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[bookmark: _Toc150342781]1. Executive Summary
Even though it has been open for over 120 years, The Ritz-Carlton, Paris, a 5-star facility, must make significant strategic adjustments to its marketing and sustainability initiatives to remain competitive and meet the changing needs of its customers (Ritz Paris, 2023). Digital and content marketing firm FireTap specialises in selling legal services and experts. A corporate marketing agency with offices in the centre of London; clients from the legal and consulting industries in the UK, Europe, Dubai, and the USA. They are the ideal people to hire if they want to launch a hotel, professional business, or legal practice's online presence from scratch. This paper summarises the problems, investigates their root causes, and offers a detailed set of solutions to improve the hotel's competitiveness and environmental impact.
[bookmark: _Toc150342782]The problem
The Ritz-Carlton, Paris, is up against a formidable obstacle in the form of the need to rethink and implement a more long-term marketing plan. To appeal to today's sophisticated guests, the hotel's great reputation for service quality and sumptuous amenities must be reinforced via cutting-edge marketing strategies. The hotel would struggle to compete for eco-conscious travellers if it did not have a comprehensive sustainability plan.
[bookmark: _Toc150342783]Findings
The Ritz-Carlton, Paris, reviews external and internal variables that affect its profitability and market position.
External Factors:
Political: France's political stability benefits the hotel business. However, political unrest might reduce visitors. Minimum wage and licencing laws may raise operating expenses, while excessive taxes may impair tourist affordability and hotel occupancy scores.
Economic: France's high GDP and tourist profits suggest a large hotel market. A 5.7% inflation rate threatens consumer buying power, which could negatively impact hotel room demand.
Social: People in Paris really value excellent service and are prepared to pay more for it. The Ritz-Carlton's outstanding service and luxurious accommodations meet these expectations. Social media marketing can reach and engage potential consumers. Eco-tourism is rising; thus, businesses must implement green practices to attract them.
Technological: Online hotel booking has grown common, requiring a smooth and user-friendly process. Streamlining services with a mobile app is necessary as hospitality uses mobile technology more. AI integration may boost efficiency and customer service satisfaction.
Environmental: Renewable energy and water efficiency are crucial for tourism due to climate change. Hotels should promote their sustainability initiatives to attract eco-conscious customers as eco-tourism grows. Environmentalism requires proper waste management.
Legal: Hotel businesses must comply with data privacy and labour legislation. It's crucial to protect sensitive information using patents and trade secrets.
Internal Factors:
Strengths:
· Recognised globally for luxury and customised service.
· Conveniently located near Paris' greatest sites.
· Well-appointed rooms with modern facilities.
· The Ritz-Carlton is known for its exceptional service.
· Strive for sustainability via resource conservation.
Weaknesses:
· The expensive price point may dissuade tourists.
· Conventional design may not appeal to all demographics.
· The need for proactive marketing due to limited resources.
· Difficulties with employee retention and operational consistency.
· High reliance on tourism for income, making it susceptible to volatility.
Opportunities and Threats:
· Possible expansion into Asia and Africa developing markets.
· Improving client diversity by targeting younger demographics and families.
· Utilising technology to improve visitor experiences via an app.
· Worked with premium companies to create unique experiences.
· Promoting sustainability to attract eco-friendly visitors.
· Increased competition may affect costs and occupancy.
· Economic downturns impact luxury hotel income.
· Adaptability is required due to changing customer preferences.
· Technological disruptors, such as Airbnb.
This extensive study helps comprehend The Ritz-Carlton, Paris' operational environment and emphasises the need for strategic changes to maintain its hospitality sector leadership.
[bookmark: _Toc150342784]Recommendations
A multifaceted strategy is suggested to solve the issues:
a. Marketing Transformation: Develop a complete digital marketing plan covering market research, content generation, and targeted promotions. Spend between $100,000 and $200,000 over six months.
b. Technological Integration: Create a simple booking, registration, and room service smartphone application. Spend $80,000 over a period of four months.
c. Sustainability Initiatives: Jointly work for green certifications and apply energy-saving solutions. Set aside $30,000 in funding for the next eight months.
d. Employee Empowerment and Recognition Programs: Set up systems for giving feedback and acknowledging employees' efforts that need to spend $35,000 over six months.
e. Health and Safety Measures Enhancement: Improve health and safety measures, use touchless technology, and educate employees. Set aside $65,000 in funding for the next five months.
f. Community Engagement and Philanthropic Initiatives: Promote community participation via employee engagement, collaborations, and PR. Amount to $40,000, spent for seven months.
g. Implement AI-driven Solutions: AI improves service and saves money. AI-powered chatbots might speed up service, tailor suggestions, and predict demand at the Ritz-Carlton Paris. Starting this may cost £20,000–£50,000 plus yearly license payments. 
h. Prioritising Sustainability Initiatives: To trust the hotel's environmental responsibilities, customers can check for LEED or Green Key certification that costs £10,000–£30,000.
[bookmark: _Toc150342785]Conclusion
The proposals address The Ritz-Carlton, Paris' particular difficulties and give a thorough path for sustainable development and market domination. These tactics may help the hotel become a premium hospitality leader, appealing to a wider audience while retaining its high standards of service and luxury. These suggestions can help The Ritz-Carlton, Paris, adapt to the changing hospitality industry and maintain its status as a top destination for discriminating travellers.


