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Executive Summary

The Manhattan at Times Square Hotel is facing several pressing issues that are affecting its reputation, guest satisfaction, and profitability. These issues have resulted in declining guest reviews, reduced customer loyalty, and growing competition from newer, more modern hotels in the heart of New York City's Times Square. The key problems include outdated and poorly maintained rooms, cleanliness concerns, high noise levels, inconsistent service quality, and dissatisfaction with hidden fees and additional charges. This executive summary provides an overview of these challenges, our findings, analysis, and recommendations, along with a conclusion that emphasizes the potential benefits of implementing the proposed strategies.

The Problem

As an iconic hotel located in one of the world’s busiest tourist hubs, The Manhattan at Times Square has a unique advantage due to its prime location. However, despite its strategic position and affiliation with the globally recognized IHG brand, the hotel’s ability to attract and retain guests has been compromised by several operational and service-related issues. Online reviews and guest feedback have highlighted the following key problems:

1. Outdated and Poorly Maintained Rooms: Many guest rooms are showing signs of wear and tear, including outdated furniture, peeling wallpaper, and malfunctioning amenities such as heating, plumbing, and air conditioning.

2. Cleanliness Concerns: Frequent complaints about unclean bathrooms, stained carpets, and leftover items from previous guests indicate significant housekeeping issues.

3. Noise Levels: Given the hotel’s proximity to Times Square, noise from traffic, nightlife, and construction has been a consistent complaint, especially in rooms not adequately soundproofed.

4. Inconsistent Service: Guests report mixed experiences with staff, citing slow check-ins, unresponsiveness, and a general lack of attentiveness.

5. Hidden Fees and Additional Charges: Guests are increasingly frustrated with unexpected charges such as resort fees and service charges, which they feel are not transparently communicated during the booking process.

Findings

Our research and analysis have uncovered several critical findings that illustrate the scope and impact of these issues:

· Guest Feedback: Negative reviews on major platforms such as TripAdvisor and Google have significantly affected the hotel’s reputation. A review analysis showed that over 40% of guest complaints were related to room conditions and cleanliness, with another 25% focused on noise disturbances and service quality.

· Occupancy and Revenue Impact: The hotel’s occupancy rate has dropped by 10% over the past year, with revenue per available room (RevPAR) also showing a decline. This is particularly concerning given the competitive nature of the Times Square hotel market, where nearby competitors are enjoying higher occupancy rates due to more modern amenities and better guest experiences.

· Cost of Current Operations: The hotel has been operating reactively, addressing problems only when they are raised by guests rather than taking a proactive approach to maintenance and service improvement. This has led to higher operational costs, as last-minute repairs and emergency cleanings have strained the housekeeping and maintenance teams.

· Competitor Analysis: A comparison with nearby hotels in Times Square reveals that competitors have invested in room renovations, soundproofing, and enhanced service offerings. Many of these hotels have also adopted transparent pricing strategies, which have been well received by guests.

Analysis

Using the PESTEL, SWOT, and TOWS frameworks, we conducted a comprehensive analysis of the internal and external factors contributing to The Manhattan at Times Square’s challenges.

· PESTEL Analysis:

· Political: New York City’s regulatory environment, especially with regard to noise ordinances and health standards, is becoming stricter, impacting operational costs.

· Economic: Post-pandemic economic recovery has been uneven, affecting tourism, though the return of international visitors presents a growth opportunity.

· Social: Guests are becoming more discerning, prioritizing cleanliness, comfort, and service quality when choosing hotels.

· Technological: Advances in soundproofing, energy-efficient technologies, and customer service management tools offer opportunities for modernization.

· Environmental: Sustainability is becoming increasingly important to guests, who are seeking eco-friendly accommodations.

· Legal: The hotel must ensure compliance with new regulations around safety and transparency, particularly in pricing.

· SWOT Analysis:

· Strengths: Prime location in Times Square; affiliation with IHG, which provides a large customer base.

· Weaknesses: Outdated facilities, inconsistent service, and poor cleanliness.

· Opportunities: Renovating the property to meet modern guest expectations; improving service and transparency to attract eco-conscious travellers.

· Threats: Competition from newly renovated hotels; further deterioration of the hotel’s online reputation.

· TOWS Analysis: The hotel can leverage its strengths (e.g., high occupancy rates and IHG brand power) to secure funding for necessary renovations, while addressing weaknesses (e.g., outdated rooms and hidden fees) to mitigate threats like negative reviews and competitive pressure.

