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Executive Summary: 
The Greenwich Hotel is a one-of-a-kind, five-star luxury boutique hotel in Manhattan, New York (Roshith and Padmapriya, 2022). This consulting report addresses the worrying trend of the hotel's occupancy level going down over the past few years. Since it opened in 2008, the Greenwich Hotel has carefully planned, implemented, and improved a service and product strategy that promises a superb, unique, and enviable experience for guests from the worlds of nobility, fortune, power, and fame (Ramzan, 2023). However, the hotel's booking rates have gone down because of increased competition in the hospitality business and changes in how people travel. This has had a big impact on its sales and position in the market. This report tries to figure out why this happens, looks at internal and external factors, and suggests ways to boost hotel usage rates, keep customers longer, and make the business more competitive overall. Higher rental rates have been named as one of the biggest problems that could keep people from staying at The Greenwich Hotel. This is because they threaten the hotel's very existence by making it less profitable and less respected. Since the hotel depends on the number of guests, a drop in availability not only makes it harder to sell rooms, but also means that the hotel can offer fewer discounts on services like food, drinks, spas, events, and more. It talks about how fewer bookings affect brand value because tourists may stop seeing the hotel brand as a high-end type of hospitality when they book other facilities. To keep The Greenwich Hotel growing and able to compete with other high-end hotels in New York, it is important to find and keep effective employees. The goal of the document is to talk about a few possible reasons why the hotel's occupancy rates are going down. The factors looked at showed that the economy, changes in how travellers feel about accommodations and new competition from tech-savvy companies like Airbnb have all affected the business. Also, changes in travel habits caused by COVID for example, tourists' wants and needs after the pandemic and their focus on safety and individuality affect what people expect (Monaco, 2021). Some internal factors that affect success also include the hotel's limited online visibility and low levels of IT innovation, which competitors have used against it. The study uses the STEEPLED, SOAR, and TOWS analysis tools to look at the outside factors that affect the hotel business environment. It also looks at the hotel's weaknesses and strengths and comes up with strategies that can be used to deal with the problems in the business environment. 
According to the aspects of external factors such as social change, these are the key points: More people are going for new factors, like working from home, being eco-friendly, or choosing a specific type of accommodation. It is also because of rivals who offer millennials a wider range of services that are easy to use with technology (Ologunebi, 2023). There have been economic problems like inflation, the world financial crisis, and changes in travellers' budgets, which have caused some clients to choose cheaper but still nice hotels. Politically; Changing visa policies and the way international relations work have both led to fewer foreign visitors coming to the United States.
Within the company, the Greenwich Hotel's brand still holds strong, and guests are loyal to the hotel. However, one of its biggest flaws is that it has not come up with any creative concepts in some areas, like marketing and technology, which competitors have taken advantage of (Roshith and Padmapriya, 2022). It is also important to know that hotel occurrence can offer customers a range of guest experiences designed to make their stay better by working with local groups, offering health programs, and creating custom packages. This kind of marketing worked pretty well, but it is not good enough for online marketing because the target market does not have enough digital promotion, especially young people who mostly book things online.
The following suggestions were made based on the trend mentioned above to help The Greenwich Hotel regain its strategic place and make up for its low occupancy rates. That being said, the first thing that should be emphasised is the use of digital tools for marketing. They can reach the right people more easily by making campaigns on Facebook and other social networking sites, using SEO techniques, and writing newsletters (Kuchkovskiy et al., 2021). Another suggestion is to keep working with nearby businesses to offer male and female activities that will benefit the guests and help them build strong relationships with the locals. Modernising the hotel's reward program will help bring in guests who will book again and again on their subsequent trips to the hotel (Chan and McGinley, 2021). This will help maintain customer loyalty, which will lead to more sales for the hotels from highly valued customers.
At the operational level, the hotel should think about making better use of technology as the main area for growth. Younger travellers who like apps that are easy to use would be more likely to use mobile check-in, flight tracking, room customisation apps, and other similar IT services. Fourth, to meet the changing needs and expectations of customers, it is important to offer unique accommodation deals for groups of people like stay-at-home workers, families, and eco-friendly vacationers (PRUENGPANYANONT and TEERAKAPIBAL, 2022). By hosting health retreats or events, The Greenwich Hotel can bring in new guests and fill a new need. This will be a great addition to the services it already provides and help it become a wellness tourism hub.