[bookmark: _Toc150342786]2. Introduction
[bookmark: _Toc150342787]2.1 The Issue
The fundamental issue is that The Ritz-Carlton, Paris has to diversify and enhance its marketing techniques to acquire a larger proportion of the market and adapt to changing consumer preferences. Moreover, The hotel is less sustainable in attracting potential guests.
[bookmark: _Toc150342788]2.2 The rationale of the issue
The Ritz-Carlton, Paris, must adapt to the ever-changing demands of a worldwide clientele, an ever-evolving technological environment, and a constantly moving set of competitors. The hotel may attract a wider variety of customers by expanding its target audience through strategic advertising (Dieck et al., 2019). The core problem is that The Ritz-Carlton, Paris, has to increase its marketing efforts to appeal to a wider demographic and more diverse clientele. The hotel's continued viability and success in the dynamic hospitality industry depends on this strategic adjustment.
[bookmark: _Toc150342789]2.3 Background of The Ritz-Carlton Paris
When it was opened in 1898, The Ritz was immediately hailed as one of the finest hotels in the world. Conceived by the famed hotelier César Ritz having the objective of being the ideal destination for travellers wishing to stay at the most magnificent hotel in the country, no expense was wasted on its sumptuous interiors and extravagant furnishings (Ritz Paris, 2023). The Ritz has been welcoming visitors for 117 years, and that hasn't changed. There are 142 guestrooms and suites available at the hotel on 4 floors, in addition to many dining and drinking establishments with a manpower of 592 people (Oyster, 2023). They still get the same impeccable service and lavish amenities that made them famous.
[bookmark: _Toc150342790]2.4 Background of FireTap
Digital and content marketing agency FireTap focuses on advertising legal services and legal professionals. It is a corporate marketing firm with offices in the heart of London; its clientele includes businesses in the legal and consulting sectors in the UK, Europe, Dubai, and the United States. They are the perfect individuals to build a new commercial brand or expand a hotel, professional service, or law practice's internet presence. Its method is simple: listen, understand, and execute to meet objectives and company growth goals. It may serve as a marketing collaborator with the current in-house marketing team or as an independent solution because of its adaptability, transparency, and user-friendliness. It seeks to foster long-lasting, fruitful partnerships with its clients by facilitating two-way communication and group brainstorming to develop a plan that is ideally suited to the client's company (FireTap Marketing, 2023).
[bookmark: _Toc150342791]2.5 Frameworks
The word PESTEL refers to the elements of the strategic management framework: political, economic, social, technological, environmental, and legal (Kotler and Armstrong, 2019). It's a tool for analysing the broader context in which a business, industry, or project operates (Kampanje, 2020). The PESTEL model will assist in identifying and analysing the macro-environmental issues impacting the hotel business in Paris City (Ahmadi et al., 2022). This insight will help determine how external influences may affect the hotel's daily operations and competitiveness (Das and Mukherjee, 2016).
The SWOT analysis is a straightforward yet all-encompassing method for assessing not only the potential drawbacks but also the potential upsides of a proposed course of action (Amirshenava and Osanloo, 2022). The hotel's possibilities and threats, as well as its strengths and weaknesses, will be examined in the SWOT analysis (Birru et al., 2022). This evaluation will show where the hotel shines and where it may need development, both of which are important for the hotel's future success. It will also provide light on possible expansion and improvement routes.
An effective strategic planning tool, a TOWS analysis, may help businesses or individuals set goals and prioritise initiatives (Puglieri et al., 2022). The TOWS matrix will make way for an additional effective method of resolving the problems that have been discovered (Yamagishi et al., 2021). This framework will aid in the development of targeted strategies that make the most of advantages, reduce the negative effects of threats, and discover creative solutions to problems by synthesising the results of a SWOT analysis.


