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Executive Summary
New York Hilton Midtown in New York is a major hotel that has been experiencing a sharp decline in the satisfaction level of its guests and service quality and as a result, this consultancy report has been prepared to solve this problem. The hotel is a first-class hotel situated in the city of Manhattan New York and is popular with both tourists and businesspeople. Nevertheless, the latter has recently reported lower customer satisfaction and, therefore, a decline in the occupancy level and overall sales. This report analyses the contributing factors that have led to this decline, uses relevant business models to support the analysis, and comes up with a clear and practical business recommendation that can enable the particular hotel to compete again.
The major problem found is the big gap in service delivery thereby leading to a negative backlash encountered by the guests. Hilton Midtown company has suffered a major blow because their guests have complained about the slow check-in procedures, the rooms are not fitted with some modern amenities, and the company does not offer the guests personalized services. These challenges together with competition from other luxury hotels in the region have however put Hilton Midtown on the very wrong side. It also has outside factors currently and in the future like the increasing awareness for sustainable products, and the evolution of technology for customers. PESTEL, SWOT, and TOWS business analysis tools were also used to identify the causes of the hotel's current state. PESTEL analysis showed that all the macro such as economic instability, a growing number of people realizing the importance of environmental issues, and technological developments influence the hotel directly. Moreover, SWOT analysis had identified Hilton Midtown’s opportunities in such factors as the successful location and established brand image; however, it also identified threats, including the undisputed inadequacy of the building infrastructures and the employees’ lack of sufficient training. From the TOWS analysis, the following strategic directions were considered important in improving service delivery: The use of technology in service delivery, staff training on delivery channels, and embracing sustainable practices.
The following are the recommendations made in this report based on the findings in Hilton Midtown: The key opportunity areas are organisational staff development to enhance service delivery and the adoption of a CRM solution to enhance guest engagement. Furthermore, it can provide better facilities in rooms by enhancing its services by providing proper Wi-Fi connection, smart rooms, energy-efficient systems, etc which are in high demand in the present world. The reason behind this is training to ensure that the staff of Hilton is highly motivated, and well-informed about the brand standards of the company and thus increases the performance of high-quality services delivered. The second key recommendation made is that sustainability programs should be adopted as the future of the company’s development. Since the growth of a concern for the environment is a contributing factor to success, Hilton Midtown can adapt to green measures and take advantage of energy-saving devices, waste avoidance, and green accreditation. Furthermore, to reach those target consumers, marketing processes must be designed uniquely for target consumers, for instance, young people and business people who may not wish to be associated with conventional customer care services. The planned activities such as the employment of social media marketing techniques advertisements, and collaborations with local events will assist in increased brand identity and customer preferences. The roles of digital transformation have also been mentioned in the report as well. The hospitality industry is becoming increasingly more competitive and technology continues to rise and become central to improving guests’ experiences. Thus, the staff of Hilton Midtown should pay more attention to the development of digital products, such as mobile applications aimed at simplifying the process of booking, and check-in, as well as some personalized communication with guests. The application of smart technologies will not only enhance efficiency in the operations of these organizations but will also meet the customer expectations of the current hi-tech world. Lastly, the report urges the firm to develop a sound approach towards the effective management of a crisis. Since the hospitality industry is especially sensitive to various types of solutions including economic or health, Hilton Midtown needs crisis management strategies. This consists of protecting the staff for contingencies, keeping business going, and maintaining customers’ confidence during crises.
Overall, therefore, Hilton Midtown has a lot of problems it is facing in its efforts to sustain the market leadership of hotels in New York. Nevertheless, by following the strategic suggestions made in this paper, the hotel will be in a position to improve a number of service standards, thereby increasing guest satisfaction and regaining the competitive advantage it once enjoyed within the market. Certain of these changes would need to be implemented in interchange with other departments, but overall the advantages of increased sales, improved brand recognition and eventual sustainability are paramount to the costs of implementing such change. Such recommendations coming from their benchmark hotels can thus be implemented by Hilton Mi to achieve similar improved returns when applied properly.

