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[bookmark: _Toc136903658]Executive summary

The purpose of the report is to provide a solution to New York Marriott Marquis’ problem of lack of uniqueness to some of its properties. Most luxury hotels have similar qualities which show their lack of uniqueness (Manthiou et al., 2018). Addressing this problem will help the company stand out from its competitors by improving and incorporating unique qualities. The main methods used to analyse the issues within the company are PESTEL, SWOT AND TOWS analysis. PESTEL analysis is a tool used to analyse a company's external environment. It analyses the political, economic, sociocultural, technological, ecological, and legal factors affecting an institution's operations (Peterdy, 2023). A company cannot control these factors but they can control how these factors affect them. This method is effective because it helps organisations identify and utilise strategies to adapt to the ever-changing external environment. 
The SWOT approach is a method used to analyse the company's internal environment. It identifies the strengths, weaknesses, opportunities and threats of the company (MindTools, 2023). A SWOT analysis helps a company identify aspects of the company that can be used together to achieve the company's goals. It also helps the company identify challenges and strategies that it can use to fix the challenges. Most companies use a SWOT analysis in project planning and strategic management. On the other hand, a TOWS analysis is a business tool that helps companies address threats of the company (MindTools, 2023). An organisation addresses these threats by identifying internal forces that help it find solutions for external threats. An organisation gathers its strengths to remove weaknesses, capitalise on its opportunities and adapt or mitigate the threats of the external business environment. Through these external and internal analysis tools, New York Marriott Marquis International will likely enhance its uniqueness and have an appealing image. Marriott International is also likely to gain a competitive advantage against its competitors by improving its image to its customers.
The New York Marriott Marquis is a four-star Marriot hotel in Broadway, New York City. It is one of the largest hotels in New York, with 1,966 rooms and 101,000 sq. ft (9,400 m2). It also has three restaurants, 57 suites and 53 floors, including the basements. The hotel was founded in 1985. The New York Marriot Marquis has a view of Times Square, making it desirable for its clients during celebrations such as the new year (NYCMQ, 2023). As a result of its location, it has been recommended by event organizers as a place to hold formal meetings and weddings. The positive feedback explains that the hotel offers great experiences, a professional ambience and great customer service from the hotel staff. It is difficult for premium and luxury hotels to maintain a standard of uniqueness. This is because competition forces luxury and premium hotel brands to mimic each other so as to seem that they are following the trends. However, mimicking discourages a company from being at the top within the hotel industry. New York Marriott marquis is a premium hotel that offers sophisticated services and amenities to its customers. The sophisticated amenities allow the hotel to attract partners and clients on a global scale (Kim et al., 2019). A hotel’s level of sophistication is determined by its location (Kumar et al., 2017) such as in New York. Also, sophisticated amenities and services require the hotel to be unique so as to maintain a standard towards its clients (Marriott International, 2022). The standard almost resembles luxury. However, New York Marriott marquis level of uniqueness does not relate to its level of sophistication. Its lack of uniqueness makes the hotel look more like a franchise and less like a “stand-alone” hotel (O'Neill, 2022). New York Marriott marquis is facing great competition from hotels such as Hyatt that are increasing their level of sophistication and uniqueness by establishing new hotel deigns. While New York Marriott marquis has a great financial foundation, it seems to be unable to make development to increase and hence sophistication. By increasing its sophistication, the hotel might elevate and be considered a luxury hotel. However, there are operations that need to be improved within the hotel. They include: Staff training and hiring, Interior renovations and Marketing campaigns 
Turning to opportunities, the New York Marriott Marquis can explore expanding collaborations with local attractions, event organizers, and businesses to attract more guests. By partnering with renowned attractions or hosting high-profile events, the hotel can position itself as a preferred choice for visitors and gain a competitive edge. Furthermore, leveraging emerging digital marketing trends and technologies can help the hotel reach a wider audience. By embracing digital platforms and incorporating innovative marketing strategies, the Marriott Marquis can effectively communicate its unique offerings and connect with potential customers in the digital landscape (Krizanova et al., 2019). Therefore, some of the recommendations for the hotel are fostering strategic collaborations with local businesses, event organizers, and tourist attractions to create exclusive packages and offers, expanding the hotel's reach and attracting a diverse range of customers (Kolobkova et al., 2021). Also, implement eco-friendly practices such as energy-efficient lighting, waste reduction, and responsible sourcing of products and services. Communicate these initiatives to guests to enhance the hotel's reputation as an environmentally conscious establishment (Ettinger et al., 2018). Implement a robust system to collect and analyse guest feedback, promptly addressing any issues or concerns raised. Leverage guest reviews and ratings to continuously improve services and exceed customer expectations. By implementing these recommendations, the hotel can elevate its brand image, improve operational efficiency, enhance customer satisfaction, and strengthen its competitive position within the industry. The client is encouraged to carefully consider these recommendations, taking into account their specific goals, resources, and constraints. Prioritizing the recommendations based on their potential impact and feasibility within the allocated budget and time frame is crucial for successful implementation.
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The purpose of the report is to provide a solution to New York Marriott Marquis’ problem of lack of uniqueness to some of its properties. Most luxury hotels have similar qualities which show their lack of uniqueness (O’Neill, 2022). Addressing this problem will help the company stand out from its competitors by improving and incorporating unique qualities. The main methods used to analyse the issues within the company are PESTEL, SWOT AND TOWS analysis. PESTEL analysis is a tool used to analyse a company's external environment. It analyses the political, economic, sociocultural, technological, ecological, and legal factors affecting an institution's operations. A company cannot control these factors but they can control how these factors affect them. This method is effective because it helps organisations identify and utilise strategies to adapt to the ever-changing external environment. 
The SWOT approach is a method used to analyse the company's internal environment. It identifies the strengths, weaknesses, opportunities and threats of the company. A SWOT analysis helps a company identify aspects of the company that can be used together to achieve the company's goals. It also helps the company identify challenges and strategies that it can use to fix the challenges. Most companies use a SWOT analysis in project planning and strategic management.
On the other hand, a TOWS analysis is a business tool that helps companies address threats of the company (Dieffenbacher, 2023). An organisation addresses these threats by identifying internal forces that help it find solutions for external threats. An organisation gathers its strengths to remove weaknesses, capitalise on its opportunities and adapt or mitigate the threats of the external business environment.
Through these external and internal analysis tools, Marriott International will likely enhance its uniqueness and have an appealing image. Marriott International is also likely to gain a competitive advantage against its competitors by improving its image to its customers.
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The New York Marriott Marquis is a four-star Marriot hotel in Broadway, New York City. It is one of the largest hotels in New York, with 1,966 rooms and 101,000 sq. ft (9,400 m2). It also has three restaurants, 57 suites and 53 floors, including the basements. The hotel was founded in 1985. The New York Marriot Marquis has a view of Times Square, making it desirable for its clients during celebrations such as the new year (NYCMQ, 2023). As a result of its location, it has been recommended by event organizers as a place to hold formal meetings and weddings. The positive feedback explains that the hotel offers great experiences, a professional ambience and great customer service from the hotel staff (New York Marriott Marquis, 2023).
On the other hand, negative feedback has also been obtained from clients stating that room facilities such as beds are old, and they need better services from workers (New York Marriott Marquis, 2023). Some recommendations from hotel critiques have established that the hotel needs to be renovated for a modern look. They have acknowledged that the hotel was built long ago and lost its uniqueness after one or two visits (Smithson, 2019). Therefore, the hotel must improve its architectural outlook to suit a modern five-star look. 
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	Political
	Economic
	Sociocultural
	Technological
	Environmental
	Legal