Finally, coming up with a unique pricing plan is important for increasing occupancy, especially when demand is low. Another problem is that demand-based flexible pricing strategies and power prices will make sure that rooms are sold at reasonable prices while also making the most money possible (Numminen, Ruggiero and Jalas, 2022). When combined with other parts of a marketing and operational redesign, these pricing tactics can help The Greenwich Hotel start making money again. 
Because of these suggestions, change management plans will need to be put in place to help the company successfully adopt them. To keep things running smoothly during an organisation's change, the following steps should be taken first: sharing information with workers, training them, and getting feedback from them. Guest expectations are high, and so are staff expectations. Because of this, it is very important for staff to be open to change in the hotel, and The Greenwich Hotel places a lot of value on training staff to meet these goals. 
Therefore, here is the consulting report with suggestions for how to fix the problem of The Greenwich Hotel's low occupancy rate. The suggested business and marketing plans, along with the best ways to set prices, show the primary direction for growth after a crisis and how to handle it well. Our consulting company is sure that if The Greenwich Hotel follows these steps, it will not only solve its current problems, but it will also rise to the top of the list of New York City hotels. If the suggestions in this study are put into action, they will help the hotel's brand, boost occupancy rates, and build customer loyalty over time. 
Introduction
Hotel Background
This is the Greenwich Hotel New York, a beautiful, high-end boutique hotel in Manhattan's busy Tribeca neighbourhood that just opened in 2008 (Ramzan, 2023). The small hotel opened in 2008 and is owned by the famous actor Robert De Niro. The hotel does a great job of embracing the private style that the group is known for. There are only 88 guest rooms in this hotel, and each one is uniquely made with high-end furniture and amenities. The Greenwich Hotel's quiet and private atmosphere is unmatched by most other places to stay. It is an important place for both business people and guests because the hotel has the Shibui Spa and the Locanda Verde restaurant (Greenwich Hotel, 2020).
The hotel market in New York City is still getting tougher, and customers' habits have changed since the COVID-19 pandemic (Zoğal, Domenech and Emekli, 2022). The Greenwich Hotel also has to deal with some issues because of this. 
Consultancy Firm Introduction
The LuxeVision Consultancy, which is one of the boutique and high-end hotel consulting companies, has helped with this report. LuxeVision has helped a lot of contingent high-end service companies with a wide range of problems and to improve their market positioning, especially in tough places like New York City. You can be sure that our consultants know a lot about how to make luxury hotel businesses more efficient, build brands, find and use the best marketing mix for growth. 
Problem Statement
At this point, the Greenwich Hotel is running below its maximum usage level, which is a big problem for the business. This issue is connected to making money because the number of people using a room can directly impact sales of both rooms and other services. Also, a steady drop in guest traffic affects the hotel's position on the market and its reputation as an upscale place that people want to visit. There is also more competition because new boutique hotels are joining the market with new ways to provide services and a new way of thinking about how much services should cost to fit new consumer trends. 
Keeping a competitive edge, being in the right place in the luxury market, and making a profit over the long term all depend on lowering occupancy rates.
Frameworks
So, the following analytical frameworks are used in this study to fully understand why occupancy rates are going down. A STEEPLED analysis will be used to look at the hotel from the outside, and a SOAR analysis will be used to look at the hotel from the inside, looking at factors and possibilities (Alammari, 2021). The last step is to use the TOWS matrix to come up with tactics that match the hotel's strengths with the weaknesses of the outside market. 
The models provided will allow one to do a situation analysis of The Greenwich Hotel and suggest ways that the organisation could deal with its current issues and then do well in the new hospitality industry.
Analysis
Issue Description: Decline in Occupancy Rates
The Greenwich Hotel has had much lower vacancy rates over the past two years (Sahadev, Seiler and Scarf, 2023). Also, data shows that the vacancy rates dropped by 18% between 2022 and 2023, with only 65% recorded in the first half of 2023 compared to about 80% in the first half of 2022 (Hensher, Wei and Beck, 2023). Several internal and external factors have been linked to this. It is a major worry because it affects the hotel's income. A drop in room revenue is caused by fewer people staying in the hotel. It also affects other income sources, like food and drink and the spa. If this is true, the hotel could lose its image as a high-end New York City boutique hotel and the people who want to stay there. 
The next part goes into more detail about all of these factors and uses analytical tools to rate The Greenwich Hotel's current performance.