Recommendations

1. Room Renovations:

· Action: Undertake a phased renovation plan to modernize guest rooms. Prioritize replacing worn-out furniture, upgrading amenities, and implementing soundproofing solutions, especially in rooms facing Times Square.

· Impact: Modernized rooms will significantly improve guest satisfaction and reduce negative reviews related to room quality and noise disturbances. Estimated cost: $5 million over 24 months.

2. Enhanced Housekeeping Standards:

· Action: Increase housekeeping staff, provide additional training, and implement stricter quality control measures to ensure cleanliness.

· Impact: Improved cleanliness will directly enhance guest satisfaction and reduce complaints. Estimated annual cost: $200,000.

3. Noise Reduction:

· Action: Install modern soundproofing materials in key areas of the hotel and provide short-term solutions (e.g., white noise machines) for guests in noisier rooms.

· Impact: This will reduce noise complaints and improve the overall guest experience. Estimated cost: $2 million for full soundproofing.

4. Service Excellence Program:

· Action: Develop a standardized training program for all staff, focusing on customer service, problem-solving, and communication skills.

· Impact: Consistent, high-quality service will improve guest interactions, leading to higher retention and satisfaction rates. Initial cost: $150,000, with $50,000 annually for ongoing training.

5. Transparent Pricing:

· Action: Eliminate hidden fees and bundle charges into the overall room rate. Update booking platforms to clearly communicate all costs upfront.

· Impact: Transparent pricing will build trust with guests and reduce complaints related to unexpected charges. Minimal cost to implement, though the hotel may experience a short-term revenue loss of approximately $250,000.

6. Sustainability Initiatives:

· Action: Introduce energy-efficient lighting, reduce waste, and use sustainable materials in the renovation process.

· Impact: These initiatives will attract environmentally conscious guests and reduce long-term operational costs. Initial cost: $500,000 for implementation.

Conclusion

The challenges faced by The Manhattan at Times Square Hotel are significant but entirely solvable. By adopting a proactive approach and implementing the recommended strategies, the hotel can vastly improve guest satisfaction, enhance its reputation, and increase profitability. Modernizing the hotel’s facilities, improving service quality, and adopting transparent pricing will help position the hotel as a top choice for travellers visiting Times Square.

In conclusion, these recommendations, backed by solid analysis, provide a roadmap for transforming the hotel’s operations and guest experience. Buhus & Associates Consultancy Ltd is confident that these strategies will not only solve the immediate issues but also secure the hotel’s long-term success in an increasingly competitive market. We appreciate the opportunity to collaborate with The Manhattan at Times Square Hotel and look forward to supporting the hotel through the implementation of these changes.

Consultancy Report for The Manhattan at Times Square Hotel (IHG)

Introduction

The Manhattan at Times Square Hotel is a prominent property located at the heart of Times Square, New York City, one of the world’s most visited tourist destinations. With over 50 million visitors to Times Square annually, the hotel has a strategic location that draws a diverse mix of international tourists, business travellers, and event attendees. As part of the InterContinental Hotels Group (IHG), one of the largest and most respected hotel chains in the world, the hotel enjoys access to a large customer base and global recognition. However, despite its prime location and prestigious affiliation, the hotel has faced growing operational challenges that threaten its competitive standing in this high-demand market.

Opened in the 1960s, the hotel has long been a popular choice for travellers seeking proximity to New York’s theatres, shops, and iconic landmarks. However, its age and lack of recent renovations have contributed to several guest complaints related to outdated facilities, cleanliness concerns, and noise disturbances. Moreover, service inconsistency and dissatisfaction with hidden fees have further affected its reputation. In today’s digital age, where guest reviews on platforms such as TripAdvisor and Google Reviews have a significant impact on booking decisions, the hotel cannot afford to overlook these issues. Negative feedback and declining guest satisfaction have a direct correlation with occupancy rates, revenue, and the long-term sustainability of the business.

Buhus & Associates Consultancy Ltd, a renowned consulting firm specializing in the hospitality industry, has been engaged to assist The Manhattan at Times Square Hotel in identifying and addressing these critical issues. With over 15 years of experience in providing strategic solutions to hotels globally, Buhus & Associates has a proven track record of improving operational performance, guest satisfaction, and profitability. Our approach integrates deep industry knowledge with practical solutions tailored to the specific challenges faced by individual clients.

The aim of this consultancy report is to provide an in-depth analysis of the issues confronting the hotel and offer strategic recommendations that can enhance its performance. The primary challenges identified include the deteriorating condition of guest rooms, cleanliness issues, high noise levels, inconsistent service quality, and a perceived lack of transparency in pricing, particularly with hidden fees. These problems not only affect the hotel’s reputation but also undermine its competitive advantage in the high-demand Times Square market.

