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[bookmark: _Toc728972227]Summary
The Plaza Hotel, with its golden dome shining amidst bustling Midtown Manhattan, New York, tucked in the heart of the city, is a gem of architecture that embodies luxury and grandeur. Its golden dome shines down over the metropolis. The Plaza has been a symbol of riches since it first opened its doors in 1907, drawing visitors from all over the world. The Plaza, which hosts the most prominent events, continues to enjoy great regard as a premium vacation spot for the wealthy and elite under the direction of Katara Hospitality.
On the other hand, The Plaza's illustrious heritage conceals the issues it has in the hospitality business, one of the most intensely competitive industries. Despite its great location between Central Park South and 58th Street and its legendary reputation, there are numerous problems facing The Plaza that could have a negative impact on its growth and sustainability. The Plaza's declining reputation and unfavourable reviews make its income growth even more stagnant. These difficulties highlight the need for The Plaza to adapt to shifting travel trends and stay current in an industry that is always shifting. The comprehensive evaluation conducted using the SOAR analysis highlights The Plaza's current advantages and untapped potential. The Plaza is distinguished by its rich history and well-known brand thanks to its French chateau-style architecture and unmatched location overlooking Central Park. Through smart alliances, innovative marketing strategies, and a renewed dedication to sustainability, The Plaza will have many opportunities to enhance its offers, draw in new clients, and uphold its environmental ideals. The STEEPLED evaluation states that it also considers the outside factors that will impact the Plaza course in the future. Several factors, including shifting social conventions, advancements in technology, unstable economies, and environmental concerns, affect the Plaza's capacity to endure in the cutthroat world of the hotel sector. Implementing sustainable practices, embracing new technologies, and adjusting to shifting client preferences are all thought to be successful tactics that will guarantee The Plaza Hotel's continued prosperity and relevance. A TOWS analysis makes it evident that to minimise risks and take advantage of opportunities, strategists need to be proactive and have strategic foresight. Benefits of The Plaza includes its iconic status and dependable staff, even in the face of uncertain economic conditions and competition from newly constructed luxury hotels. The Plaza can position itself as a premier destination for opulent hospitality in the New York City area and abroad by updating its facilities, updating its marketing approach, and creating new revenue streams. The Plaza is ultimately at a crossroads where it can embrace its illustrious past while also grappling with the problems of the future. The Plaza may chart a course for long-term growth and survival by considering its advantages and disadvantages, as well as its potential for improvement and exploitation. This will help it preserve its status as the most elegant and sophisticated venue for future generations. The Plaza Hotel is confronted with reputation-related issues, such as negative evaluations, maintaining its esteemed reputation, and adopting a sustainable growth strategy in the dynamic hospitality sector. To manage these difficulties, The Plaza takes calculated risks by focusing on the next generation of environmentally conscious customers and preserving the historic aspect through storytelling projects, themed tours, and eco-friendly events. Developing stronger ties with the local business community, which prioritises environmental issues, would support green tourism as well as foster a sense of community cohesion. By making an investment in sustainable practices, the hotel can encourage repeat business and draw in new guests. It will be able to differentiate itself from competitors by creating differentiators that align with changing consumer preferences as a result. Moreover, implementing personalisation through enhanced in-room amenities, touchless payment methods, and guest-focused experiences would undoubtedly boost patron happiness and loyalty. The Plaza must prioritise staff development and ongoing market research in order to be attentive to shifting customer preferences and uphold high levels of service quality. The management was able to modify its offers and better meet the needs of the guests by using the insights from guest reviews. Furthermore, by making the greatest training investments, we guarantee that our employees have the tools necessary to deliver the best customer service, and as a result, our brand will be connected with that. The Plaza brand must now have a well-thought-out digital marketing plan in order to connect with a larger audience. By utilising programmatic advertising, social media, and engaging content. The hotel may achieve greater operational efficiency, provide a first-rate guest experience, and obtain insightful data that helps with strategic decision-making by embracing digital transformation. In order to execute ongoing organisational agility and adapt to the constantly shifting dynamics of the market, change management techniques are essential. By cultivating an environment that values continuous improvement and transparent communication, The Plaza can encourage employees to embrace sustainability initiatives, work efficiently, and deliver outstanding guest service. Moreover, establishing connections with customers in the community and interacting with them online can be additional strategies to highlight the brand and provide them with a feeling of inclusion in the company.
