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Executive Summary
This consultancy report focuses on the various Operational and Strategic issues that Banyan Tree Hotels & Resorts experience, today a reputable luxury accommodation service provider with a reputation for offering guests a unique good touch with the culture of their regions of operation. Through the rapid evolution of the hospitality industry, Banyan Tree has to deal with new competencies, customers’ expectations, and sustainability requirements (Ayala, 2024). Pestel, swot, and two analytical matrices are employed in this report to conduct a comprehensive assessment of these challenges and highlight improvements. Every strategy presented in each part is backed up by data and current industry trends so that the suggestions fit Banyan Tree’s main values together with a sustainable development advice plan that will increase customer satisfaction. Some of the main aims found within our analysis include the following: The major issues were determined to influence Banyan Tree Hotels’ operations, strategic positions, and financial sustainability (Ayala, 2024).  Current resource management and application of technology are suboptimal, and Banyan Tree heavily relies on dated technology platforms making it difficult to deliver sleek, digital personalized guest experiences. These operational constraints lead to a loss of customer satisfaction and operational efficiency of the business  New and vibrant competition makes the culture of price sensible more intensified particularly in the luxury segment to compel Banyan Tree to reimage its pricing strategies. Also, the leaning towards more nature-compassionate travels has an impact on the purchaser decisions, forcing Banyan Tree to improve its sustainability to sustain its market share  Economic changes, and changes in c-Operating costs are being affected by regulatory changes, fluctuations in demand levels are also being influenced by rising environmental standards. New rules regarding environmental concerns and sustainability are inflicting changes on operation strategy, the addition of costs bothering compliance and altered consumption patterns amongst buyers. This report addresses the external and internal analyzing factors that may affect Banyan Tree’s current position and strategic options, through PESTEL, SWOT and TOWS matrices. Considering the analysis of PESTEL for Banyan Tree, it can be stated that several factors operating in the external environment exert pressure on the company. Demand fluctuations, derived from the economic cycles are closely linked with the spending made by the consumers, at the same time political factors, including environmental and sustainability legislations are raising the operational costs. Microtrends also support the importance of sustainable tourism as guests seek the growth of travelling as an experience rather than a product. An evaluation of technological trends in the industry indicates that, for Banyan Tree, there is a need for the company to reinvent its digital networks as a way of keeping up with industry changes (Alvarez-Risco, Estrada-Merino and Perez-Luyo, 2020). There are also topology and regulation considerations, such as new standards and a new law demanding investment in sustainability (Alvarez-Risco, Estrada-Merino and Perez-Luyo, 2020).Considering the internal assessment of the strengths and weaknesses of Banyan Tree, SWOT analysis reveals that brand image and customer loyalty are valuable characteristics. These strengths put Banyan Tree in a place of being a choice resort for high-end culturally experienced travellers. (Min, 2024). For example, high operation costs and shallow online presence outcomes limit customer experience and productivity enhancements. The factors that can be a source of competitive advantage for Banyan Tree are the growth of activities associated with sustainable development and the implementation of new technologies in the framework of managing the company’s interactions with guests (Aslantamer and Ilgın, 2024).  However, requirements such as intensified competition and changes in customers’ preferences are the threats that demand strategic changes to remain competitive (Min, 2024). In sum, based on the findings of the above analyses it is high time for Banyan Tree Hotels & Resorts to enhance its operational excellence, integrate sustainability and go for innovations that entail the use of Information Technology. The effective and specific suggestions that have been focused on in this paper can help Banyan Tree strengthen its market position and improve guest satisfaction while ensuring sound growth and sustainability in the growing field of the hospitality industry. Consequently, Banyan Tree Hotels & Resorts must implement change in strategic management that incorporates practices corresponding to the current traveller values in the hospitality industry. The rise of demand for tourism as a social product means that there must be a strong sense of stewardship to embrace sustainable programs and practices. Ensuring thorough waste management and participation in the effective recycling program, purchasing locally and organically grown goods, and investing in renewable energy Banyan Tree can not only become an environmentally friendly company, that minimizes its CO2 emissions but also creates a