	Danger of terrorism
Military conflict between countries,
Covid pandemic
	Stock market collapse,
High exchange rates,
Stagnation of middle-class wages
	Increased air travel,
Increased older, demographic
	Threat from online, rental services such as Airbnb
	Water and electricity usage,
Green-Leaders Certified
Recycling  
	Health and safety, regulations,
Lodging taxes
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 One of the threats within the hospitality industry is terrorism. Terrorism and military conflicts scare potential clients away as they do not want to risk their lives (Kubickova et al., 2019). Also, an unstable political climate creates a negative image towards investors as the existing investors will withdraw their investments from the hotel and potentially want to avoid acquiring losses. The conflict between countries prevents clients from accessing the hotel. For instance, the Ukraine-Russian war prevents Ukrainian nationals from travelling to New York to stay in the hotel as it is difficult to book flights. Similarly, during the Covid-19 pandemic, flights were cancelled and most governments set lockdown restrictions to reduce the spread on a global level (Lai & Wong, 2020). Therefore, this financially affected the hotel, which threatened its closure. 
[bookmark: _Toc136903663]Economic
The collapse of the stock market has affected businesses and also consumers. Investors who had invested in the hotel faced losses as they lost their money since they did not predict such an event. Also, the high dollar exchange rate discourages foreigners from travelling and staying in hotels as it reduces their purchasing power. Therefore, high exchange rates reduce the number of clients the hotel experiences annually. As a result of the stagnation of middle-income wages, individuals need help to afford to stay at the hotel. Middle-income individuals are not experiencing salary increments because of the stock market collapse and high exchange rates. 
[bookmark: _Toc136903664]Sociocultural
Furthermore, sociocultural factors affect how the hotel's management makes decisions. Factors such as demographic affect the type of clients they acquire. After retirement, the older generation wants to travel more and have positive experiences, influencing their decision to pay for the New York Marriott Marquis. Also, people embrace luxury and are willing to pay more for these experiences. This has led hotels such as New York Marriott Marquis to become creative to ensure they also cater to all income individuals. Therefore, changes in consumer preferences enable the hotel to expand its market share (Line & Hanks, 2019).
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Additionally, technology has allowed consumers to book the rooms they would like to stay. Technology allows convenience for consumers and hotel staff since they can effectively manage the influx of customers. However, technology has also created the threat of Airbnb, which are online rental service. The Airbnb business is growing due to technology creating competition for the hotel (Zervas et al., 2017). 
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To promote sustainability, New York Marriott Marquis has a Green-leader certification. A Green Leader certification means that the hotel increases its productivity and informs its stakeholders about the value of sustainability (New York Marriott Marquis, 2023). New York Marriott Marquis embraces sustainability but ensures that it conserves electricity and water. The calls for companies to follow sustainable development goals allow hotels such as New York Marriott Marquis to implement strategies to create value for the hotel and its consumers. Ecological strategies will also improve the image of the company to potential clients (Asadi et al., 2020). 
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New York Marriott Marquis experiences legal restrictions, and taxes are imposed that prevent the hotel from making substantial profits like the Airbnb’s (Roach, 2018). New York Marriott Marquis pays for lodging taxes that Airbnb does not pay. It is also required to follow health and sanitation rules or face closure. These laws and taxes increase the hotel's operation costs, making it difficult to compete with Airbnb. 
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	STRENGTHS
•	Global Outreach
•	Financial position
•	Customer satisfaction
•	location
	WEAKNESSES
•	Increased funds for innovation
•	Structural rigidity