To summaries’, The Plaza’s long-term development trajectory depends on its willingness to keep up with technological changes, give priority to sustainability, and build deep relationships with its guests. If the recommendations are followed and the distinctive character of The Plaza is utilised, this iconic hotel will not only successfully navigate through the hardships of the hospitality industry but will also become a symbol of luxury and sophistication for decades to come. 
[bookmark: _Toc1579261732]Introduction 
A luxurious hotel and condo complicated positioned in Midtown Manhattan, New York City, is known as The Plaza Hotel (on occasion referred to as The Plaza). At the southeast corner of Central Park, its miles situated among 58th Street and Central Park South, additionally referred to as 59th Street, at the western aspect of Grand Army Plaza, which bears its call. It is located right now west of Fifth Avenue. Though the residential entrance is located at One Central Park South, its primary address is 768 Fifth Avenue. Katara Hospitality, an enterprise primarily based in Qatar, has owned the lodge considering 2018. The Plaza Hotel, which welcomes some of affluent and famous visitors, has come to represent New York City. Press meetings, press meetings, balls, and charity events have all taken vicinity within the restaurant areas and ballrooms. The inn has garnered reward for each its architecture and its proximity to Central Park. The Plaza Hotel has additionally been featured in quite a few movies and books. The complicated French chateau-style Plaza Hotel, built in about 27 months on the website online of a previous “Plaza Hotel,” welcomed visitors in October 1907 (Peh, 2023). It became created with the aid of architect Henry Hardenbergh and then increased by Warren & Wetmore. It has been in use for over a century and a 1/2. Over the years, the lodge has passed through changes to better match the evolving demands of its patrons. As it become first constructed, it had 282 resort rooms, 181 apartment rooms and multiple public areas. The Plaza ought to, like any pro performer, conquer the problem of adjusting to a transferring target market and preserving its significance in a quick-paced hospitality marketplace. The Umlaut consulting organization is owned on my own. Umlaut is a worldwide full-service, go-industry, quit-to-quit business that provides fulfilment and consulting offerings to customers global. I use my multidisciplinary abilities to offer my groups and items with more fee, excellent, and attention. I firmly believe that every and every business owner must have trusted recommend who knows their targets (Jin, 2023). Thousands of specialized professionals and engineers supply innovative answers across all industries and their special intersections, as well as servicing the public zone and organising organisational cultures, systems, and procedures. My comprehensive advice programs appoint an array of strategies and devices to assist proprietors in realising their targets and resolving issues. Increasing income, decreasing hazard, developing quick, retaining stability in the course of time, or preparing for an go out (Shen, 2022). My company is dedicated to helping prestigious groups which includes The Plaza in navigating the intricacies of the current marketplace. Recognising the distinct boundaries that The Plaza confronts, I have conducted an extensive examination to pinpoint critical aspects that require enhancement. In-depth dialogue of the converting hospitality industry and the way it affects hotels is covered in my studies, with specific attention to critical issues like sustaining aggressive benefit in a crowded marketplace and accomplishing sustainable boom. To obtain an in-depth understanding of the occasions, I use quite a few acknowledged frameworks and strategies (M’ikanatha, Breedlove and Welliver, n.D.). The external elements influencing the hotel, which include socio-political, technological, financial, environmental, legal, and ethical tendencies, will be analysed using the STEEPLED framework. The plaza's strengths, opportunities, aspirations, and consequences may also be assessed the use of the SOAR framework, giving perception into the business enterprise's inner talents and supposed future country. Finally, with the aid of inspecting threats, possibilities, weaknesses, and strengths, the TOWS matrix will assist us in turning these issues into potential plans and generating a successful avenue map (STORHOFF, 2020). My research seeks to provide succinct and unambiguous tips to help The Plaza repair its prominence. Through the application of my knowledge and the expertise won from these frameworks, I suppose I can enable this architectural and cultural gem to be even extra radiant in the future years (Adam Rathe,2023)
[bookmark: _Toc525934324]Analysis 
The Plaza Hotel's largest demanding situations are sustaining its mythical fame and achieving a sustainable growth within the fiercely aggressive and evolving hospitality enterprise. This complicated problem requires a couple of office tasks and influences many areas of the inn's operations (Upshaw, 2021). An approach that permits a business to preserve its market function over the long time is known as a sustainable aggressive advantage. The Plaza's conventional motel reservations may additionally restriction ability sales due to the fact capacity sales streams like partnerships and special research are not being investigated. Unfavourable opinions and inconsistent carrier necessities can damage the recognition of a brand and the pleasure of tourists. This trouble has to be inspired via a loss of customisation, unclear language verbal exchange, and inadequate training. It may be difficult to music downtime on advertising marketing campaign funding due to the Plaza historical building (Peh, 2023b).
