factors: 	Increased terrorism, especially cyber-terrorism
Economic factors:	Business expansion and growth
Social factors:		Diversity
Technological factors:	 Brand and online awareness
Environmental factors: Increased hotel competition
			  Favorable location
Legal Factors: 	long and complex procedures of establishing an organization acting as a barrier of entry to other organizations.

[bookmark: _Toc96328888]4.3 PESTEL Analysis
[bookmark: _Toc96328889]4.3.1 Political
One of the main political threats that the Ritz Carlton Hotel in the US faces today and could increase in the future, impacting its performances is the rise of terrorism acts. With the increased advancement in technology, numerous organizations have transformed to embrace the new way of living by integrating their daily services with modern technology (Sufi & Shojaie, 2018). For instance, gone are the days when individuals had to travel in person or make phone calls to make reservations for their stay in hotels. In the current generation, all these can be done with just a simple click online, and it will all be done. The advancement in technology has benefited all those who use it, both the hotels and their customers (Alvarez-Risco et al., 2020). Customers can avoid the big lines while waiting to book rooms. On the other hand, the hotel can save considerable resources by reducing the number of personnel directed to booking people. Moreover, booking online gives the hotel time to prepare the best services in preference of their guest. However, increased use of technology leaves the hotel vulnerable to cyber-attacks. Hackers and any other group intending to harm the hotel could hack into their computers. Once they are in, they could access essential and confidential information about their clients, putting them in danger (Breda et al., 2020). Also, their security systems can be hacked, which would pose an immediate threat to the hotel's facility, employees, and guests. Therefore, there is a need for the hotel management to contact regular checks to ensure and safeguard the safety of their employees and the hotel premises.
[bookmark: _Toc96328890]4.3.2 Economic
Growth and expansion in the business markets are potential for the Ritz Carlton hotel to explore. The economy of the US is among, if not the strongest, one across the entire globe. Operating in one of the best economies is a dream come true for any business that aspires to have major impacts in the industry in which it operates. Within this region, numerous business meetings are conducted daily, and this offers an opportunity that waits for someone to tap into it (Kandampully & Solnet, 2019). It is also important to note that typical business travelers pick nicer hotels with the best amenities and services. These persons want readily available things since they are always on the move. They also require extraordinary customer amenities to get done with their busy days, which is a massive prospect for the Ritz Carlton hotel in the US. If cash is not a problem, the business travelers will spend their organization's money on a luxurious hotel room in the Ritz Carlton instead of a budget hotel room. Before the Covid-19 pandemic hit the globe, there were 459 million commercial tours in 2015 and 2020; they increased to 483 million trips (Yıldırım & Soydan, 2018). With the general growth the US is expected to experience, the Ritz Carlton hotel can find a way to take advantage of this opportunity and expand its operations.
[bookmark: _Toc96328891]4.3.3 Social
Another opportunity that the Ritz Carlton hotel in the US can explore is the diversity within the region. The US, especially San Francesco, is a place of attraction for numerous individuals traveling for fun or holidays with their families. Also, the demographic composition of the US depicts that the region's population is widely spread to ensure it is socially diversified. It comprises 61.6% white people, including Hispanic whites and 57% non-Latino whites. Further, the composition can be broken down to 76.3% whites alone 13.4% black or African American. 1.3% American Indian and Alaska Native, and 5.9% Asian (Balu, 2018). With cultural sites and places within San Francesco, it will always attract a wide range of individuals from various ethnicities, sexual, and racial alignments (Flamholtz & Randle, 2020). This is an opening that the Ritz Carlton hotel can explore since there is no "one size fits all" mold of individuals staying in the area. A broad range of persons staying means more spending and growth, which the Ritz Carlton hotel can yoke and take into their benefit (Wagey et al., 2020). Through marketing their services to the diverse communities, people are likely to comprehend that the Ritz Carlton hotel is an exposed environment that receives people from all life walks and, therefore, increases its income.
[bookmark: _Toc96328892]4.3.4 Technological
Technology is increasing rapidly, and it presents an opening for the Ritz Carton to expand. Numerous organizations seem to have a larger online existence, presenting limitless opportunities to market their indulgent amenities. Studies have shown that more than 40.8 billion persons have an online existence, making it up to 53% of the globe’s populace. 3.2 billion people have social media existence which compares to 42% of the entire population (Khuadthong & Kasim, 2020). Marketers have taken this advancement into benefit and are trying to build a base of loyal customers via their online platforms. Technology is a key prospect for the Ritz Carlton via creating brand consciousness or increasing their social media audiences since more cohorts are becoming and will become adapted to social media (Peraita, 2015). The advantages of building a solid online existence present an opening for the Ritz Carlton hotel Half Moon Bay in the US as the current generation of up to 40 years are adaptive and interrelating with the online content.
[bookmark: _Toc96328893]4.3.5 Environmental