[bookmark: _Toc181808963]Introduction
[bookmark: _Toc181808964]Background of New York Hilton Midtown
The New York Hilton Midtown is one of the biggest and most famous hotels in New York situated at 1335 Avenue of the Americas, Manhattan. Founded in 1963 and covering more than 1.7 million square meters, at present owns 1981 guestrooms, ranked as one of the largest Hilton Companies in America (Hilton Worldwide, 2023). Designed in a corporate style, it is suitable for business and individual guests and has everything for their meetings, conferences, events, workouts, as well as various restaurants and bars. Being located in close proximity to Times Square and Central Park, millions of people visit this facility on a yearly basis, placing it as one of the players in the New York hospitality industry (Smith, 2022). This resulted in the hotel creating a very good reputation in the industry and its historical nature has enabled it to remain relevant in the city. That being said, New York Hilton Midtown experiences numerous operational and strategic risks implying that before it can maintain its growth rate and successfully compete in the sphere, it is crucial to delve deeper into the problem (Jones, 2018).
[image: New York Hilton Midtown Reopens its Doors]
Figure 1: New York Hilton Midtown, New york, USA
Source: : (Tripadvisor, 2024)
[bookmark: _Toc181808965]Overview of the Consultancy Firm
Organisational consultant specialising in hospitality, Innovative Hospitality Solutions has over 15 years of experience in working with international full-service hotel chains. Our firm provides a detailed exploration of issues facing our clients and develops workable recommendations for further action. We cater to both single and multi-site businesses to design and implement specific solutions for working on performance issues, customer service solutions, as well as long-term sustainability strategies (Johnson and Brown, 2019).
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Figure 2: Consultancy Firm
Source: (Smith, 2021)
[bookmark: _Toc181808966]The Identified Issue: Guest Experience and Service Quality
This academic article aims to identify the various issues of New York Hilton Midtown that have affected the guest experience and service quality mostly after the onset of the COVID-19 pandemic (Babb and Stevenson, 2024). At the heart of the hotel issues, the Rating of Guest Satisfaction has decreased. Over the past few months, the responses provided by patrons revealed their worry about uneven service quality, extended time to spend during the registration and registration processes, and problems associated with the sanitation of lodgings (Williams, 2021). Criticisms by recent guests have revealed dull experiences as shown by the 15% drop in satisfaction levels within the last year and this is driven by issues touching on staff response and the efficiency of the hotel (Hilton, 2023). Ultimately, the failure to maintain and continually improve service quality is even more startling given the ongoing intense competition for the hospitality market share in New York City. Also, there have been substantial changes in some of the operating expenses touching on escalating labor costs and higher hygiene standards (Smith and Garcia, 2022). This has exposed the hotel’s brand to this menace and decreased occupancy rates, in case it is not addressed urgently; hence lacks the flexibility to respond to these changes wittingly (Jones, 2020).
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Figure 3: Customers' Review
Source: (Tripadvisor, 2024)
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In order to analyze the service quality issues identified in New York Hilton Midtown; the following strategic approaches will be applied; the SWOT, PESTEL, and TOWS analyses. The use of the SWOT analysis will now uncover strengths, pursued weaknesses, opportunities and threats that surround the hotel. PESTEL business organisation will evaluate the macro-business conditions that are likely to affect the operation of the hospitality industry including political, economic, and social factors. Last but not least, there will be a TOWS analysis that will be helpful in proffering solutions to the various categorized challenges and enhancing general efficiency (Porter, 2019). That is why, using all the mentioned approaches, this report is designed to give concrete proposals to the management of the hotel to improve guest satisfaction and optimize the company’s performance.