[bookmark: _Toc539025968]Issues 
Despite a minor downward fashion over the previous 5 years, enterprise facts shows that The Plaza continues first rate occupancy fees while in comparison to its competition. $thirteen.1 million turned into made with the aid of the Plaza Hotel final 12 months (Clark, 2022). Recent years have visible a stall inside the plaza's income increase. Negative guest reviews and old marketing strategy, old building is the reason for hindering the hotel in achieving a sustainable growth. Like Bad customer reviews like The Savoy and similar institutions are priced further but have lower first-class. Room service expenses are charged, and the cashier miscalculated the overall quantity due and added $2 hundred greater without rationalization (Klein-Hewett, 2021). The body of workers is callous, which affects the plaza's popularity and destiny bookings. Disgruntled guests are much less likely to propose or go back, leading to terrible provider, decreased patron loyalty, and a decreased desire to propose. The Plaza. Improving strategy and making the most of advertising and marketing budgets are tough without a clear grasp of the efficacy of advertising initiatives. The purpose inns are failing to attract in more youthful customers is because they fee individualised interest, era integration, and environmentally pleasant initiatives. These alternatives might not be entirely met by using The Plaza. All these issues badly affected hotel reputation (Hu et al., 2019).
[bookmark: _Toc161888851]Causes
With the changing times and its needs, Plaza Hotel’s competitors have increased because now there are plenty of upscale hotels in New York City, all competing for visitors’ business. Provide a “Suite Escape” that includes a complimentary day by day breakfast, a $a hundred and fifty hotel credit each day, a welcome amenity, and free parking. A suite live mixes modern era, tasteful layout elements, and highly priced consolation (SUSILOWATI, YUSTINI and Kurniasari, 2020). The Plaza is compelled to constantly innovate and adapt new capabilities because of the increased competition. The Plaza Hotel has a long history and a mythical reputation, but its emblem photograph may be missing in power, which can make it extra hard for it to draw in new customers and maintain its competitiveness. Some site visitors could sense that its well-known fashion and layout lack a present-day detail. The Plaza Hotel’s mythical status The Effects of Poor Marketing Techniques Because younger generations and tech-savvy guests cannot be efficiently reached by way of traditional advertising and marketing strategies like print ads or brochures (Belarmino et al., 2017). The Plaza hotel's recognition can be extensively broken if the overall supervisor would not make modifications to its training and technology program. Negative opinions on a couple of websites may want to impact client booking choices, probably accomplishing a bigger audience. The lodge's outdated design and personalised studies can also make it appear previous. The hotel's capacity to command top class charges and s out from competitors may be affected. Diversifying profits resources may want to lead to revenue increase. Inconsistent personnel provider negatively impacts the hotel's reputation and individual vacationer studies (Yu et al., 2020).
[image: ]
Figure 1: average costumer evaluation (Yu et al., 2020)
[bookmark: _Toc32034286]SOAR Analysis 
A strategic tool for evaluating the benefits of the opportunities that face an organisation is SOAR analysis. The strength, opportunities, Aspirations, and Results. The plaza’s SOAR analysis is as follows (Yuniati, 2021).
[bookmark: _Toc608089207]Strength 
The plaza features a luxurious, historically significant building in a prime Fifth Avenue location, as well as many rooms manned by knowledgeable, experienced staff. The Plaza’s strong brand familiarity makes it stand out (Iskandar, Taib and Septriawan, 2022).
[bookmark: _Toc148472708]Opportunities 
The Plaza has the potential to expand its customer base and improve its services. Collaborate with nearby companies to create memorable experiences that highlight environmental efforts. Utilise tailored marketing to draw in younger generations (Korpacz, Peter F, 2023).
[bookmark: _Toc1598547560]Aspirations 
The Plaza wants to be the premier sustainable hospitality leader by drawing in a wide range of guest demographics, boosting income and profitability, and cultivating brand loyalty. It is a luxury hotel located in New York City (Ioannis Vardopoulos et al., 2023).
[bookmark: _Toc153965644]Results
The plaza should anticipate higher occupancy rates, better ratings from visitors, and a variety of income sources. Favourable internet feedback, improved brand perception, and sustainable operations (Binns and Kempf, 2020).
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Figure 2: SOAR analysis (Binns and Kempf, 2020)
[bookmark: _Toc1268865980]STEEPLED Analysis
The analysis will assess how external factors will be navigated in the future. The social, technological, economic, environmental, political, legal, ethical and demographic. The following is the STEEPLED analysis of Plaza (Leyva and Parra, 2021). 