Another major chance for the Ritz Carlton Hotel Half Moon Bay in the US is its prime location. The US, especially San Francesco, has long been a popular destination for numerous travelers. Studies have depicted those 43.3 billion individuals in the US from worldwide (Secchi et al., 2020). The place is visited for business, leisure, or sports activities which has boosted the tourism department, which works under the hospitality industry. The increase in tourism presents an immense opportunity for the Ritz Carlton hotel to take advantage of and increase its revenue (Fyall et al., 2019). It can attract more guests since individuals are likely to stay and spend more time in the US.
[bookmark: _Toc96328894]4.3.6 Legal Factors

Legal factors commonly govern the conditions to enter the markets, laws to operate, and the process to resolve conflicts with other stakeholders. These legal factors impact the operations of the Ritz Carlton Hotel, Half Moon Bay in the US. For instance, judiciary independence often demands credibility and reflects the strength of the institutions within the country. Setting up an institution of this capacity or ability to compete with the Ritz Carlton Hotel would require one to undergo the long and complex procedures to ensure that they meet the desired standards (Tomašević, 2018). The legal factors act as a barrier of entry for other organizations, thus giving the Ritz Carlton Hotel Half Moon Bay in the US the opportunity to grow, cover, and serve larger markets by reducing the competition.

[bookmark: _Toc96328895]4.4 Summary of the Analysis

	Strengths
	Weaknesses

	· Strong brand
	· Average 4.0 online dating

	· Upscale amenities
	· Expensive in pricing

	· Credible “Gold Standard’

	

	Opportunities
	Threats

	· Technological factors (brand and online awareness)
	· Political factors (cyber-terrorism)

	· Environmental factors (diversity)
	· Hotel competition

	· Social factors (diversity)
	

	· Economic factors (business growth)
	


From the analysis, it can be known that the target market of the Ritz Carlton Hotel Half Moon Bay in the US is the middle- and upper-class individuals and couples who can afford the organization’s luxury services. From the internal analysis, it can be seen there exists stiff competition for customers within the US, and the competing hotels offer similar or almost alike services to those of Ritz Carlton hotel.
 However, the hotel has some weaknesses, and the major drawback is the price differences and online reviews. While they still have some good reviews, the hotel can do much better. Most of the luxury hotels in San Francesco and the US have a rating of 4.5, while the Ritz Carlton has a rating of 4.0. the rating and reviews could have harsh impacts on customers' choice since after researching luxury hotels in the US, they will find out that the Ritz Carlton reviews and ratings are 0.5 stars lower than other hotels. 
The hotel also offers expensive services, particularly rooms per night compared to other hotels. Regardless of the social standards, if a hotel offers luxury services at a lower price, the customers will choose the latter. 
From the external analysis, there are numerous opportunities that the hotel can explore, including technological, social, economic, and environmental influences. Similarly, there are few threats to the survival and wellbeing of the hotel, including political acts (cyber-terrorism activities) and prices which puts the hotel on the wrong side in the market competition for customers, and they could hugely impact the future of the Ritz Carlton hotel in the Half Moon Bay in the US.