External Factors (STEEPLED Analysis)
To get a bigger picture, though, it is important to look at the surroundings and figure out what role they play in the lower occupancy rate. There is only one way to look at social, scientific, economic, and political factors in the context of environmental, legal, and moral issues in a demographic setting: the STEEPLED framework.
· Social: However, one big change in how people travel is that people are trying to get away from the virus and are looking for ways to work from home or stay longer; usually for two weeks or more (Maison et al., 2021). As a result, professionals who use hybrid work schedules like to spend long amounts of time in hotels that offer good connectivity, conference rooms, and comfortable living-like features like free Wi-Fi (Lee, 2022). But it looks like The Greenwich Hotel might not be fully embracing the new trend by offering a high-class trip experience. While this is going on, younger guests are becoming more interested in the idea of immersive stays, which are still being offered by rivals who are investing in digital nomads (Ranjan et al., 2022).
· Technological: Technology-based: New companies like Airbnb that offer online platforms and technology-based lodging services are already a real threat to the traditional hotel business (Nandwani and Bhatnagar, 2023). Some things that all of these systems have in common are that they are affordable, focused on the customer, and flexible. In addition, the hotel might not have been able to attract smart guests if it had not set up the right technology for check-in and room service. Future guests will probably want every part of their stay, from making reservations to getting things in their rooms, to be as digital as possible (Stringam and Gerdes, 2021). This is something that The Greenwich Hotel might not be able to do well.
· Economic: based on experience, buying is being limited all over the world because of the global economic slowdown and inflation (Dekimpe and van Heerde, 2023).  Travellers today are more price-cautious and want to get the most for their money. This is why trips are happening as they head into a year that many people are afraid will be detrimental for the economy. The pressure is so strong that even high-end hotels, which are not at all like low-cost containment strategies, can feel it. Due to its high location and relatively high price, it might not get as many customers, especially when the economy is not so good (Guan et al., 2023).
· Political: Things like visa restrictions or changes in the way countries get along with each other can be expected to have an effect (Eliasson, 2022). The U.S. has changed its visa rules over time, making it hard for people from some countries to visit (Recchi et al., 2021).  These changes have made it easier for hotels to host foreign guests, who used to make up a big part of their customer base. Higher political risks are likely to make these effects worse, especially in places that are popular with high-end tourists.
· Environmental: Ecotourism is a big part of the decision-making process in the travel and lodging industries, especially among younger travellers (Linh and Viol, 2022). Some attempts have been made at The Greenwich Hotel. For example, they buy local food, but they have not gone all out on sustainability and what eco-friendly travellers would look for (Henson, 2022). Many customers might also be interested in seeing more ways to use eco-friendly goods.
· Legal: The hotel business also has to deal with a lot of local and state laws that limit its activities (Yacoub and ElHajjar, 2021). These include laws about health and safety, building and construction, hiring, and more. There are some new labour rules and the current minimum wage in New York City that may change how prices are set (Dube and Lindner, 2021). Laws say that The Greenwich Hotel has to follow all of these rules, but they also say that they have to stick to fair costs to increase profitability.
· Ethical: Concerns have been raised about the moral requirements of guests, which affect problems of diversity, safety, and staff (Khogali and Mekid, 2023). Issues of gender, race, and minority inclusion in the workplace are now some of the most important things that many travellers worry about (Haynes, Joyce and Schweppe, 2021). Since these are what people expect, the Greenwich Hotel has to change to meet their wants while also being socially responsible.
· Demographic: The people who stay at luxury hotels are also changing from older generations to younger generations (Ramgade and Kumar, 2021). Millennials and Generation Z make up the biggest part of the luxury travel market. When these groups stay somewhere other than a hotel, they are likely looking for more than just a place to sleep. This means that the Greenwich Hotel needs to change its services and products to appeal to younger, tech-savvy, and environmentally aware customers who care more about where the services or products they use are located (Abatan, 2023).