To address these challenges, the report will employ several analytical frameworks, including PESTEL, SWOT, and TOWS analyses. Each of these frameworks will help to explore the internal and external factors affecting the hotel's performance and to develop actionable strategies for improvement.

· PESTEL Analysis: This tool will be used to evaluate the external macro-environmental factors that may influence the hotel’s operations and strategic decisions. The PESTEL framework explores Political, Economic, Social, Technological, Environmental, and Legal factors (Burnes, 2014). In the context of the hotel, this framework will highlight how external elements, such as New York’s local government policies, technological advancements, and changing customer expectations, are contributing to or could alleviate the problems the hotel faces.

· SWOT Analysis: This internal analysis will provide a comprehensive view of the hotel’s Strengths, Weaknesses, Opportunities, and Threats (Whittington et al., 2020). While the hotel enjoys a prime location and the strong brand reputation of IHG, it also suffers from operational inefficiencies and declining guest satisfaction, which will be explored in this analysis. SWOT will help to assess how internal factors, such as the condition of the rooms or staff performance, are affecting the overall guest experience.

· TOWS Analysis: Following the SWOT analysis, the TOWS framework will be used to explore strategic options by matching the hotel’s internal strengths and weaknesses with external opportunities and threats (Burnes, 2014). The aim is to develop actionable strategies that convert challenges into growth opportunities. For example, the hotel’s affiliation with IHG may offer leverage in securing funding for renovations, while its high occupancy rate could justify investment in modernizing guest rooms.

The hotel is currently at a crossroads, and the success of its future operations depends on its ability to adapt to the evolving expectations of modern travellers. Guest preferences are shifting toward cleaner, more modern, and quieter accommodations, and competition in Times Square is fierce, with newer hotels offering state-of-the-art amenities and superior service quality. By addressing these issues, The Manhattan at Times Square has an opportunity to not only retain its current market share but also position itself as a top-tier hotel in one of the most competitive markets in the world.

This report will delve into each of these areas of concern, offering both short-term solutions to improve guest satisfaction and long-term strategies to enhance the hotel's competitiveness. The recommendations will be based on industry best practices, leveraging Buhus & Associates’ expertise in change management and operational optimization, and considering the financial implications and feasibility of each solution (Kotter, 2012; Buttrick, 2009). The final section of the report will outline a detailed action plan that will guide the hotel through the implementation of these changes, ensuring that both staff and guests experience a seamless transition.

Analysis

The analysis of The Manhattan at Times Square Hotel focuses on the primary issues identified, including outdated rooms, cleanliness concerns, noise levels, inconsistent service, and hidden fees. These problems not only affect guest satisfaction and loyalty but also have a broader impact on the hotel’s reputation, revenue, and long-term viability in a highly competitive market. Each issue will be examined in detail using a variety of sources and methodologies to ensure a comprehensive understanding of the causes and effects, and to develop strategic recommendations for improvement.

1. Outdated and Poorly Maintained Rooms

Impact on Guest Experience

Outdated rooms have been a persistent complaint from guests, affecting their overall satisfaction with the hotel. As the hospitality industry becomes increasingly competitive, especially in prime locations like Times Square, guests expect modern, comfortable, and aesthetically pleasing accommodations. Reviews frequently highlight worn-out furniture, peeling wallpaper, and malfunctioning amenities, such as heating systems and plumbing. According to Newton (2010), maintaining modern and functional guest rooms is a critical factor in the success of any hotel, particularly in major urban markets where guests have many alternative lodging options. The Manhattan at Times Square’s failure to address these issues has led to declining guest loyalty, as reflected in online reviews and guest feedback.

Impact on Reputation and Revenue

The physical condition of the rooms directly impacts the hotel’s reputation. In the digital age, online reviews significantly influence potential guests' decisions. Negative feedback on platforms such as TripAdvisor and Google can deter future bookings. Studies show that 85% of travellers rely on online reviews when choosing a hotel (Buttrick, 2009). With competitors offering newly renovated rooms at similar price points, The Manhattan at Times Square is at risk of losing market share. The deteriorating condition of the rooms, combined with negative reviews, has likely contributed to a reduction in occupancy rates, directly affecting revenue.

Root Causes

The hotel’s outdated rooms can be attributed to several underlying causes:

· Lack of Capital Investment: As one of the older hotels in Times Square, there has been insufficient capital investment in room renovations. This is a common issue in the hospitality industry, where hotels often defer costly renovations to maximize short-term profitability (Burnes, 2014). However, this approach has long-term consequences, as the rooms' conditions continue to worsen.

