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[bookmark: _Toc166720993]Ascend Consulting
[bookmark: _Toc166720994]Executive Summary
The Langham, Melbourne, welcomes this Ascend Consulting study. We resolved your occupancy rate difficulties. This study suggests improving guest acquisition, revenue management, and guest experience to increase occupancy. Hotel performance is improved by boutique hospitality firm Ascend Consulting. To boost occupancy and guest satisfaction, our professionals employ data, industry trends, and creative marketing. We like helping clients reach business goals.
Melbourne Langham struggles to fill rooms. After a thorough examination, Ascend Consulting found improvements. This paper provides basic approaches for: 
Marketing, social media, and partnerships to retain guests. Revenue Management Optimisation: Internet distribution, dynamic pricing, and appealing packaging improve revenues. Better guest experience: Improve technology, personalise interactions, create new experiences, and learn from visitors. These approaches will increase Langham occupancy, revenue, and competition. Ascend Consulting will enhance Langham occupancy and luxury status during installation.
An upscale hotel The Langham, Melbourne, noted for luxury, has seen occupancy dip. This decline threatens the hotel and needs a thorough study. Because of its luxury and service, the Langham's low visitor acquisition is significant. Many things reduce occupancy. Hotel marketing may emphasise luxury above travel trends and customer preferences. Non-luxury customers may be denied. Pricing may be unoptimized. Static pricing may ignore seasonal and market changes. Guest recruitment and competition rates may be overlooked off-peak. Finally, exceptional guest experience may not be enough to retain guests in the ever-changing hotel sector. Luxury is nice, but other things may make guests happier. To stand apart, the Langham may offer individualised service, cutting-edge technology, or unique local experiences. Finally, The Langham's occupancy decline necessitates diversification Despite its premium past, it needs a strategic redesign to attract new guest categories, optimise revenue management, and improve guest experience. Resolving these issues would enable the Langham recover Melbourne premium hospitality market leadership and ensure long-term success.
Ascend Consulting's thorough study revealed many key factors for The Langham, Melbourne's occupancy decline.
Marketing emphasises luxury. Missing emerging travel trends may dissuade guests. Family and business travellers seeking non-luxury may ignore Langham.
Pricing Strategy: Pricing may not be lucrative. Static prices may ignore seasonality. It may lag competitors in price and market trends. Off-peak visitor recruitment and competitiveness may decrease.
Guest Experience Enhancement: The Langham has great service but might improve your stay.  Technology enhances operations, personalises relationships, and showcases Melbourne's diversity. These factors help Langham retain guests.
These numbers show Different solutions are needed for Langham's occupancy. Marketing, price, and guest experience may restore Langham's Melbourne luxury hotel dominance.
Analysis by Ascend Consulting explains Langham's occupancy decline. Overuse of luxury marketing may skew views. The hotel draws wealthy guests, however it may not be appealing to different travellers. This includes families seeking kid-friendly services, business travellers wanting flexible workspaces, and romantic couples seeking unique experiences.
Static pricing hurts. In a dynamic market, not modifying hotel prices to seasonal or competition pricing may cost money.  Off-peak packages or flexible pricing may attract people who dislike luxury prices. Without price adjustments, the Langham may struggle in the current competitive climate.
Despite a nice stay, a lack of inventiveness may disappoint guests.  Staff training and visitor preferences enhance luxury, which is crucial. Hotel guests like mobile checkout, keyless entrance, and digital assistants. The Langham may present unique cultural events involving local artists, chefs, and entrepreneurs.
The Langham's occupancy problem originates from a mismatch between marketing and guest preferences, a static pricing plan that doesn't respond to market changes, and a chance to improve the guest experience with customisation, technology, and unique things. By fixing these interconnected challenges, Langham can grow.
Ascend Consulting addresses the analysis's concerns with targeted visitor acquisition, revenue management optimisation, and guest experience improvements. Increase guests with marketing diversification. Show how The Langham serves families, business travellers, and romantic couples beyond luxury. Instagram and Facebook advertisements can promote unique experiences to certain populations.
Strategic Partnerships: Utilise Melbourne's lively culture. Offer museum, theatre, and sports lodging packages. This promotes Melbourne and draws tourists.
Digital marketing SEO can boost Langham's keyword and luxury hotel ranks. Add enticing descriptions to booking platform and travel agency listings. Dynamics Pricing Strategy: Analyse market trends, competition pricing, and historical data with RMS. Set dynamic room prices utilising this data to increase year-round profit. Prices vary off-peak to attract customers.
Promotions targeted: Offer enticing guest segment packages and promos. Couples weekends, business retreats, and kid-friendly pricing.
Service: Train staff to personalise visitor experiences. Consider guest interests and recommend local sites, activities, and restaurants. Relationships and experience improve.
User-friendly tech enhances guest comfort. Smartphone check-in, keyless entry, and in-room digital assistants simplify the procedure.
Curated Experiences: Be creative in local business. This could include celebrity chef seminars, art gallery visits, or VIP local event admission. Langham offers tailored experiences.
These tips may increase Langham guests, revenue, and memories. The Langham's multi-pronged plan will keep it at the top of Melbourne's premium hotel industry, attracting new and returning guests.
The Langham Melbourne is luxurious and service-oriented. Because hospitality is changing, the occupancy reduction requires a strategy. Ascend Consulting found insufficient visitor preferences, a static price structure, and change opportunities after extensive investigation. This article addressed a complex occupancy revival method. Customised marketing will draw guests to the Langham. Clients will remember curated events and individualised attention, while dynamic pricing will enhance revenue year-round. These suggestions may help The Langham improve luxury hospitality. Instead of impressing few, the hotel will astound many. The Langham's strategic overhaul will restore occupancy and maintain Melbourne's luxury hospitality leadership. The Langham and Ascend Consulting will implement.  Strategy, staff training, and change impact monitoring are our services. Help us revive The Langham's Melbourne luxury.