[bookmark: _Toc150342792]3. Analysis
[bookmark: _Toc150342793]2.1 PESTEL Analysis
The PESTLE study sheds light on the company's future plans, brand identity, growth objectives, and potential threats to productivity.
Political 
The political stability of France is good for the hospitality business (Shchokin et al., 2023). However, political turmoil is always a possibility, and that might have an effect on visitor numbers. French minimum wage and licencing legislation influence the hotel business (Furåker, 2020). The cost of running a hotel may rise as a result of these rules. The French government's high tax rate makes tourism more costly (Cró and Martins, 2020). There may be an effect on hotel occupancy rates as a result of this.
Economical 
France had a GDP of 2782.91 billion US dollars in 2022, which is 1.20% of the global GDP, according to the World Bank (2022). In April, French tourism earnings were £5489 million, up from £3945 million in March of 2023 (Ferries, 2023). France hopes international visitors will bring in £67 billion in 2023, up from £58 billion last year (Reuters, 2023). An inflation rate of 5.7% might reduce consumer spending power, which might adversely affect hotel room demand (Weerathunga et al., 2022).
Social 
Customers in Paris have high expectations and are prepared to pay more for exceptional service. The Ritz-Carlton's reputation for excellence in service and opulence in lodging makes this a welcome development. Marketing of hotels using social media may be quite effective (Pawar, 2023). Social media is a great way for The Ritz-Carlton to reach out to prospective customers and highlight what makes the hotel special. More and more shoppers are thinking about how their vacation habits affect the planet. To attract eco-tourists, the Ritz-Carlton should adopt ecological practices.
Technological 
Booking a hotel room online has become the norm. The Ritz-Carlton should make booking rooms online quick and user-friendly. The use of mobile technology in the hospitality sector is growing (Dorcic et al., 2019). The Ritz-Carlton should provide smartphone applications for check-in, bookings, and room service. Many operations in the hotel business, such as customer service and advertising, are being automated with the use of artificial intelligence (AI) (Kong et al., 2022). The Ritz-Carlton should research how it might use AI to boost productivity and service quality.
Environmental 
The tourist sector faces a significant risk from climate change. Water and energy conservation are two easy ways for the Ritz-Carlton to lessen its effect on the environment (Nelson, 2021). As eco-tourism gains popularity, guests are searching for lodging options that share their dedication to environmental responsibility. If the Ritz-Carlton wants to attract eco-tourists, it should highlight its sustainability efforts. Many nations are becoming more concerned about proper waste management (Mandpe et al., 2022). The Ritz-Carlton should decrease trash and recycle to help the environment.
Legal
Data privacy regulations are becoming stricter all around the globe (Jobin et al., 2019). The Ritz-Carlton must follow all applicable data privacy regulations while gathering information about its guests. The regulations governing employment from one nation to another might be rather different (Florkowski, 2023). When doing business abroad, The Ritz-Carlton must follow all applicable labour regulations. Patents, trade secrets, and other forms of intellectual property are protected by the law. Ritz-Carlton has to be cautious about who gets access to its proprietary information.
The Ritz-Carlton Paris Hotel is a 5-star establishment that has been welcoming guests for almost 120 years. The hotel is well-known for its high-quality service and comfortable rooms. The Ritz-Carlton must adjust to industry developments to be competitive. The PESTEL research has shown many potential threats to the Ritz-Carlton over the next several years. These aspects should be carefully considered and risk mitigation techniques developed by the hotel.
[bookmark: _Toc150342794]2.2 SWOT analysis
	Strength
	Weakness