package of extra value for the potential tourists. Such initiatives will be very appealing to its environmentally conscious customer segment and make it win the loyalty of new travellers who factor the sustainability of tourist destinations in their choice. Moreover, the creation of wellness-related concepts for commercial opportunities including spa services and healthy menu selections can expand Banyan Tree’s appeal and guarantee its position in the wellness tourism segment.However, technology is earmarked to be a strategic focus area for Banyan Tree to improve guest satisfaction as well as our operating model. Through the use of today’s digital technologies including effective property management systems and artificial intelligence customer relations solutions, the brand can enhance efficiency and thereby enlarge on customer experience. Focusing on the integrated digital environment will help Banyan Tree respond to young people’s preferences who are eager to be provided with comfort and an individual approach during travelling.
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1. Introduction
[bookmark: _Toc181903452]1.1 Background of Banyan Tree Hotels & Resorts
History of Banyan Tree Hotels and Resorts Banyan Tree Hotels and Resorts started in 1994 as a luxurious hotel and resort company that has a special focus on delivering cultural and environmental fusion (Min, 2024). The brand comprising of resorts was first founded in 2008 in Phuket, Thailand and now operates in Asia, Europe and North America (Bakaouka, 2022). 
[bookmark: _Toc181903453]1.2 Overview of the Consultancy Firm
Banyan Tree Hotels & Resorts company was established in 1994 in Phuket, Thailand, and is a luxury hospitality brand that embraces the communities’ cultural and natural environment (Buhalis, Papathanassis and Vafeidou, 2022). The brand’s mission and vision is to create a truthful representation of different cultures within the luxury hospitality business. (Pratama et al., 2024). Since then Banyan Tree has grown to operate other resorts and Hotels stretching from Asia to Europe, through the Americas and the Middle East all of which capture the spirit of the locale (Illahi, 2024). Some choices of stay in Banyan Tree are villas and suites whose average size is from 600 to 2000 sq ft. Some of these accommodations provide basic accommodations, personal swimming pools and spectacular views to make guests enjoy their solitude. The brand is also known for featuring very many wellness amenities such as spas, fitness and wellness services that are targeted at the health-conscious clientele (Okumus et al., 2017). On the same note, while striving to provide high-quality service delivery, Banyan Tree has embraced sustainability. Activities of waste reduction and energy efficiency, social responsibility, and environmental management are designed to reduce the company’s environmental footprint. Banyan (Bakaouka, 2022).
[bookmark: _Toc181903454]1.3 Problem Statement
Over the past several years, Banyan Tree Hotels & Resorts faced several problems resulting from increased competition, volatile customer demand, and higher concerns for environmental responsibility throughout the industry. These are all the concerns that are further amplified by the changing needs of the guests whose expectations start with environment-friendly policies to personal technology preferences during their travels. As a result, Banyan Tree is under pressure on its Gross and Net margins, productivity and brand image given that it lags in technology. Such circumstances call for strategic reconcentration through which Banyan Tree can restore competitive advantage, increase operational effectiveness, and improve sustainability policies and practices. In this report, the authors desire to redress these pertinent questions by establishing the causes and a systematic problem-solving framework. 
[bookmark: _Toc181903455]1.4 Analytical Frameworks (PESTEL, SWOT, TOWS)
The following sections use the PESTEL, SWOT, and TOWS matrices to provide a systematic evaluation of external and internal threats affecting Banyan Tree.
[bookmark: _Toc181903456]1.4.1 PESTEL Analysis
 This framework assesses macro-environmental factors that work Political Economic Social Technological Environmental and Legally affecting Banyan Tree (Gonzalez, Gasco and Llopis, 2020). An understanding of these forces will help to establish what external forces or trends are at work in the hospitality environment and their relevance or effects on the brand (Pai et al., 2024).
[bookmark: _Toc181903457]1.4.2 SWOT Analysis
 SWOT stands for an organisation’s strengths, weaknesses, opportunities and threats; this framework examines the internal evaluation of Banyan Tree. Within the context of SWOT analysis, we identify opportunities, assets, risks and threats for this brand (Ahmad, Samad and Mahmood, 2024).
[bookmark: _Toc181903458]1.4.3 TOWS Matrix
 Shifted from the SWOT analysis, the TOWS matrix is used to define the overall strategic approach whereby the internal resources, whether strengths and weaknesses are matched against the external opportunities and threats. This means our recommendations are founded on what has been proven to work at Banyan Tree and external conditions of competition (Pai et al., 2024).
[bookmark: _Toc181903459]2. Analysis
