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The research employs various methods to examine the ORM concerns at the Langham Hotel, with a focus on macro-environmental elements. The research also emphasizes SWOT analysis to look at the hotel's external and internal elements. In order to generate prospective strategies, a TOWS table based on the comparison of internal and external parts of the SWOT analysis will also be included in the report. The top hotel in London, the Langham Hotel, struggles to maintain its reputation and turn a profit because of intense competition, issues with service quality, and overall economic challenges. The hotel's revenue has decreased because of the COVID-19 epidemic and Brexit, which have reduced consumer spending and travel demand. Negative reviews about the hotel's facilities, maintenance, and services have negatively impacted both the experience of its guests and its reputation. In order to stay relevant, the hotel must innovate and provide unique experiences, customized services, and value-added packages. The Langham Hotel is an up-scale hospitality company that operates a number of hotels in its portfolio of properties that is located in global key cities –London, New York, Hong Kong, and Sydney among other key cities. Originally started in 1865, The Langham Hotel is actually one of the oldest hotels still in operation and well reputed for its traditional manners and socially fashionable facilities. In other words, by actively engaging in invention, distinction and a rock-solid commitment to offering guests the very best, The Langham can effectively address these threats and perhaps even thereafter come out the other side of each as a more competitive, better equipped, and ready for the next phase of success within the highly competitive London luxury hotel market. Through the policies and procedures that The Langham has put into place, including strict quality control protocols, enhanced training sessions that involve all persons in the workforce, and a guest feedback helpline for quick remedy of guest complaints, the company can curb emergent issues that can instigate negative remarks in its clientele, and maintain and uphold its high standard, and well-established reputation as a luxury hotel chain. There are several areas of risk for the Langham Hotel in London as the reputation of the hotel has been tainted by scandals and its operation in the market Competition in the luxury hotel business is Poor feedback in the areas of service delivery, tidiness, and facilities. To address the loss of revenue and reputation issues, within three months the hotel will launch an effective marketing plan that will involve active participation on social media, numerous collaborations with influencers, as well as promotional offers. Further, it has the strategy to create a loyalty program to maintain existing customers and get more business from them and also, has the vision to improve its online presence and reputation through market targeting through the internet, using social networking sites and developing the necessary online reputation management tools and also, understanding and managing competition in the luxury hospitality business in London entails conducting research on the market to come up with trends and other factors due to negative feedback regarding their service quality, cleanliness and amenities. The Langham will arrange training programs for the employees at least once a month and establish a strict quality control program. This organisation will manage to identify and simplify the communication channels between the visitors and the hotel administration, manage complaints directly and adequately, and introduce severe requirements for cleaning. The purpose of these changes is to enhance the service delivery, guest satisfaction and the image of the company. In sum, The Langham Hotel's action plan suggests that the company can overcome its difficulties by utilizing strategic marketing approaches, improving and developing the services and the additional facilities, and making a focus on guest satisfaction through staff development and service quality management. These activities are intended to bolster and reinvent revenue, restore and enhance its image and brand affinity in the competitive market of luxury hospitality in London as marketing investment, improvement in services and staff frequent training are top-down priorities hoping to solidify its grip as one of the best luxury hotel in London. The Langham will continually monitor industry trends and guest feedback to adapt its strategies and offerings accordingly. This can involve conducting regular guest surveys, analyzing market data, and benchmarking against competitors to identify areas for improvement and innovation. By remaining agile and responsive to changing market dynamics and guest preferences, the hotel can maintain its competitive edge and sustain long-term success in the dynamic hospitality landscape of London. Therefore, these suggestions can help the hotel in order to properly initiate the solutions as suggested within the given time frame in order to overcome challenges inside and outside the hotel that can make it more famous. The Langham can carve out a distinctive niche and solidify its position as a leader in the competitive landscape.