· Age of the Building: Opened in the 1960s, The Manhattan at Times Square has not undergone significant renovations in recent decades. As a result, the hotel’s rooms are no longer aligned with modern guest expectations for comfort and luxury (Whittington et al., 2020).

· Reactive Maintenance Policies: The hotel’s maintenance team appears to follow a reactive approach, addressing issues as they arise rather than implementing a proactive maintenance schedule. This leads to the accumulation of problems, such as peeling wallpaper and malfunctioning amenities, which could have been prevented with routine inspections and timely repairs (Newton, 2010).

2. Cleanliness Concerns

Impact on Guest Satisfaction

Cleanliness is a critical factor in guest satisfaction, and The Manhattan at Times Square has faced numerous complaints regarding unclean bathrooms, stained carpets, and leftover items from previous guests. Cleanliness is consistently ranked as one of the most important factors in guest reviews (Baron & Armstrong, 2007). In the hospitality industry, even minor cleanliness issues can result in significant negative feedback, particularly given the growing emphasis on hygiene standards in the wake of the COVID-19 pandemic. Unclean rooms not only create a poor first impression but also raise concerns about the overall management and standards of the hotel (O'Mahoney, 2021).

Impact on Reputation and Repeat Business

Cleanliness issues severely damage the hotel’s reputation. In a competitive market like Times Square, cleanliness is often the deciding factor between a positive and negative review. Given the volume of travellers and the increasing role of online review platforms, cleanliness problems can quickly become public, deterring future guests. Research shows that hotels with lower cleanliness ratings see a significant decrease in repeat bookings and an increase in negative word-of-mouth (Fisman & Sullivan, 2014).

Root Causes

Several factors contribute to the cleanliness issues at The Manhattan at Times Square:

· Inadequate Housekeeping Staffing: The hotel may be understaffed in the housekeeping department, leading to rushed cleaning jobs that compromise thoroughness. As occupancy rates remain high, housekeeping may struggle to keep up with the demand for room turnovers, resulting in missed cleaning tasks or overlooked details (Burnes, 2014).

· Lack of Supervision and Quality Control: There appears to be a lack of sufficient oversight in the housekeeping department. Without regular inspections and quality control checks, housekeeping standards can vary significantly from one shift to another, leading to inconsistent guest experiences (Newton, 2010).

· Insufficient Training: The housekeeping staff may not be adequately trained in current cleaning protocols, particularly in light of heightened hygiene expectations post-pandemic. Training gaps can lead to inconsistent cleaning practices and lower overall cleanliness standards (Kipping & Clark, 2012).

3. Noise Levels

Impact on Guest Experience

Noise is another critical issue for The Manhattan at Times Square, given its prime location in one of New York City’s busiest areas. Times Square is known for its 24/7 hustle and bustle, and the constant traffic, construction, and nightlife create a significant noise challenge for guests. Guests have frequently reported disturbances, especially in rooms facing the street, which are not adequately soundproofed. In a study conducted by Subramaniam et al. (2011), noise was identified as one of the top complaints from hotel guests in urban locations, where high levels of ambient noise can significantly impact sleep quality and overall satisfaction.

Impact on Guest Satisfaction and Online Reviews

Noise complaints directly affect guest satisfaction, particularly for those seeking rest and relaxation during their stay. In today’s review-driven market, noise issues often result in negative feedback, which can deter future guests. Research shows that hotels with persistent noise complaints tend to have lower guest retention rates and a higher proportion of negative reviews (Noordzife, 2014). The noise problem is exacerbated by the hotel’s inadequate soundproofing, a common issue in older buildings that were not designed with modern soundproofing materials in mind.

Root Causes

Several factors contribute to the hotel’s noise issues:

· Inadequate Soundproofing: The hotel’s rooms, particularly those facing the busy streets of Times Square, lack modern soundproofing technologies. Many newer hotels in the area have invested in advanced noise-cancellation technologies, which the hotel has not yet adopted (Whittington et al., 2020).

· Design Limitations of the Building: As an older building, The Manhattan at Times Square may not have been designed to mitigate external noise effectively. Retrofitting the building with modern soundproofing materials could be costly but necessary to meet current guest expectations (Noordzife, 2014).

4. Inconsistent Service 
Impact on Guest Loyalty

Service inconsistency is another significant issue affecting the hotel. While some guests praise individual staff members for excellent service, others report long wait times at check-in, unresponsiveness from staff, and a general lack of attentiveness. Inconsistent service detracts from the overall guest experience, reducing guest loyalty and making it less likely that guests will return or recommend the hotel to others (Kipping & Clark, 2012). The hospitality industry relies heavily on personalized and prompt service, which is often the differentiating factor between competing hotels (Burnes, 2014).