[bookmark: _Toc166720995]Introduction
Hotel Langham is elegant amid Melbourne's bustling metropolitan centre.  One of Australia's oldest hotels, 1865.  With 388 magnificent rooms and suites, the Langham provides unrivalled service. Langham's architecture and suites stand out (Shah et al., 2023). The heritage-listed facade exudes Victorian splendour. Guests enter a magnificent entryway with chandeliers, lofty ceilings, and soft couches. Langham is known for hospitality.  Devoted workers like personalising service. Langham butlers and concierges are discreet and knowledgeable. Guests include luxury seekers.  Business visitors praise the hotel's proximity to Melbourne's financial district, modern facilities, and well-appointed offices. Romantic getaway couples will enjoy luxury accommodations, delicious food, and a sophisticated atmosphere.  Langham offers large rooms, family events, and kid-friendly amenities. Langham amenities go beyond luxury residences (Le, 2018).  
Excellent service is our goal. Every job is investigated, detailed, and exceeded. Our recommendations are based on cutting-edge analytics and data. Integrity is trusted. We cooperate ethically and openly. Customers get the best advise from our independent analysis and honest comments.  We succeed by satisfying clients. We assist hotels with issues and goals.  Our clients make decisions and are educated (Vorobjovas-Pinta & Pearce, 2024).
Our focus is clients.  Start with market research, competition analysis, guest feedback analysis, and hotel financial assessment. Thorough research shows advancements and untapped potential. Results follow team aims. We forecast occupancy, income, and visitor satisfaction. Our action plan addresses your goals and challenges (Lal & Davis-Ngatai, 2018).   This procedure usually involves:
Marketing and Revenue Management: We increase guests and optimise distribution. Our data-driven revenue management solutions boost annual earnings (Berisha Qehaja et al., 2017).
Operations Efficiency: We streamline to save money and increase team productivity.
Upgrade: We make visitors' stays unforgettable from booking to departure. Consider new tech, staff training, and personalisation (Loizia et al., 2021).
Our enthusiasm transcends advice.  To implement with you.  This includes:
1. Training and Development: We instruct your workforce.
2. Performance is tracked by data analysis and changes.
3. Our goal is a hotel collaboration. Advice and support continue as your business grows.
[bookmark: _Toc166720996]External Environment Assessment
Australian tourism benefits from political stability. Visas and travel restrictions may limit international visitors. Government tax and labour policies affect operational costs.  Corporate travellers spend more in Australia due to its healthy economy (Berisha Qehaja et al., 2017). Global economic conditions and exchange rates effect tourism spending. The Langham offers health and speciality travel. Increased sustainability needs eco-friendly hotel operations. OTAs and booking platforms altered hospitality. Langham needs technology to expand online. Technology enables new guest services. Environmental awareness brings difficulties and opportunity. Being eco-friendly helps the Langham attract guests and reduce its environmental effect. Operating costs may be affected by environmental restrictions. Worker safety laws apply. Changing data privacy requirements must be considered when collecting and handling guest data (Slavova, 2020).
[bookmark: _Toc166720997]Inner Strengths/Weaknesses
Strength
Langham's strengths are luxury and service. The hotel's prime location in Melbourne's vibrant city hub simplifies work and play. Langham has a spa, gym, and award-winning restaurants. The hotel's skilled crew provides individualised service.
Weaknesses:
Luxury experiences may outweigh emerging travel trends and passenger segments.
Pricing Strategy: Static pricing may miss seasonal or competition rates.
Personalized interactions, technology integration, and local experiences may improve guest experiences.
[bookmark: _Toc166720998]Strategy Options TOWS Analysis
TOWS can produce strategic options using PESTEL and SWOT:
Websites and social media can attract tourists seeking unique experiences.
Sustainable travel: Follow evolving rules and attract eco-conscious travelers.
A revenue management system can change prices for seasonality and competition to avoid revenue loss.
TW marketing goals: Meet travel trends by adding guests.
SO: Possibilities-Strengths Promote Melbourne's charm and The Langham's partnership with local businesses and cultural institutions via unique events.
SO: Train staff to customize guest experiences for better service and memories.
[bookmark: _Toc166720999]Conclusion:
PESTEL, SWOT, and TOWS help the Langham, Melbourne make strategic decisions. The Langham can increase occupancy and solidify its position as Melbourne's luxury hotel leader by resolving external concerns and capturing new opportunities (Palazzo & Micozzi, 2024).
[bookmark: _Toc166721000]Analysis
Outside forces shape the hospitality environment. PESTEL is needed at The Langham, Melbourne, to identify opportunities and mitigate risks.
1. PESTEL
Political 
Government stability increases tourist and business travel and hotel occupancy. Travel and demand can be greatly affected by political turmoil or travel restrictions.
Economic
Strong economies improve disposable income, increasing tourism and hotel stays. Conversely, recessions may reduce travel spending and occupancy.
Exchange rate swings may increase travel costs for foreigners. Currency fluctuations require Langham pricing adjustments.
Social
As the population ages, senior travelers may benefit from accessible amenities and wellness initiatives. Increased intergenerational travel demands versatile accommodations and activities for diverse ages.
More personal and real travel is desired. The Langham offers customized Melbourne culture and attractions. Wellness tourism is growing, providing spa and wellness packages (Septiandy & Rahadi, 2020).
Technological 
OTAs and travel booking platforms revolutionized hospitality. The Langham requires a robust website and distribution methods to attract guests.
Tech innovation increases guest experiences. Mobile checkout, contactless payments, and in-room smart assistants may simplify and personalize the experience.
Environmental
Hotel sustainability is a growing concern for eco-conscious travelers. Reduce energy use, conserve water, and use eco-friendly amenities to attract eco-conscious guests at the Langham.
Climate change may reduce tourism due to extreme weather and rising sea levels. The Langham should alter its offerings and marketing to address climate change (Pan et al., 2019).
Legal
GDPR mandates adequate data protection for guest data. Langham follows all data privacy rules.