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The London luxury hotel sector is getting more and more competitive, thus hotels have to be continually innovating to draw in discerning guests and choose pricing policies. The COVID-19 epidemic and Brexit have caused economic uncertainty. Therefore compromising the financial security of the hotel; lower travel demand and consumer expenditure have produced fewer hotel reservations and income. In consideration, Langham has a bad image for customer service; bad reviews make guests less happy (Langham Hotel, 2024). In the digital world we live in now, quick and easy settlement of these issues is very important because online reviews and scores have such an effect. There are times when bad reviews can hurt the hotel's reputation, but it can always keep an eye on and manage its online presence. However, the Langham has a number of issues that need careful attention. In Addition, Langham could do better in London's tough luxury hotel market if it faced these problems head-on. As a result, it would be stronger, more adaptable, and better prepared for success. If these difficulties were addressed more extensively, the Langham could grow stronger, more adaptable, and better able to compete in the upmarket hotel market. In addition, from 1863 to 1865, the Lucas Brothers built John Giles' Langham, London's largest and most contemporary hotel. It had 36 baths, 100 water closets and the first hydraulic lifts in England (Langham Hotel, 2024a). The Prince of Wales presided at the inauguration on June 10, 1865. The hotel was a financial success when it was bought by new management for less than half of what it had originally cost after the previous company's liquidation in the midst of a financial crisis (Langham Hospitality Group, 2024). After James Sanderson took over as general manager of the hotel in 1867, it began to draw a lot of American visitors, including Mark Twain and financier Hetty Green. However, with electric lights installed in the foyer and courtyard, the Langham served as the primary location for Arthur Conan Doyle's Sherlock Holmes novels A Scandal in Bohemia and The Sign of Four in 1879. Napoleon III, Sibelius, Dvorák, Toscanini, Oscar Wilde, and others made appearances.
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Figure 1: Langham Hotel (Source: Wong et al., 2022)
In Addition, Langham visitors of the 20th century included politicians, Hollywood stars, and royal family members. In 1965 the BBC bought the hotel whole, despite challenges during World War II and the Great Depression. Guy Burgess, one of the 'Cambridge Five', stayed at Langham and the restaurant was turned into a staff bar and refreshment room with the Palm Court acting as the reference library. Great Eagle Holdings enlarged the Langham after buying it in 1995, and major improvements started between 1998 and 2000 (Wong et al., 2022). More renovations thought to have cost £80 million between 2004 and 2009 helped the hotel to return to its former state.  Likewise, the five-star Langham Hotel has 380 rooms and 15 function venues, including the Grand Ballroom, a business Centre, and a renovated Palm Court. The hotel's Mimosa restaurant, Wigmore British Pub, and Dom Taylor's renowned long-term residence, The Good Front Room, will all reopen in 2024 (Xia et al., 2020). The hotel also features an artesian cocktail bar and a private dining area. Langham's Sauce opened a culinary school in 2019. A green plaque commemorating Oscar Wilde, Arthur Conan Doyle, and Joseph Marshall Stoddart for their August 1889 visit to Langham Place was placed by the City of Westminster in 2010 (Wong et al., 2022). Stoddart commissioned pieces for Lippincott's Monthly Magazine from the authors of Doyle's The Sign of Four and Wilde's The Picture of Dorian Grey.
The report will utilise various tools to analyze Langham Hotel's ORM issues, focusing on macro-environmental factors from the PESTEL study and a SWOT analysis to examine the hotel's internal and external aspects. Also, the report will include the TOWS table that will compare internal and external factors to develop possible plans, building on the SWOT analysis results.
[bookmark: _Toc167817101][bookmark: _Toc167881427]Analysis 