Impact on Reputation

Service inconsistencies are a frequent cause of negative reviews. In a highly competitive market like Times Square, where many hotels offer similar amenities and price points, service quality is a critical factor that can set a hotel apart. Negative experiences with slow or unresponsive service can significantly harm the hotel’s reputation, as guests may feel undervalued or neglected.

Root Causes

· Training Gaps: The hotel may not have a standardized training program in place, leading to discrepancies in service quality across different staff members. Without consistent training, staff may not be equipped to handle guest requests promptly or effectively (Newton, 2010).

· Staff Turnover and Morale: High staff turnover or low morale may also contribute to inconsistent service. If staff are disengaged or undertrained, they are less likely to deliver high-quality service consistently (Fisman & Sullivan, 2014).

· Lack of Accountability: There may be a lack of clear service standards or accountability measures in place, resulting in varied service experiences for guests. Without proper oversight, it is difficult to ensure that all staff members are meeting the hotel’s service expectations (Whittington et al., 2020).

5. Hidden Fees and Additional Charges

Impact on Guest Perception

Hidden fees and additional charges are a significant point of frustration for guests. Many have reported unexpected costs, such as resort fees or service charges, which are not clearly communicated during the booking process. Hidden fees diminish the perceived value of a guest’s stay and can lead to a sense of mistrust or dissatisfaction (Kotter, 2012). In a highly competitive market, guests are increasingly sensitive to pricing transparency, and hidden fees are viewed as deceptive practices.

Impact on Online Reputation

Pricing transparency is a key factor in guest reviews, with hidden fees often cited as a major complaint. Negative reviews related to unexpected charges can quickly spread on platforms like TripAdvisor and Google, leading to reputational damage. This issue is particularly concerning given that many competitors in the area are adopting more transparent pricing models to appeal to price-conscious travelers (O'Mahoney, 2021).

Root Causes

· Revenue Generation Strategy: Hidden fees may be part of the hotel’s strategy to generate additional revenue without raising room rates. While this approach can boost short-term profits, it damages long-term guest relationships and can result in negative reviews and lower repeat bookings (Fisman & Sullivan, 2014).

· Lack of Clear Communication: The booking process may not adequately communicate additional fees, leading to guest dissatisfaction. This issue can often be resolved by improving the clarity of fee disclosures on the hotel’s website and third-party booking platforms (Whittington et al., 2020).

PESTEL Analysis

The PESTEL framework examines external factors influencing the hotel’s current situation:

· Political: Local government regulations around health, safety, and hospitality standards could impact the hotel’s operational costs and its ability to implement recommended changes (Burnes, 2014).

· Economic: Economic factors, such as fluctuations in the tourism industry, inflation, and the post-pandemic recovery, influence guest spending patterns and occupancy rates (Buttrick, 2009).

· Social: Shifting guest preferences toward cleanliness, modern amenities, and transparent pricing are driving the need for operational improvements (O'Mahoney, 2021).

· Technological: Advances in soundproofing, housekeeping technology, and guest service management systems present opportunities for the hotel to modernize and improve guest satisfaction (Noordzife, 2014).

· Environmental: Growing concern over sustainability and eco-friendly practices may influence the hotel’s long-term strategic direction, as more guests prefer environmentally conscious accommodations (Whittington et al., 2020).

· Legal: Compliance with local and federal laws, particularly around safety standards and pricing transparency, will be critical to the hotel’s ability to address guest complaints and avoid potential legal issues (Newton, 2010).

SWOT Analysis

The SWOT framework provides an overview of the internal and external factors affecting the hotel:
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TOWS Analysis

This TOWS analysis matches the hotel’s internal strengths with external opportunities and threats, helping to convert weaknesses into strengths:
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Recommendations and Change Management

The Based on the in-depth analysis of the issues facing The Manhattan at Times Square Hotel, several key recommendations are proposed. These are designed to address the primary challenges of outdated rooms, cleanliness, noise levels, inconsistent service, and hidden fees, while leveraging the hotel’s strengths and opportunities identified through the SWOT and TOWS analyses. Each recommendation includes specific strategies for implementation, estimated costs, and a comprehensive change management plan to ensure smooth adoption by both staff and guests.