Labor Laws: Work hours, minimum wage, and benefits must be followed. Workforce expenses may change with labor restrictions.
Guest review: "The Langham staff went above and beyond. We planned a surprise birthday supper for my spouse with the concierge, and the butler recalled my liking for green tea and had it in the room when I arrived. Great service made it feel like home(Sotiriadis, 2018)."
2. Quality-focused:
Service, facilities, and amenities are Langham priorities. The hotel has big, appealing guest rooms and suites with high-quality furniture, rich linens, and modern comforts. Careful decor and design provide a rich atmosphere. Langham's ARIA Melbourne delivers contemporary Australian cuisine. This enhances dining and the hotel's reputation (Dohmen, 2013).
Exceptional services: The Langham provides a variety of services, from the soothing Chuan Spa to the cutting-edge fitness center.
A travel blogger adds, "The Langham's accommodations are elegant and well-maintained. Everything is high-quality, from soft bathrobes to high-thread-count sheets. And dinner at ARIA Melbourne was unforgettable (Ahmed, 2018)."
3. Ideal Spot:
The Langham's city center location offers unrivalled convenience and closeness to landmarks. Melbourne's financial district, business hubs, and cultural institutions like the Melbourne Arts Centre and National Gallery of Victoria are walking distance from the hotel. This benefits business and leisure tourists seeking meeting space and city culture. Hotel guests can readily reach trams and trains. Melbourne Airport is near The Langham, making travel easy (Vokhta, 2022).
Business traveler: "The Langham's location was ideal. I walked to critical meetings and explored the city's cultural attractions in my free time. Melbourne was easy to navigate because to public transit."
4: Legacy and Reputation
Grandeur and service define Langham hotels globally.
Trust and Recognition: Langham provides exceptional hospitality, providing guests confidence when booking. The Langham's brand appeals to discerning tourists seeking luxury. Visitors who appreciate continuity and great service across locations choose the Langham's global network and reward programmes (Mbachu & Frei, 2011). "We chose The Langham for our anniversary due of its luxury and romance. The experience exceeded our hopes. Hotel staff were attentive, and the atmosphere was exceptional (Kuzina, 2017)."
[bookmark: _Toc166721001]Conclusion:
Customer service, quality, location, and brand recognition make the Langham successful.  By capitalizing on these strengths and addressing the issues, the Langham can continue its luxury hotel leadership in Melbourne and provide a great experience.  The Langham's SWOT analysis examines strengths, weaknesses, opportunities, and threats. Knowledge of these aspects aids long-term strategic decision-making. Its main advantages provide the Langham an edge.  Quality and service assure a pleasant stay at the hotel.  The brand legacy and accessibility of Melbourne's attractions draw luxury travelers. Langham has fascinating outside options.  Service and agility fit the increased demand for customized experiences and niche travel segments at the Langham.  Technological innovations can enhance guest experiences and streamline operations.  Sustainable practices attract eco-conscious travelers and fulfil evolving needs. Langham faces external threats.  Economic and political turmoil can affect tourism and occupancy.  To stand out from other luxury hotels and lodging options, service must be unique.  Finally, to stay relevant in hospitality, The Langham must adapt to guest tastes and travel trends.
With its strengths, the Langham can seize external possibilities.  Publicising the hotel's service culture may attract those seeking personalised experiences.  Increasing wellness tourism lets The Langham create tours and packages. Reducing external dangers requires fixing weaknesses. The Langham may compete with dynamic pricing and feedback.  Marketing to guest demographics and travel trends would also ensure SWOT reveals vulnerabilities must be fixed to avert external threats (Baiocco & Paniccia). Expanding the idea:
Addressing flaws reduces threat.
Feedback & Reputation Management: After addressing guest complaints and posting positive guest experiences online, the Langham can combat negative reviews and maintain a strong online reputation, especially during economic downturns when travelers are more critical (Haynes & Nunnington, 2010). Dynamic pricing strategies allow The Langham to adjust rates based on seasonality and competitor offerings, ensuring competitiveness during economic downturns and maximizing revenue during high seasons.  Expanding the Langham's marketing to embrace other visitor groups and specialty travel trends would help it attract new customers and reduce its dependence on volatile luxury travel categories. The Langham's service and customisation differ from other luxury hotels and other lodging options.  By providing an unforgettable experience beyond rooms, the Langham can lead Melbourne hospitality. Guest Feedback and Market Research: The Langham adjusts to changing guest tastes.  Add additional amenities, create themed experiences, or cater to travel trends (Stojković & Ristić). 
SWOT forecasts The Langham's future.  Using its strengths, capitalising on opportunities, addressing weaknesses, and controlling risks, the Langham can adapt to the evolving hospitality market and remain Melbourne's top hotel.  Service, quality, and adaptability will assure the hotel's long-term prosperity and guest satisfaction (Bakhat & Marroun, 2022).
Sustainable growth strategy: TOWS Analysis
Beyond SWOT, a TOWS study examines how The Langham can leverage its internal strengths (S) and weaknesses (W) to capitalise on external opportunities (O) and mitigate external threats (T). This strategy framework recommends competitive advantage and sustainable growth.
TOWS Table Analysis
Addressing external opportunities and dangers helps the Langham grow and compete. Final remarks to support the analysis:
To maximise The Langham's service culture (S1), staff training is necessary. Staff trained to tailor client encounters, anticipate needs, and give outstanding service will produce memorable experiences (S1, O1). O3 goes beyond guest feedback systems with data-driven decisions.  S3, W3 dynamic pricing schemes might be based on market trends, competitive data, and visitor demographics.  Data helps marketing initiatives target guest segments and travel patterns (W4, O1, O2).
Continuous improvement: TOWS analysis is just the start (He & Yaeghoobi, 2018).  The Langham should analyse SWOT and TOWS frameworks and adjust tactics to support growth.  This allows for hospitality and tourist preferences to change (Njagi et al., 2021).
[bookmark: _Toc166721002]Conclusion:
Following TOWS's advice, the Langham can stay ahead in Melbourne's luxury hotel market.  The hotel will grow by prioritising client service, quality, and flexibility.
PESTEL Summary
	Factor
	Description
	Potential Impact on The Langham