Internal Performance (SOAR Analysis)
It is important to evaluate how well The Greenwich Hotel is doing so that one can figure out what needs to be improved and what areas offer big opportunities. In the SOAR analysis, the hotel is judged on four factors: Strengths, Opportunities, Aspirations, and Results (Elgahwash, Ahmed and Al-Magarbi, 2023). This helps the hotel figure out how it can improve its own skills.

· Strengths: The Greenwich Hotel still has a lot of fame for being both luxurious and very elite. Individualised service and small-scale services that the hotel provides have become very important to its guests (Gerwe, 2021). The building's construction is also interesting, with local materials and an interior design by Rafael de Cárdenas (Martinez Garcia, 2024). All of these things make the hotel stand out from bigger names that have standard hotels. Such as Shibui Spa and Locanda Verde, also has new features that might draw people in.
· Opportunities: The Greenwich Hotel can form relationships with nearby businesses and famous people who are drawn to the hotel's location in the Tribeca neighbourhood and its reputation for being high-end. Working together with high-end stores, food and drink concepts, or arts and culture spots could lead to new opportunities that would make the atmosphere better for guests and attract more people (Khan, 2024). Also, it might be a good idea to make packages for people who work from home. These so-called "workcations" could help someone capitalise on a growing trend (Sripada, 2024).
· Aspirations: The Company wants to keep The Greenwich Hotel as the hotel of choice for business travellers and high-class guests. They also want to attract new young customers and markets. For example, it wants to improve its brand image by offering new and different services, making digital services more powerful, and switching to eco-friendly tourism (Zhichao and Yashu, 2024). 
· Results: The second measurable goal for The Greenwich Hotel is to get occupancy rates back to at least 80% within the next year. To get them, one can improve the marketing strategies, form relationships, and change the way guests experience business to fit current trends. 

Strategic Insights (TOWS Analysis)
The TOWS method turns the problems that come up when SOAR and STEEPLED models are used into good strategic solutions. There are two environments: the internal one that defines the hotel's strengths and the external one that offers opportunities to make things better. The Greenwich Hotel can improve its strategy for higher occupancy rates by making changes to its weaknesses and threats in a quantified way.