	· Global Brand Recognition: Luxury and personalised service are trademarks of the Ritz-Carlton name (Piramanayagam and Seal, 2022). The hotel's brand awareness helps it stand out from the crowd.
· Prime Location: Guests at the Ritz-Carlton Paris will find themselves in close proximity to the city's many famous landmarks. Because of its central position, it is a popular destination (Valentin and O'Neill, 2019).
· Luxurious accommodation: Each hotel room has luxurious furniture and contemporary amenities. The hotel's big rooms are a draw.
· Exceptional service: Excellent service is a trademark of the Ritz-Carlton brand. The hotel's personnel is responsive and goes beyond what is necessary to suit the demands of its customers.
· Commitment to sustainability: The Ritz-Carlton is promoting sustainability. The hotel has conserved water and electricity to reduce its environmental impact.
	· High Price: The Ritz-Carlton is a luxury hotel that doesn't come cheap. Some potential visitors may be put off by the steep price tag (Wang et al., 2021).
· Traditional décor: The hotel has a classic design that some visitors may find boring.
· Limited marketing efforts: The Ritz-Carlton's marketing plan is lacking, thus the hotel should make more of an effort to promote itself to a larger audience.
· Employee turnover rate: The hotel business is notorious for its high turnover rate. Service standards at the Ritz-Carlton may drop as a result (Michael and Fotiadis, 2022).
· Dependence on Tourism: Tourism is crucial to the success of The Ritz-Carlton. The hotel's revenue may take a big hit if the tourist sector tanks (Kim and Han, 2022).


	Opportunity
	Threat

	· Expand new markets: There is potential for The Ritz-Carlton to enter emerging economies in Asia and Africa. Because of this, the hotel would be able to attract more guests.
· Target new customer segment: The Ritz-Carlton has an opportunity to expand its client base by appealing to younger generations and families. The hotel's revenue would be less dependent on the typical business traveller and more on leisure guests.
· Embrace Technology: Technology might improve the Ritz-Carlton's guest experience. The hotel may create a smartphone app for check-in, booking, and room service (Kim et al., 2021).
· Partner with other luxury brands: Ritz-Carlton may collaborate with premium brands to create special experiences. Hotel and luxury carmaker may give airport transportation.
· Emphasise sustainability: The Ritz-Carlton may market itself to eco-tourists by emphasising its dedication to sustainable practises (Nowacki et al., 2023). The hotel might publicise its efforts to reduce garbage and increase recycling.
	· Increased competition: Paris' premium hotels are challenging the Ritz-Carlton. This rivalry may affect hotel costs and occupancy.
· Economic downturn: An economic slump might hurt luxury hotel demand. This may lower Ritz-Carlton membership and income.
· Changing consumer preference: Consumer tastes are continuously shifting (Anderson, 2022). These modifications are necessary for the Ritz-Carlton to stay competitive.
· Technological disruption: The Ritz-Carlton's operations might be jeopardised by technological advancements. For instance, Airbnb's success has shaken up the hotel business.


[bookmark: _Toc150342795]2.3 TOWS analysis
	TOWS Analysis
	External Factors

	
	Opportunity 
	Threat

	Internal Factors
	Strength
	· Global Brand Expansion: The demand for high-end hotels is on the increase in developing economies throughout Asia and Africa; now is the time to capitalise on a well-known brand name.
· Tech-Enabled Guest Experience: Create a mobile app that streamlines the booking, check-in, and room service processes for maximum visitor satisfaction.
· Sustainability Showcase: Promote the hotel's eco-friendly practises to appeal to those who are concerned about the environment.
	· Partnerships with Premium Brands: To set oneself apart from the competition, consider teaming up with similar high-end businesses to provide one-of-a-kind events.
· Diversification of Services: Prepare for competition from emerging technologies and shifting customer tastes by providing a variety of high-quality offerings and experiences (Gu et al., 2022).

	
	Weakness
	· Marketing and Promotion Efforts: Boost advertising efforts directed at millennials and families, highlighting The Ritz-Carlton's unique brand of opulence and personalised service (Mitterfellner, 2023).
· Customer-Centric Innovation: Make use of technology to the advantage to attract more customers and expand the market (Peláez et al., 2023).
	· Employee Retention and Training: To sustain excellent service standards despite industry-wide high turnover, increase personnel retention, training, and growth.
· Diversification of Revenue Streams: Reduce tourist dependency by providing other services or experiences to maintain income during recessions (Sujood et al., 2022).