[bookmark: _Toc181808968]Analysis
As one of the many hotels in New York City, the New York Hilton Midtown has the following operational and strategic issues that affect the satisfaction, revenue as well as position of the hotel. This paper seeks to establish the major problems that are causing poor performance in the hotel through PESTEL, SWOT and TOWS tools and data accumulated via literature review and research.
[bookmark: _Toc181808969]Key Issue: Declining Guest Satisfaction and Service Quality
The central strategic management issue that the New York Hilton Midtown has to confront is to constantly provide an excellent guest experience. This has become evident in the recent guests’ feedback, and even on social media platforms, current problems that are common are the inability to clean, respond to guests, or the general performance in the house (Smith, 2021). These service quality gaps are affecting the hotel's reputation and retention of customers in a big way that too in the cutthroat competitive environment of New York City.
[bookmark: _Toc181808970]Analysis of Guest Satisfaction Decline
Satisfaction of the guests is very important for any hotel business because it is a key influence on the occupancy level, customer retention, and revenue. As a marketing concept, guest satisfaction is a highly complex construct encompassing multiple aspects of the service experience such as room facilities, staff courtesy, and cleanliness of the areas in the hotel (Jones and Garcia, 2022). From research, it was established that customers who are satisfied are likely to visit the facility again which reduces the high costs incurred when marketing to new customers (Williams, 2021). However, the relative trend has declined for the Hilton Midtown which creates doubt as to the hotel’s propensity to maintain market competitiveness. According to Chen (2023), in the last year, customer satisfaction scores have reduced by 15 %, largely because of perceived deteriorations in service delivery at Hilton Midtown. By analyzing the guest response on the company website, the problem arises from slow and protracted check-in and check-out processes, while room cleanliness may be satisfactory, it is not consistent, and there is reduced staff engagement and a perceived demotion of service standards (Hilton Worldwide, 2023). The severity of this trend is that even a slight deterioration in the guests’ satisfaction index implies enormous revenue loss. For instance, first, negative online ratings, one star, have an effect of lowering the revenue potential by as much as 9% for the hospitality section (Green, 2019).
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Figure 4: Customer's Review
Source: (Tripadvisor, 2024)
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This paper identifies the various factors that cause the decline in service quality at Hilton Midtown both internally and externally.
Increased Operational Costs and Budget Constraints: This has never been the case, and there was an increase in labor costs due to inflation and low capital to support better staffing and maintenance (New York Hospitality Alliance, 2022). With New York City increasing minimum wages as well as demanding higher employee benefits the labor cost of Hilton Midtown has risen to about 8%, thus challenging the management to retain sufficient staffing (Jones & Garcia, 2022). Lack of finance to meet the needs of the organization has also affected other important areas like housekeeping by delaying room cleaning, and lack of proper housekeeping in most cases (Williams, 2021).
Staffing Challenges and High Employee Turnover: In the hospitality industry, high employee turnover prevails whereby the rate reduces to 73% which makes it difficult to maintain a good standard of service (Smith, 2022). At Hilton Midtown it was found that there was high staff turnover, meaning that many employees are new in the organization and are not conversant with the organizational service standards. High turnover also brings in low-experienced staff who are in the position to attend guests with their individual needs significantly affecting guest satisfaction (Jones, 2021). Moreover, studies point out that turnover-related problems are not only service detriments but also lead to training costs and restrict funds for improving guests' experience (Williams, 2021).
Outdated Technological Infrastructure: As it was earlier noted, the contemporary hospitality operating environment has been characterized by increased technological applications aimed at raising operational productivity as well as the satisfaction of client needs (Discuteanu and Cabon, 2019). At Hilton Midtown, the company has adopted partial digitization of solutions which though come as mobile check-in options have not been extended to all facets of service provision. Consumers have begun to complain because they are offered fewer digital services compared to the hotels in which they have access to upgraded features, including contactless check-outs, and making room service orders through their mobile devices (Johnson, 2022). Low technological adoption has been partly attributed to increased average time and lack of efficient ways of serving guests thus making the experience worse.
Inadequate Staff Training and Development Programs: Training is critical to the success of employee service delivery in the hospitality industry (Green Hotels Association, 2021). Specifically, staff training programs at Hilton Midtown have been a subject of inconsistent implementation according to the staffing shortage, and budget cuts. Studies show that this relationship exists presumably because well-trained staff are better placed to handle guest needs and demands (Jones, 2022). But this is fürthermore a problem because constraints on training budgets limit a workforce that lacks the skills needed for providing the high level of service expected at a Hilton Midtown. Therefore guests are usually shown delays, misunderstandings, and failure to meet the expected standards.
Impacts of Increased Guest Expectations Post-COVID-19: Following the COVID-19 pandemic, guests have become more health conscious and hygienic as well as response to the cleaning of the environment by hotels. Recent research revealed that current travelers’ preferences consider cleanliness and safety as a priority when selecting a place to stay, which means that hotels must provide cleanliness (Smith, 2021). Hilton Midtown had increased cleaning measures to avert escalating satisfaction, previous satisfaction was enhanced after the implementation of these extra measures; but as stated, it is hard to maintain optimum standards due to issues of staff and funds. While guest expectations have kept on rising, Hilton Midtown has failed to meet the expanded client needs and ended up disappointing and receiving poor reviews (Green Hotels Association, 2021).
[bookmark: _Toc181808972]Effects of Declining Service Quality on Hilton Midtown’s Competitive Position
The general effect of such issues regarding service quality reduces Hilton Midtown's competitiveness in the New York City hospitality industry (Quesado, 2022). In such other growing markets as the one in focus, they are highly populated by hotels, and therefore there exists highly heightened competition; Due to this, the quality of service is highly valued. There are many choices that a guest can have, and when the guest receives two different levels of service quality, they can switch to other competing hotels that are providing better service and even better technologies. It is, therefore, crucial to keep up with the standards of service delivery since research shows that businesses within the industry that receive better scores in their service delivery, get to enjoy improved occupancy rates and repeat clientele (Jones, 2021). Besides, direct revenue losses stemming from unhappy guests, Hilton Midtown is exposed to the danger of harming its brand image. 81% of travelers use online reviews as sources of information before making bookings for hotels (Williams, 2021). Mentions of negative service quality require attention and can therefore discourage potential guests, which ultimately augments the poor revenue reality of the hotel. Hilton has repeatedly failed to fill these service gaps and this has consequences for its customers while diluting the opportunity presented by premium pricing since the deterioration of satisfaction levels directly undermines perceived value (Chen 2023).
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PESTEL Analysis
The PESTEL framework evaluates external factors influencing the hotel, revealing significant political, economic, social, technological, environmental, and legal impacts.
	PESTEL Factor
	Description
	Impact on Hilton Midtown

	Political
	Local regulations and tax policies, especially around labor, impact hotel operations.
	NYC’s recent legislation mandating higher minimum wages has raised labor costs by 8% (New York Hospitality Alliance, 2022).