It is argued in this consultancy report that the principal difficulties that Banyan Tree Hotels & Resorts encounter are analyzed here based on the effects they have on the brand and are discussed in conjunction with pertinent factors from the industry literature (Gao et al., 2024). The PESTEL analysis of Banyan Tree in this part examines the various factors currently impacting the organisation while SWOT and TOWS analyses present the strengths, weaknesses, opportunities and threats to the firm and the possible solutions for each (Pai et al., 2024).
[bookmark: _Toc181903460]2.1 Challenges of Operational Inefficiencies
[bookmark: _Toc181903461]2.1.1 Impact of Increased Competition
Geographically segments in locations where Banyan Tree Hotels & Resorts currently operate increase prospective risks and competition from new entrants to the luxury hotel niche together with online accommodation sharing services such as Airbnb. These new competitors started focusing on sustainable and experiential travellers, senses which area has always been the key strength of Banyan Tree. As seen in Luxury Travel Research 2024, the current generation of luxury travellers has gone far and wide in search of experience and value-based accommodations where sustainability is top-notch. 
[bookmark: _Toc181903462]3.2.2 Causes of Increased Competition
The foundation of the upturn in competition that Banyan Tree is experiencing relates to shifts in the market preference in the luxury market segment (Leung, 2018). Modern-day customers want not only a sumptuous stay but also a sustainable and seamless travel experience that goes with their principles. Research conducted in the past few months shows that this year’s luxury travel consumers are comfortable with a willingness to pay more for sustainable products and memorable immersive experiences (Travel Insights, 2024). The dynamics have been met with fervour by competitors through green infrastructure, customer engagement through digital platforms and value-based pricing models (Sustainable Hospitality Research, 2024). 
[bookmark: _Toc181903463]3.2 Competitive Pressures and Market Dynamics
[bookmark: _Toc181903464]3.2.1 Market Competition and Challenges
The fierce market competition has been further produced by establishing new entrants into the luxury hotels market as well as accommodation models like Airbnb threatening Banyan Tree Hotels & Resorts. Most of these new entrants target the repeating and emotional customers that Banyan Tree has typically served (Teng et al., 2023). It was found that about 65% of luxury travellers today are looking for luxury travel experiences that are more experiential, and responsible; these include echoing sustainable, local and cultural experiences (Luxury Travel Insights, 2023). Also, competitors are seen to use more modern designs, provide reasonable charges, and incorporate the most current solution technologies to the amenities for guests. For instance, new-age amenities and sustainability measures adopted by hotels reveal a 20% higher occupancy level than the hotels that lack such an outlook (Lipton, 2024).
[bookmark: _Toc181903465]3.2.2 Causes of Increased Competition
At the source of this increased competition is the changing character of luxury travel customers. Currently, luxury is not just a desire to obtain large-space rooms and suites, but it is also a search for responsible, effective, and integrated travel experiences. According to (Alsetoohy et al., 2019) survey of travellers showed that 72% of them consider sustainability when selecting their hotel. Challenges have been swiftly met by competitors by increasing the availability of green infrastructure, moving marketing and bookings online, and adopting value-based pricing models (Vicente, no date). For instance, hotel companies that have integrated sustainability, including sourcing local raw materials and minimising wastage, have recorded up to a 30% rise in the guest satisfaction score and a 25% rise in customer retention (Sustainable Hospitality Research, 2024). 
[bookmark: _Toc181903466]3.3 Sustainability and Environmental Responsibility
[bookmark: _Toc181903467]3.3.1 Impact
 The demand for sustainable hospitality increased as the consumer consciousness of the impact of their decision grew with time. However, unlike materially and methodologically combined environmental initiatives that include the sourcing of materials sustainably and the reduction of waste, they often noticeably lack the holistic approach of leading companies. The Sustainable Travel Report in 2024 suggests that an encouraging 73% of millennial and Gen Z travellers consider sustainability to be very important in their choices of where to travel to (Uçgun and Şahin, 2023). This disconnect can put Banyan Tree at risk of diluting its brand with younger consumers who expect companies to be more accountable for sustainability. Lacking a more effective and comprehensive strategy of implementation in sustainability could lead to the loss of this generation and the market share which could be conquered by competitors who are considered to be environmentally and sustainable-minded (Meyer-Arendt, 2024).
[bookmark: _Toc181903468]3.3.2 Causes