[bookmark: _Toc1587877439]Social factor 
The main demographic traits, social ideals, conventions, and practices of the community in which business organisations operate are represented by social factors. The plaza needs to manage social variables properly because it will not be able to adjust to the socio-cultural context. The plaza needs to adjust its offers and communication to meet the evolving expectations of travellers, as well as the growing need for customised experiences (Yeon, Song and Lee, 2020). 
[bookmark: _Toc694261470]Technological factors 
The plaza should support infrastructure with cutting-edge technology since it makes achieving its objectives for innovation, value generation, and cost reduction easier. A well-developed technological infrastructure also suggests that competitors may more readily copy it, making it more difficult for the company to employ technology to acquire a sustained competitive edge. Placing an emphasis on the importance of internet marketing, the plaza will comprehend client preferences, new product development rates, and product life cycles. It will use technology to improve marketing tactics and the tourist experience while making sure the right investments are made for the best possible technology (Rijen and Maria, 2021).
[bookmark: _Toc1132035737]Economic factors 
The STEEPLED framework consists of complex factors that have an immediate impact on the company’s ability to meet its financial goals. To readily amass financial and human resources, the plaza must select regions with extremely effective financial markets. Changes in the world economy, by monitoring the effectiveness of the financial market, the plaza can effectively maintain its competitive edge. Because rising inflation reduces money’s purchasing power and deters consumers from spending money on goods and services, it may have a detrimental effect on plaza revenue growth. The plaza may influence hotel reservations, revenue, and modifications to travel trends (Bootvong and Dendoung, 2018).
[bookmark: _Toc994253940]Environmental factors 
The importance of environmental considerations in the current workplace has significantly increased because of client protection for the environment. The plaza must prioritise sustainability and increase the market for eco-friendly lodging. It should use ethical production methods, encourage ethical consumption, and make sure that national and international environmental regulations are followed to improve the perception of its brand. This will attract more environmentally conscious consumers and guests (Seyitoğlu and Ivanov, 2020).
[bookmark: _Toc669229436]Political factors
Prolonged periods of political turmoil are detrimental to hotel investment, growth, and customer satisfaction. The plaza is required by law to adhere to employment laws and data protection regulations and to make modifications as necessary. Political unrest in the area is now plaguing Plaza because of internal and external conflicts. To facilitate prompt policy adjustments and strategic priority realignment, management ought to keep a close eye on the political environment (Badura, 2021).
[bookmark: _Toc1036173555]Legal factors 
Legal considerations offer more particular and in-depth information about various laws and rules, primarily those pertaining to consumer protection, intellectual property, employment, and health and safety. Due to its noncompliance with the laws of its host competitors, the plaza may be subject to costly lawsuits. Plaza must comply with evolving legislative standards and ensure workplace safety, discourage discrimination through appropriate mechanisms, and strictly adhere to data protection legislation, labour laws, accessibility standards, and data privacy restrictions to prevent lawsuits and legal issues (Lim and Seo, 2021).
[bookmark: _Toc673353503]Ethical factors 
The goal of ethical factors is to compile the morals, laws, and guidelines that govern our workers’ conduct. Responsible tourism emphasises ethical behaviour, fair labour standards, community involvement, and neighbourhood support. Our goal is to enhance the customer experience through quality service and handling clients with courtesy and respect. We are committed to fostering respect for people's dignity, regardless of beliefs, gender, age, family status, sexual orientation, identity, disease, or disability (Serdyuk, 2023).
[bookmark: _Toc687059792]Demographical factor
Age, income, and travel habits are examples of demographic variables that are important to consider when customising products and marketing tactics to draw in new types of customers. The Plaza Hotel employs 1,300 workers, with 50% women and 50% men. White people make up the majority (55%), with 26% being Latino or Hispanic. Black or African American employees make up 8%. The average annual salary for a Plaza Hotel employee is $32,666, and they work for 3.6 years. The hotel's demographics and statistics are based on a database of 30 million profiles (Schmillen, 2020).
[bookmark: _Toc616395709]TOWS Analysis 
With the aid of this strategic planning tool, an individual, project, or business can assess its TOWS analysis—strengths, weaknesses, opportunities, and threats. It entails determining and evaluating both internal and external elements. The TOWS analysis of the plaza is as follows (Borisova and Razumeiko, 2018).