[bookmark: _Toc96328896]5.0 Ways to Improve the Hotel’s Operations

Organizations operating in the hospitality industry have long been aware that guest relationship management is the key to the success of their businesses. Ranging from guest visit tracking to global room preferences, the most successful businesses have created a seamless personal experience for their guests regardless of the challenges they are encountering. Large entertainment conglomerates have fueled their growth by offering exceptional experiences to their customers. From the analysis above, the Ritz Carlton hotel requires implementing a strategic plan that will enable it to get back to the leading organization and compete with other luxury hotels at the highest level possible (Kim & Kim, 2022). The hotel's management seeks to use opera to improve its operations. In this section, I will discuss various ways that the opera can address the key problems that the hotel faces. This report addresses the problems of improving customer relations to achieve higher ratings and customer reviews. Another problem the hotel has been experiencing is the increased competition from other extravagant hotels, which could be linked to their higher ratings, recommendable reviews, and satisfactory customer relationship management.
The rise of online customer reviews and social media have intensified customer competition and high service level expectations. Promoting great customer experiences can benefit the hotel, which includes big profits. On the other hand, a single negative review could have a lasting impact on the hotel's brand (Ashe-Edmunds, 2017). Since the hotel has decided to go forward and implement opera platforms to advance its operations, here are some ways that it could be used to improve customer relations, which would then help solve the above-listed problems.
[bookmark: _Toc96328897]5.1 Define the customer journey

Creating a mutual relationship with customers has always been a challenge in the hospitality industry. Creating an ideal customer relationship starts long before the clients walk through the hotel's door. Research has indicated that the affinity of most brands is created before the actual buy. The pre-service period, that is, before customers decide to use the organization's services, is the time when customers are more vulnerable to brand perceptions (Bowie, 2018). Making the organization easy to discover and navigate before the guests make reservations is critical for setting the customers' expectations and creating a foundation for the exceptional customer journey. Opera could be of much use since the hotel could design a webpage that presents all their services, provides all relevant information, and is easy to navigate for its clients to use. The effort could have a 10% increase in customers it receives within 90 days just by using the opera (Gallan et al., 2021). For the system to be effective, it should give the marketing team a base for delivering the communication and technology base that is easy to adjust to deliver customized messages to the target group, which is also simple to find and use.
[bookmark: _Toc96328898]5.2 Recording the correct data and doing it accurately

Numerous hotels have been so focused and reactive on their daily operations, leaving less time for them to develop plans for pre-service and post-service engagements with their clients. The planning gap is usually associated with a little-to-no strategy to track key data points, giving valuable insights to deliver exceptional customer experiences. It is very simple to understand the root cause of the planning gap (Liu, 2019). Tracking customer journey data daily without overextending internal resources or disrupting daily operations is not easy. However, with the hotel planning to implement opera to improve its operations, this could be easier. The hotel could use the opera where they give the potential customers some questions that would give information to the hotel on the best ways and preferences of the customers to build services to suit their interests before they visit (Hertz et al., 2018). Continuous interaction with the customers even after they have checked out of the hotel could also help the hotel improve its services and correct their mistakes, as spotted by the guests during their stay. The interaction before check-in and after leaving the place shows the customers that the hotel values their presence and intends to keep them and serve them better on their next visit (Tomašević, 2018). Customers tend to get attracted to organizations that seem to care for their wellbeing, and the use of opera could aid in creating positive consumer perceptions towards the brand, which would, in turn, raise its ratings and online reviews as well as give the hotel a competitive advantage over its competitors.
[bookmark: _Toc96328899]5.3 It could be overwhelming to gain the insights to implement the organization's solution

Defining the customer journey, recording data, and doing it appropriately. Establishing an ideal customer journey and planning to reduce the gap in the hospitality industry can be challenging. However, gaining insights is very easy once developing a strategy and building the organizations on sound strategy technology (O’Halloran, 2019). Implementing opera would help the Ritz Carlton hotel have insights on the data it needs to improve its current operations and enable them to plan based on the feedback and trends they get and observe from their customers and other organizations (Stringam et al., 2020). As discussed earlier, the use of technology is becoming a way of life for many people across the globe. Having an online and social media presence gives the hotel insights into what is happening with other competing hotels (Undey et al., 2019). Tracking this information is crucial since it will enable the management to plan early in advance to stay ahead of their competitors in the market, below table will explain about the whole action with details.
[bookmark: _Toc96328900]6.0 Action Plan