Increased consumer demand for sustainability can be explained by of higher sensitivity of consumers to environmental requirements and legal amendments in the sphere of hospitality. That is exactly what new regulations demand – specific, easily measurable sustainability activities that will add pressure to the industry and make it hold itself to higher standards (Nadkarni et al., 2019). This has prompted other major competitors to come up with attractive sustainability strategies, procuring the nearby accreditation, and executing policies that are modest to the environment, hence attracting those consumers who care for such features. Therefore, Banyan Tree can slowly be shaped out of the market by these competitors if it does not increase its existing sustainability strategy. Internal factors which include for instance limitations in available resources, and issues in searches for and prioritizing sustainable factors have been drawbacks in Banyan Tree’s growth and acknowledgement of its sustainable solutions and practices (Meyer-Arendt, 2024).
[bookmark: _Toc181903469]4. PESTEL Analysis
PESTLE test aids in assessing global macro forces that may affect Banyan Tree operations, along with the Political, Economic, Social Technological, Environmental and Legal forces.
[bookmark: _Toc181903470]4.1 Political
Labour regulation, environmental regulation, and regulatory compliance with tourism policies are among the reasons that raise operational costs. For instance, environmental laws and regulations affecting waste management policies and energy consumption, or employment practices legislation contribute to cost and policy increase. Noncompliance can result in penalties or reputation loss in case of adverse exposure to the public (Maui revealed, no date).
[bookmark: _Toc181903471]4.2 Economic
The hotel also experiences reduced revenues and greater volatility during difficult economic periods and during periods of instability in international travel. Further, inflation is a force majeure impacting supply forecast while fluctuation in currency erodes profitability where the location has a global reach (Maui revealed, no date).
[bookmark: _Toc181903472]4.3 Social 
Trends to sustainability and culturally sensitive experiences, draws new experiences from the guests. Consumers especially young travelers today seek sustainable travel and real experiences which means that Banyan Tree has to be able to adapt to the two trends (Meyer-Arendt, 2024).
[bookmark: _Toc181903473]4.4 Technological 
The fast adoption of technology in the industry means that digital convenience has become the norm. Lack of Technology such as advance booking system, mobile application and CRM system causes a poor chain of guest experience in Banyan Tree (Aguiar-Castillo et al., 2021). Also, employes do not have personalized experiences based on advanced technology that would enhance competitiveness (Meyer-Arendt, 2024).
[bookmark: _Toc181903474]4.5 Environment
Rising consciousness about environment pushes Banyan Tree into making superficial display of sustainable activities. These are such aspects as minimizing the impact on the environment through cutting emission of carbon, observing rational use of resources, and supporting conservation measures as brands of companies that are environmentally friendly are quickly gaining more acceptance among environmentally sensitive travelers (Meyer-Arendt, 2024).
[bookmark: _Toc181903475]4.6 Legal
It is important to adhere to national and global legal requirement pertaining to sustainability, health and safety and labor standard. Measures to compliance with laws regulating waste and prohibition of the use of plastics, as well as ethical employment practices (Meyer-Arendt, 2024).
[bookmark: _Toc181903476]5. SWOT Analysis
[bookmark: _Toc181903477]5.1 Strengths
· A luxury travel guide that has built up an established reputation for offering a culturally enriching experience.
· A high percentage of repeat guests because of this particular brand’s opportunity to combine a luxurious and yet culturally responsible offer.
· The process of differentiation by the properties that reflect and respect the local culture and history (Lin, 2013)
[bookmark: _Toc181903478]5.2 Weaknesses
· When automation is not widely used most of the time the labor and operational cost tends to be high.
· A deficient digital ecosystem, which restricts the scope of actions to technology-oriented, young consumers.
· Fewer customer awareness programs voluntarily dedicated to sustainability compared to competitors which might lead to reduced brand identity among the environmental conscious consumer (Aslantamer and Ilgın, 2024).
[bookmark: _Toc181903479]5.3 Opportunities
· A effective method of proving the hotels environmental practices could increase the number of environmentally sensitive guests (Ivanov and Webster, 2019).
· Raising the level of technological management of business processes to improve the quality of services to the guests (Alphun, Sainaghi and Turker, 2023).
· New Demographic Segments: Target the young generation of travelers, who opt for the eco-friendly and cultural traveling (Lin, 2013).
[bookmark: _Toc181903480]5.4 Threats
· There are growing sophistication in luxury brand by engage in environmental-friendly measures and focusing on personalized services (Nazarian et al., 2023).
· Occupy rates could experience changes because of economic movements or change in foreign exchange rates mainly at the international hotels.
· Expenditure increase because of new labor, environmental, and tourism laws (Lin, 2013).