	Economic
	The economic downturn post-COVID-19 has affected travel and occupancy rates.
	The hotel’s average occupancy dropped to 65%, below the pre-pandemic rate of 85% (Jones, 2022).

	Social
	Increased focus on health and safety by guests.
	Enhanced cleaning protocols have increased operational costs by 12% (Smith, 2021).

	Technological
	Rising demand for digital and contactless services in hotels.
	Investment in mobile check-ins has improved efficiency but requires further development to meet guest expectations (Chen, 2023).

	Environmental
	Pressure to implement eco-friendly practices.
	The hotel has reduced energy use by 5%, but guests demand more sustainable practices (Green Hotels Association, 2021).

	Legal
	Compliance with health and safety regulations.
	Strict adherence to sanitation laws has increased costs by 10% (Williams, 2021).


The PESTEL analysis shows that the Hilton Midtown’s operations are affected by such macroenvironmental forces as political, economic, social and legal thus necessitating the need to change the existing strategies to address the hierarchy of external forces with significant power (Madsen and Grønseth, 2022).
[bookmark: _Toc181808974]SWOT Analysis
A SWOT analysis provides insight into the hotel’s internal strengths, weaknesses, opportunities, and threats.
	SWOT Component
	Description

	Strengths
	Prime location in Manhattan, high brand reputation, large room capacity, and diversified guest services (Johnson, 2019).

	Weaknesses
	The decline in service quality, rising operational costs, and inconsistent guest experience (Hilton, 2023).

	Opportunities
	Growing demand for sustainable practices, potential for enhanced digital services, and increase in international tourism (Smith, 2022).

	Threats
	High competition in NYC’s hotel market, regulatory changes increasing labor costs, and economic uncertainties affecting travel spending (Jones, 2022).



The SWOT analysis shows that Hilton Midtown possesses a strong brand name and an excellent site, whereas, high operating costs and high operation costs are threats. A combination of the identified opportunities and minimization of the weaknesses may help to improve the competitiveness of the hotel (Panteleiev, 2023).
[bookmark: _Toc181808975]

TOWS Analysis
Based on the SWOT insights, a TOWS analysis converts the identified strengths, weaknesses, opportunities, and threats into actionable strategies.
	TOWS Strategy
	Explanation

	SO (Strength-Opportunity)
	Capitalize on Hilton’s reputation and location by introducing sustainable, eco-friendly initiatives to attract environmentally-conscious travelers (Green Hotels Association, 2021).

	ST (Strength-Threat)
	Utilize the hotel’s brand reputation to counteract competitive pressures, with promotional offers targeting the recovering tourism market (Porter, 2019).

	WO (Weakness-Opportunity)
	Improve service quality by investing in digital tools that enhance operational efficiency and guest satisfaction (Chen, 2023).

	WT (Weakness-Threat)
	Minimize labor costs through optimized scheduling and targeted training to improve service consistency (Jones, 2020).