[bookmark: _Toc230324451]Threats 
There is competition from newly built luxury hotels in New York City with contemporary features. The demand for luxury lodging may decline due to the global economy, and negative internet evaluations may have an impact on traveller impressions and reservation decisions. It may be necessary to make major adjustments in response to changing guest expectations for customisation, genuineness, and technological integration, as well as changes in ethical and regulatory guidelines pertaining to labour standards and data protection (Williams, 2018). 
[bookmark: _Toc1569479234]Opportunities 
To improve the guest experience and accommodate contemporary tastes, incorporate contactless services, personalised recommendations, and elements that measure guest satisfaction. utilising influencer relationships and pertinent channels to create marketing campaigns and products aimed at younger audiences. Collaborate with other companies and create unique experiences to draw in new clientele and set yourself apart from rivals. putting into effect eco-friendly procedures and promoting them to draw in eco-aware tourists (Jo Dolasinski and Reynolds, 2019). 
[bookmark: _Toc1462861043]Weaknesses 
At the plaza Some visitors feel that the hotel’s amenities and technologies are antiquated and fall short of what is expected in the modern era. The brand's appeal may be diminished by younger generations, and traditional marketing methods may not effectively reach target audiences. Bad reviews can highlight service quality discrepancies, impacting customer satisfaction and brand image. Relying on conventional hotel reservations could limit revenue and expose the establishment to economic changes (Kinyanjui, 2018).
[bookmark: _Toc223902846]Strength 
Because of its iconic status and long history, The Plaza has a certain charm and grandeur that draws a devoted clientele and the opportunity for premium pricing. The Plaza, which is in the centre of New York City, is conveniently close to both commercial and cultural areas. The plaza's staff is competent and experienced, and they can deliver excellent service and enhance visitors' experiences. Strong worldwide brand recognition for The Plaza guarantees a high degree of awareness and the possibility of drawing in foreign customers (Rebuya and Gasga, 2022).
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 Figure 3: SWOT analysis (Rebuya and Gasga, 2022)
[bookmark: _Toc616304714]Recommendation 
The Plaza Hotel addresses difficulties related to old historic buildings, bad reviews, and outdated marketing tactics to achieve sustainable growth. Strong and essential for preserving the hotel's well-known reputation and attaining sustainable expansion in the cutthroat hospitality sector Maintain the hotel's historical relevance via guided tours, storytelling, and themed events. And make eco-friendly practices part of your everyday regimen. Join forces with nearby companies and organisations that fund environmental initiatives. Innovation is necessary to gain a lasting competitive edge (Nilashi et al., 2019). Hotels that constantly invest in sustainability can create unique and distinctive products and services that match the changing requirements of their target market. They stand out because they are different from the competition, making it harder for competitors to duplicate their accomplishments. The management’s priority is for guests to take steps to enhance their room experience through contactless payment options, smart features and custom entertainment options in addition to adding experience offering carefully selected services based on guest interests and preferences, such as fitness activities and historical tours Listen for insightful content to help hotel to stay competitive (Zisos et al., 2018). By understanding the needs and trends of guest, hotels can adapt and enhance their offerings to suit their target market. Additionally, spending on Staff training and development assures that the hotel has a talented and flexible workforce this may help to improve negative reviews. Employee engagement and the ability to contribute to the continued success of the hotel is enhanced through continuous learning. Building strong relationships with customers and promoting loyalty can lead to long-term competitive advantage (Cerezo-Medina et al., 2021). Even less so, hotels that invest in personalized customer experiences, loyalty programs, and first-class customer service can generate dedicated customers who are reluctant to leave highly competitive environments available Staffing capacity management, positive feedback follow-up is all important as areas of delivery must demonstrate service improvement social media channels focused on creativity are essential (Tukamushaba et al., 2012). Additionally, create an engaging and educational website that focuses on your core products and services and customer experience. Contact booking websites and travel agencies to reach more people. Explore programming, sharing, and random experiences to maximize revenue. Take measures to increase guest satisfaction, reduce online misinformation, increase loyalty, and improve productivity. Conduct regular employee and guest surveys to obtain relevant information. Modify and improve planning based on information and input Plaza Hotel now handles more business than ever before. But no matter how deliberately and intelligently a hotel may expand space and number of rooms, its employees are its most important asset and therefore it provides good employee training (Leal, Benedita Malheiro and Juan Carlos Burguillo, 2019). Now for sustaining its mythical fame. The Plaza Hotel can reach new audiences, foster stronger brand loyalty, and accomplish its marketing objectives in the cutthroat hospitality industry by putting into practice a comprehensive digital marketing strategy that emphasises social media, targeted advertising, engaging content, personalisation, and storytelling. Positive reputation and a powerful brand are essential components of the plaza’s values. Use