	OPPORTUNITIES 
•	Technology
•	Increased market due to globalization
	THREATS        
•	Competition 
•	Inflation



[bookmark: _Toc136903669]Strength
Since New York Marriott Marquis is one of the properties of Marriott International, it has a global outreach where consumers worldwide may find the hotel a hospitable destination while in New York (Marriott International, 2022). As a result, it has a strong financial foundation due to the numerous rooms and services they offer within the property. Also, New York City is one of the greatest cities in the world, and New York Marriott Marquis is located in an appropriate location where tourists can stay in the hotel while admiring the city's views. Therefore, due to its location, it provides customer satisfaction where customers are willing to visit the hotel for corporate meetings or tourism (Gibson, 2023). 
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However, its global outreach demand that the hotel make expensive investments, especially in technology. The company needs to invest heavily in securing consumer data and developing security systems. Also, critics have mentioned that the hotel lobbies do not have areas to sit, so the hotel will have to establish sitting areas for consumers as they wait to get their services. The organization's structure is rigid in that the hotel managers have been the same for several years, and the hotel staff are not encouraged towards career advancements. Hence, it leads to low motivation among employees. 
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New York Marriott Marquis is facing competition from Hyatt and Airbnb. Hyatt is making innovative landmarks difficult for the hotel to make. Hyatt is penetrating the hotel industry and threatening the position of New York Marriott Marquis, especially within New York. Also, Airbnb's popular and potential clients may prefer to book Airbnb to avoid any inconveniences that New York Marriott Marquis may have. Similarly, inflation has been increasing, affecting clients' purchasing power (Tan, 2017). Inflation is creating a negative economic environment for the hotel, affecting its earnings (Gibson, 2023). 
[bookmark: _Toc136903672]Threats
With the changes in customer preferences by embracing luxury, the New York Marriott Marquis is likely to have an increased market share on a national and international level. Due to technology and globalization, the hotel is bake to reach potential customers and make them permanent clients by creating a positive image. 
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	STRENGTH
	WEAKNESS