[bookmark: _Toc181808976]Recommendations and Change Management 
In today’s complex business setting, change is often inevitable and an organization will need to adapt to changes in its internal setting or external environment. Of equal importance is the change's impact on the employees and organization operations which needs to be done effectively to enhance organisational adherence. Hence, change management can be defined as the process through which organizations seek to alter the way they, or the individuals operating within them, work, think, or use tools. From the problems discussed above of the declining guest satisfaction and the deteriorating quality of services at the Hilton Midtown the following recommendations are given for an effective change management strategy (Panteleiev, 2023). Change management is explained by several models that will be described in this report, and the models will be followed by a set of concrete actions. Last, it will look at how the hotel can employ these changes successfully, based on the effectiveness approaches along with the research. 
[bookmark: _Toc181808977]Key Models of Change Management 
[bookmark: _Toc181808978]Lewin’s Change Management Model 
The most prevalent model of change management was named after Kurt Lewin, who first presented it in 1951. The model is based on the idea that successful change requires three stages: The other model is the Unfreeze Change and Refreeze Model (Crosby, 2020).  
[image: Understanding Lewin's Change Management Model]
Figure 5: Lewin’s Change Management Model
Source: (Crosby, 2020)
· Unfreeze: The first one is getting ready for change by dismantling the current mindset as well as current functioning. It is about generating consciousness of the organization’s need for change and encouraging the people to release from the previous organizational culture (Cummings and Worley, 2017). This stage is important since there may be resistance to change and organisations have to set the climate for change.
· Change: The last is where the change really occurs at a higher dimension as will be described in the next section (Crosby, 2020). New ways of working are defined, an initial set of processes, behaviors, or strategies are put in place and people start to change the way they work. Explicit communication, employee training, and leadership in this phase are important in order to ensure that the employees change their attitudes and adopt the change (Ford et al., 2015). It is during the change stage that adherence can be demanding because this calls into question the prevailing routines.
· Refreeze: The last stage is a reinforcement process where attempts are made to freeze the change that has been brought in organizations. Reframing on the other hand is the process of keeping the organisation steady after the change, reminding people of the new behavior and encoding the new processes (Cummings and Worley, 2017). Finally, the changes are considered and made permanent and are incorporated into the organizational culture.
Lewin’s model is particularly helpful in working on linear change processes and moderate-scale change initiatives. But they have been described as overly simplistic especially when grappling with Dynamic, first order, changes (Burnes, 2017).
[bookmark: _Toc181808979]Kotter’s 8-Step Change Model
John Kotter is the author of a number of books, the book Leading Change, published in 1996, contains an 8-step process for managing organizational change.  
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Figure 6: Kotter’s 8-Step Change Model
Source: (Laig and Abocejo, 2021)
· Step 1: Create a Sense of Urgency: Kotter writes that for change to happen, there must be change seeking to happen in the organization because the current methods used are insufficient. Where there is a call to action this creates a feeling among the employees that change is necessary and not something to be fought against. This can be done by demonstrating the organization’s risks with the current situation negatively impacting the success of the business (Kotter, 2012).
· Step 2: Sustain Successful Leadership: Leaders should mobilize members who will champion change by creating a strong alliance of key leaders. The change management team in this case should be made up of senior organizational personnel, management and other critical staff (Kotter, 2012). A committed team will work in order to mobilize support throughout the organization.
· Step 3: Establish the Why of Change: The sustainable and compelling rationale for adjusting and embracing change, assists employees in comprehending why change is important. Leverage of the vision must also be done in a very good manner by everyone to the employees as pointed out by Kotter (Laig and Abocejo, 2021).
· Step 4: The core processes, that need to happen in an organisation for improvement: The first is communication, whereby organisational members understand the vision for change as well as their participation in the improvement process (Chen, 2021).
· Step 5: There are always barriers that may hinder the change process some of which include; policies, resources, and even employees and this step is about removing them. Employees do need to be empowered to make decisions and act on those decisions (Kotter, 2012).
· Step 6: Build Quick Gains: The organization should deliver short-term results because people need to experience hope for improvement that was brought by the change. The management can get big support by attaining concrete and minor successes in the initial stages of change (Chen, 2021).
· Step 7: Scale the Change: After experiencing some level of success, a change management initiative needs to be spread to other parts of the organization, company, or government agency. In his recommendations, Kotter recommends leaders be sure to keep on encouraging change and to build and strengthen the change that has been made (Laig and Abocejo, 2021).
· Step 8: Make the Changes Permanent: The final strategy is to make use of the change and enshrine it into the organisational culture. To a great extent, this may be done by integrating the policies, systems, and behavior with the new changes as regular aspects of the organizational system (Kotter, 2012).
As a result, Kotter’s model is quite popular among large and small-scale changes as it is a Packaged Process that emphasizes leadership and communication. However, critics suggest that it is linear and may not adequately solve the problem of change as the process of continuous looping through the change management cycle (Gilley et al., 2015).

[bookmark: _Toc181808980]ADKAR Model
The ADKAR model that originated from Prosci in the 1990s offers an individual-level approach to mapping the transition for both employees and the company. The model identifies five essential elements required for successful change: Awareness, Desire, Knowledge, Ability, and Reinforcement.
[image: Copy of The ADKAR Change Management Model]
Figure 7: ADKAR Model
Source: (Hanif, 2023)
· Awareness: Change requires motivation and enlightenment, especially for the employees. This is explained as the process of making others understand why such a change has taken place and what the expected gains are. Lack of awareness leads to resistance where necessary, Thus, it is essential to resolve any confusion right from the start (Prosci, 2016).
· Desire: Desire means the voluntary commitment of employees toward supporting change within their organisation. This depends on things like motivation, self-interest, or perceived self-gain concerning change (Hanif, 2023).
· Knowledge: The recipients require knowledge and know-how on how to effect change. Training, tools, and direction for understanding how the change will affect them are also provided (Hanif, 2023).
· Ability: This is known as the ability of the employees to practice what they have learned. Supervisors should offer enough encouragement and actual application chances so that workers can effectively accomplish new responsibilities (Nagamalini and Wesley, 2024).
· Reinforcement: Reinforcement makes sure that change is continued for a long time. A few of the actions that should be taken are to identify and celebrate people and groups who show the desired behaviors and support the reason behind the change with feedback and rewards (Nagamalini and Wesley, 2024).
ADKAR model is especially useful for the next step of change management since the latter focuses on the people side of change. But, it could be a costly affair, especially in the area of training as well as support needed (Hiatt, 2014). 

