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[bookmark: _ciy7wz15st9l][bookmark: _Toc157262121]Executive Summary 
This in-depth analysis from the Business Analytical Consultancy LTD discusses the significant difficulties that the Grand Plaza Hotel of New York, a renowned establishment that is in the centre of Manhattan and has been there for more than a century, is facing. The hotel, which is presently run by Fairmount Hotels & Resorts and owned by Katara Hospitality, has been struggling with decreased income and operational difficulties that have been made worse by the COVID-19 outbreak. Moreover, the study uses strategic frameworks including TOWS analysis to develop strategic orientations, SOAR analysis to identify strengths and opportunities, and STEEPLE analysis to assess the external elements affecting the hotel's operations. The STEEPLE study is noteworthy for its identification of several aspects impacting the hotel sector, including technical improvements, financial markets, political factors, environmental concerns, legal considerations, and ethical components.
[bookmark: _Int_eVaAfMni]In addition, important findings show that consumer purchasing has been impacted by societal variables, including shifting demographics and economic inequality. Furthermore, modern technology has changed how guests engage with hotels, creating both benefits and difficulties. The luxury hotel industry has been affected by economic reasons such as inflation and recession, and consumers now heavily weigh environmental aspects when making decisions. Additionally, complexity is increased by political factors like trade wars and geopolitical conflicts, and upholding the hotel's image requires careful attention to legal and ethical issues. On the other hand, the SOAR analysis explores goals, opportunities, and possible outcomes while highlighting the hotel's advantages, including its distinguished reputation, devoted clientele, and strategic position. Threats, opportunities, weaknesses, and strengths are all identified by the TOWS study, which produces strategic suggestions.
Further, the study makes recommendations for strategic efforts that include growing into new areas, adding new services, adopting innovative technology, and fixing profitability issues. The suggested action plan takes a step-by-step method, identifying issues, offering fixes, projecting results, and evaluating expenses. Moreover, to revive profitability and preserve its standing as a prestigious landmark in the hotel business, the Grand Plaza Hotel is recommended to capitalize on its brand image, improve services, and explore new sites. In general, the Grand Plaza Hotel is now dealing with serious issues that are affecting both its income and ability to compete in the dynamic hospitality market. Moreover, the study highlights several important concerns, such as the fierce competition from well-known hotel chains, the COVID-19 pandemic's aftereffects, the requirement for technology adaptation, restrictions on market development, and geopolitical threats. The main suggestion is a complex strategy plan that prioritizes technology integration, portfolio development, diversification, responsiveness to market fluctuations, and reduction of geopolitical risks.
Furthermore, the proposal advises diversifying and entering new markets through strategic partnerships and enhanced service delivery to solve the challenge of global competitiveness. Within six months, effective collaborations, a larger market share, and more customer satisfaction are the anticipated results and overall, this program is expected to cost £20,000. Additionally, technology integration is used to combat the COVID-19 pandemic's long-term effects. However, to increase consumer pleasure and expedite operations, the plan calls for the installation of contactless entry systems, AI-powered customer assistance, and sophisticated reservation platforms. With an expected investment of £25,000, the desired results include reduced check-in times and more satisfied clients with technology within three months. In addition, to address the issue of technical progress, portfolio growth and branding are the main points of emphasis. Essential elements include brand awareness reinforcement and training sessions on modern technologies. Within four months, and with an expected budget of £35,000, the desired results include consistent branding, greater brand recognition, and better staff technical competency.
The solution to the problem of inadequate market expansion is to adjust to the state of the economy. This entails researching local relationships, putting flexible pricing techniques into practice, and looking at economic trends along with an expected expenditure of £42,000, the desired results include financial security during tough economic times and fruitful collaborations with nearby enterprises in a span of five months. The action plan guarantees an effectively managed and planned execution procedure by providing a methodical timetable, completion dates, and projected budgets for every item. Lastly, within the dynamic hospitality industry, the Grand Plaza Hotel's competitiveness, customer happiness, and financial stability are all intended to be improved by the suggested measures.
 