	OPPORTUNITIES
	SO
	WO

	THREATS
	ST
	WT


 
SO: New York Marriott Marquis can use its global outreach to increase its market share across different demographics worldwide. 
ST: New York Marriott Marquis' location will help create a competitive advantage for the hotel. 
WO: By increasing its market share, New York Marriott Marquis can make technological innovations using the increased revenue. 
WT: New York Marriott Marquis should push for innovation to deal with the rising competition in the industry.
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It is difficult for premium and luxury hotels to maintain a standard of uniqueness. This is because competition forces luxury and premium hotel brands to mimic each other so as to seem that they are following the trends. However, mimicking discourages a company from being at the top within the hotel industry. New York Marriott marquis is a premium hotel that offers sophisticated services and amenities to its customers. The sophisticated amenities allow the hotel to attract partners and clients on a global scale. Also, sophisticated amenities and services require the hotel to be unique so as to maintain a standard towards its clients (Marriott International, 2022). The standard almost resembles luxury. However, New York Marriott marquis level of uniqueness does not relate to its level of sophistication. Its lack of uniqueness makes the hotel look more like a franchise and less like a “stand-alone” hotel (O'Neill, 2022). New York Marriott marquis is facing great competition from hotels such as Hyatt that are increasing their level of sophistication and uniqueness by establishing new hotel deigns. While New York Marriott marquis has a great financial foundation, it seems to be unable to make development to increase and hence sophistication. By increasing its sophistication, the hotel might elevate and be considered a luxury hotel. However, there are operations that need to be improved within the hotel. They include:
1. Staff training and hiring
1. Interior renovations
1. Marketing campaigns 