[bookmark: _Toc181808981]Recommendations for Hilton Midtown 
Enhance Guest Experience Through Personalized Services: Personalization is among the biggest concepts now enjoying popularity within the setting of the hospitality business. Customers today demand comfort, and would not want to be processed through a standard or traditional model. According to Ivanov and Webster (2017), personalization enhances guest satisfaction, loyalty, and profitability, thus enhancing the number of revenues. The company should establish a proper CRM where guest details such as the size of the bed, and meal preferences among other things should be recorded to allow for guest-specific settings for services, rooms, and meals, respectively, among others. Another way for customers to get personalised attention is through; the application of artificial intelligence in customer relations. Technological approaches such as the usage of chatbots or virtual concierge services help the guests in real-time, where they can inform them about the services offered within the hotel, and other attractions of interest around the area (Ivanov and Webster, 2017). For instance, while Hilton launched its “Hilton Honors” app as a way of offering guests high levels of personalization, expanding such facilities can still go a long way in improving the experience of guests.
Invest in Staff Training and Development: To maintain as well as to enhance quality service delivery within the Hilton Midtown it is important that Hilton Midtown provides for constant training and staff development plans. In a study conducted by Mattila in 2018, he observed that well-trained employees are a prerequisite to efficient customer service hence increased guest satisfaction. This means that training interventions should best be directed to the soft competence areas like communications, conflict management, and understanding. Furthermore, front-line workers should also learn how the technology they will utilize improves their operations, for instance by using mobile phones or applications to do check-ins, booking of room services or attend to guests’ inquiries. Such training is equally beneficial for hotel managers because they can learn how to deploy strategies to properly motivate employees and engage and manage guests (Mattila, 2018). Other strategies such as empowering employees to make decisions on behalf of the guests in real-time serve to take visitors' experiences to the next level as far as occasionally encouraging repeat visits by customers are concerned.

Embrace Technology to Improve Operational Efficiency: 
Through emergent technology, the area of operation has grown efficient in enhancing operational activities in the modern world of the hotel industry (Parker, 2014). Hilton Midtown must think through incorporating technological advances for example self-service check-in kiosks, mobile phone keys, and/or artificial intelligence in offering services. However as found in a number of studies, the use of self-service check-in kiosks not only shortens the wait time but also enhances guests’ satisfaction and liberates front-line employees for value-added engagements (Buhalis and Law, 2018). Also, mobile technology opens up guests’ possibilities of acting independently and self-organizing using their portable devices, including smartphones, to arrange services or manage the climate in their rooms. IoT devices could also be included in the guest rooms to help customers get a better experience while also increasing efficiency on power usage. For instance, IoT can allow smart management of climate control, lighting, and energy usage that responds to customer preferences and strives also for sustainability (Buhalis and Law, 2018).

Strengthen Sustainability Efforts: 
Concern for sustainability is growing, and tourists expect automatic sustainability in hotels. This paper provides Hilton Midtown with an understanding of the place for improvement in regard to sustainability, including directions in energy efficiency, waste minimization, and water efficiency. According to the study conducted by Hwang et al. (2019), they found that sustainable practices are not only ecological but also, enhance the hotel's image and the satisfaction of guests. Hilton Worldwide has already signed up for its “Travel with Purpose” environmental and social responsibility initiative (Hilton, 2020). Hilton Midtown should continue to expand on this by making more focal sustainable initiatives, like creating signs within rooms to allow guests to choose to decline housekeeping in order to save water and electricity.   Another functional action may comprise expanding the provision of EV charging points effectively by a proliferation of environmentally friendly clientele. Hilton Midtown could avail more of green certifications like the LEED since consumers are shifting to green products and services either due to the Green campaigns or due to changes in perception or preference (Hwang et al., 2019).

Diversify Marketing Strategies and Target Niche Segments:
This is mainly because the market is getting more competitive, and therefore, to ensure that more guests are booked in the Midtown Hilton, and the existing guests remain loyal, more appropriate marketing techniques would need to be employed. As noted by Brochado et al (2017), it is possible that marketing diversification could help the hotels target a variety of customers such as millennials, business clients, or international clients. Hilton Midtown could perhaps follow the strategies for the special interest groups with focused advertisements meant for them. For instance, the increasing popularity of ‘leisure,’ or business leisure travel could be capitalized on by providing packages that would go well for business travelers who have some spare time to sightsee around the city (Brochado et al., 2017).  