[bookmark: _Toc150342796]2.4 Issue identified
The issue is that the Ritz-Carlton, Paris has to modify its marketing strategy to diversify and improve and a lack of sustainability strategy. The hotel has a long history and a stellar reputation for service, but it must keep up with the latest trends in advertising (Zeithaml et al., 2017). This strategy decision is not a reaction to market developments but a deliberate move to protect The Ritz-Carlton, Paris future and reassert its premium hospitality leadership.
[bookmark: _Toc150342797]2.5 Reason behind the Issue
The Ritz-Carlton, Paris, must diversify and improve its marketing due to two major causes changing the hotel business. The Ritz-Carlton, Paris, sold for less than £800 million (Nast, 2022). First, changing customer preferences needs strategic adaptability. Today's discerning travellers want personalised, genuine, and culturally immersive experiences. They want companies that share their ideals and premium experiences that go beyond luxury. Second, increased competition and quick technical improvements need more complex marketing methods (Salhab et al., 2023). Online communities, networking sites, and Internet booking channels have transformed hospitality research and engagement.
[bookmark: _Toc150342798]2.6 Feedback and Reputation
The Ritz is one of the world's most costly hotels and the priciest in Paris in the twenty-first century. Some consider it to be the greatest hotel in Europe and the most renowned lodging establishment anywhere. The Ritz-Carlton Paris responds to visitors' comments and complaints on Facebook and Twitter. It has a 97% satisfaction rating on TripAdvisor, indicating that people love it (Kim and Kim, 2022). Excellent service, high-quality amenities, and thoughtful touches are what guests love most about this hotel (Trip Advisor, 2023). Among the many awards bestowed upon the hotel are the Five-Star designations from both the Forbes Travel Guide and the AAA. Though the hotel can enhance digital communication, personalise feedback analysis, respond proactively, and have a continuous improvement culture.
[bookmark: _Toc150342799]2.7 Financial Impact
In 2023, the Ritz Paris had an annual profit of £18.8 million and its profit margin is close to 15% (Economic Times, 2022). The rising costs of running a high-end hotel in Paris have contributed to the hotel's shrinking profit margin in recent years. Recent difficulties include the COVID-19 epidemic, the Ukraine crisis, and Paris' growing cost of living (Allam et al., 2022). Because of these issues, the hotel's income and profit margins have been falling. 
The Ritz-Carlton Paris has come under fire for its lacklustre advertising. Its financial results have suffered because of its ineffective marketing approach. Revenue has dropped since the hotel is not getting enough customers to occupy its rooms (Guo et al., 2021). Unfortunately, the hotel's low profile has also prevented it from charging market prices for its rooms.
[bookmark: _Toc150342800]2.8 Market Scope
The hotel is aimed at well-heeled vacationers who want to splurge on a once-in-a-lifetime stay. People on vacation, people on business, and those with plenty of money are all included. It might reach millennials and Gen Z searching for distinctive trips on social media (Sharma and Bhartiya, 2023). New services and facilities, including spa treatments and cookery demonstrations, might be added to The Ritz-Carlton's current menu of offerings. Technology might be used to improve the experience for visitors and attract new consumers (Zollo et al., 2021). Using AI, the hotel could tailor each guest's stay and advertise its services to a wider audience using social media.
[bookmark: _Toc150342801]4. Recommendations and Change Management
[bookmark: _Toc150342802]4.1 Recommendation
The Ritz-Carlton Paris Hotel, known for its grandeur and service, confronts a turning point. In an ever-changing hospitality industry, the hotel has to respond to customer preferences and technology advances to stay competitive. This section includes detailed suggestions for marketing, technology integration, and sustainability. Based on the analysis, below are the recommendations for The Ritz-Carlton Paris Hotel.
Develop a Multifaceted Marketing Plan
The Ritz-Carlton Paris has to launch an all-out advertising campaign if it wants to attract customers from a widening variety of demographic groups. A comprehensive market study focusing on the demographics and preferences of the target audience is the first step (Makrides et al., 2021). The hotel should then use a variety of digital marketing tactics, such as social networking sites, search engine optimisation (SEO), and e-mail marketing, to increase its visibility online. Moreover, generating appealing material that showcases the hotel's rich history, great service, and sustainable practices will build a compelling narrative for prospective visitors. Marketing project costs are broken out below.