Issues with reputation management and diminishing income push the Langham Hotel to rethink its brand value as well as financial performance. The financial situation of a hotel suffers when it postpones adding modern facilities or services. However, negative ratings might erode visitor confidence and deter possible bookings (Palmer, 2016). The Langham Hotel is described as the very competitive luxury hotel scene in London that fuels continuous hotel innovation and pricing changes. In addition, less money and fewer bookings follow from the COVID-19 outbreak and the impact of Brexit on consumer expenditure and travel demand. Also, comments negative about the facilities, maintenance, or degree of service of the Langham Hotel have damaged the guest's pleasure as well as the hotel's reputation. In the present digital world, online reputation management is quite important as online reviews and ratings influence consumer impressions and reservation choices (Goodwin et al., 2017). Constant monitoring and control of the Langham Hotel's online presence will assist in lessening the effect of negative reviews and boost positive travel experiences. The Analysis of the issues that Langham Hotel faces is described below:
[bookmark: _Toc167881428]Intense Competition
The Langham Hotel faces several other pricey hotels in London for the same rich customer base. Competition might offer reduced profit margins, more competitive pricing, and lower housing expenses. If the hotel is to remain ahead of the competitors and draw customers, it has to be always innovative and provide something different (Abdou et al., 2020). This extreme competitiveness may be explained by globalisation, the enormous demand for luxury lodging, and many of London's lavish hotels. The Langham Hotel could use unique guest experiences, customised services, luxurious facilities, value-added packages, or dynamic pricing to help reduce this.
[bookmark: _Toc167881429]Service Quality Issues
Negative remarks regarding the amenities, cleanliness, and service quality may damage the Langham Hotel's reputation and anger guests. In consideration, quick resolution of these issues will increase customer retention and help to maintain positive brand impressions. Therefore, poor service quality can be caused by a variety of factors, including poor training, staff turnover, inconsistent service standards, ineffective operations, maintenance issues, standard hygiene, and building conditions (George, 2021; Sukach et al., 2021). However, mitigating measures include visitor feedback, quality control systems, periodic audits, and a strong emphasis on personnel development and training. Also, it is essential for the hotel to improve strong brand impressions and consistent income. However, this depends on both proactive management of service quality issues and a complete awareness of future development prospects.
[bookmark: _Toc167881430]Online Reputation Management
In the digital era of today, online reputation management is very important as it greatly influences customer impressions and booking choices. The Langham Hotel has to constantly monitor and defend its online image if the hotel wants to balance negative criticism. In consideration of online reputation management there are several factors influencing internet reputation problems are bad visitor experiences, inadequate service quality, operational difficulties, and dishonest people writing reviews (La Grange and Pretorius, 2016; Liu et al., 2016). Likewise, Langham Hotel needs to exceed these challenges and make sure to present a strong online reputation management strategy. However, among these strategies include reading review sites, fast replying to guest remarks, and requesting good comments from happy customers. Also, the strategy includes using social media to interact with customers and highlight their exceptional experiences.
[bookmark: _Toc167881431]Economic issues 
An Economic issue for the hotel includes Brexit and the COVID-19 outbreak that can drastically cut consumer spending and travel demand for the tourist sector. However, Langham's profits and hotel reservations hence have dropped. These concerns affect the profitability of the hotel with declining occupancy rates and room bookings (Jones et al., 2016). The Langham can use creative booking reward systems, flexible cancellation policies, and targeted marketing initiatives to help solve these problems. Diverse income sources, such as hosting events or offering virtual experiences—may also help to lower-income loss.
[bookmark: _Toc167817102][bookmark: _Toc167881432]PESTLE Analysis
Pestel analysis is a well-known management approach for investigating the manner in which various macro factors influence an organization's expansion (Jamil, 2023; Jones et al., 2016). Pestel's analysis allows the industry to consider the influence of six major factors: political, economic, social, technological, environmental, and legal. A detailed pestle analysis of the hospitality industry sector has been formulated that shows how these factors promote or hinder the industry's growth: 
[bookmark: _Toc167817103][bookmark: _Toc167881433]Political factors 
The tourism and hospitality sectors are greatly impacted by the decisions made by local governments. Political unrest may obstruct the growth of the hotel industry, whereas political stability promotes development. In the hotel industry, taxes greatly affect a hotel's total profitability (Kansakar et al., 2019). However, tax policies implemented by the government might help the nation's hotel industry. Hotels may decide to upgrade their infrastructure or security using the tax savings.