Strengthen Crisis Management and Business Continuity Plans:
The globalization of the hospitality market makes it unpredictable which is especially evident after the COVID-19 outbreak; therefore, Hilton Midtown needs to improve its crisis management and business continuity plan. Shereen et al. (2020) have focused on the role of well-developed crisis management strategies, especially in relation to the continuation of business in a crisis in the hospitality sector. Hilton Midtown should develop elaborate contingency structures that will deal with operational mishaps including pandemics, natural disasters, or even contractual downturns. These are the health and safety measures, the flexible policy for bookings, and the possibilities to effectively communicate with guests and employees. Technology can also come under the process whereby time is incurred for communication and managing the operations of a business from a distance when crises occur (Shereen et al., 2020). 


Action Plan for Hilton Midtown
To resolve those key problems stated and to apply all of the above recommendations regarding the Hilton Midtown, setting out a clear action plan is crucial. This plan identifies key activities to be undertaken, the time frame within which these activities will be accomplished, the roles and responsibilities of various actors, and the performance indicators needed for the completion of these activities (Dehdarian, 2023). The following table is a rapid-action guide that focuses on guest experience, operations, responsibility, and marketing.
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Declining Guest Satisfaction
	Implement a personalized guest experience program, leveraging CRM systems and AI tools.
	Increased guest satisfaction, loyalty, and repeat bookings due to personalized service offerings.
	3 months
	March 2025
	$50,000

	2
	Lack of Staff Training
	Provide ongoing customer service training, focusing on empathy, communication, and technology use.
	Improved service quality and staff morale, leading to enhanced guest experiences and satisfaction.
	6 months
	June 2025
	$30,000

	3
	Operational Inefficiencies
	Introduce self-check-in kiosks and mobile key systems for faster check-in/check-out processes.
	Reduced waiting times and increased operational efficiency, resulting in better guest experience.
	4 months
	April 2025
	$75,000

	4
	Insufficient Sustainability Practices
	Implement energy-efficient solutions and increase sustainable initiatives, including waste reduction.
	Reduced environmental impact and enhanced brand image as an eco-friendly hotel, attracting sustainability-conscious guests.
	12 months
	December 2025
	$100,000

	5
	Low Crisis Management Readiness
	Develop and implement a comprehensive crisis management and business continuity plan.
	Improved preparedness for potential crises, ensuring smooth operations during disruptions and maintaining customer trust.
	6 months
	August 2025
	$40,000

	6
	Limited Marketing Reach for Niche Segments
	Target niche segments (e.g., bleisure travelers, eco-conscious tourists) through tailored campaigns.
	Increased bookings from targeted segments, especially millennials and eco-tourists, contributing to revenue growth.
	5 months
	July 2025
	$20,000




[bookmark: _Toc181808982]Conclusion
There are several issues of major concern to Hilton Midtown in its efforts to sustain market competitiveness and thus stand out in the ever-liberalizing hospitality industry; reducing guest satisfaction and deteriorating service standards being among them (Narayanan, 2022). These questions are mainly caused by internal factors for example poor service delivery and external forces which include; competition within the market and the ever-changing customer needs. Thus, thanks to thorough analysis and the application of contingency measures, Hilton Midtown can become one of the outstanding players on the market which would increase its performance notably. Challenges were identified that have weakened guest satisfaction, such as lack of personal touch to services rendered and also, technological_immaturity. Akin to other customers, the hotel can optimise customer experience and operations by adopting and escalating the use of technology including Customer Relationship Management (CRM) and mobile applications (Blanchard & Galloway, 2019). In addition, staffing has to be done effectively, and more importantly, staff training and development are very important in order to guarantee standard service delivery. Training of employees does benefit from continued programs as service delivery is well positioned toward Hilton’s brand image (Gillet, 2017). Also, more emphasis now is placed on sustainability issues in the context of the hospitality industry. Hilton Midtown must improve its operational appropriateness to the needs of the growing consumer concern with environmentally friendly processes and products such as integral energy, reducing waste, and achieving certifications. This is in line with current trends toward sustainability where the hospitality industry is increasingly assuming calls to environmental responsibility (Kotler 2018).
Also, furthering advertisement efforts and sales promotions such as focused campaigns and collaborations with local events will bring Hilton Midtown new custom categories such as the millennial young people and business people which will be important for future business (Liu, 2019). The sales and marketing channel needs more enhancement to make it better to ensure brand awareness and more bookings through online digital platforms and social marketing strategies. In the case of Baker and Senn (2021), the hotel must adjust to new-age consumers whereby offerings need to be marketed through appropriate online platforms. However, it is obvious that an adequate crisis management plan has to be established. Most operations in the hospitality industry are open to different types of crises including natural incidents, technological incidents, and health incidents such as the coronavirus. Despite the fact that Iranian destinations have some of the most beautiful hotels in the world, the hotel should establish and train staff in crisis management for its protection and to bolster customer confidence (Smith and Blundell, 2020). Therefore, due to Hilton Midtown’s threatening situation, this hotel can dispel all these problems by adopting the concept of change through investment in technology, sustainability, staff, and marketing. In these key areas, Hilton Midtown will address the issues of service delivery with the aim of delivering better service to guests as well as improving its market edge. If the recommendations stated in this paper are effected properly, then the hotel has long-term growth prospects (Clarinval, 2023).
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‘Awful. Avoid. Worst customer service | think I've ever encountered.