1. Room Renovations

Recommendation: Undertake a phased renovation plan to modernize guest rooms, including replacing outdated furniture, repainting or re-wallpapering, and upgrading malfunctioning amenities such as heating, plumbing, and air conditioning systems. Soundproofing should also be integrated into the renovation process for rooms most affected by noise from Times Square.

Implementation Strategy:

· Phased Approach: To minimize disruption to guests and maintain occupancy rates, the renovation should be conducted in phases, targeting specific floors or wings of the hotel at a time. This will allow the hotel to continue operating while improvements are made.

· Prioritization: Focus initially on the most critical areas, including the rooms that generate the most frequent complaints. Prioritize rooms facing the busiest streets for soundproofing enhancements.

· Partnerships: Collaborate with a trusted interior design firm and contractors experienced in hotel renovations to ensure the project meets both aesthetic and functional requirements (Noordzife, 2014).

Change Management:

· Communication: Clear communication with staff and guests is critical. Staff should be trained to handle guest inquiries regarding renovations, and transparent notices should be displayed on the hotel’s website and in-house regarding the timeline of improvements. Proactive communication will help manage guest expectations and reduce potential dissatisfaction during the renovation period (Kotter, 2012).

· Staff Involvement: Engaging staff in the renovation process is crucial. Front desk and housekeeping staff, in particular, should be informed about the progress of the renovations so they can assist guests effectively. Regular updates during staff meetings will ensure that all employees are aligned with the project’s timeline and goals (Burnes, 2014).

· Cost: Estimated at $5 million over 24 months. This cost includes the phased renovation of rooms, replacement of furniture and amenities, and soundproofing upgrades. Funding can be secured through leveraging the hotel's affiliation with IHG, as many larger hotel chains have financing options for property improvements (Whittington et al., 2020).

2. Enhanced Housekeeping Standards

Recommendation: Implement a comprehensive housekeeping overhaul, including increased staffing, improved training programs, and stricter quality control measures. The goal is to elevate cleanliness standards to meet guest expectations and improve overall satisfaction.

Implementation Strategy:

· Staffing Adjustments: Increase the number of housekeeping staff to reduce time pressure during busy turnover periods, especially during peak occupancy seasons. This will ensure that cleaning tasks are completed thoroughly without rushing.

· Training Program: Develop and implement a detailed training program focusing on best practices in cleanliness and hygiene. Training should cover new industry standards post-pandemic, ensuring staff are well-versed in protocols for sanitization and guest safety (Baron & Armstrong, 2007).

· Quality Control: Introduce a system of regular inspections and quality control checks. Supervisors should inspect rooms at random to ensure cleanliness standards are being met consistently (Fisman & Sullivan, 2014).

Change Management:

· Engagement and Motivation: Engaging housekeeping staff and improving morale is crucial. This can be achieved by creating incentive programs that reward teams for maintaining high cleanliness standards, such as employee of the month awards or bonuses tied to guest feedback on cleanliness (Newton, 2010).

· Ongoing Support: Housekeeping staff should have regular access to feedback and support to address any challenges. Staff meetings can be used to review performance, celebrate successes, and identify areas for improvement (Buttrick, 2009).

· Cost: Approximately $200,000 annually for increased staffing, training, and quality control initiatives.

3. Soundproofing and Noise Reduction

Recommendation: Address the noise issue by installing soundproofing materials in rooms facing Times Square, particularly those most affected by external noise. Complementary short-term solutions, such as providing white noise machines or earplugs, should be offered to guests during the transition.
Implementation Strategy:

· Soundproofing Upgrades: Focus on retrofitting windows and walls in the noisiest rooms with modern soundproofing materials. Double-glazed windows and soundproof wall panels are recommended to minimize external disturbances (Noordzife, 2014). This upgrade can be integrated with the overall room renovation plan to reduce additional costs.

· Short-Term Solutions: In the meantime, offer temporary solutions such as earplugs or white noise machines to guests staying in affected rooms. This gesture can improve guest satisfaction while long-term improvements are being made.

Change Management:

· Clear Communication: Inform guests of the noise reduction efforts through website updates, email communications, and in-room notices. Guests should be reassured that steps are being taken to improve their experience, and that the hotel values their comfort (Kotter, 2012).

· Staff Training: Ensure that front desk and guest service staff are trained to handle noise complaints empathetically. Staff should be able to offer temporary solutions and explain the upcoming soundproofing upgrades (Burnes, 2014).

· Cost: Estimated $2 million for soundproofing upgrades, with an implementation period of 18 months.

4. Service Excellence Program

Recommendation: Launch a comprehensive service excellence program to standardize and improve the quality of guest interactions across all touchpoints. This will address the inconsistency in service quality and ensure that every guest receives a high level of attention and care.