[bookmark: _Toc167817104][bookmark: _Toc167881434]Economic factors 
This sector is taking the stage as so many investors are depending on the success of the hotel business. The hotel sector generates foreign exchange, therefore strengthening the national economy. In Addition, direct effects on the hotel business include those of recession, unstable economy, inflation, and unemployment. For luxury hotels running through a recession, having more choices for customers helps (Barreto and Mayya, 2022). People who are less wealthy aim to cut their travel expenses. Their search starts with reasonably priced lodging choices. However, the Hospitality industry covers a variety of companies, the most prominent of which are hospitality and food and beverage services. The worldwide hospitality industry is predicted to reach 5.5 trillion dollars by 2024, up from around 4.7 trillion dollars in 2023 as shown in the graph below:
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Figure 2: UK Market Size (Statista, 2024)
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People are an essential external factor in the hotel industry since their interests and spending habits shape the community and culture to which they belong. The age of the passengers also has a significant impact on their judgements and perceptions. The hotel industry is influenced by societal factors. Similarly, when booking a hotel, millennials want to weigh the amenities against the price (O'Byrne, 2017). However, many visitors choose their hotel pick based on amenities like bars, pools, valet parking, and heating. In Addition, another thing drawing a lot of people to these hotels is their scenic surroundings. 
[bookmark: _Toc167817106][bookmark: _Toc167881436]Technological factors
The hotel business gains from the fresh wave of technological innovations in the technical field. Technology may help hotels in many different ways, particularly with regard to first-rate amenities and quick services. Many websites of hotels provide safe online booking and payment options. However, users of the AI-powered customer service system and safe applications may expect a flawless and satisfying interaction (Borumand, 2022). In Addition, visitors may reserve a hotel at any moment and from any distance with a few clicks. Direct bookings for foreign visitors help the hotel operations. On the other hand, lifts, intercoms, and heaters are among the technologies hotels use to provide their visitors with the best possible experience. Alarms systems and CCTV guarantee their security and safety (Dzhandzhugazova et al., 2016). Likewise, many times, guests pick hotels with better security and conveniences.  On the other hand, the graph below shows the leading hotel brand of 2022:
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Figure 3: Hotel Brands 2022 (Source: Statista, 2024a)
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Environmental issues and the hotel sector are directly related. Hoteliers have kept a premium, ecologically friendly service by applying sustainable practices. In Addition, Hotels might try to reduce the waste of food, water, and electricity (Ionel, 2016; Wood, 2020). Likewise, they may change to run on renewable energy to help to lower pollution levels. In Addition, to decrease plastic pollution, they may also make more use of recyclable materials (Kara, 2018). However, products for chemical cleaning have major environmental effects. Similarly, many hotels have stopped using ecologically damaging chemicals already. 
[bookmark: _Toc167817108][bookmark: _Toc167881438]Legal factors
A nation's laws and regulations are one of the main factors influencing the growth of the hotel industry. The way a hotel runs is directly impacted by laws and tax regulations. Customers' decisions are also greatly influenced by the hotel's location. Typically, travellers steer clear of high-crime zones for their own safety (Poddubnaya and Shipilov, 2019’; Aksoy et al., 2022). Because people would avoid staying in high-crime areas, hotels shouldn't be located there. Likewise, hotels are required to adhere to innkeeper standards in order to protect visitors and their valuables. However, these laws outline who is in charge and how much money should be paid out in the event that anything similar occurs.
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The SWOT analysis contributes to strengths, weaknesses, opportunities and threats for the company. The SWOT analysis for Langham Hotel is as follows:
	Strengthens 
· The hotel is renowned for its exceptional service, elegance, and grandeur. 
· It has a lengthy history dating back to 1865 and is located in the Marylebone neighborhood of London. 
· It offers luxurious guest suites, superb dining options, wellness centres, spas, and versatile event spaces. 