· Market Research and Analysis: Projection of the price identified for doing a full-scale market study using either external market research or internal means. The range of possible expenses is between £20,000 to £50,000, depending on the breadth and complexity of the investigation.
· Digital Marketing Campaigns: Allocate funds for use in internet marketing, including search engine optimisation, social networking advertisements, and internet advertising. A yearly budget of between £50,000 and £100,000 is reasonable, depending on the scope of the campaigns.
· Content Creation and Storytelling: Spending money on hiring artists such as authors, photographers, and video producers to create content. It is recommended to allocate between £30,000 and £50,000 annually.
Strengthen Branding and Differentiation
The Ritz-Carlton Paris has to make an effort to brand itself in order to compete successfully in its competitive environment. Building a name for the hotel that conveys its values of elegance, genuineness, and environmental responsibility should be the focus of these initiatives. A psychological connection may be formed with guests by showcasing the hotel's rich history and unwavering commitment to exceptional service via the use of storytelling tactics, which in turn increases loyalty and improves the entire guest experience (Su et al., 2020).
Target Younger Generations and Families
The Ritz-Carlton Paris may expand its client base by catering to families with children by providing family-friendly services and activities like dedicated play spaces and kid-friendly dining options. The hotel may also tailor-make deals and discounts, especially for the millennial generation. These services should highlight the hotel's exclusive features, such as guided tours of the city or invitations to private cultural events, in order to appeal to this clientele.
Leverage Influencer Collaborations
The hotel's reach and exposure may be greatly increased by establishing relationships with personalities and fashion icons in the tourism and leisure industries (Bernardi et al., 2022). The Ritz-Carlton may get access to a larger, more involved audience by forming partnerships with people who share its brand values and, therefore, producing genuine endorsements. The cost for collaboration with the influencers is around £30000 to £45000.
Develop a User-Friendly Mobile App
Guest services in the modern day must be streamlined via the use of a user-friendly mobile application. The Ritz-Carlton in Paris would be wise to develop a specialised app for its customers to use in order to make accommodation reservations, browse suggestions, and make service requests. Guests' comfort and satisfaction may be improved by the addition of services like checking in via mobile devices and keyless access (Lee et al., 2023). It will cost money to hire a research group or an outside firm to build a mobile app that is both functional and easy to use. The original development expenditures may be between £50,000 and £100,000, with additional charges for continuous Management.
Implement AI-driven Solutions
The use of AI has the potential to improve service quality and save costs for both customers and businesses. It is recommended that the Ritz-Carlton Paris investigate the use of chatbots powered by artificial intelligence to provide instantaneous support to guests, tailor suggestions to individual tastes, and use predictive analytics to better anticipate future demand. A new benchmark in five-star service has been established thanks to the hotel's innovative use of artificial intelligence (AI) to improve guest experiences in all areas (Nam et al., 2020). Financial backing for AI-based applications like chatbots and analytics prediction systems. This may cost anywhere from £20,000 to £50,000 to get started initially, and then there would be licensing costs per year. 
Embrace VR and AR
Virtual reality (VR) and augmented reality (AR) technology may be used to provide visitors with a more immersive experience, letting them visually check out the hotel's facilities, rooms, and even local attractions before they ever arrive. This cutting-edge method not only makes the Ritz-Carlton Paris more interesting to its customers but also distinguishes it as a pioneering hotel. Costs for augmented and virtual reality systems are between £30,000 and £40,000.
Implement a Green Certification Program
Partnerships with local craftspeople and eco-friendly vendors should be a top priority for the Ritz-Carlton Paris if it wants to strengthen its commitment to sustainability. This method not only helps the neighbourhood but also caters to the needs of eco-friendly vacationers who seek genuine goods made in their destination (Kam and Yoo, 2022). Expenses for obtaining and keeping environmental certifications include application fees and sustainability audits. This may vary from around £5,000 to £10,000 yearly.
Prioritising Sustainability Initiatives