	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion date
	Planned Budget

	How to improve the customer relations to achieve higher ratings and online customer reviews
	Defining an ideal customer journey enables creating a mutual relationship with customers.
Making the organization easy to discover on online platforms and having an easy page to navigate for guests to understand and know what to expect before making reservations. 
	Improved ratings from 4.0 to 4.5 would place the Ritz Carlton Hotel in the US in an excellent position (Dalton & Yoo, 2021). The outcome will be achieved by using opera to gain insights enabling them to implement solutions and define their customer journey, enabling them to prepare and improve to provide the best services available.
	90 days (3 Months)
	90 days from the implementing days
	£50,000
(Single site)

	Increased competition from other extravagant hotels could be linked to their higher ratings, recommendable reviews, and good customer relationship management.
	Making the hotel easily visible on online platforms and having an easy page to navigate.
Creating a strong relationship with customers.
Creating positive consumer perception towards the brand.
	The Ritz Carlton hotel is a luxury hotel, so it is nearly impossible to expect the hotel to lower their prices to be competitive. However, using the methods listed in the solution column could put the organization on track and ahead of every other hotel in terms of competing for customers. The desired outcomes from the solutions are to increase the hotel rating by creating a strong relationship with the hotel and establishing a positive perception of the brand (Sufi & Singh, 2018). These would give customer satisfaction, increasing its ratings and more positive online reviews. Also, the customer relationship would give the Ritz Carlton hotel a competitive advantage in customer competition.
	90 days (3 Months)
	Ninety days from the implementing day.
	£50,000
(Single site)



Consultancy fees of Alhanbali project company, it was required 3 Staff to for 70 Hours and additional required expenses to complete the report with exact action plan and cost, the total final fee for this company is £15,000.


[bookmark: _Toc96328901]7.0 Recommendation

Following both internal and external analysis, several areas require improvement to enable the organization to compete effectively and efficiently for customers with other luxury hotels. The Ritz Carlton hotels management has come up with the implementation of opera as the ideal way to help them curb the challenges and problems they have been facing recently. Before making any recommendation, it is important to recognize that creating an ideal customer relationship in the hospitality industry is a huge challenge for the organization (Schulze, 2019). Knowing that this relationship is the center of the organization's success. The hotel has not been able to reach its full potential, which has been caused by the problems addressed in this report. 
· Implementing opera would grant the hotel the online and social media presence, which is required to expand its boundaries, enlarge its markets, and create online consumer awareness (SZENDE et al., 2021). It also provides the hotel with an opportunity to interact with its customers before they book any reservations and after they have left the facility. Walking with the customers through their journey enables them to build the ideal customer journey, which later turns to strong customer relations, eventually leading to positive reviews. An increase in positive online reviews would raise its ratings, 
· Solving numerous problems and enabling it to compete with other extravagant hotels. Implementing opera would cost the Ritz Carlton hotel only £50,000 per site. After implementing this platform, the hotel expects a 10% increase in customers within three months (Prentice et al., 2020). Knowing that the hotel charges $26,300 per night, increasing customers by this percentage would enable the hotel to enjoy huge profit margins. Comparing costs against returns, It had been recommend the hotel implement it since they will recover the incurred costs within the first month and enjoy up to a 10% increase in customers in three months (Shaw, 2018). 
· Opera would enable the Ritz Carlton hotel to create an ideal customer relationship which is the center of success for all organizations in the hospitality industry.
[bookmark: _Toc96328902]8.0 Conclusion

From the analysis, it can be known that the target market of the Ritz Carlton Hotel Half Moon Bay in the US is the middle- and upper-class individuals and couples who can afford the organization's luxury services. The group expects good services and exceptional experiences with hefty price tags. From the internal analysis, it can be seen there exists stiff competition for customers within the US, and the competing hotels offer similar or almost alike services to those of Ritz Carlton hotel, some of which come with slightly lower prices. The main strength of the hotel is its brand name, upscale amenities, and gold-standard services, which enables them to have numerous guests who have been recommended to the hotel by their friends who have had great experiences. However, the hotel has some weaknesses, and the major drawback is the price differences and online reviews. From the external analysis, there are numerous opportunities that the hotel can explore, including technological, social, economic, and environmental influences. However, there are a few threats that the hotel needs to be cautious of, and these are: political acts (cyber-terrorism activities) and prices which puts the hotel on the wrong side in the market competition for customers, and they could hugely impact the future of the Ritz Carlton hotel in the US.
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