	Weaknesses 
· Negative feedback about services, hygiene, and service quality harms reputation and guest satisfaction. 
· Economic uncertainty has lowered consumer spending and travel demand, affecting hotel reservations and revenue. Examples of this include Brexit and COVID-19. 
· Adaptive revenue management approaches are necessary for successfully navigating a wide range of market conditions. 


	Opportunities 
· To set the business apart from rivals, provide tailored services, environmentally responsible activities, and unique visitor experiences. 
· Use customised marketing to target specialized sectors such as domestic travelers or upmarket event planners, allowing to increase in clients and revenue. 
· Proactive maintenance of an online reputation to promote favorable visitor experiences while minimizing negative remarks.
·  Improving online communication and seeking good evaluations may boost a company's reputation and attract new customers. 


	Threats 
· Luxury hotels compete fiercely to attract rich customers. 
· Ongoing efforts to innovate and lower pricing. 
· Economic turbulence, like COVID-19 and Brexit, has had an influence on the travel and tourist business. 
· A decrease in demand for travel and consumer expenditure. 
· Difficulties producing revenue and profit. 




[bookmark: _Toc167817110][bookmark: _Toc167881440]TOWS Analysis 
A TOWS Analysis, which evaluates a company's opportunities, threats, weaknesses, and strengths, enhances the SWOT Analysis framework (Baum, 2019). It also searches for methods to balance opportunities with strengths and risks. The Twot analysis for Hotel Lagham is as follows:
	
	Strengths (S)
	Weaknesses (W)
	Threats 

	Opportunities (O)
	The Hotel aims to differentiate itself through innovation, targeted marketing campaigns, and proactive online reputation management, 
	The strategy involves addressing service quality issues promptly to improve guest satisfaction and restore brand perceptions
	To mitigate economic uncertainties and compete in intense competition.


	
	The hotel will leverage its brand reputation and historic heritage.
	Exploring revenue diversification strategies to mitigate economic uncertainties. 
	Implement cost-saving measures and financial stability initiatives. 

	
	The hotel will introduce innovative guest experiences and attract new guests
	Implement pricing initiatives to optimize revenue generation and profitability.