For guests to have faith in the hotel's commitment to environmental responsibility, it is wise for them to look for accreditation from renowned environmental organisations like LEED or Green Key. The Ritz-Carlton's dedication to eco-friendliness is highlighted by this designation, which also acts as a persuasive marketing tool. The cost of certification varies, but expect to pay between £10,000 and £30,000. During construction, environmentally friendly structures are, on average 2% more costly, but the greater the LEED rating, the higher the expenditures. Costs incurred during operations are little in comparison to the whole.
Guest Personalisation and Experience Enhancement
The Ritz-Carlton can implement a Customer Relationship Management (CRM) System. A CRM system enables the hotel to gather and analyse guest data, allowing for personalised services and targeted marketing efforts. It helps in understanding guest preferences, special occasions, and past interactions, leading to a more tailored guest experience. The cost of CRM software licenses can range from £15,000 to £50,000 per year, depending on the selected vendor and features. Initial setup, customisation, and staff training may cost approximately £10,000 to £30,000.
Energy Efficiency and Sustainability Measures
Saving energy and money on utility bills is a major benefit of investing in energy-efficient technology like LED lighting, intelligent thermostats, and activity sensors. Sustainable practises, such as preserving water and minimising waste, are also important ways to do something for the environment. Upgrading to more energy-efficient standards may require an initial expenditure of £20,000 to £50,000 but might result in significant savings on monthly electricity expenses. Annual expenses of £5,000 to £15,000 may be necessary to fund staff training and sustainability initiatives.
[bookmark: _Toc150342803]4.2 Change in Management
Successful implementation of these suggestions depends on a well-planned and executed change management strategy. 
Employee Training and Development 
To equip staff with the necessary skills and knowledge for successful implementation, the Ritz-Carlton Paris should institute comprehensive training programs. These programs should encompass technology adoption, sustainability practices, and guest-centric service enhancements. Furthermore, creating a culture of continuous learning and development will empower employees to adapt to evolving industry trends and guest preferences (Hotha, 2023). Budget allocation for designing and conducting training programs, including materials, trainers, and resources. Depending on the scope, this may range from £10,000 to £30,000 annually.
Communication and Feedback Channels 
Open and transparent communication channels should be established to facilitate feedback from both staff and guests. Regular feedback sessions, suggestion boxes, and digital platforms can serve as mechanisms for collecting valuable insights (Reibenspiess et al., 2020). This feedback loop will be instrumental in refining and optimising the implemented changes. Implementation of feedback mechanisms, including digital platforms and suggestion boxes. Estimated costs may range from £5,000 to £10,000 for initial setup, with potential ongoing maintenance.
Recognise and Reward Innovation 
Encourage staff to contribute innovative ideas and solutions by implementing a rewards system that recognises and celebrates creativity. This not only fosters a culture of innovation but also motivates employees to actively engage in the transformation process. Budget for implementing a rewards program to recognise and incentivise employee innovation. This may include tangible rewards or recognition events, with an annual budget of £5,000 to £10,000. 
Community Engagement and Philanthropic Initiatives
Volunteer programmes, charity events, and other community-focused endeavours are great ways to get workers involved in giving back to the local community. Motivate staff to promote the hotel's charitable efforts. Volunteer programmes, team-building events, and staff transportation should all be covered by a yearly budget of £6,000 to £10,000.
Join forces with community groups, charities, and other local entities whose missions and ideals are congruent with those of the hotel. Cooperate in endeavours that will have a constructive effect on the neighbourhood. Set aside £10,000 to £20,000 yearly for community outreach and partnership activities, including event hosting, sponsorship, and contributions.
Public Relations and Outreach
Create a strategy for spreading the word about the hotel's charitable work in the local area. Public relations efforts may take many forms, such as publicity of charitable actions via news outlets, social media, websites, and electronic newsletters. The annual PR budget may be anything from £6,000 to £10,000, depending on how much time and effort goes into developing and disseminating content.
Tracking and Reporting
Set up a method for monitoring the results of your charitable work and public outreach efforts. The number of hours volunteered, the amount of money collected, and the actual improvements made to the neighbourhood are all measures that should be tracked. Spend between £ 5,000 and £ 10,000 for monitoring software or a platform, with additional fees for maintenance and updates.