[bookmark: _bbsk8uerhkv]
Table of Contents
Executive Summary	2
Introduction	5
Analysis	7
Recommendations and Change Management	13
Action Plan	21
Conclusion	24
References	26


[bookmark: _1mv12cx0sis2][bookmark: _Toc157262122]

Introduction
[bookmark: _Int_txFkeYDt][bookmark: _Int_nkNZooqu]The following report will discuss an existing issue within a company from the hotel industry. The report will be based on a report produced by a business consultancy firm. The Firm will be presenting the report to the client. The report will do an analysis and provide solutions for the issues. The company that the report will be based on is the over 100-year-old hotel property Grand Plaza Hotel of New York. The Grand Plaza Hotel is a prestigious hotel situated at the heart of New York, the financial capital of the US. The hotel is situated at 76B Fifth Avenue, 10019 (The Grand Plaza, 2024), New York, USA which is a premium location giving the hotel access to affluent customers and businesses. The hotel’s construction was started in 1905 and was open to the public in 1907. The hotel has a total of 18 floors and 11 elevators to enable the guests to move around the property. The hotel is currently owned and operated by Katara Hospitality. The operations of the hotel are managed by Fairmount Hotels and Resorts. Fairmount Hotels and Resorts is a leading luxury hotel brand chain based in North America that manages a total of 25 luxury hotels across the globe (Grand Plaza, 2024). The Fairmount Hotels and Resorts purchased and took control of the Grand Plaza Hotel of New York in 1996 following a record-breaking deal at that time. Upon initial construction, it was designed and developed by the US Realty Company at a budget of over 10 million British Pounds. The business report will be presented by the Business Analytical Consultancy Firm (Amway, 2024). The Business Analytical Consultancy Firm that will be analysing the difficulties of hotels is a British business consultancy firm that mainly focuses on providing an in-depth review to the client and also provides suggestions that can help the clients find solutions. 
[bookmark: _Int_ikWmJVmX]The following report by the Business Analytical Consultancy Firm will apply several theories and frameworks to understand the business environment and the current issues at the Grand Plaza Hotel. The report will be based upon using several business analyses and frameworks that will make it easier for the consultancy firm to justify the findings. The report will use the STEEPLE analysis framework to analyse the external factors that may have impacts on the operations of the Grand Plaza Hotel (Aziz, 2022). The STEEPLE analysis will evaluate the sociological, technological, Economic, environmental, political, legal, and ethical factors that will make it easier for the researcher to analyse further. It will also use a SOAR analysis framework that will help the researcher understand the strengths and core values of the hotel (Merikangas et al., 2022). Further, a TOWS analysis will also be conducted to understand the future solutions to the existing problems (Tomar, 2020). The report will also provide recommendations regarding the solution and possible change management. It will discuss the methods by which the implementations can be measured. It will further discuss the possible benefits the change and the recommendations may provide to the Grand Plaza Hotel. A cost structure and budget allocation strategy will also be included in the report according to the current size of the hotel. An action plan will be designed by the consultancy firm for the client which in this case is the Grand Plaza hotel. The action will discuss all the required steps that should be taken by the hotel to solve the current issues being faced by the company. 
[bookmark: _Int_X3yJyPWu]The action plan will be broken down into sections that will discuss the problem, the solution, the desired outcome of the solution given and also the costs associated with initiating the solution. The suggested solution will also be presented in a table to make it easier for the client to understand. 