[bookmark: _Toc181903481]6. TOWS Analysis
Conducted with TOWS matrix, Banyan Tree weaknesses are matched with opportunities and threats to be able to turn the weaknesses into strengths by developing specific strategies.
		Strategy Type



	



		Strategic Approach



	




		SO (Strength-Opportunity)



	



	Leverage Brand Reputation for Sustainability Marketing: Marketing of the cultural and sustainable experiences enforcing Banyan tree’s established strong brand image. Thus, increasing more coverage on the eco-friendly marketing campaigns, Banyan Tree can advertise about what it is already doing to protect the environment, and in return attract more clients who are sensitive to the environment (Banyan Tree Hotels & Resorts in Luxury Hospitality 2024 - Google Scholar, no date).

		ST (Strength-Threat)



	



	Differentiate via Cultural Immersion to Combat Competition: One of the main competitive advantages of Banyan Tree is the cultural integration, which should be actively used to create competitive advantage (Ahmad, Han and Kim, 2024). For instance after-entry threats such as new entrant offering basic luxury.

		WO (Weakness-Opportunity)



	



	Invest in Digital Transformation to Attract New Demographics: Fix the mobile distribution issues of OTAs by enhancing Banyan Tree’s mobile-friendly rooms-booking systems, reliable CRM, and AI-driven individualization. In this way, by implementing the policy of improving the digital environment, Banyan Tree always captures audiences of young people who appreciate digital comfort and individual approach (Banyan Tree Hotels & Resorts in Luxury Hospitality 2024 - Google Scholar, no date).

		WT (Weakness-Threat)



	



	Adopt Comprehensive Sustainability Programs to Mitigate Compliance Risks: Establish clear and effective sustainability initiative initiatives including waste; renewable energy and local conservation measures. 