	Political
	Political stability, government policies
	Travel restrictions, operational costs

	Economic
	Economic growth, currency exchange rates
	Occupancy rates, guest demographics

	Social
	Changing demographics, shifting travel preferences
	Demand for specific amenities, need for diverse experiences

	Technological
	Online booking platforms, technological innovation
	Distribution channels, guest experience

	Environmental
	Sustainability, climate change
	Guest preferences, operational costs

	Legal
	Data privacy regulations, labor laws
	Data security, staffing costs



SWOT Summary
	Strengths (S)
	- Renowned service culture & personalized attention - Unwavering commitment to quality (luxurious accommodations, award-winning dining, amenities) - Prime location in Melbourne's city center - Brand legacy & reputation for luxury hospitality
	Strengths keep guests happy and loyal. Service and customisation should be marketing priorities. Keep passenger experience high-quality.

	Weaknesses (W)
	- Inadequate feedback management system - Passive reputation management practices - Static pricing model neglecting seasonality and competitor strategies - Narrow marketing focus overlooking emerging travel trends and diverse guest segments
	Develop robust guest feedback collecting, analysis, and implementation systems. - Manage internet reputation by addressing negative reviews and promoting positive ones. Dynamic pricing maximises revenue and responds to market changes. - Target families, business travellers, and wellness aficionados.

	Opportunities (O)
	- Growing demand for personalized and authentic travel experiences - Rise of niche travel segments (e.g., wellness tourism) - Potential to leverage technology for enhanced guest experience (mobile check-in, contactless payments) - Implement sustainable practices to attract eco-conscious travelers
	Develop Melbourne attractions and culture. Offer wellness or family-friendly packages to specific travel segments. Improve guest experience and convenience with technology. Encourage eco-friendly guests to reduce environmental impact.

	Threats (T)
	- Political instability and travel restrictions - Economic downturns impacting travel budgets - Competition from other luxury hotels and alternative lodging options (e.g., vacation rentals) - Evolving guest preferences and travel trends
	Adjust marketing and pricing for politics and economics. Offer exceptional service and unique experiences to distinguish The Langham. Follow industry trends and guest preferences to stay relevant.



	Factors
	Strengths (S)
	Weaknesses (W)
	Strategic Recommendations

	Opportunities (O)
	* Growing demand for personalized experiences (O1) * Rise of niche travel segments (O2) * Technology for enhanced guest experience (O3) * Sustainable practices attract eco-conscious travelers (O4)
	* Inadequate feedback management (W1) * Passive reputation management (W2) * Static pricing model (W3) * Narrow marketing focus (W4)
	* Utilize guest feedback to develop personalized experiences (S1, O1). Train staff to personalize guest interactions (S1, O1). * Leverage technology to gather guest feedback and showcase positive reviews online (S3, W2, O3). * Develop niche travel packages (wellness, family-friendly) leveraging strengths (S1, S2, O2). * Offer dynamic pricing based on market data and competitor analysis (S3, W3, O1). * Broaden marketing campaigns to target diverse guest segments and niche travel trends (W4, O1, O2).