[bookmark: _mpa143njl4ur][bookmark: _Toc157262123]Analysis 
The Plaza Hotel has been losing its charm because of the emergence of other hotel chains such as the Hiltons and the Hyatt. The COVID-19 pandemic forced the hotel to close its doors in early 2020. The prestigious hotel is finding it difficult to resume its operations as before the pandemic. The hotel check-ins have dropped and the spending by the consumers has also dropped. The revenue of the hotel has been declining consistently since the pandemic at a rate of over 5% (Simply Wall Street, 2023). The revenue from the other additional guest services such as laundry and room services has also declined at a consistent rate. Hence, it is important to analyse the business environment of the hotel to evaluate the reason for the decline (Köseoglu et al., 2020). This will help in suggesting a recommendation that can be useful for the hotel. 
STEEPLE analysis
Social: social factors such as demographics and income have a major impact on the operations of the Grand Plaza Hotel, New York. The people who come to the hotel are mostly affluent customers who have a high net worth. However, the unemployment rate in the US is higher than the long-term average. The unemployment rate in the US has risen in almost a third of all US states (Reuters, 2024). This has affected the spending of regular customers. Additionally, the US is struggling with an ageing population. The number of people that fall between the age group of 25-50 has declined significantly over the past decade (Blakeslee, 2023). The age group between 25 and 50 are most associated with spending. Hence, sociological factors such as income and age have impacted the revenue of the company (Bibi et al., 2022). However, the other factor social class has a positive impact on the Grand Plaza’s operations. The regular customers view the hotel as a representation of high class and high living. Hence, customers who prefer luxury hotels and premium services will continue to visit the hotel which is a positive. 
Technological: Technological factors such as internet penetration and advancement in AI have impacted the operations of luxury hotels in New York. The hotels have upgraded contactless check-ins and contactless payment through their official websites and apps (Bharwani and Mathews, 2021). The usage of the internet has also allowed customers to book hotel rooms remotely. This has contributed majorly to the operations of luxury hotels (Suyunchaliyeva et al., 2021). This has made the work of the employees easier and given the hotels a chance for more bookings. The Grand Plaza Hotel of New York also has an appealing website that allows customers to make bookings (The Plaza NY, 2024). 
Economical: Economic factors such as recession and inflation impact the operations and revenue of luxury hotels significantly. The inflation in the US is higher than the long-term average (Sherman, 2024). High inflation has a major impact on the spending power of consumers (Khanra et al., 2021). The luxury hotels that charge premium for their services, witness a major drop in sales during inflation. 
[bookmark: _Int_ziN4yonv]Environmental: Environmental factors such as climate change have a severe force on how luxury hotels run their operations. The services such as laundry and kitchen contribute highly to the environment negatively. As consumers are becoming more aware of the negative impacts on nature, they tend to choose hotels that have implemented sustainable practices into their daily operations (Lima Santos et al., 2020). Hence, luxury hotels must change how they run their operations and introduce new methods that have fewer negative impacts on the environment. The Grand Plaza Hotel of New York also needs to change its methods of doing business in order to keep up with the trend. 
Political: Political factors such as government policies, Geo-political conflicts, Trade wars and fiscal policies have a significant influence on the revenue of luxury hotels. The Ukraine-Russia conflict forced all the NATO nations and their allies to impose a ban on Russia. This has reduced the number of inbound affluent Russian tourists in the US (Farmaki, 2024). This has impacted the earnings and sales of luxury hotels in New York and the US. The Federal Reserve of the US also increased the interest rates in the recent past which has reduced the spending of consumers. Additionally, the trade war that started by the Trump Administration in 2018, also reduced tourist activities from the Asian countries (Jiang et al., 2023). Hence, political factors play an especially significant role in impacting the sales of luxury hotels. The Grand Plaza Hotel of New York being one of the most important hotels in the US also faced similar challenges. 
Legal: Legal factors such as employment laws, labour union laws and environmental laws also influence how luxury hotels in the US run their businesses. In the US, hospitality laws are introduced to protect both the guests and the hotels (Legal Information Institute, 2024). The laws prevent the hotels from practising unethical practices such as handing huge bills and insulting the guests. The Grand Plaza Hotel also must adhere to the laws introduced by the laws to avoid bans and fines. 
Ethical: Luxury hotels must ethically run their practices. The businesses especially the luxury hotels that fail to operate ethically receive criticism that hurts their sales. The Grand Plaza Hotel too run must ensure it incorporates ethical manners in its practices to retain the status it has. It is important to discuss that the hotel has always maintained ethical practices and managed to limit negative controversies. 
SOAR analysis

	Strengths
1. The prestige attached to the hotel
2. [bookmark: _Int_2X6MkYLl]The loyal customer base
3. The location of the hotel
	Aspirations
· Delivering premium services to the customers
· New hotel chains

	Opportunities
1. More locations
2. Added services 
3. Customised services by using Artificial Intelligence and other tools.
	Results
· Can focus on delivering more added services
· Can reduce the cost
· An additional budget will be required to expand