· Strengths-Opportunities (SO): Since the hotel has 5 stars, it should focus on luxury and being unique (Coelho, Brandão and Costa, 2022). This can be used to make deals with other brands or local events. Collaborating with local artists or businesses on special events or putting together a list of events that anyone might be interested in can help the business get new customers.
· Weaknesses-Opportunities (WO): The hotel is not very good at integrating technology, which can be seen as a weakness: The hotel can improve its use of technology by adding more new and up-to-date ways to book rooms and make reservations (Bilgihan and Ricci, 2024). The hotel can also provide the necessary amenities that will encourage workers to do their jobs from home. This will take advantage of the growing need for housing among business people who work from home.
· Strengths-Threats (ST): The Greenwich Hotel can gain a competitive edge by building a high-end, exclusive niche (Lockwood, Glynn and Giorgi, 2023). This is because it has to compete with other high-tech lodging providers. Customised, written accounts of events may help bring in and keep guests who want unique, local things that are not on the booking sites.
· Weaknesses-Threats (WT): The hotel needs to work on its pricing plan and make itself more valuable to attract guests who might stay somewhere else or use other technology-focused services (D’Souza and D’Souza, 2023). In terms of cost and inflation, indicators may turn customers off to higher prices, so making the right offers, like value-added package choices or a loyalty system, may be best. 
· Putting these strategic ideas together will give The Greenwich Hotel a way to deal with its occupancy problems and try to get back to being a top-tier New York City hotel.
Recommendations and Change Management 
Marketing and Branding
For The Greenwich Hotel to reach its goal of increasing occupancy, it needs to find the right marketing and branding strategies. In a luxury hotel market with a lot of competition, the most important things are to sell the hotel in a way that sets it apart from others and to target the right customers (Dimitrios et al., 2023). The hotel should be made more appealing and the area should become more famous by taking the following strategic steps.
Digital Marketing Enhancement
Now, being in the twenty-first century and the age of digital media, The Greenwich Hotel needs to put more focus on its online platform. First, the Greenwich Hotel should work on its website's SEO to make it more famous, especially in some groups of people. The hotel should use keywords that the people they want to book with might type into a search engine, like "boutique hotels in New York" or "hotels that celebrities love in NYC." Using local SEO methods can also bring in tourists who are looking for homes in certain areas, such as Tribeca. 
Social networks are two of the best ways to get more people to know about and visit the hotel (Ho et al., 2022). To fix this, the Greenwich Hotel needs to use social media sites like Instagram to highlight the beautiful parts of the hotel, its high-end services, and fun things to do in New York that the target audience can find out about. To get people interested, the hotel should post a variety of content, such as high-quality photos, guest reviews, sneak peeks, and work with bloggers (Spiridonova, 2022). Hire social media stars with a similar theme and niche to the hotel, as well as writers who can spread the word that the hotel is only for wealthy vacationers. 
Finally, sending focused emails to customers is a good idea. Data analytics can be used to make offers, promotions, and personalised texts that make customers happy, which makes them more likely to come back and book a room at the hotel again (Wu et al., 2021). People who have stayed with you before may also book with you again if you send them promo codes or booking offers in emails (Kadiyala, Ozer and Şimşek, 2021). As a result, the hotel and spa can use communication to create these one-of-a-kind, personalised, and rich experiences that go along with the hotel's unique selling point, which includes having famous guests and a fancy atmosphere. 
Partnerships with Local Businesses
Partnering with businesses that will provide guest experiences is a good way to get high usage rates (Stringam and Gerdes, 2021). There is a great chance for the Greenwich Hotel to work with New York's best restaurants, shops, artists, and cultural centres to give guests amazing, unique, and useful experiences. For example, working with an art gallery can give one the chance to be a guest of honour and go to the openings of exhibitions, special tours and other events that will be interesting to people who seek out the best services. 
A partnership with nearby gyms or fitness centres could also be promoted to tourists who want a full and health-focused vacation (Myllylä, 2024). Special wellness packages, such as private yoga or personal fitness training, could also be made to include a Wellness Escape for a few days or even just one day, for up to seven days and six nights or more. All of these connections not only make staying at The Greenwich Hotel more appealing, but they also bring people from the neighbourhood, which adds to its reputation as a high-class New York hotel.
Revamping Loyalty Programs
To keep customers coming back to the hotel, changes will need to be made to how they interact with their guests. A hierarchical loyalty program could be used instead of the more common choice of chain sub-brands (Ihemereze et al., 2023). This would allow for things like room upgrades, free access to premium services, and personalised experiences for each guest. Customers know that the hotel provides great service, so a well-thought-out reward program could be used to keep them coming back. Also, The Greenwich Hotel should add a points program where current guests can bring their friends and family to the hotel to take advantage of the deal. The goal would be to fill the whole hotel, and this would help make it feel more like a nice boutique.

Operational Improvements
But there are a few things that can be done to make the guests' stay better and the hotel more profitable. These changes should be made with the guests in mind, include tech-based improvements, and make sure they reflect the changing types of guests. 
Technology Upgrades
Getting better technology is something that many hotels need to do these days to compete in their market niche (Bilgihan and Ricci, 2024). Some changes are more specific. For example, guests used to have to check in at a physical place and be given keys. Now, guests can use mobile check-in services and enter without a key. Visitors will continue to want digital experiences with resources that are easy to use. These technologies will fit in with the world trend of using high-tech tools. Guests could use a "self-service" app on their phones to check in, learn more about local places that have been recommended, and book other services that are related (Aljohi et al., 2024). 
One more place where technology can be used is to make hotel rooms more personal. Modernists' tech-savvy customers will like adding smart technology to the rooms because they can use their phones to control the lights, temperature, and other fun (Van den Heuvel and Mota, 2023). Not only does it make things easier, but it also fits the idea of a high-end hotel, since the hotel is a high-end brand (Chen, 2024).
Flexible Packages for Targeted Markets
The Greenwich Hotel should come up with services that meet the needs of customers whose needs are always changing. These services should include customer-centred packages and products, segmented packages to be offered by the hotel, packages for different types of clients, packages for people who work from home, packages for families, and eco-tourism packages. Because of the new work environment, for example, can be offered "business traveller" packages with home office services that people who want to stay longer in a nice place would be interested in. It is known that they could include things like internet, office supplies and paper delivered to the rooms, business services, and so on. 
In the same way, rich families who travel with their children might like services that cater to babies, like babysitting, children and family meals, and large family rooms (Malerba et al., 2023). There is also a chance that the hotel could offer eco-tourism deals to guests who care about the environment. Tourists may be drawn to the hotel because it fully supports the green culture by offering organic food from local sources, making room accessories that can be used more than once, and requiring eco-friendly transportation.
Wellness Retreats and Niche Events
The hotel can also go after wellness tourism by planning and selling its wellness getaways or events. These events could be anything from a yoga and meditation festival to an awareness session or a spa session to help people relax. They were all-inclusive for guests. Wellness travel has grown into a big business these days, and people are looking for places to unwind (Dillette, Douglas and Andrzejewski, 2021). The Greenwich Hotel can promote itself as more than just a place to stay by hosting these kinds of getaways. It can become known as a high-end hotel for living a healthy life. People with a lot of money who stay at The Greenwich Hotel and people from other groups can be directly told about these events with the help of influencers and industry experts.