	Collaborating with local businesses to differentiate offerings



[bookmark: _Toc167817111][bookmark: _Toc167881441]Recommendations and Change Management
[bookmark: _Toc167817112][bookmark: _Toc167881442]Invest in Staff Training and Development
 Langham Hotel should put training and growth of employees at the top of its priorities. In the hotel business, where customers are always coming and going, having knowledgeable staff is key to providing great service (Kumar Kaushik et al., 2022). On the other hand, employees might not want to take training classes that mess up their current habits and work plans. This can be less of a problem if the hotel uses change management strategies like keeping lines of communication open, letting workers help plan training, making training schedules flexible, keeping the workplace happy, and regularly thanking staff for their training and development efforts (Ramgade and Kumar, 2021). The Langham Hotel will look at the current skill levels of staff and figure out where they are lacking. Solutions for change management will make the shift easier. For example, staff training classes require them to change their normal work hours, the hotel will explain why the change is necessary and stress how the training will help both the workers' professional growth and the bottom line of the hotel. On top of that, staff members who help plan training will be able to say what the next training events will be about and when they will happen (Kaur et al., 2024). To keep day-to-day activities running smoothly, training plans will be made flexible to fit different work hours. It is important for every training session to have a safe space where employees can ask questions and get help when they need it (Arao and Clemens, 2023). 
 When it comes to teaching and developing its staff, the Langham Hotel goes all out to make sure that the courses work well together and have measurable results. Using change management techniques is important to get past problems, especially when employees do not want to change (Blake et al., 2020; Lee, 2021). There will be clear ways for people to communicate with each other about why any changes that need to be made to the training plan are being made. Staff happiness and productivity will go through the roof if management stresses how important training is for both personal growth and the hotel's bottom line. Getting staff input on their chosen training topics and schedules early on in the planning process is a great way to get them more committed and buy-in (Barbour et al., 2020). Staff being able to choose their own training times will keep daily operations running smoothly, even if workers have different shifts. During the training, a friendly atmosphere will be created where employees are urged to take part, ask questions, and ask for help when they need it. A great way to encourage a culture of ongoing growth and show workers how important learning is to the company is to recognize and reward their efforts in training and development programs (Ghani et al., 2022).
 It is important to measure the benefits and success rates of these methods to figure out how well they work and make future efforts better. The training and development courses will be judged by key performance indicators (KPIs) like the number of employees who stay with the company, the number of satisfied guests, and staff polls. Qualitative studies that use first-hand reports are a great way to find out how workers and customers feel about the new service and the whole experience. The hotel staff will be happier and more effective if these changes are made (Murtiningsih, 2020). This can lead to happy guests who spend more money during their stay. Putting money into training and growth for employees will cost money, but it is necessary for long-term success in the service business. The benefits will be greater than the costs because the costs are fair and in line with the size and income potential of the hotel.
[bookmark: _Toc167817113][bookmark: _Toc167881443]Implement Quality Assurance Measures
 It is important to set up quality testing methods so that issues about service quality can be dealt with and clients are happier. Existing practices need to be changed to meet new quality standards and procedures. Staff who are used to the way things are may not want to change (Khalifa et al., 2021; Alzoub and Inairat, 2020). There are several ways the hotel can handle change to make sure the move goes smoothly. It should stress how important it is for quality assurance to always get better, set up a feedback system to get feedback from staff, do sample tests to get a feel for the new procedures and give full training and teaching on the new quality assurance methods. Because of these recommendations, the Langham Hotel will make changes to its methods and quality standards to improve its service and make sure its customers are happy. Change management techniques will be used to make sure the move goes smoothly (Errida and Lotfi, 2021; Pratt et al., 2022). If quality assurance methods change the jobs or processes of staff, it is very important that these changes are explained clearly. The new quality assurance methods will be taught in detail to all staff members, with a focus on how they will improve the hotel's image and make customers happier. Staff will have a clear way to give feedback on the new measures, so they can say what they think or have any problems with them. As improvement is a big part of the quality assurance plan, staff members will have the chance to help make things better all the time.
 	The Langham Hotel has changed a lot since quality assurance methods were put in place. The goal is to improve service quality and make customers happier. Effective communication will be the foundation of this project, and workers will get the skills and information they need through extensive education and training programs (Saarikko et al., 2020). Staff may be more willing to use and be excited about the new quality assurance methods if management tells them how they will help the hotel's image and make guests happy. By doing trial tests, hotels can slowly start using the new methods, which will make people less resistant and give useful information for making the methods better. Along with these efforts, a strong feedback system will be set up to find out what employees think about how well and how easily the new measures work. Responding quickly to staff issues and ideas shows that the hotel cares about being open and listening (Jöhnk et al., 2021). Members of the team will be able to help with changes and improvements over time as part of the quality testing process.
 Key performance indicators (KPIs) like guest happiness scores, return business rates, and measures for online image will be used to judge how well these activities work. It will be helpful to know how well the quality assurance processes improve the general tourist experience and the speed of operations by evaluating them on a regular basis. The hotel can figure out how well its plans are working by keeping a close eye on these measures. Using these quality assurance methods can be helpful in a number of ways (Chillakuri, 2020). If customers are happier and more loyal, the hotel can be able to improve its place in the market and attract wealthy guests who want to be treated well. In the long run, the hotel can also save money and run better if it encourages a growth mindset. People see these ideas as investments in the future growth of the hotel, even though they will cost money to put into action. Costs will be carefully looked at and compared to the hotel's ability to pay to make sure that spending is fair and in line with its size and sources of income (Schipper, 2020). The expected benefits are greater than the costs, which puts The Langham Hotel in a great situation to grow and succeed in the fast-paced hotel industry.