[bookmark: _Toc136903675]Staff training and hiring
New York Marriott Marquis has a strict employee hiring and training policy to ensure customer satisfaction. The hotel prides itself in putting people first, both clients and staff. The hotel ensures their staff are motivated through leadership development, compensation, career advancements and recognition. The hotel believes that by putting their staff first, they can motivate them enough to ensure an increased productivity of the hotel. However, over the past three years, the Covid-19 pandemic has put a strain on the hotel, where they cannot maintain their current employees because they lack the funds to compensate them. Although the hotel was uncontrollable by the pandemic, they still had a duty to maintain their employees and ensure they were motivated to work even during difficult times (Gibbons, 2022). Statistics show more than six million jobs were lost in the hotel industry in 2020 (Statista, 2022). This statistic is because people were not travelling; hence hotels were not getting consumers. Therefore, hotels needed more revenue to pay for some of their expenses, including salaries. However, while the pandemic is not a significant concern, the effects are still felt by New York Marriott Marquis and its employees.
The Covid-19 pandemic is also a cause of the lack of skills workers within the industry (Lewis, 2022). In the year 2020, travelling restrictions and lockdowns in countries keep skilled foreign workers to remain in their homes. When the restrictions lifted many foreign workers did not return to their workplaces due to death or change of their career. Unfortunately, the hotel was left with a significant gap where they had to fill the vacancies of the skilled workers who had died. The New York Marriott Marquis is now left with the problem of acquiring qualified employees. The hotel try to restore what was there before, they found that the skilled workers laid off were now interested in the flexible working hours. On the other hand, the hotel labour industry is left with unskilled and unprofessional manpower, making it difficult for them to fill these vacancies (Marriott International, 2022). 
Furthermore, clients have complained about the service they receive from the hotel staff (Houston and Sisson, 2021). The hotel are then no way but to hire less professional employee who contribute less to the entities. Hard-to-fill vacancies are expected to rise as the unemployment rate (CIPD, 2022). The New York Marriott Marquis requires a skilled workforce so that they can be able to serve the consumers, but if the shortage of skilled workers continued, then it is difficult to offer hotel services to their clients. The lack of qualified staff threatens the hotel’s revenue generation as insufficient skilled staff prevents productivity (Hao at el. 2020).
The hotel has also recognized that the pandemic changed how employees work, pushing businesses to make changes that suit their staff. However, New York Marriott Marquis needs help in how they will adapt to the changing environment to promote employee satisfaction (Lai at el. 2020). This calls for the hotel to train and retrain its existing employees to provide sophisticated services to stand out from its competitors.
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The interior design within the hotel industry is important towards the image of the hotel. The interior design of the hotel provides the first impression towards guests and clients. They are able to judge the hotel’s potential services through the design of the hotel (Magarpatta Clubs and Resorts, 2018). This is why most hotel conduct their marketing through videos that show case the hotel’s interior. An attractive interior provides a good impression to its guests and shows its clients that they will give them a good experience. The details of an active interior are in the furniture, the fabrics of the beddings, bathrooms, the paint on the walls, stairs or lifts. Also, the interior tells the guests what kind of hotel it is in terms of luxury. For instance, if the furniture is made of hard wood and has gold paintings, the guests find that they are going to have a luxurious and sophisticated experience. Most old luxurious hotels were made with quality materials and have contained luxurious amenities. However, as years pass, the materials despite being of great quality wear out and start giving a less attractive appearance.
This is the case for New York Marriott Marquis hotel. The hotel is made up of great amenities and provides a sophisticated experience. However, the hotel needs renovations that suits the modern hotel interior design while maintaining their authenticity. For instance, some critics have explained that the hotel’s lobby looks deserted and one that has not been used in years. It also is dark and natural light does not reach the lobby which forces the hotel to consumer a lot of energy in artificial lighting. Similarly, some guestrooms did not have televisions, or large closets and also natural light even if they were in higher floors. However, the hotels management have taken note of these aspects and have started renovations in 2022 where they have focused on natural lighting and maximizing on their spaces. Stonehill Taylor and Sawyer & Co are responsible for the hotel’s renovations where they plane to maintain the hotel’s architectural design (Hertzfeld, 2022).