Pricing Strategy
The main thing that will be done to raise occupancy rates is to make the pricing plan as good as it can be. This is why the Greenwich Hotel should price their services so that they are both expensive and reasonable. This way, they can attract both high-end customers and people who might become new customers.
Dynamic Pricing Models
Dynamic prices might help The Greenwich Hotel sell all of its rooms during months when they are not in high demand (Zhang and Xu, 2023). In this way, the business can change or set its room rates automatically based on demand, season, year and competitor. This way, the hotel can get people to stay in rooms during less busy times of the year by charging less than during other times, without "devaluing" the property in the eyes of the customers. 
The hotel could offer special rates and packages to customers and guests who book directly from its website, cutting out the middlemen and increasing profits (SANDUA, 2023). This would encourage more direct bookings for the business.

Change Management Strategies
Because of this, putting these suggestions into action will need a good Change Management process. The staff at The Greenwich Hotel needs to be on board with the change because the hotel depends on good service to bring in guests (Akubia, 2021).
Communication Plan
To make sure that workers know about the changes, hotel managers must do so clearly and effectively (Chan, Gao and McGinley, 2021). During the transition period, the messages should be sent out often to make sure that all workers understand why the change is happening, how it will help, and how they can contribute to the cause of the change. As part of training classes for small groups and staff meetings, they will need to learn about the new strategies and how they can make the guest experience better.
Training Programs
Some staff members should be able to get used to the new technologies and goods that the company will be introducing with the help of orientation sessions (Vahdat, 2022). There needs to be a lot of education and training in areas like mobile check-in systems, smart room displays, and related concierge apps. Also, employees should be able to inform the guests about new health packages, green programs, and events that are only happening for a short time. This will also make sure that everyone on the team knows what they need to do to create a brand that gives guests a great, unified hotel experience.
Feedback Mechanisms
It is important to set up feedback systems so that one can see how changes have worked (Hanelt et al., 2021). Along with new programs, there should be regular polls of how happy guests are with the new things that are being implemented. As with any change, feedback from staff inside the company is needed to make sure the changes are working well. One team can be set up whose main job is to make sure that guests are always happy and to change tactics based on what guests say (Alcalde-González, Mozo and Bustos, 2021). This also means that the management will be able to find out how to improve the products the hotel offers by talking to both guests and workers. Because they cannot expect to get the output or result they are paying for and working so hard for if they do not put in the right amount of effort.

Cost-Benefit Analysis
Finally, these suggestions have some costs, but the benefits are greater than those costs. While marketing improvements, technology changes, and wellness events do cost money at first, the benefits of higher occupancy rates and happier customers more than cover the costs. 
To get new customers, travel and tourism marketing programs might spend a lot of money on digital press, SEO, and social media influencers (Skagias and Christos, 2022). But the extra money will be worth it because more people will book their trips. There may be extra fees for personal trainers like mobile check-ins and social apps for rooms, but they would become useful tools that cut down on mistakes and make guests feel more at ease (Priya et al., 2024). 
Price changes, on the other hand, are likely to become mainly a cost-cutting strategy that helps to maximise profits while avoiding wasteful investments in costs to bring in new guests. More generally, wellness programs and local relationships do cost money, but they will bring in more customers who are wealthy and want to be different. 
Because of this, The Greenwich Hotel will make changes to its marketing, operational methods, and prices. These changes, along with a clearly defined change management strategy, will allow the hotel to grow and develop. This could result in higher occupancy rates and clear recognition as one of the best luxury boutique hotels in New York. 
 Action Plan 
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Declining occupancy rates
	Launch targeted digital campaigns
	Increased website traffic and bookings
	3 months
	May 2025
	$50,000