The Ritz-Carlton Paris Hotel may continue to be a leader in the hospitality industry by adopting these suggestions and using effective change management tactics. This proactive strategy will preserve the hotel's sustainability and confirm its status as an innovator in luxury hospitality, assuring continuing prosperity for years ahead. Total estimated costs range from £290,000 to £570,000 to execute this suggestion. The Ritz-Carlton Paris Hotel may improve its brand image, community involvement, and contributions to worthy organisations by adopting this change management method. The expenses, which amount to about £30,000 to £60,000 yearly, are acceptable and proportional to the hotel's size and income. The hotel's reputation and social influence will both rise as a result of this investment.

[bookmark: _Toc150342804]5. Action Plan
A detailed description of the issue, the proposed remedy, the expected goal, the time frame, and the cost are what make up an action plan. This will help the customer immensely when it comes time to actually put the offered solutions and plans into action. The action plan for this project is broken down in the below table.
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Outdated Marketing Approach
	Implement an All-Encompassing Digital Marketing Campaign
	Enhancement of the Visibility of the Brand and Participation from Guests
	6 months
	31/12/2023
	£100,000

	2
	Limited Technological Integration
	Create a Mobile App that is easy to Use For Checking In, Making Reservations, And Ordering Room Service.
	Improvements in Service Quality Made Possible by Cutting-Edge Technology
	4 months
	30/10/2023
	£80,000

	3
	Inadequate Sustainability Efforts
	Combine alliances with like-minded organisations and work for green certification.
	Improved Responsibility for the Environment and Appeal to Travelers Interested in Eco-tourism
	8 months
	28/02/2024
	£30,000

	4
	Employee Recognition and Empowerment Deficiency
	Introduce a Rewards and Recognition Program and Leadership Development Courses
	The leadership will be strengthened, workforce morale will be boosted, and the number of satisfied customers will rise.
	6 months
	31/12/2023
	£35,000

	5
	Health and Safety Measures Enhancement
	Safety measures, including the use of touchless technologies, should be improved.
	Enhanced consumer assurance, raised security benchmarks, and technological innovation
	5 months
	30/11/2023
	£65,000

	6
	Limited Community Engagement and Philanthropy
	Involve Workers, Create Alliances, and Boost Public Relations to Make a Difference in the World
	Improved Relationships Within the Community, a Favorable Image of the Brand, and Positive Effects on Society
	7 months
	31/01/2024
	£40,000

	7
	Employee Training and Onboarding for CRM
	Staff members should be given specialised training on how to use the CRM system.
	Effective Use of Customer Relationship Management Systems to Provide Customised Service to Guests
	3 months
	30/09/2023
	£15000

	8
	Energy Efficiency and Sustainability Measures
	Investment in technologies that have a low impact on the environment and on sustainable business practices.
	Benefits to the Environment, the Economy, and the Recruiting of Eco-Tourists
	8 months
	28/02/2024
	£40000




[bookmark: _Toc150342805]6. Conclusion
The Ritz-Carlton, Paris, a prestigious 5-star hotel with a rich history dating back more than a century, is at a crossroads in its long and illustrious existence. Strategic shifts in marketing and environmental activities are necessary to keep the company at the forefront of the luxury hotel industry and meet the needs of affluent tourists. FireTap, a leading digital marketing firm, analysed the hotel's market position and financial performance in great detail, providing valuable insight into the factors that affect them.
The external factors, such as political and economic stability, economic growth, social and environmental conditions, technological advances, and the need to comply with the law, all emphasise the need to take the initiative. The Ritz-Carlton will improve its ability to weather market fluctuations and manage its business more smoothly if it makes the necessary adjustments to account for these elements. Several things about the hotel distinguish it from the competition; for example, its worldwide prominence, proximity to major transportation hubs, high-end amenities, friendly staff, and eco-friendly policies. Nevertheless, there is room for growth and development, especially in areas like price, marketing, and employee retention.
Opportunities for development have been uncovered, and these include entering new markets, appealing to younger consumers and families, incorporating new technologies, forming strategic alliances, and putting greater emphasis on environmental responsibility. At the same time, the hotel's market share must be protected against outside forces of growing competition, economic downturns, altering customer tastes, and technology disruptors.
To achieve its goals, its suggested multifaceted strategy incorporates a radical revamp of marketing, the introduction of cutting-edge technology in the form of a custom application, a commitment to sustainability, employee empowerment programs, increased health and safety precautions, community outreach, and charitable giving. These objectives, underpinned by an investment strategy specific to each endeavour, are positioned to drive The Ritz-Carlton, Paris in the direction of sustainable development and greater satisfaction among guests. 
We would like to express our sincere appreciation for the opportunity to work with The Ritz-Carlton, Paris on such a monumental undertaking. Together, the team can enhance the understanding of the fast changes taking place in the very competitive hospitality business, as well as the strategic direction of the hotel, which we have reinforced. The Ritz-Carlton, Paris, will always be able to count on our support as it pursues even greater levels of success and as it works to raise the bar for other hotels and other hospitality businesses.
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