[bookmark: _Toc167817114][bookmark: _Toc167881444]Differentiate Through Personalized Services
 One way for a hotel to stand out from the competitors is to focus on making its services fit the needs of each unique customer. For personalised service to work, staff attitudes and work habits may need to change (Xu et al., 2022). Making these changes can be hard without good change management strategies. To fix this, the hotel can make sure that all employees know what they need to do to provide personalised service, give them the freedom to make choices and lead, have managers and senior staff model the behaviour that is wanted, and set up a way for employees to talk about what worked and what did not when it comes to implementing personalised service (Juliati et al., 2021). The Langham Hotel can set itself apart by offering personalised service and getting its staff to adopt new ways of doing things by using change management techniques. Individualized service delivery may mean that staff roles or methods need to be changed. This can mean that they need to be trained or given more information about their jobs. Staff members will be told how to get and use customers' tastes most effectively and how important individual service is. Employees will be given some freedom to make decisions and show initiative so that they can get individual care while still following the rules. People who work for managers and top employees who show these traits will motivate field workers to provide personalised service (Alzaidi and Iyanna, 2022). There will also be a feedback loop set up so that staff members can talk about the pros and cons of using personalised services. 
 A thorough review method will help the Langham Hotel keep track of how well and what happens with their personalised service plans. This framework will use both numeric and emotional metrics to give a full picture of the progress of the project. By keeping track of things like online reviews, guest happiness scores, and the number of repeat users, hotels can use statistics to look at how the whole experience and visitors' thoughts have changed over time (Grabowski et al., 2021). To figure out how much money the project will make, data on how much money customized service offers, like upselling personalised amenities or events, will also be looked at. Through one-on-one conversations, the hotel will find out how people feel about things and figure out what might need to be changed. The views of staff members are very important when judging the projects' potential and usefulness. Another way to judge success is by how much the staff has adopted the new customer-centred service mindset and shown it in how they deal with customers. Providing personalised services to guests can help hotels make more money and get more rooms booked by making them more loyal and spreading good word of mouth (Mugira, 2022). A high-end hotel chain called the Langham Hotel may be able to attract picky tourists looking for one-of-a-kind and memorable experiences by giving customized services that set it apart from other hotels in the same category. Personalizing service could also make guests feel more linked to the hotel as a whole, which can make them loyal and likely to stay there again.
[bookmark: _Toc167817115][bookmark: _Toc167881445]Adopt Innovative Technologies
 The hotel needs to get cutting-edge technology to stay ahead of the competition in today's digital market and make its operations run more smoothly. There are many good reasons to use new tools, but people who are not familiar with them might not want to. The hotel can use change management techniques as an option. Some of these are giving employees a lot of training on new technologies, setting up a way for employees to give feedback on how well systems are working, presenting new technologies slowly so that employees can get used to them, and giving internal change leaders the power to push for technology usage. The Langham Hotel will use change management techniques to make the switch to new tools and processes go smoothly. Because of the new technology, if any changes need to be made to staff tasks or processes, they will be properly trained (Bilgihan and Ricci, 2024). The staff will be able to learn how to use the new technologies with the help of a well-organized training plan that gives them access to tools and chances to try using the technologies in real life. Companies pick change champions and give them power so they can push for technology uptake and help their coworkers get the most out of it. Workers can get more time to get used to the changes if they are rolled out slowly (Bharwani and Mathews, 2021). The hotel will also set up a way for staff to give feedback on how well and how often they use the new technology. 
 Cutting-edge tools will be used at the Langham Hotel, and the results will be carefully examined. The hotel will measure its success by a number of factors, such as how well it runs, how happy its guests are, and what its staff says. There are signs of operating effectiveness such as shorter wait times at check-in and check-out, more rooms being rented out, and better contact between staff members because of new technology. The hotel will carefully keep track of how happy the guests are by reading online reviews and surveys after their stay. Employees will be asked to give feedback on how useful and efficient the new technology is through meetings, surveys, and study groups (Roy, 2023). Modern technology helps the Langham Hotel stay ahead of the digital curve, draw tech-savvy customers, and make operations easier. Cutting down on waste and making workers more productive are two ways to improve efficiency that can save money in the long run. By giving employees a lot of training and help, the hotel can encourage a culture of new ideas and constant improvement, which will boost happiness and make it easier for employees to stay with the company. A better image, a steady income, and better customer service are all things the hotel can expect from the money it spends on cutting-edge software (Alblooshi and Alyammahi, 2023). The Langham Hotel will lose money on its profits because of the upfront costs of technology, programs to teach staff, and ongoing costs for technical help and upkeep. 
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	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	Declining revenue and reputation management issues
	Implement a comprehensive marketing strategy, including social media campaigns, partnerships with travel influencers, and targeted promotions (Milton, 2024).
	Increase bookings and enhance brand reputation.
	3 months
	August 31, 2024
	£150,000