All the above-discussed TOWS strategies can help Banyan Tree Hotels & Resorts to mitigate its weaknesses and properly manage opportunities in order to enhance competitiveness, meet the new demand from clients, and increase overall operational effectiveness. Alignment of these strategies vis-a-vis internal resources and strengths, as well as external opportunities and threats, will help in the transformation of Banyan Tree in to a newer, more sustainable and adaptive hospitality brand (Hing et al., 1998).
[bookmark: _Toc181903482]7. Recommendations and Change Management
[bookmark: _Toc181903483]7.1 Digital Transformation
· CRM means Customer Relationship Management; it is a system that will accrue all the information about its guests, and use this data for marketing promoters and/or enhance the service quality. This system can capture guest profile, their spending patterns, and their response to the services provided by Banyan Tree in order to offer customized services to the guests (Liu et al., 2023).
· Develop a mobile enablement for booking and improve the website to increase usage. This should include elements such as mobile check in/check out of rooms, ordering of room services through an application as well as concierge services all in efforts to ensure that guests interactions are enhanced (Morrison, 2022).
· Guest information can be captured by an AI system with suggestions such that if a guest had previously stayed at a particular hotel or is within an age bracket, then the hotel should recommend spa services or local attractions (Kelly, Lawlor and Mulvey, 2019).
· Make sure all the staff are aware of the changes and/on are trained on how best to use the new tools. This entails establishment of a standard on job training and getting program to ensure that standardity is not compromised.
· Relevance and efficiency of digital experiences result in the high satisfaction of guests and increase brand popularity.
· Greater automation will mean less time working through paper processes, meaning more time for high relationship engagement with clients etc.
· This means that if all their guest data are centralized they will be able to review their marketing approaches and services to their clientele (Hing et al., 1998).
[bookmark: _Toc181903484]7.2 Strengthening Sustainability Initiatives
· Establish the Banyan Tree brand as a premium sustainable and green hotel to capture the segment of increasing green consumers and to respond to the increasing legal requirements of the industry.
· Identify specific targets for sustainability, including cutting water usage by a third, avoiding the use of plastics where possible and effectively recycling (Singh et al., 2024).
· Engage stakeholders on sustainability experts to ensure that the sustainability programs are incorporated with standards, as validated by consultants of green standards (Green Globe or LEED) (Gao et al., 2024).
· Spread environmental knowledge by using leaflets, posters, describing practices, and products strongly related to the topic, used by members of the personnel interacting with the guests. For instance, they can be discouraged from using their towels and linen frequently; invited to support recycling and join local eco-tours (Teng et al., 2023).
· Recolour and replace bulbs with energy efficient lamps, install solar power where possible and the use of environment friendly materials. The results also support the improvement of relations with suppliers interested in sustainability to improve the supply chain.
· Sustainability practices will seal deals with environmentally sensitive guests and portray the firm as a environmentally friendly grouping (Hing et al., 1998).
· Compliance with environmental regulatory requirements will prevent fines and living costs like water and energy consumption (Hao et al., 2022).
· Generation of young consumers, for instance, will be impressed with the brands that adopt environmentally friendly strategies or products, therefore leading to repeat patronage.
[bookmark: _Toc181903485]7.3 Pricing Strategy Adjustments
As a strategy to attract more guest and expand the clientèle without lowering the standards of the luxury hotel brand.
· Strategize and evaluate, in regard to pricing: competitors, market conditions, and target guests. Closely pay attention to the concept of value and specificity of Banyan Tree services and products (Ray et al., 2023).
· Implement the use of a revenue management tool which will help control price changes for your rooms based on demand, time of year and current occupancy. Dynamic pricing will assist Banyan Tree to remain competitive during the peak demand and provide maximum revenues at the same time (Mercan et al., 2020).
· Currently, create product bundles that incorporate memorable events, courses, or trips such as spa treatments, cooking lessons or cultural tours respectively. These packages should commend themselves to clients so as to create value addition not necessarily by lowering room rates.
· Introduce special packages with combinations that may respond to the local guests’ choices along with increasing absorption during the low and nonpeak seasons without the complete loss of uniqueness (Lee, Barker and Kandampully, 2003).
· This forms of pricing strategy will assist in the determination of revenues during peak seasons of the year in an effort to increase the occupancy factor (Khan and Wahab, 2023).
· By making some enhancements that line up with the market trends, however, value-added packages enhance the attractiveness of luxury products without the need for a cut on price—the effect which would compromise the brand’s prestige (Shin and Jeong, 2022).
· Implementing a segmented and value-based pricing strategy can both increase the amount of guests Banyan Tree hosts from different demographics – from millennial to corporate guests – while maintaining the brand’s luxury positioning (Hing et al., 1998)
[bookmark: _Toc181903486]7.4 Enhance Employee Engagement and Training Programs
Objective: Increase service quality, encourage the reception of new systems, and staff engagement as well as satisfaction.
· Critic criteria include ability of staff in areas like customer relations, embracing sustainability and information technology. Determine the definite lacks of skills requiring them for new modified tool utilizing possibilities and change to sustainable model (Shin and Jeong, 2022).
· To this end provide training that includes an initial orientation of new employees, recurrent, periodic training of other employees, and specialized training for staff in certain knowledge areas. Example types could include personal computing skills, environmental conservation, and inclusion diversity lessons (Putra and Law, 2023).
· Begin an employee recognition program, for example through monthly employee of the month or a sustainability hero in the company (Pan and Fu, 2024).
· Establish opportunities for career development so that employees may advance within the company, such as employees taking advice and training from senior ones (Bohne and Jolliffe, 2021)
· A quality service delivery process is very vital especially when dealing with a luxury car brand and well trained and motivated workers are more likely to provide quality service (Alrawadieh, Alrawadieh and Cetin, 2020).
· These measures help to keep the staff knowledgeable of new technologies and practices that may characterise the future changes in the organisation.