	Threats (T)
	* Political instability & travel restrictions (T1) * Economic downturns (T2) * Competition (T3) * Evolving guest preferences (T4)
	* Renowned service culture fosters guest loyalty (S1, T2). Highlight exceptional service in marketing to retain guests (S1, T2). * Implement dynamic pricing to remain competitive during economic downturns (S3, W3, T2). * Exceptional service differentiates The Langham from competitors (S1, T3). Develop unique experiences based on guest preferences (S1, T4). * Continuously monitor guest feedback and market trends to adapt offerings (S1, T4).
	


[bookmark: _Toc166721003]Conclusion:
The TOWS analysis provides a comprehensive roadmap for The Langham's strategic decisions. The Langham can maintain growth and a competitive edge by using its strengths, fixing its weaknesses, and anticipating external threats(0Burrell et al., 2023). A few last remarks to support the analysis:
Investment in Staff Training: Leveraging The Langham's service culture requires staff training. Staff training to tailor client encounters, anticipate needs, and give outstanding service will produce memorable experiences (S1, O1). Decision-making with data Choosing technology (O3) goes beyond guest input. Market, competitive, and visitor demographic data can inform S3, W3 dynamic pricing schemes. Data lets marketing initiatives target guest segments and travel trends (W4, O1, O2) (Kundračiková, 2015).
Continuous Improvement: TOWS analysis starts, not ends. Through SWOT and TOWS reviews and strategy adjustments, the Langham should foster ongoing growth. This accommodates changing hospitality and guest preferences. The Langham can preserve its premium hotel supremacy in Melbourne by following the TOWS analysis's recommendations. Customer service, quality, and adaptability will help the hotel grow and succeed.
[bookmark: _Toc166721004]Recommendations and Change Management
Advice for Langham, Melbourne:
This paper offers solutions to help The Langham, Melbourne overcome challenges and seize opportunities. For ongoing growth and a competitive edge, each tip exploits the hotel's strengths and fixes weaknesses.
[bookmark: _Toc166721005]1. Enhance Guest Feedback and Encourage Feedback-Driven Improvement:
Simple guest feedback systems include email or QR code questionnaires and in-room comment cards. Getting feedback during their stay is simple. Staff must be trained to collect, assess, and act on feedback. Staff should be educated to see trends, categorize input, and escalate difficulties. It should encourage prompt, professional responses to positive and negative feedback(Ponomareva, 2016). Monitor visitor feedback to inform decisions. Data should inform department choices. If guests complain about cleanliness, housekeeping may be reviewed. The Langham uses these measures to learn guest preferences and improve service.  Guest satisfaction, loyalty, and online reviews can improve(Haynes et al., 2017).
[bookmark: _Toc166721006]2. Active Online Reputation Management and Tech:
Social Media Strategy: Promote pleasant visitor experiences to attract new guests. Request high-quality photos and videos of hotel facilities, events, and guest activities. Guest inquiries and feedback can be handled instantly on social media. The Langham may offer discounts or loyalty points to enhance TripAdvisor and Google reviews. Positive reviews boost the hotel's online reputation and attract guests. Monitor and Respond to Online Reviews: Address negative reviews quickly. Professionally resolving negative feedback shows The Langham's commitment to guest satisfaction and protects its reputation. These methods increase The Langham's online presence, reputation, and strengths.  Brand recognition, clients, and guest satisfaction grow(Jhunjhunwala & Deo, 2018).
[bookmark: _Toc166721007]3. Optimize Revenue with Dynamic Pricing and Targeted Marketing:
Seasonality, rivals, and local events can change Langham hotel rates with dynamic pricing software. This helps The Langham compete and maximise peak-season revenue. Research and segmentation: Wellness and family holidays are expanding. These categories may help the Langham tailor its offerings and marketing to certain guest profiles(Moret, 2020). Target niche audiences with online and travel agency packages and activities. Reach increases with tourism board or travel influencer partnerships. Revenue and profit can be increased by dynamic pricing.  Market targeting will boost guests and diversify revenue, reducing luxury travel sector dependence. These concepts work.  Social networking and guest reviews are popular.  Reputable organisations offer market research and dynamic pricing software.  Targeted marketing ROI is high but requires proper planning and budgeting(Tsybulka, 2024).
[bookmark: _Toc166721008]Langham Implementation/Change Management
This study may improve Langham operations and visitor experience. Successful implementation requires a clear change management plan that encourages employee buy-in and minimises disruption.  The implementation and change management strategies for each recommendation are here(Njagi et al., 2021).
[bookmark: _Toc166721009]1. Guest Feedback Improvements:
A reliable vendor can help you choose and implement a user-friendly, hotel management software-integrated guest feedback system. Guest experience surveys online should be brief. In-room feedback cards with clear instructions should be attractive(Koney, 2019). Train staff on guest feedback and the new system. Train staff to use surveys, encourage in-room card completion, and listen to customers. Feedback improves hotel experiences for all (Bivolaru et al., 2009).
Possible Issues:
1. Guest engagement feedback is low.
2. Staff resistance to change or workload.
Solutions:
Send welcome emails, in-room literature, and digital signs to encourage visitor feedback. Prizes for surveys include raffle entries. Highlight guest feedback in staff meetings and training. Reward staff who seek feedback(Adjei-Baah, 2017).
[bookmark: _Toc166721010]2. Active reputation management
Implementation:
Assign an online social media manager. Plan engaging social media posts about hotel features, visitor experiences, and activities. Track TripAdvisor and Google reviews. Establish protocols for promptly and professionally responding to positive and negative criticism(Nguyen, 2016).
Manage change:
1. Teach staff about reviews and social media.
2. Let staff answer simple guest questions on social media.
3. Provide exceptional service to boost online reviews.
Possible Issues:
1. Lack of staff social media capabilities.
2. Handling negative online reviews is difficult.
Solutions:
Working with a social media agency on strategy and setup.
Set clear standards for responding to negative reviews, empathy, problem-solving, and responsiveness.
Guest fun is encouraged with social media contests and marketing(Aziri & Zeqiri, 2020).
[bookmark: _Toc166721011]3. Dynamic pricing, tailored marketing
Hotel reservation systems should use dynamic pricing software. Finding Langham-relevant travel categories requires market study with travel industry analysts. Target niche audiences with creative content and packaging. Travel firms, tourism boards, and influencers can help you reach audiences(RASHID, 2022).
Manage change:
1. Revenue manager revenue optimisation training and dynamic pricing software.
2. Teaching sales and marketing teams specialty travel segments and package USPs.
3. Pricing and marketing should be coordinated across departments.
Possible Issues:
1. Internal dynamic pricing expertise lacking.
2. Challenges differentiating niche marketing messaging.
Solutions:
1. Revenue managers should receive intensive training from dynamic pricing software vendors.
2. Workshops should address specialist travel demographics, motivations, and communication mediums.
3. Monitor marketing campaigns and adjust segment messaging.
4. Methods of communication
Continuous stakeholder communication is essential during implementation. To review success, challenges, and opinions, staff must meet regularly.  Leading the reforms and emphasizing their benefits for personnel and hotel profitability is key (Virolainen, 2021).
Courses:
All workers need training. They learn new strategy implementation. To create a guest-centric culture, training should be role-based and explain modifications "why"(Angkasuvana, 2005).
Stakeholder Engagement
Senior management and department heads must implement.  Communication and ownership of potential improvements would be encouraged(Burukina & Yandovsky, 2016).