Table no: 01 SOAR Analysis
(Source: Created by the researcher)
[bookmark: _Int_KfoQUwgU]Strengths: The hotel is a landmark in New York, and many recognise the hotel just by seeing the exterior. It is an old property situated at 76B Fifth Avenue and has a strong value attached to its name (Google Maps, 2024). Many US citizens also consider the Hotel as the representation of the status and luxury of America, and it is one of the main strengths of the grand luxury hotel. The other strength of the hotel is its location. It is located at a particularly important location Fifth Avenue overlooking the central park which is considered as the financial state of the country. Many businesspeople and companies find the hotel a great place to conduct business meetings. Hence, the location of the hotel is also strength. The hotel also has a loyal customer base that has preferred the services of the hotel over the other luxury hotels offering similar services. The loyal customer base of the hotel is a major strength of The Grand Plaza Hotel as it allows it to increase its prices. 


Opportunities
Given the strengths the hotel has, The Grand Plaza of New York can further extend its services. It can add other services such as pick up from airport dropping, facilitating modern technologies, allowing affordable business travel solutions and tourism assistance. The hotel can also incorporate AI assistance in its services that will appeal to the young generation (Flavián and Casaló, 2021). This will boost its declining revenue.
Aspirations
The Grand Plaza can open new hotel chains in other locations that witness similar business activities. San Francisco which is called Silicon Valley can be a good option and the hotel can build a new property there retaining its aspirations. It will allow the hotel to reach more customers. The hotel also must remember the basics it has been built on and include all the premium services. It should continue to offer the services to its loyal customers.
Results
It can be concluded that The Grand Plaza is situated at a particularly convenient location that enables it to serve high net-worth clients and businesspeople (Jiang and Taylor, 2020). However, it has only one property that limits it from earning additional income. To solve this issue, the hotel will be required to allocate an additional budget to build a new property in a separate location. It must reduce the cost to compete with the other hotels while also maintaining the same level of services. The new property will allow it to add revenue to its balance sheet. The goal will be to achieve higher check-ins and earn additional revenue. 

TOWS analysis
A TOWS analysis allows a researcher to explore all the internal capabilities to evaluate the feasibility of a business direction (Forto and Bell, 2020). 
	
	Strength 
1. The prestige attached to the hotel
2. [bookmark: _Int_25cOJf0F]The loyal customer base
3. The location of the hotel
	Weakness
1. Inability to launch new services
2. Weakening Profits

	Opportunities 
1. More locations
2. Added services 
3. Customised services by using Artificial Intelligence and other tools.
	S/0 strategy
S1O3 The hotel can use the strong brand image it has to introduce new properties in the US and incorporate the use of technology to help in its expansion.
S3O1 the hotel is situated at a prime location that has contributed to its success. It can replicate its success by opening new properties at prime locations in other parts of the country. 
S2O2 The hotel has a loyal customer base that will accept the extra services it offers. Hence, the Grand Plaza can add other services at a premium cost that will add to its revenue.

	W/0 strategy
W1O1 The hotel can add more locations and more services to manage its weakening profits.
W1O3 The technological advancement will help the company to add new services to its portfolio such as offering AI assistance in hotel booking and using robotics for faster laundry (Chifan, 2023). 

	Threats
1. The rise in interest in the hospitality sector
2. The ever-changing interest of the consumers
3. The cheap alternatives
4. The increase in wages of employees
	S/T strategy
S3T1/3 The hotel is situated at a prime location that is hard to replicate by the other affordable hotels. The hotel can market how great the location is and the benefits such location provides to tackle threats from the new upcoming affordable hotels.
S1T4 The hotel has a luxury status for which it can charge extra. It will cover the rising wages of the employees.
S2T2 The hotel industry is witnessing a constant change in customer interest. However, the Grand Plaza has a loyal customer base. It can offer its customers with benefits and discounts to retain them.
	W/T strategy
W1T1/2 The hotel can introduce new services that will help it meet the demand of the customers that is constantly changing. It will also allow the hotel to keep up with the new entrants.
W2T3/4 The hotel should retain its status and further increase its prices by adding new services. That will allow it to manage the employee wages and sustain good profits.