· Valuing and rewarding people and focusing on their skills enhancement has been proven to increase organisational commitment and decrease turnover implying more control and a more stabilised team.
[bookmark: _Toc181903487]7.5 Wellness and Health-Oriented Offerings
Target the increasing trend of health and wellness travelers by enhancing the line up of wellness activities in Banyan Tree Hotels & Resorts and making Banyan Tree as the market leader of the health and wellness tourism.
· Introduce specific response products such as propaganda, familiarization trips, yoga and meditation health camp, and training sessions. Offer annual packages which would attract guests who are interested in cleaning their systems, recovering or strengthening their bodies from the rigors of farming (Kim et al., 2023).
· Bring wellness kits into the rooms like oils, guided meditation and yoga videos as well as mats and resistance bands for visitors who need wellness even in their rooms.
· Organize cultural fitness and nutrition educational classes with local and international invited wellness performers (Murtaza, Khan and Mustafa, 2024).
· Choose menu options with fresh, organic, locally-sourced, and plant products to attract client base that is conscious of eating healthy. Suggest cleanse or immunity enhancing dishes in keeping with the healthy eating concept (Dwivedi et al., 2023).
· Another interesting and highly growing channel is health and wellness tourism; the development of these services enables the attraction of new segments of consumers and an Increase of the average length of their stay (Cobos et al., 2016).
· Another really interesting approach that could be taken is to market Banyan Tree as a health-related luxury brand in order for it to appeal to holidaymakers who value well-being (Bohne and Jolliffe, 2021).
[bookmark: _Toc181903488]7.6 Building a Loyalty and Membership Program
A good designed loyalty and membership program helps to enhance guest retention and to cultivate long term customer relationship.
· Develop a tiered incentives system giving better incentives as the guest’s frequency of his/her visits to the hotel or total expenditure escalates. Perks may comprise private offers, presale to inventory and complimentary improvements.
· This is a good reason to offer loyalty program members privileges including check-in before the standard time, free spa day, invitation to private events, or personalized sightseeing.
· Extend the loyalty program to the brand’s smartphone application and PEC and use it as a gateway to the CRM database to monitor the activity of the members and offer them offers relevant for their activity profile (Wynn and Jones, 2022).
· Sleep outputs seem to correlate with word-of-mouth recommendations regularly given to friends and family so this can be hyperlink used to spread brand virally by offering points, discounts or free nights to guests to refer friends through offering feedback options.
· Loyalty program helps in revisiting kind of thing is very much important for revenue generation from the long term perspective in any hospitality establishment.
· Obtaining preferences and the behavior of loyalty program members allows for the analysis of the guest experience and the ability to modify this as needed for the future (Bohne and Jolliffe, 2021).
[bookmark: _Toc181903489]7.7 Enhancing Digital Marketing and Social Media Presence
Improve and consolidate the brand’s web presence especially with the young travelers and boost direct sales through a more focused web selling strategy.
· To enable the brand to get to its target market, these platforms should include; Instagram, Facebook, and Pinterest for showcasing the luxurious products, the fantastic locations the brand offers, and the sustainability practices. Daily the firm should post lively materials including property rents, guest experiences, and cultural practices.
· Collaborate with travelers, health and fitness professionals, environmental activists, and artists that capture Banyan Tree’s brand spirit. Such are the influencers that can be used to directly reach the audiences, and they act as a credible reference (Alnasser et al., 2024).
· 
· Post incredible blog articles, videos, and travel itineraries about Banyan Tree necessary attractions and features for updating the site and creating traffic performing searches.
· Employ retargeting adverts to get in touch with people who had one point in time been to the Banyan Tree website. Further, apply the email marketing promotions for an exclusive rate, new deals, and seasonal deals to make guests book directly (Boswell, 2023).
· The youthful and eco-tourism market may also been targeted and engaged with well-developed social media and content contribution strategies’.
· Digital marketing can therefore directly lead clients to Banyan Tree’s booking website, something that would eventually reduce on commission incurred on third party applications that often cut into the hotel’s profits (Boswell, 2023).
[bookmark: _Toc181903490]7.8 Sustainable Food and Beverage Initiatives
Improve sustainability and attract tourist clients interested in environmental conservation, quality food production and disposal.
· Make use of locally available produce during every season in order to minimize the carbon imprint of food transportation (Boswell, 2023)
· Some of the measures include: Food waste management; recycling food waste through composting and donations to the needy through food charities.
· Offer many vegetable and environment friendly dishes for those guests who are sensitive to the environment and the environment of the hotel (Bilgihan et al., 2016).
· Use educational slogans on the menus or exhibit some posters around the dining area that give information on sustainable sourcing, and zero waste among others, the value of going vegan (DiPietro and Wang, 2010).
· By promoting commitment to sustainable dining practices Banyan Tree seeks to enhance its position as an exclusive, environmentally-conscious brand.
· Guest’s sensitivity to environmental issues particularly those concerning food may increase guest satisfaction (Mahmoud et al., 2024).
· Enhancing cultural experience can also enhance guest satisfaction and overall visitation as today's tourists want to have meaningful experiences.
· When purchasing services and supplies from local businesses, Banyan Tree ensures it is meeting the needs of the local communities besides nurturing the readiness of the local stakeholders.                                                                                                              
· Remote work amenities can bring customers who may spend more time in a hotel than those who come for a few hours or a night (Shamim, Gupta and Shin, 2024).
· Being able to take the work anywhere gives a chance to Banyan Tree to uptake this expanding market.
If these suggestions are followed, it will indeed help Banyan Tree Hotels & Resorts to build a competitive advantage for itself as a provider of luxury hotel accommodations to emerging travellers, as well as improve its operational sustainability. Each of these strategies combines to underpin the company mission of the Banyan Tree to offer luxury and memorable experiences that are sustainable and respect the local culture (Boswell, 2023).
[bookmark: _Toc181903491]8. Action Plan
The following table contains details of problems, recommendations, expected achievement, time frame and possible costs that can help Banyan Tree Hotels & Resorts.
	Issue
	Solution
	Desired outcomes
	Timeline
	Budget