Manage Langham Staff Change and Response
The proposed changes must be evaluated for Langham's employees.  Employees may oppose benefited changes.  Change management can assist Langham solve these problems.
Impact on Staff:
Workers' hours, clothes, and basic duties are unlikely to change with this report.  However, adjustments may be needed:
Guest comments: Staff may need training or a mindset change to manage guest comments.
1. Traditionalists may need to adjust to guest social media.
2. New pricing software and market developments may require revenue manager training.
3. Marketers may need to target niche travel segments.
4. Management of Change:
The Langham should use these change management tactics for a smooth transition with minimal resistance:
1. Communication:
Leadership should inform staff of changes. Meetings and Q&As can address staff concerns and promote openness. Multiple channels to reach all staff. Internal publications, town halls, and departmental communications are examples.Over time, guest satisfaction, revenue, and employment stability benefit employees(Mochalova, 2019).
2. Develop and train:
Staff training: Give intensive training on new tactics. Employee concerns should be addressed in role-specific training. Maintain staff support during changeover. Mentors, training, and issue-specific hotlines are examples(Riley, 2019).
3. Staff Engagement:
Facilitate staff feedback on adjustments. Suggestion boxes, anonymous polls, and staff focus groups work.
Incentives: Reward employees for adopting and implementing improvements.
Thank staff who accept change and work hard to implement new strategies.
Good Company Culture:
Positive workplace culture motivates and overcomes challenges at The Langham. This way:
1. Let people own their jobs and boost innovative ideas. Whenever possible, involve personnel in decisions.
2. Teamwork: Encourage departmental collaboration to support everyone during transformation.
3. Celebrate implementation accomplishments. Employee morale and motivation can survive changes.
4. Communications channels
Notify personnel via multiple channels.  Possible inclusion:
1. Leadership updates and handles staff concerns during town halls.
2. Notifying departments of role changes via email.
3. Regular internal bulletins on progress, successes, and issues.
4. The intranet offers training, FAQs, and implementation updates.
[bookmark: _Toc166721012]Conclusion
Effective communication, training, and a positive workplace culture can help The Langham adapt and gain staff support. Staff appreciation throughout the process will boost morale and implement this report's recommendations(Serdyuk, 2023).  Collaboration will eliminate opposition and enable staff shape The Langham(Widiya & Kodrat, 2017).
Evaluation of Langham's Transformation
Successfully implementing this report's recommendations necessitates tracking their impact and progress(Serdyuk, 2023). An evaluation framework for Langham's strategies is presented.
Performance indicators:
Clear KPIs for each recommendation will guide progress. KPIs must be quantifiable, reasonable, meaningful, and time-bound(Muiruri, 2012).
Examples of KPIs:
1. The visitor feedback system
2. Guest surveys online and in-room
3. GSSI feedback
4. Response to guest feedback
5. Active reputation management
6. More positive TripAdvisor and Google reviews
7. Online negativity drops.
8. Comments, likes, shares
9. Dynamic pricing, tailored marketing
10. Increased revenue
11. Peak and off-peak occupancy
12. Bookings from targeted marketing
GSI evaluates guest feedback.
Understanding online review sentiment helps reputation management.
To analyse targeted marketing, track website traffic and booking conversions.
Performance Review Methodology and Frequency:

Monthly, quarterly, or biennial KPI-based performance reviews are advised.
KPI progress will be measured via guest surveys, online reviews, booking systems, and social media analytics.
Regular reports with critical results and recommendations will be sent to hotel management(Tolvanen, 2018).
Adjust and improve:
Evaluations create feedback. Data can inform strategy and improvement.
A/B testing improves marketing by comparing messaging or targeting.
Flexible strategy: The hotel should monitor market trends, guest feedback, and competition.
[bookmark: _Toc166721013]Langham Cost/Benefit Analysis
This Advice Helps:
Ideas could improve Langham operations. 
Discover advantages: 
Streamlining guest feedback improves cleaning, service, and efficiency. Focused marketing reduces waste, while dynamic pricing optimises income allocation(Andini & Koesrindartoto, 2020). Happy customers: Fast service and proactive reputation management improve guest satisfaction. Guest feedback will help The Langham tailor services to guest needs and preferences, improving satisfaction. Pricing adjusts to market changes to maximise income(Samkange & Earnhart, 2017). Niche travel marketing boosts off-season bookings. These methods can boost revenue and guest loyalty. Increased Competition: The Langham may stand out by aggressively collecting visitor feedback and adapting to market trends. Web presence and expert travel segments will help Langham adapt to guest tastes(Luo & O'Halloran, 2017).
Cost-analysis:
The recommendations cost upfront, but the long-term benefits outweigh it. Here are possible costs:
1. The visitor feedback system
2. Pay for online surveys and in-room comments.
3. Try in-house comment card designers and compare platform costs.
4. Active reputation management
5. Pricey social media managers and marketing agencies.
6. Outsource or teach social media management.
7. Dynamic pricing, tailored marketing
8. Software for subscription marketing and dynamic pricing.
9. Risk mitigation: Use free or cheap analytics platforms and negotiate competitive software licencing costs.
10. Price optimisation and targeted marketing trump software costs.
[bookmark: _Toc166721014]Conclusion:

The Langham's success is detailed in this consultancy report. The proposals will address key issues, operations, and visitor pleasure(Koivunen, 2018). Implementation requires proactive planning, stakeholder communication, and evaluation. A dynamic hospitality culture will keep the Langham competitive and market-leading.  This report's suggestions can help The Langham become a customer-focused luxury hospitality leader in Melbourne by providing exceptional experiences.  We want to help you maximise The Langham's potential(George, 2021).
This document offers many solutions to help The Langham overcome challenges and seize opportunities. For ongoing growth and a competitive edge, each tip exploits the hotel's strengths and fixes weaknesses(Cebe Okul, 2019).
1. Encourage guest input and growth.
1. Online questionnaires and in-room comment cards make visitor feedback easy.
2. Trained staff to gather, evaluate, and respond to guest input.
3. Take visitor feedback into account when improving experience.
4. Gain insights, promote guest satisfaction, and improve online reputation.
2. Maintain Technology and Reputation
1. Promote guest experiences and attract guests via social media.
2. Invite guests to leave positive remarks online.
3. Responding quickly to positive and negative online reviews.
4. Get online, attract customers, and boost brand sentiment.
3. Marketing Objectives and Dynamic Pricing
1. Optimise room rates with real-time dynamic pricing.
2. Market research shows The Langham's speciality travel segments.
3. Target niche audiences with creative content and packaging.
4. Value: Increase sales, guests, and Langham distinction.
[bookmark: _Toc166721015]Implementation methods
1. Use vendor suggestions to choose and implement solutions.
2. Train personnel in new methods and logic.
3. Clear communication channels address employee difficulties.
Manage change:
1. Encourage open change communication with staff.
2. Explain how the changes will improve visitor and employee safety.
3. Give employees clear ways to comment on changes.
Measure impact:
Each recommendation should have KPIs (guest feedback, online review sentiment, revenue growth).
Compare guest feedback and social media engagement GSI scores to KPIs for online presence.
Adjust strategy with data.
Cost-analysis:
1. Training and software platform subscriptions are initial fees.
2. Over time, revenue, visitor satisfaction, and competitiveness exceed expenditures.
3. Spend less with free analytics and software license agreements.
[bookmark: _Toc166721016]Conclusion:
These strategies may help The Langham focus on customers.  Data-driven decision-making, improvement, and innovation will keep The Langham leading Melbourne's luxury hospitality sector.
[bookmark: _Toc166721017]Action Plan for The Langham, Melbourne
This action plan outlines key initiatives to address the identified challenges and capitalize on opportunities.
	#
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inadequate Feedback Management
	* Implement a guest feedback system (online surveys, in-room comment cards) (W1) * Analyze guest feedback to identify areas for improvement (S1) * Respond to guest feedback promptly and professionally (S1)
	* Improved understanding of guest needs and preferences (S1, O1) * Increased guest satisfaction and loyalty (S1) * Reduced negative online reviews (W2)
	3 months
	October 15, 2024
	$10,000 (Software & Training)

	2
	Passive Reputation Management
	* Develop a proactive social media strategy to showcase positive guest experiences (W2, O3) * Encourage guests to leave online reviews by offering incentives (optional) (W2) * Regularly monitor online reviews and address negative feedback promptly (W2)
	* Enhanced online reputation and brand image (W2) * Increased positive online reviews (W2) * Improved guest satisfaction and loyalty (S1)
	Ongoing
	Continuous (Monthly Monitoring)
	$5,000 (Social Media Management)