	
	Develop a loyalty program to retain existing customers and attract repeat business (Kim and Yun, 2022 
Enhance the hotel's online presence through targeted digital marketing campaigns, focusing on unique amenities and experiences.
Strengthen guest loyalty programs to encourage repeat visits and positive reviews, thereby improving reputation.
Invest in online reputation management tools to monitor and respond promptly to guest feedback across various platforms.
Improve online reputation ratings by achieving a minimum average rating of X stars (Han et al., 2021).
Generate positive word-of-mouth marketing leading to increased direct bookings.
	
	
	
	

	Competition in London's Luxury Hospitality Market
	Invest in market research to identify current trends and customer preferences.
	Tailor services and amenities to meet market demands (Kaya, 2020).
	6 months
	November 31, 2024
	£30,000

	
	Innovate service offerings such as unique dining experiences, wellness programs, and exclusive events (Harahap, 2020).
	Differentiate from competitors and increase market share.
	
	
	

	
	Upgrade facilities and room features to maintain a competitive edge.
Focus more on marketing in regard to investing in social media and influencer marketing. 
There will be also placement of discounts, loyalty cards and sales for the hotel customers. 
	Enhance guest satisfaction and increase room rates.
	
	
	

	Negative feedback on service quality, cleanliness, or amenities
	Conduct regular staff training on customer service, cleanliness standards, and hospitality best practices (Wang, 2022).
	Improve service quality and guest satisfaction (Alotaibi, 2022).
	3 month
	August 30, 2024
	£20,000

	
	Implement a rigorous quality control system to monitor and address cleanliness and maintenance issues.
	.
	
	
	

	
	Enhance communication channels for guest feedback and promptly address complaints.
Conduct comprehensive training programs for all staff members focusing on interpersonal skills, problem-solving, and service excellence.
Implement regular performance evaluations to identify areas for improvement and provide ongoing coaching and support (Kim and Kim, 2022).
Implement stricter cleaning protocols and schedules, ensuring all areas of the hotel are consistently maintained to high standards of cleanliness.

Implementation of solutions to begin immediately, with ongoing monitoring and adjustments as needed (Huda, 2020).
	.
	
	
	




[bookmark: _Toc167817117][bookmark: _Toc167881447]Conclusion
It has been concluded that issues like falling income, worries about service quality, and trouble managing the hotel's online image are the key considerations of the Langham Hotel. The key recommendations included are ways to improve and train staff, ways to make sure the quality of services is high, personalised services, and the use of new technology.  Investing in the training and growth of staff can lead to happier customers and better service. The hotel can make sure that all of its guests have a great time by giving its workers the right training and tools to develop a growth attitude. When quality assurance systems are in place, guests will trust and stay more because they help keep service standards high and lower the risk of impacting the image. In addition, the Langham Hotel can also stand out from competitors and give customers experiences that are perfectly suited to their tastes by offering unique and personalised services. By making plans ahead of time and going above and beyond what guests expect, the hotel can strengthen emotional ties with them and encourage them to come back. Conclusively, technologies that are new can be used to make operations run more smoothly and keep customers interested. It can be hard to get workers used to and trained on new technology, but the investment will pay off in the end with higher output and better experiences for visitors. Two change management strategies that will help with a smooth shift and full use of new technology are thorough training and delaying the rollout. Moreover, the Langham Hotel's success rests on putting these ideas into action right away and keeping an eye on their progress with key performance indicators all the time. By regularly checking things like the online image, employee reviews, and guest happiness scores, the hotel can be able to learn a lot about how well the efforts are working and be able to make changes as needed.
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