Table no 2: TOWS Matrix
Source: (Created by the Learner)

Threats: The rise in interest of other business entities to open hotels in other parts of the US is a threat to the hotel as it will increase competition. The hotel may need to engage in a pricing war to handle the competitive market which will be a threat as it will lower the net profits of the company. The ever-changing nature of the industry is also a threat as the hotel may need to change the way it operates its business (Park and Min, 2020). It will bring more costs and is a threat. The other threat for the hotel in its expansion plans is the cheaper alternatives. Any economic downturns found in the STEEPLE analysis may force loyal customers to prefer affordable hotels and remain a threat (Mun et al., 2020). The increase in the wages of the employees is also a threat as it prevents the company from decreasing its prices.
[bookmark: _Int_9uSyGn79]Opportunities: For the new hotels, it can start charging lower by excluding some services. It will make the hotel more affordable for the other income groups and can provide opportunities to earn more revenue. This can increase the falling revenue of the hotel. The Grand Plaza can also reduce costs by incorporating technology into its operations (Giglio et al., 2020). It can promote technology at the front desks and also can include self-pay at the reception. This will be useful for the middle-income group who visit with families and will open a new revenue stream (Pohlmann et al., 2022). 
Weakness: The hotel has only one property and has limited experience in managing multiple hotels. Moreover, it has even less experience in managing a budget-friendly hotel which is a weakness (Chen et al., 2022). The other weakness is the declining profits. A declining profit will limit it from allocating a healthy budget for expansion.
[bookmark: _Int_iKec4GHv]Strength: Despite the threats and the weaknesses, the strong brand image of the hotel will make it easier for the Grand Plaza to penetrate the other locations as it is easily recognised and customers are aware of its high-quality service (Lo and Yeung, 2020).
From the above analysis, the issues that were identified are the inability to reduce prices because of rising operating costs, the geo-political environment and having only one property as an income stream. 