	2
	Limited guest experiences
	Partner with local NYC businesses
	Enhanced guest satisfaction and retention
	6 months
	August 2025
	$30,000

	3
	Limited tech adoption
	Implement mobile check-in and concierge app
	Improved guest convenience and loyalty
	9 months
	November 2025
	$40,000

	4
	Inefficient loyalty program
	Revamp loyalty program and referral schemes
	Increased repeat guests and customer loyalty
	4 months
	June 2025
	$20,000

	5
	Lack of niche market focus
	Introduce wellness retreats and special events
	Attract high-net-worth individuals and wellness travelers
	6 months
	August 2025
	$25,000

	6
	Inadequate pricing strategy
	Implement a dynamic pricing model
	Optimise room pricing to maximise occupancy
	2 months
	April 2025
	$15,000

	7
	Staff adaptation to changes
	Conduct training programs for staff
	Equip staff to deliver new services and technologies
	3 months
	May 2025
	$10,000




Conclusion 
The Greenwich Hotel in the middle of New York City is famous for its high-end and personalised services. However, the hotel is having a hard time because fewer people are staying there. Other things, like more competition, changes in what customers want, and other market forces, can also affect these results. The consulting firm did a very thorough study to find out why the number of guests is going down and what could be done to reverse the trend and get more people to stay at the hotel, which would make it more competitive. 
The study questions led to the first main problem, which is the falling occupancy rate. This is caused by many things inside and outside the hotel. From the outside, the rise of new lodging technologies like Airbnb, the millennial traveller, the trend of working while travelling, and the general economic problems caused by inflation and a possible slowdown have all been bad for the hotel business. GTPs are made up of travel bans and limits, as well as changes in travel patterns and demand caused by travel after a pandemic. 
First, the problem is made worse by the fact that The Greenwich Hotel does not use technology very much inside the building, and even more seriously, it does not have any technology-based marketing plans. However there is not much interaction with guests, and their specific needs are not met. They also do not give the best tickets possible during times of low demand, among other things that have caused the hotel to have trouble with low occupancy. This is why the hotel's unique quality products, famous history, and high-quality services make it a good place to start for a good bounce-back plan. 
Several specific methods have been suggested as ways to deal with the problems that have been identified: 
1.  Projects for marketing and branding: Strong SEO, social media contacts, and a relevant, targeted email prospect are all parts of a message that potential guests will remember. The company can get more customers by working with local businesses on trips, making products and services that stand out more, and improving the loyalty program that is already in place. 
2. Operational Improvements: Making a promise to buy mobile check-in solutions and an assistance app will make guests happier and more dedicated, while also keeping up with modern trends. New items like health retreats and eco-friendly packages will appeal to different groups of people. 
3. When changeable pricing is used, it will be good for The Greenwich Hotel in the following ways: First, the hotel will drop its prices during times of low demand to try to get more people to stay there, which will help it to increase profitability all year long. 
4. Change Management: A contact plan that lays out the changes that need to be made, how they will be shared with the staff, and how they will be trained will help a lot with the transition to new tools and strategies.

We would like to take this opportunity to thank the managers of The Greenwich Hotel for giving us this consulting job. All of the strategies in this study are meant to help the hotel stand out in the highly competitive luxury hospitality market, which will increase the number of guests who stay there and make them happier. Our consulting company will keep working to offer these suggestions to The Greenwich Hotel and make sure that the hotel continues to do well in the tough hotel business. We think that the steps that were laid out will help The Greenwich Hotel grow even more and bring back people who want high-quality hospitality services. It was great to work with you, and we hope to be a part of your future growth. 
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