Implementation Strategy:

· Standardized Training: Develop a robust, standardized training program for all staff, focusing on customer service, communication skills, and problem-solving. This training should be mandatory for new hires and available as refresher courses for existing employees.

· Performance Metrics: Implement clear performance metrics to track and evaluate staff performance in real-time. Mystery guest programs, guest satisfaction surveys, and service audits can be used to monitor service quality (Johnson, 2005).

· Employee Recognition: Create a recognition program that rewards staff members for exemplary service, encouraging a culture of excellence. Monthly or quarterly rewards can motivate staff to consistently deliver high-quality service (Baron & Armstrong, 2007).

Change Management:

· Leadership Support: Ensure that hotel leadership fully supports and champions the service excellence initiative. Leaders should be visible in promoting the importance of guest service and providing the necessary resources to ensure its success (Kotter, 2012).

· Empowerment: Empower staff by giving them the tools and authority to resolve guest issues on the spot, reducing the need for escalations and improving the guest experience. This empowerment fosters confidence and job satisfaction among staff (Burnes, 2014).

· Cost: $150,000 for initial development of the training program and $50,000 annually for ongoing training and employee recognition initiatives.

5. Transparent Pricing and Elimination of Hidden Fees

Recommendation: Implement a transparent pricing strategy by clearly communicating all fees upfront during the booking process. Eliminate hidden fees where possible, or if necessary, bundle them into the overall room rate to avoid guest dissatisfaction.

Implementation Strategy:

· Website Updates: Update the hotel’s website and all third-party booking platforms to clearly display all fees, such as resort or service charges, upfront. This transparency will prevent misunderstandings and build trust with guests (Fisman & Sullivan, 2014).

· Bundled Pricing: Consider bundling fees, such as Wi-Fi and resort charges, into the room rate to simplify the booking process and avoid surprises at checkout. This practice is increasingly common in the hospitality industry and helps align guest expectations with actual costs (O'Mahoney, 2021).

· Training for Staff: Train staff to communicate pricing clearly at every stage of the guest journey, from booking to check-out. Guests should feel confident that they understand all charges associated with their stay (Whittington et al., 2020).

Change Management:

· Stakeholder Involvement: Involve all relevant departments, including reservations, marketing, and front desk staff, in the pricing strategy overhaul. This ensures that everyone understands the importance of transparency and consistency in pricing (Buttrick, 2009).

· Guest Communication: Proactively communicate pricing changes to previous and potential guests through email campaigns, newsletters, and social media. Transparency will help rebuild trust with guests who may have been dissatisfied by hidden fees in the past (Burnes, 2014).

· Cost: Minimal cost to implement, though the hotel may experience a short-term reduction in revenue from hidden fees, estimated at $250,000 annually. However, this loss is expected to be offset by higher guest satisfaction and increased bookings.

6. Sustainability Initiatives

Recommendation: Introduce sustainability initiatives that align with growing guest demand for eco-friendly practices. These could include energy-efficient lighting, waste reduction programs, and the use of sustainable materials during room renovations.

Implementation Strategy:

· Energy Efficiency: Install energy-efficient lighting, heating, and cooling systems to reduce the hotel’s carbon footprint and operational costs. Energy-saving technologies can be integrated into the room renovation process.

· Waste Reduction: Implement a waste reduction program that includes recycling, composting, and reducing single-use plastics. Guests can be encouraged to participate through in-room signage and digital communication.

· Green Certifications: Pursue green hotel certifications, such as LEED or Green Key, which will not only improve environmental impact but also attract eco-conscious guests (Whittington et al., 2020).

Change Management:

· Employee Involvement: Engage employees in sustainability efforts by offering training on eco-friendly practices and creating a culture of environmental responsibility (O'Mahoney, 2021). Employee buy-in is essential to successfully implementing sustainability initiatives.

· Guest Engagement: Communicate the hotel’s sustainability efforts to guests through digital channels, in-room messaging, and on the website. Positioning the hotel as environmentally conscious can enhance its appeal to a growing segment of eco-conscious travelers (Burnes, 2014).

· Cost: Initial costs are estimated at $500,000 for sustainability upgrades, with long-term savings expected from reduced energy consumption and waste disposal fees.

Implementing these recommendations will not only address the immediate challenges facing The Manhattan at Times Square Hotel, but also position it for long-term success in a highly competitive market. By investing in room renovations, improving service quality, enhancing cleanliness, reducing noise levels, and implementing transparent pricing, the hotel will be able to significantly improve guest satisfaction and loyalty.