Interior renovations are crucial for enhancing the New York Marriott Marquis Hotel's appeal and uniqueness. First, upgrading guest rooms, including furnishings, fixtures, and amenities, is necessary to provide a luxurious and comfortable experience. To create a welcoming atmosphere, the lobby should be redesigned with contemporary decor, stylish furniture, and captivating artwork. Secondly, the Hotel should offer distinct dining experiences by incorporating innovative design concepts and trendy spaces (Tokue, 2021). Meeting and event spaces need flexible and state-of-the-art facilities, accommodating various events with modern technology and versatile layouts. Thirdly, sustainability and energy efficiency should be considered, utilizing eco-friendly materials, energy-efficient lighting, and water-saving fixtures. By collaborating with experienced professionals and staying updated on design trends is crucial in these renovations, the New York Marriott Marquis can stand out from competitors, align with environmental sustainability, and provide exceptional experiences for guests (Kim at el. 2019).
[bookmark: _Toc136903677]Marketing campaigns 
Hotel marketing allows hotel to attract new customers and promote loyalty from their existing customers. Effective hotel marketing campaigns allow hotels to maintain a competitive advantage within the industry as they showcase some of the amenities ad. services that are meant o satisfy the customer’s wants. One of the main aspects for hotels to promote an effective marketing strategy is through identifying their target customers (Revfine.com, 2023). By identifying target customers, a hotel will be able to identify some of the services and amenities that these customers desire. For instance, if the target customer of a hotel is the upper-class individuals, then the hotel will create a service and amenities package that suits these demographic as they are willing and able to pay for it. Also, once hotels have delivered to their target customers, they have to ensure that they maintain their loyalty through constant offers and engagement that encourages them to book the hotels again (Ettinger at el. 2018). 
Additionally, hotels need to rely on digital marketing to determine how effective their marketing campaigns are and the opinions of the customers (Parvez et al., 2018). Digital marketing includes use of social media and websites to show the products and services of the enterprise (Andrew, 2022). This is an effective method because it has a wide outreach and enterprises are likely to have customer engagement. Within the hotel industry, digital marketing is a way of allowing customers to experience the amenities of the hotel (Sobirjon Samatovich, 2021). This could be creating a video and showing potential clients of the food that they offer, amenities and the overall experience. It attracts customers as they know the aspects they are going to experience once they arrive at the hotel. Digital marketing has been one of the strengths of New York Marriott Marquis. However, during the Covid-19 pandemic, New York Marriott Marquis faced a difficult time as most communication was about the pandemic (Lau, 2020). Also, marketing was almost impossible as they could not afford to have guests as the virus was spreading (Travelweekly.com, 2022). Therefore, they had to be tactical in promoting safety while reminding potential and existing customers about future openings.
Effective marketing campaigns are vital for the New York Marriott Marquis to succeed in the competitive hospitality industry (Fox, 2019). Utilizing various digital channels like social media, SEO, and online travel agencies can expand the hotel's reach (Lau, 2020). Secondly, Engaging content with visually appealing photos and videos showcasing amenities will create a compelling online presence (Roberts, 2021). These Strategic advertising campaigns, influencer partnerships, and collaborations with local attractions can boost brand awareness. Moreover, Continuous monitoring and analysis of campaign effectiveness will enable the hotel to refine strategies and maximize impact. Lastly, Consistency in messaging, personalized experiences, and prompt customer feedback responses build a strong brand reputation and guest loyalty. In general, well-executed marketing campaigns are essential for the New York Marriott Marquis to differentiate itself in the market (Jeong at el. 2023) . Leveraging digital channels, targeted advertising, partnerships, and consistent branding will attract diverse guests and enhance the hotel's reputation (Darsin at el. 2019). Regular evaluation and refinement of marketing strategies will ensure ongoing visibility and appeal to the target audience.
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Based on the review process that included website analysis, online research, and literature review, these are the findings and results of the New York Marriott Marquis;
	Department/Area
	Findings