[bookmark: _dwko7lt2uzuf][bookmark: _Toc157262124]Recommendations and Change Management 
Issues Identification
From the above analysis, it can be found that the Grand Plaza Hotel is struggling to maintain sustainable revenue due to a rise in competition and a rise in operating costs. The company has only one property situated at a prime location which contributes to 100% of its revenue (The Plaza Rooms, 2024). The additional revenue it earns from services such as business meeting solutions, laundry and so on. Having only one property has limited the company from exploring other revenue opportunities. The hotel has seriously missed the opportunities to cash on many other opportunities such as offering affordable hotels, letting customers use the hotel rooms as rental properties and many more (Kim and Baker, 2022). Not being able to diversify into other segments and introducing new hotels can challenge the hotel to keep up with the pace of other international hotel brands such as the Marriott and the Hiltons.
[bookmark: _Int_wl9S0Koo][bookmark: _Int_lBVYeMD0][bookmark: _Int_ApfuNHJx][bookmark: _Int_i4EMUWaQ]The hotel is situated on the very important Fifth Avenue of 59th Street in New York. The street is considered to be among the most prestigious streets in North America. The hotel has accommodated many superstars and famous businessmen over the years and is considered to be the name of luxury in us. The location is however losing its popularity than previously as more businesses are shifting their businesses to other states such as Texas and California. San Francisco for example is witnessing a boom in business activities supported by the tech giants (Silicon Valley Guide, 2024). This has contributed to the decline in the revenue of the company. Having only one property may also decline the brand value of the hotel. Customers who visit various locations often prefer the same hotel chain. Not having multiple properties limits the hotel to serve those customers at the other locations. This way the hotel is exposing itself to the risk of losing loyal customers to the other hotel brands.
Another problem that was found in the analysis is the threat of economic downturns. The constant change in the economic conditions poses a threat to the company (Pontusson and Baccaro, 2021). The hotel charges a premium for its services. Not having budget and affordable hotels limit the Grand Plaza Hotel to serving its customers during high inflation or a recession. 
The Geopolitical tensions and trade wars also impacted the business of the company which was found in the STEEEPLE analysis. It was discussed how a reduced number of inbound customers from Asian and Western European countries (Shapoval et al., 2021). The hotel has not yet found a solution to fill the gaps created by the trade war and geopolitical tensions (Mostafanezhad et al., 2020). The hotel can fill the gaps by introducing new hotel properties in other countries thus establishing itself as an international hotel brand. This will allow the Grand Plaza Hotel to serve a wider audience hence also allowing it to earn more revenue. It will solve the declining revenue issue of the hotel.
Three major obstacles that the Grand Plaza Hotel must overcome have a significant impact on both its financial stability and commercial activities. The most significant of these difficulties is the growing worldwide rivalry between well-known hotel groups like Hilton and Hyatt (Ushakov et al., 2020). This fierce competition has resulted in an important decline in overall market share, which has decreased check-ins and decreased customer spending. Moreover, to counter this, the hotel desperately needs a complete plan focused on delivering more and differentiating itself to draw in and keep a demanding customer.
Further, the long-lasting consequences of the COVID-19 pandemic are equally prominent issues which the management of the Grand Plaza Hotel has been experiencing (Dube et al., 2021). Initially in the global epidemic, the hotel was forced to close, which had serious repercussions and led to a sharp decline in check-ins and customer spending in the worldwide hospitality industry. In addition, the management and leaders of the Grand Plaza Hotel must implement countermeasures to mitigate the effects of the crisis associated with the COVID-19 pandemic. These include a review of its business plan, increased focus on safety procedures, and a deliberate attempt to find new sources of income that are in line with the current circumstances (Anguera-Torrell et al., 2021). Additionally, the hotel is also battling the revolutionary consequences of technological breakthroughs or advancement. In general, consumer tastes and demands have changed due to the quick development of artificial intelligence (AI), contactless registrations, and the popularity of e-commerce booking trends (Nam et al., 2021). Moreover, the inability to quickly adapt to these developments might result in customers switching to rivals with better technology, endangering income sources as well as operational effectiveness. As a result, the Grand Plaza Hotel needs to make proactive investments in technology to enable smooth and frictionless services and stay in line with modern customer expectations.
Recommendation to overcome the identified issues and change management practices
[bookmark: _Int_xXpqFY0Z][bookmark: _Int_BWJqVDNh][bookmark: _Int_4U3MgqHB]The above-identified issues and obstacles faced by the Grand Plaza Hotel will directly affect its operations, profitability, and business as a whole. Therefore, effective strategic proposals must be placed to solve these problems, and each one must be supported by an extensive change management strategy. In the beginning, growth and diversity are essential to the viability of the Grand Plaza Hotel (Shi et al., 2021). Therefore, it is important to put in place an effective communication strategy to inform and synchronize staff with the strategic choice. Additionally, to provide employees with the abilities they require, training programs must be carried out, and worker input must be diligently sought to resolve problems. Setting aside money for market analysis will also help in finding possible venues and offerings that complement the hotel's image (Liu-Lastres et al., 2023). However, it is important to have a staged growth strategy that considers both geographical and economic issues. Partnerships should be formed to improve the visitor experience in new places.
In addition, using technology effectively is essential to maintaining competitiveness and remaining at the top in terms of competitive advantages. Therefore, starting a thorough training program will introduce modern technology to employees and highlight their advantages. Further, the utilisation of effective employee feedback systems would guarantee on-going development (Mahdi and Nassar, 2021). Additionally, it is very imperative to make investments in contactless entry systems that are easy to use, AI-powered customer support services, and sophisticated reservation platforms. Moreover, staff and visitors will not feel overburdened by a gradual rollout, which includes on-going training and frequent evaluations to keep staff members informed. Additionally, retaining a strong brand requires both portfolio growth and branding. Therefore, training sessions and workshops should be held by the management of the Grand Plaza Hotel to emphasize the value of growth. Including workers in the branding process makes them feel more invested. Moreover, it is essential to have a strategic strategy for growing into key areas, capitalize on the hotel's distinguished reputation, and make sure all the sites have the same identity (Brandão et al., 2020). Positive adjustments will be positively communicated to workers and visitors through a variety of ways.
Furthermore, staff engagement and transparent interaction are essential for responding to changing economic situations. Further, employee adaptability is increased via cross-training initiatives and flexible work schedules. In addition, proactive price strategy modifications are informed by routinely observing economic data (Jiang and Shen, 2023). Moreover, successfully optimizing income during peak and non-peak times may be achieved by implementing flexible pricing strategies and seeking collaborations with local companies during times of recession or economic downturn. In general, strategic preparation and well-informed communication are essential to reducing risks associated with geopolitics. Further, fostering a robust business atmosphere and keeping people informed about global issues are crucial (Aljohani, 2023). Moreover, one key measure includes expanding the consumer base by focusing on less impacted areas and fortifying ties via loyalty programs. Further reducing the possibility of income shortfalls is the consideration of monetary instruments or insurance protection.