The change management strategies outlined above will ensure that the transition is smooth, with clear communication, staff involvement, and a focus on training and empowerment. In the long term, the hotel can expect to see improvements in guest reviews, higher occupancy rates, and increased revenue.
Action Plan
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Conclusion

The issues currently facing The Manhattan at Times Square Hotel—outdated rooms, cleanliness concerns, high noise levels, inconsistent service, and hidden fees—are substantial, but they are not insurmountable. These challenges, while common in the hospitality industry, have the potential to severely impact the hotel’s reputation, occupancy rates, and overall profitability if left unaddressed. However, with a clear, strategic approach, these problems can be effectively remedied, restoring the hotel’s competitive position in the heart of one of the world’s most visited tourist destinations.

This consultancy report has conducted a thorough analysis of the hotel's situation, utilizing proven frameworks such as PESTEL, SWOT, and TOWS. These tools provided an in-depth understanding of both the internal and external factors influencing the hotel's operations and identified key areas where immediate improvements are necessary. The PESTEL analysis highlighted the external forces shaping the hotel's environment, such as regulatory changes and evolving guest expectations. The SWOT analysis revealed both the hotel’s strengths, such as its prime location and IHG affiliation, and its weaknesses, such as inconsistent service and outdated facilities. The TOWS analysis then provided actionable strategies by matching the hotel’s strengths with opportunities, and converting weaknesses into avenues for growth. Together, these analyses offer a comprehensive roadmap for overcoming the hotel’s most pressing challenges.

By implementing the recommended strategies, The Manhattan at Times Square Hotel can expect significant improvements in several critical areas:

· Enhanced Guest Satisfaction: Addressing the most frequent guest complaints—room quality, cleanliness, noise, service inconsistency, and hidden fees—will directly lead to improved guest satisfaction. Satisfied guests are more likely to leave positive reviews, return for future stays, and recommend the hotel to others. In today’s review-driven market, this can have a compounding effect on reputation and booking rates.

· Improved Reputation and Online Presence: The hotel’s reputation, especially on platforms such as TripAdvisor and Google Reviews, can be significantly improved by addressing the root causes of guest dissatisfaction. As positive reviews increase, so too will the hotel’s appeal to prospective guests. An enhanced online presence is particularly important in a competitive market like Times Square, where guests often make booking decisions based on the experiences of previous visitors.

· Increased Occupancy and Profitability: With improvements in guest satisfaction and reputation, the hotel can expect to see an increase in both occupancy rates and revenue. Higher guest retention, coupled with an influx of new guests attracted by the hotel’s enhanced offerings, will result in sustained profitability. Moreover, transparent pricing and the elimination of hidden fees will build trust with guests, reducing the likelihood of negative feedback related to costs.

· Operational Efficiency: The service excellence and housekeeping training programs will streamline operations, ensuring that staff deliver consistent, high-quality service. Empowering employees through proper training and recognition programs will not only improve service quality but also reduce turnover rates, which can be costly in terms of both finances and operational disruption.

· Sustainable Long-term Growth: The implementation of sustainability initiatives, such as energy efficiency upgrades and waste reduction programs, will not only align the hotel with modern environmental standards but also provide cost savings in the long run. This will position the hotel as a forward-thinking, eco-friendly option for travellers, particularly those who prioritize sustainability when making travel decisions.

In addition to solving the immediate operational issues, these strategies will position the hotel for sustained success in an increasingly competitive market. The Manhattan at Times Square Hotel has a unique opportunity to leverage its strengths—such as its prime location in the heart of Times Square and its affiliation with a globally recognized brand like IHG—to regain its competitive edge. By investing in renovations, modernizing service delivery, and improving transparency with guests, the hotel can secure a strong foothold in a crowded marketplace, increasing both short-term profitability and long-term brand loyalty.

Buhus & Associates Consultancy Ltd is confident that these recommendations, when implemented effectively, will not only address the hotel’s immediate challenges but also contribute to its long-term growth and success. We strongly encourage the hotel’s management team to embrace the changes proposed, and to view them as an investment in the hotel’s future.

Finally, we extend our sincere thanks to The Manhattan at Times Square Hotel for this opportunity to collaborate on this important project. We are excited to have been a part of this process and look forward to supporting the hotel in implementing the proposed strategies. We are confident that with these improvements, The Manhattan at Times Square Hotel will continue to be a landmark destination for travellers in New York City for many years to come.

We remain at your disposal for future consultations and would be delighted to assist with further strategic initiatives as the hotel embarks on this journey of transformation.
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