	Food & Beverage
	- Wide variety of menu choices, catering to diverse                                            preferences

	
	- Multiple bars offering different types of beverages

	
	- Positive online reviews regarding food quality and service

	
	- Well-trained staff providing excellent customer experience


	Venue Design
	- Modern and visually appealing interior design

	
	- Versatile event spaces suitable for various occasions

	
	- State-of-the-art audio-visual equipment for presentations


	Staff Numbers & Roles
	- Sufficient staff members to handle guest demands

	
	- Clear roles and responsibilities among the staff

	
	- Positive feedback regarding staff professionalism


	Staff Training
	- Comprehensive training programs for all staff levels

	
	- Emphasis on customer service and guest satisfaction

	
	- Regular training updates to keep staff updated


	Marketing Campaigns
	- Successful use of social media and online platforms

	
	- Collaborations with influencers and local businesses

	
	- Increased brand awareness and positive customer engagement


(“New York Times Square Hotel | New York Marriott Marquis”)
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The New York Marriott Marquis offers a wide range of menu choices, catering to different dietary preferences and guest needs (Tokue, 2021). The presence of multiple bars providing various types of beverages enhances the overall dining experience. Positive online reviews highlight the quality of food and excellent service provided by the staff, contributing to guest satisfaction.
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The hotel has a contemporary, aesthetically pleasing interior design that fosters a welcoming environment. The adaptable event rooms may be used for many different occasions and can meet the requirements of both business and leisure tourists. The presence of cutting-edge audio-visual technology improves the entire event experience for attendees (Al Fahmawee at el. 2022).
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A sufficient number of staff members are available to handle guest demands effectively, ensuring a smooth operation throughout the hotel. Clear roles and responsibilities among the staff contribute to efficient service delivery. Positive feedback regarding staff professionalism reflects their dedication and commitment to providing exceptional hospitality.
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The New York Marriott Marquis places significant importance on staff training. Comprehensive training programs are implemented across all staff levels, with a particular focus on customer service and guest satisfaction (Fox, 2019). Regular training updates ensure that staff members stay updated with industry trends and deliver a consistent and personalized guest experience.
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The hotel has successfully utilized social media and online platforms to promote its brand and engage with potential guests. Collaborations with influencers and local businesses have increased brand awareness and generated positive customer engagement. These marketing efforts have contributed to attracting a diverse range of guests and enhancing the hotel's reputation.
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The TOWS analysis, from combining the findings from the review process, offers valuable insights to guide the client's strategic planning for the New York Marriott Marquis. This analysis has identified several key points that can contribute to the hotel's success.
Starting with the strengths, the New York Marriott Marquis boasts a wide variety of menu choices and a staff that is well-trained in providing excellent dining experiences (Fox, 2019). Guests can enjoy a diverse range of culinary options tailored to their preferences. Furthermore, the modern venue design and versatile event spaces cater to the different needs of guests, whether they are attending a business conference or a social gathering (O’Mahoney, 2021). This flexibility allows the hotel to attract a diverse range of customers.
Another strength lies in the hotel's efficient operations. The Marriott Marquis maintains adequate staffing levels and ensures clear roles and responsibilities among its employees (New York Marriott Marquis - Updated 2023 Prices & Hotel Reviews New York City, 2023.). This approach leads to smooth and streamlined operations, enhancing the overall guest experience. Additionally, the hotel places great emphasis on staff training programs that focus on customer service and guest satisfaction. By equipping their employees with the necessary skills and knowledge, the hotel ensures that guests receive top-notch service throughout their stay (Nanu at el. 2020). 
The success of the hotel's marketing campaigns is also a significant strength. By utilizing social media and online platforms effectively, the Marriott Marquis has been able to increase brand awareness and engage with potential customers (New York Marriott Marquis, n.d.). Collaborations with influencers and local businesses have further enhanced the hotel's reputation and attracted a broader customer base. These marketing efforts have proven successful in capturing the attention of target audiences and promoting the unique offerings of the hotel.
However, it is important to address potential weaknesses to further improve the hotel's operations. One area for improvement is addressing any service or quality issues identified in guest feedback (Fox, 2019). By actively listening to guests and taking their feedback into account, the hotel can identify areas for improvement and implement necessary changes to enhance the overall guest experience (Nikolskaya at el. 2022). Additionally, evaluating internal processes and identifying areas for streamlining operations can help the hotel operate more efficiently and effectively.
Capitalizing on the hotel's unique offerings and amenities is another opportunity for growth (Roberts, 2021). By emphasizing and promoting these distinctive features, such as luxurious amenities or exclusive services, the hotel can differentiate itself from competitors. This differentiation can attract discerning customers seeking a unique and memorable experience, contributing to the hotel's success.
Nevertheless, the hotel should remain aware of potential threats. Competition from other hotels in the area is a constant challenge that requires ongoing efforts to maintain a competitive edge. The Marriott Marquis must continuously monitor the market, stay updated on industry trends, and adapt its strategies to ensure it stands out in the competitive landscape (Kontic, 2019). Additionally, external factors such as economic changes or travel restrictions can impact the hotel's occupancy rates and overall profitability. Staying agile and responsive to these external influences will be crucial in maintaining stability and minimizing the impact of potential threats.
In general, the TOWS analysis provides valuable insights for the New York Marriott Marquis's strategic planning. By leveraging its strengths, addressing weaknesses, capitalizing on opportunities, and mitigating threats, the hotel can develop an action plan that ensures continued success. With a focus on enhancing the guest experience, expanding collaborations, embracing digital marketing trends, and maintaining a competitive edge, the Marriott Marquis can position itself as a premier destination in the highly competitive hospitality industry (Shamsuddin at el. 2019).
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The action plan focuses on addressing the identified problems and implementing solutions to achieve the desired outcomes. The table below outlines the problems, proposed solutions, desired outcomes, time scale, completion date, and planned budget for each action item.
	Number
	Problem
	Solution
	
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Poor external signage & brand image
	To agree on a revised logo while maintaining the current color scheme and font, considering the possible loss of some brand loyalty but balancing it with clear recognizable signage and image.
	