KPI to measure the success and effectiveness of the recommended strategy
The Grand Plaza Hotel's approaches to problem-solving will be rigorously evaluated using customized key performance indicators (KPIs). In general, the revenue growth from emerging markets and offerings, especially a rise in the percentage of the market, satisfaction with clients in new areas, and the formation of strategic partnerships, are used to assess the effectiveness of diversification (Bianco et al., 2023). However, to effectively conduct a comparative analysis the management of Grand Plaza Hotel must examine its financial reports. Further, the success with technological advancement hinges on staff adaption, visitor pleasure, and operational effectiveness. Moreover, lower check-in times, satisfied customers' comments on technology, and competence of employees are important criteria (Osinaike, 2021). Additionally, regular evaluations and insights from guest comments are used in on-going reviews.
Additionally, performance with portfolio growth and branding depends on aspects such as growing market share, income from additional properties, and brand awareness. However, increased booking rates due to brand familiarity, uniform branding throughout sites, and staff involvement are examples of indicators. In general, the overall efficacy of a plan is informed by consumer surveys and periodic brand health assessments (Amos et al., 2020). Versatility in pricing strategy, resistance to economic swings, optimal income in peak and during the off-season seasons, and fruitful local business partnerships are all indicators which would help in measuring economic adaptability. In addition, strategy evaluation is guided by thorough revenue reports and regular analysis of economic trends. Lastly, expanding the clientele and preserving resilience are key components of geopolitical risk mitigation (Kosim et al., 2024). Enhanced client loyalty, a larger consumer base in less affected areas, and efficient financial tools are examples of success markers. Moreover, a thorough review procedure is aided by continuing customer loyalty measures and frequent international risk assessments.

Potential Benefits and Cost Associated 	
	Recommendation
	Key Performance Indicators (KPIs)
	Potential Benefits
	Cost Associated

	Diversification and Expansion
	· A rise in market share as a percentage
· [bookmark: _Int_vkYbBOTd]Satisfied customers in new places
· Successful alliances formed 
	· Enhanced income sources
· Increased market share and improved customer contentment
· A better tourist experience thanks to smart alliances (Lin and Kim, 2020).
	· [bookmark: _Int_AXn2g22C]The price of conducting market research to find possible sites and services  
· Costs associated with expansion, such as building or acquiring new property
· Expenses related to staff adaptation training programs
· The initial outlay for new sites

	Technological Integration
	· Shorter check-in periods
· Positive comments from visitors about the use of technology
· [bookmark: _Int_dcBhrSVk]Staff competence with new technologies
· Increased client satisfaction 
	· Enhanced operational efficiency
· An initial investment in with technological systems (Kalra et al., 2020).
· A workforce that is tech-savvy 
	· Preliminary investment in technology systems
· Continuing education program costs
· [bookmark: _Int_HsLEYRbn]Possible expenses for IT support

	Portfolio expansion and branding
	· Increased brand awareness
· Extended market share
· Higher profits from more properties
· A rise in market share 
	· Higher revenue from new properties
· Increased market share
· Consistent (Ziakas and Getz, 2020). branding strengthens identification
	· Marketing and branding costs
· The price of training sessions and seminars
· The possibility of investing in advertising campaigns

	Adaptation to economic conditions
	· Financial security in the face of economic hardships
· Resilience in the face of variations in the economy
· Improved income during peak and off-peak seasons
· Successful partnerships with nearby companies 
	· Financial stability during economic challenge
· Streamlined income sources
· Improved partnerships with nearby companies (Kuo et al., 2022).
	· Expenses related to analysing economic trends
· [bookmark: _Int_jMOfqp5F]Possible expenses for working with nearby companies
· Investing in techniques for flexible pricing