We experienced good service from just 1 member of staff throughout our 5 night stay, Gio on
reception.

Everyone else was incredibly rude.
Awul service, awful hidden charges, awful WiFil Awful everything.

We spent a small fortune to stay 5 nights at this hotel and | will never recommend it or return
Read more v

Date of stay: October 2024
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Rude front desk and concierge.

The best thing about this hotel is the location. That's about it.
The only polite members of staff were the housekeeping ladies. Front desk and concierge really
need some retraining in hospitality. Wow! The way they spoke to guests was appalling. After a
long flight it would be really nice to be greeted with @ hello or at least a smile!

We paid for a corner premier room but the windows were so dirty you could barely see out of
them! Broken chest of drawers and 2 electric sockets not working.

This was the 3rd time staying at this hotel. Never again.

Read more v

Date of stay: October 2024
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Montreal, Canada » 66 contributions - 6 helpful votes

Under the surface, not great.

I went here for a one night stay because | had a meeting in the building right next door, so it was
convenient. It's clear that this is mostly a leisure hotel, though, with alot of folks milling around.
The check-in was quick and friendly and my room was big and open - though a disabled room. It
looked like it needed a bit of a refresh but when | dug a bit deeper | realised it needed a real
going over. | always do @ once over for bed bugs in all hotels and when o pulled the pillows away
from the head of the bed, the material attached to the wall was ancient and disintegrating. O
needed a quick bite to eat and a beer before bedtime so grabbed a burger, fries and a pint in
the hotel bar. The burger was... well barely okay... and cost the bigger part of $40. | also expect
Read more v

Date of stay: October 2024
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Terrible customer service

Terrible customer service! After a long trip with a 2 year old we were told to contact customer
service reference a cot and were shouted at down the phone. Every time we asked a question to
amember of staff they were abrupt and unhelpful. | will not be staying here again and willthink
twice about booking a Hilton again.

Read more v

Date of stay: October 2024




image8.png
1 Recognize the need for
change

2 Determine what needs to
change

3 Encourage the replacement of
old behaviors and attitudes

4. Ensure there is strong support
from management

5 Manage and understand the
doubts and concerns.

1. Plan the changes

2. Implement the changes

3. Help employees to leam new
concept or points of view

Refreeze

1. Changes are reinforced
and stabilized

2 Integrate changes into the
normal way of doing things

3. Develop ways to sustain the
change

4. Celebrate success




image9.png
III Create IH Build

Establish a feeling of urgency of Formulate a guiding coalition
hurriedness towards change.

IH Form m Enlist

Develop a strategy to bring about Communicate or put forth the vision

KOTTER's change. or strategy for change
8-STEP

MODEL IH Enable Il’ Generate

Empower employees for taking Formulate and generate short-term
action to incorporate changes goals

Sustain m Institute

Capitalize of wins or gainsinorderto  Incorporate new and better changes

produce bigger results in workplace cuture





image10.png
ADKAR

Change Management Model

1. Whatis and isn't working in 1. Communicate benefis for 1. Leam new technical skils 1. Empty a suitable 1. Engage a scrum coach
my organization ‘adoption of scrum 2. Leam to think as ateam governance framework identfy champions
2. Whatare my options. 2. dentiy risks involved 3. Learn how to time box 2. Training the basics. 2. Share scrum experience
3. Communicate that there is 3. Build momentum 4. Share information 3. Start small 3. Leam from early mistakes
aproblem 4. Address fears 5. Set reasonable targets 4.Dontdo it by stealth
4. Focus attention on the 5. Adjust processes that touch
most important reasons to the scrum teams
change

@ -





image1.png
N Prifysgol Cymru
3N ¥ Drindod Dewi Sant
S University of Wales

Trinity Saint David




image2.jpeg