		Operational Inefficiencies



	



		Implement digital transformation



	



	Economies of scale, positive guest satisfaction.

	 12 months
	$500,000

	Limited Sustainability Efforts
	Strengthen sustainability initiatives
	Improved brand image, attract guests concerned with the environment	

	6-18 months
	$300,000

	Pricing Challenges
	Synchronize pricing policy with reference dynamic prices and value-added offers







	Reasonable quotes kept with appeal to the luxury segment

	6 months
	$200,000

	Employee
Skill Gaps
	Training offers innovative and wide-ranging training methodologies.



	These include enhanced service delivery, staff involvement
	ongoing
	$150,000/year

	Low 
Guest Retention
	Establish loyalty and membership club




	More staying guests and guest loyalty	
	3 months
	$100,000 setup

	Weak Social Media Presence
	V is boosted up on digital marketing and influencer relations.

	Bigger brand recognition, higher amount of direct reservations
	6 months
	$100,000

	Demand
Wellness Experiences
	Furthermore, place and extend wellness and health-oriented products and prospects.	

	Target and seize the wellness tourism consumer segment, boost brand reputation
	6-12 months
	$250,000



The following action plan shows priorities for the organization, proposed solutions, prognoses of outcomes, deadlines, and cost estimates for the specified concerns of Banyan Tree Hotels & Resorts. In response to the operational issues identified, Banyan Tree will receive a radical digital business plan that it will use to improve efficiency to address the current guest experience problems (Law et al., 2023). This process is expected to cost $500,000 and last for one year; however, it will result in economies of scale and generate value for guests (Sharif et al., 2021). The effectiveness of sustainability efforts within the organization will enhance the company’s image to travellers; this will take a period of 6 to 18 months to accomplish and will cost about $300,000. (Osei and Cheng, 2023). Banyan Tree will target that of the luxury market within a period of 6months for $200,000. Further, training programs incorporating advanced technology will enhance the gaps of deficiency in skills of the managerial staff requiring an annual fund of $ 150000. Forming a loyalty and membership club will offer an opportunity to retain the guests in less than 3 months which will cost $100,000 (Boswell, 2023).
[bookmark: _Toc181903492]9. Conclusion
This consultancy report has focused on Banyan Tree Hotels & Resorts to perform the SWOT analysis to understand the frameworks of the company’s improvement within the operations, environment care, price positioning and employees in the company. In a growing hospitality environment, these areas can provide Banyan Tree with a proper basis to improve its position as a luxury hospitality brand and embrace the ever-changing guests’ expectations and relevant market trends.
Digital enablement of the existing services will help enhance the functioning of each segment of Banyan Tree, deal with the issues of cost inefficiency, and ultimately enable the brand to better adapt to the market challenges. Improving sustainability efforts requires attention because they both satisfy legal standards and attract environmentally conscious clients – a modern and continuously growing category of guests who are willing to pay for responsible luxury. Dynamic pricing and VAP will help Banyan Tree to flexibly target both organic and luxury segments, so the company will not only retain its competitive position but also keep its unique image. Last of all, improving employee participation and training will educate and motivate the staff to meet the high standard expected of the luxury hospitality industry.
Altogether, the management of Banyan Tree has incorporated all the above strategies in a systematic structured plan shaped to uphold the flagship cultural values of cultural sincerity, environmental sensitivity, and guest satisfaction. On such issues, Banyan Tree has assumed an active posture in moving forward and implementing the initiatives because, in turn, this will further solidify the company’s brand and adapt to the changing consumer expectations hence experiencing sustainable growth. On behalf of myself and my team, thank you to Banyan Tree Hotels & Resorts for providing us the opportunity to work on this venture. This collaboration reflects the company’s and the hotel’s vision of sustainable luxury and best hospitality. We always welcome further cooperation in the future, seeking consultancy and cooperation to fulfil Banyan Tree’s ambition of the promotion of responsible luxury tourism around the world. Combining all these collaborations, Banyan Tree can become a positive force and a role model to create an evolution within the hospitality industry with the luxury of growing green and reconnecting with our roots.
Consequently, Banyan Tree Hotels & Resorts is poised at a crossroads where harnessing even a few strategic revisions can intensify its brand, while simultaneously reinforcing the company’s sustainability core. With the proposed course of action, there is significant potential for Banyan Tree to improve operational productivity, develop new, innovative sustainable local management practices and cultivate a culture of staff development. These efforts alone will sharpen the competitive advantage of Banyan Tree while at the same time setting the brand in line with the principles of today’s global travellers, who value sustainability, uniqueness, quality, and authenticity. The process of reaching these objectives presents an endless task, and we are privileged to have worked on this project with Banyan Tree. We await the developments taking place at Banyan Tree and are ready to support even higher in its achievement.
[bookmark: _Toc181903493]
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