	Mitigation of geopolitical risks
	· Growing the clientele in areas that have been less affected
· Increasing client retention through initiatives
· The efficiency of financial tools
	· Increased client loyalty
· Broadened consumer base
· Reduced effect of geopolitical concerns (Hasan et al., 2020).
	· The price of doing geopolitical risk assessments
· Spending money on client loyalty initiatives
 Possible expenses for financial tools or insurance coverage


Table no 3: Benefits and Cost Table
Source: (Created by the Learner)
[bookmark: _low3uzehcto4][bookmark: _Toc157262125]Action Plan 
	No
	Problems
	Solutions
	Desired Outcomes
	Time Scale
	Completion Date
	Planned Budget

	1
	Worldwide rivalry from established hotel groups 
	· Diversification and expansion.
· Explore new markets and form tactical partnerships (Sinha and Ekka, 2021).
· Improve service delivery
	· Successful alliance or partnership with local partners and other firms. 
· Increased market share in the emerging market
	6 months 
	01/06/2024
	£20000

	2
	Long-term effects of COVID-19 pandemic
	· Technological integration.
· Implementation of a contactless entry system (Miguel et al., 2022).
· AI-powered customer support.
· Advanced reservation platforms.
	· Shorter check-in times
· Increased customer satisfaction with technology
	3 months
	14/09/2024
	£25000

	3
	Impact of technological advancement
	· Portfolio expansion and branding.
· Conduct training sessions on modern technology (Olimovic, 2022).
· Reinforce brand awareness
	· Consistent branding and increased brand awareness.
· Improved employee's competence with technology
	4 months
	20/01/2025
	£35000

	4
	Poor Market Expansion
	· Adaptation to economic condition.
· Examine economic trends.
· Implement flexible training strategies (Koc, 2020).
· Seek local partnerships.
	· Financial security during economic challenges.
· Successful partnership with local business
	5 months
	22/06/2025
	£42000


Table no 4: Action Plan
Source: (Created by the learner)

[bookmark: _cir8ovei71sb][bookmark: _Toc157262126]Conclusion 
[bookmark: _Int_UBlMDLdD]The Grand Plaza Hotel, a renowned landmark in New York, is having a difficult time sustaining steady revenue growth and adjusting to the shifting needs of the hospitality sector. In general, the long-term effects of the COVID-19 epidemic, the rise of formidable rivals like Hilton and Hyatt, and the requirement to adopt modern technologies are the main factors influencing the hotel's success. Further, the suggested recommendations for the Grand Plaza Hotel centre on recommendations such as “portfolio expansion, technology integration, diversification and expansion, economic situation adaptability, and geopolitical risk mitigation.” Moreover, with the help of these tactics, the Grand Plaza Hotel should be better equipped to compete, draw guests, and maintain profitability. Additionally, every recommendation in the action plan has a detailed action plan that includes things like “going after new markets, establishing partnerships, putting contactless entry systems in place, holding tech training sessions, and researching market trends.” The intended results include larger market share, happier customers using technology, recognisable branding, stability in the face of economic downturns, and fruitful collaborations with nearby companies.
Furthermore, key performance indicators will be essential for assessing the efficacy and success of the suggested tactics. In general, these Key Performance Indicators include “expansion in market share, customer happiness in new destinations, building partnerships success, quicker check-in times, elevated brand recognition, financial stability throughout economic downturns, and fruitful collaborations with nearby companies.” However, the potential advantages of the suggested solutions outweigh the accompanying costs, which include market research charges, early technology investments, costs connected with training programs, and prospective marketing efforts. Further, these advantages include more revenue streams, more profitable operations, and higher earnings from newly acquired assets, resilience in the face of economic downturns, and a lessened effect from geopolitical worries. In addition, the suggested action plan guarantees a methodical and effectively managed execution procedure by outlining a time limit, deadlines, and budgets for every approach. However, by following these suggestions, the Grand Plaza Hotel will be able to overcome obstacles, adjust to changes in the business, and put itself in a position to succeed and develop sustainably in the cutthroat hospitality sector.
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