	Improvement in the recent poor feedback and outdated image, reassurance to existing customers that their views have been considered, and increased customer conversion rate.
	3 months
	16/09/2023
	£20,000 (single site)



The first action item focuses on improving the hotel's external signage and brand image. To address this problem, the proposed solution is to agree on a revised logo that maintains the current color scheme and font. While there may be a possible loss of some brand loyalty, the priority is to balance this with clear and recognizable signage and image (Tokue, 2021). The desired outcome is an improvement in the recent poor feedback and outdated image, reassuring existing customers that their views have been considered, and ultimately increasing the customer conversion rate. The time scale for this action item is set at 3 months, with a completion date of 16/09/2023. The planned budget for this task is £20,000 for a single site.
In addition, the hotel must promote excellent communication and cooperation within divisions. This will guarantee that the suggested modifications are implemented smoothly and that there is a cohesive strategy to obtaining the intended results. Regular progress monitoring and assessment should be carried out in order to track the success of the action plan and make any required modifications along the way (Subramaniam at et. 2011). The hotel may proactively address any difficulties that occur and continually aim for excellence in all parts of its operations by developing a culture of continuous improvement and welcoming input from both guests and employees (Ivanova at el. 2020).
[bookmark: _Toc136903686]Recommendations
1. Revise the external signage and brand image by agreeing on a revised logo while maintaining the current color scheme and font (Walden, 2023).
1. Improve the variety and quality of menu choices based on guest feedback and industry trends.
1. Streamline internal processes to enhance operational efficiency, identifying areas for improvement and implementing necessary changes.
1. Strengthen collaborations with local attractions, event organizers, and businesses to attract more guests and enhance the hotel's visibility.
1. Embrace emerging digital marketing trends and technologies to reach a wider audience and increase online engagement.
1. Invest in staff training programs to further enhance customer service skills and ensure guest satisfaction.
1. Continuously monitor and respond to competition in the area, adjusting strategies to maintain a competitive edge.
1. Stay informed about external factors such as economic changes and travel restrictions, and develop contingency plans to mitigate their impact (Walden, 2023).
1. Regularly evaluate and update the hotel's offerings and amenities to differentiate from competitors and meet evolving guest expectations.
1. Prioritize the recommendations based on their potential impact and feasibility within the given budget and time frame.
1. Enhance Online Presence: Invest in a comprehensive digital marketing strategy to increase online visibility, engage with potential guests on social media platforms, and optimize the hotel's website for better user experience and search engine rankings.
1. Improve Service Quality: Implement regular training programs for staff members to enhance their customer service skills, ensuring consistent delivery of exceptional experiences to guests. Encourage a culture of attentiveness, responsiveness, and personalization in all guest interactions.
By implementing these suggestions, the hotel may improve its brand image, operational efficiency, customer happiness, and overall market competitiveness. Clients should analyze these suggestions in light of their individual objectives, resources, and restrictions before making educated judgments about which activities to prioritize for execution.
[bookmark: _Toc136903687]Conclusion
In conclusion, this report has thoroughly analysed the hotel's current status, highlighting its strengths, weaknesses, opportunities, and threats. By combining these findings with the TOWS analysis, valuable insights have been gained to support the client's strategic planning and decision-making processes.
The hotel possesses several strengths, including a diverse menu selection, well-trained staff, modern venue design, and successful marketing campaigns. These strengths contribute to exceptional dining experiences, versatile event spaces, efficient operations, and increased brand awareness. However, areas for improvement have also been identified as weaknesses, such as addressing service or quality issues based on guest feedback and enhancing internal processes for better efficiency.
Opportunities exist for the hotel to forge collaborations with local attractions, event organizers, and businesses, thereby attracting more guests. Leveraging emerging digital marketing trends and technologies can also help reach a wider audience and capitalize on the hotel's unique offerings and amenities, setting it apart from competitors. It is important to acknowledge the presence of threats, including competition from neighboring hotels and external factors like economic changes or travel restrictions that may impact occupancy rates and profitability.
Based on the comprehensive findings and analysis, a comprehensive action plan has been formulated. This plan encompasses specific recommendations to address identified issues and leverage opportunities. Key recommendations include revising external signage and brand image, enhancing menu choices, streamlining internal processes, strengthening collaborations, embracing digital marketing strategies, investing in staff training, monitoring competition, and staying informed about external factors (Whittington at el. 2019).
By implementing these recommendations, the hotel can elevate its brand image, improve operational efficiency, enhance customer satisfaction, and strengthen its competitive position within the industry. The client is encouraged to carefully consider these recommendations, taking into account their specific goals, resources, and constraints. Prioritizing the recommendations based on their potential impact and feasibility within the allocated budget and time frame is crucial for successful implementation.
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