	3
	Static Pricing Model
	* Implement dynamic pricing software to adjust rates based on seasonality, competitor analysis, and demand (W3, O1) * Train staff on dynamic pricing strategies (W3)
	* Increased revenue and occupancy rates (S3, O1) * Improved competitiveness in the market (S3, T3)
	4 months
	November 15, 2024
	$20,000 (Software & Training)

	4
	Narrow Marketing Focus
	* Conduct market research to identify niche travel segments (e.g., wellness, families) (W4, O2) * Develop targeted marketing campaigns for diverse guest segments and niche travel trends (W4, O1, O2) * Partner with relevant travel agencies and tourism boards to reach new audiences (W4)
	* Increased brand awareness and reach (W4) * Attract new guest segments and diversify revenue streams (S2, O2)
	6 months
	December 15, 2024
	$30,000 (Market Research & Marketing Campaigns)

	5
	Staff Training on Personalized Service
	* Conduct training programs for staff on personalized service techniques (S1, O1) * Encourage staff to go the extra mile to anticipate guest needs and exceed expectations (S1)
	* Enhanced guest experience through personalized service (S1, O1) * Increased guest satisfaction and loyalty (S1) * Improved staff morale and engagement
	Ongoing
	Continuous (Quarterly Training)
	$15,000 (Training & Development)



[bookmark: _Toc166721018]Conclusion
In conclusion: Success Roadmap
This consultancy report advises The Langham, Melbourne on difficulties and potential. This research offers practical advice and change management tactics to help The Langham succeed in the ever-changing hospitality industry.
Our rigorous investigation examined The Langham's operations, market dynamics, and industry trends. A deep study found substantial performance concerns and focused actions.
Highlighting Key Issues:
The Langham addressed key report concerns. Some major points:
Poor feedback management makes it hard for Langham to understand visitor preferences. This may miss possibilities to improve guest experience and discover development areas(Wang, 2016).
If not managed, negative reviews can damage The Langham's online reputation. Addressing guest complaints and writing positive reviews online builds trust and attracts new clients.
Competitive methods and market instability may prohibit static pricing from making money. Marketing limits the Langham's appeal to atypical travellers.
To assess these issues, Langham operations, client satisfaction, and success were examined. Feedback mechanisms that fail can reduce repeat business and positive word-of-mouth. Online reviews can dissuade Langham guests, lowering occupancy and income. Finally, The Langham's rigid pricing model and narrow marketing focus may diminish luxury hospitality market competitiveness by limiting its capacity to adjust to market changes and reach additional customers (Singh & Maqbool, 2018).
Discovery of Hidden Factors:
The analysis went beyond internal operations with PESTEL, SWOT, and TOWS. External variables affect The Langham's performance: PESTEL: Political unrest, economic downturns, and guest preferences affect travel and occupancy. Understanding external pressures enables Langham strategy changes(NaThalang, 2019).
Langham has a strong service culture and quality. A stagnant price system and poor feedback management may hinder progress. The Langham can profit on customised travel by improving its strengths and deficiencies(Köseoglu et al., 2019).
The TOWS framework combines internal strengths and weaknesses with external opportunities and challenges to generate strategic directions including personalising guest experiences and using technology to improve feedback and reputation management(Lang-Lenton Jorge, 2023).
Sustainable Growth Roadmap
Consulting reports influence The Langham's expansion. The Langham can overcome its obstacles, capitalise on its strengths and prospects, and become Melbourne's premium hospitality leader by following the report's guidance. The Langham's future depends on service, quality, and adaptation(George, 2021).
Continuous Improvement: Journey, Not Goal
Successful implementation demands constant improvement. By analysing and updating this report's suggestions, the Langham will adapt to guest preferences and hospitality trends. By embracing a culture of adaptation and innovation, the Langham can overcome market problems and remain a top destination for discriminating guests seeking extraordinary experiences(Kinyanjui, 2018).
More Than Advice: Implementation and Success
This study provides a roadmap, but implementation is crucial. Details on proposed implementation:
Implementation Methods
Conquer Obstacles: Each suggestion acts. Staff feedback analysis and response training and user-friendly guest feedback mechanisms (online surveys, in-room remark cards) can improve feedback processes. Market research for new guest categories and focused marketing are examples of marketing optimisation. Staff may always provide excellent service by learning personalised approaches(Wisetsri et al., 2021).
Manage Change: New businesses need change management. Open communication with stakeholders about changes and reasoning is essential. Workshops and training help workers adapt and participate. Training materials and dedicated support staff will minimise interruption and ensure a seamless transition.
To evaluate the effectiveness of adopted procedures, success must be measured. Tracking progress:
Key performance indicators: Create KPIs for each recommendation to track progress. Guest reviews could measure better feedback. Marketing optimisation KPIs include website traffic, conversion rates, and guest satisfaction scores, which measure staff training's customisation impact(ARKHIPOVA & ELIOGLY, 2021).
The Langham can become a customer-centric firm that provides excellent experiences that reinforce its leadership in Melbourne's premium hospitality industry by adopting a data-driven approach, following this report's recommendations, and pursuing continuous improvement.
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