visitor information to tailor website content, email marketing, promotional offers, booking history, and preferences. Using captivating narratives and images, spread the word about The Plaza’s heritage, distinctive characteristics, and visitor experiences across all platforms, prompt responses to all reviews and comments, promote social media engagement, and run interactive surveys or contests (Kaya, 2019). For Maintaining a strong set of principles, offering outstanding customer service, and continuously producing high-quality goods or services are all necessary to establish a respectable brand for the plaza. Because a reputable brand draws in and aids in keeping loyal customers over time, Companies benefit from a pricing advantage since consumers are frequently prepared to pay more for products from a brand they trust. In the current digital era, hotels can obtain a substantial competitive advantage by utilising technology to optimise their operations, augment client satisfaction, and collect insightful data. Embracing digital transformation can result in increased productivity, improved judgement, and new sources of income. A hotel that makes training and development investments will have a team that is knowledgeable and flexible. Employee engagement and the ability to contribute to the plaza’s continued success are maintained through continuing learning. Employees who are empowered by their hotels to take calculated chances and receive rewards for their creativity are more likely to come up with original ideas that make them stand out from the competition (Veloso et al., 2019).
[bookmark: _Toc855594009]Change Management 
To train and develop employees to be able to sustain and transfer the heritage and sustainable practices of the hotel to visitors is the major responsibility of managers. One can show eco-friendly projects as well as integrate sustainability development into marketing and communication campaigns (Rotich and Deya, 2021). Additionally, follow up on feasibility studies on green efforts that will highlight where the facility stands among comparable establishments in terms of environmental friendliness. Managers Inform tourists through online platforms or websites about new features, improved conditions, promotions while also sharing their pleasant experiences. Look for technology suppliers who offer easy merging options. Since social media has become a platform where people air their opinions especially when negative and reviews plus recommendations being predominantly relied upon by restaurant industry most especially, hospitality managers should pay more attention to those areas ranking lowly for them (de Grosbois and Fennell, 2022). This represents one way such problems can quickly escalate because these are known weaknesses of company operations within it. Management The training given by management on personalization strategies and effective use of modern technology for staff members is important. Make improvement in service standards clear-cut necessary. Continuous appreciation and feedback are needed to motivate staffs. Create an open atmosphere that facilitates employees reporting back issues and giving suggestions. Management oversees hiring or developing marketing personnel with experience in social media management and digital marketing (Palani and Karatas, 2021). To promote a variety of goods, the teams in charge of marketing, sales, and operations must work together more. To replicate the subconscious of guests, the management department team met with the guest service department, which includes the reception, concierge, and individuals who work at the hotel entrance. They discussed through conversation about check-in or something similar about good offers in the hotel restaurant. Aside from that notion, because everything is digital these days, perhaps the marketing and technique departments would display a commercial, along with a welcome note and the like, on the TV in the guest's room. Despite this, it appears that the marketing department did an excellent job of getting hotel guests to spend money in the hotel restaurant, since sales of hotel accommodations nearly tripled in the second half of the year (Untong et al., 2011). However, it appears that outside customer advertising falls through during that process for a certain sum of money. Perhaps it would be a good idea to hire an additional employee in the marketing department to ensure that nothing gets lost. This could help to maintain balance and focus on both hotel guests and outside customers equally. Every aspect would be equally covered if marketing department staff members spared sections, knew what to do, and gave that specific advertisement enough time to flourish. In addition, since we are living in a digital age, it would be beneficial to leverage this for hotel and restaurant profits. This indicates that since practically everyone uses several widely used websites and applications these days, advertising in different social media sites. Without a doubt, this could contribute to increasing the hotel’s visibility, awareness, and even the ability to reserve a seat (Blengini and Das, 2020). The hotel is run by more than one department. Everything is connected. All the departments are connected in some way, and they all have to work together at some point. So, my advice to hotel managers would be to include more staff in the management team so that they have enough time to help the staff understand their jobs and work together more effectively. It all starts with the adoption. Making first impressions is important, so it’s important for receptionists to stay abreast of the latest technological developments and offer hoteliers programs that will make their working lives easier. Making first impressions is important, so it’s important for receptionists to stay abreast of the latest technological developments and offer hoteliers programs that will make their working lives easier. So, the first piece of advice would be to invest in a system that facilitates cross-departmental communication (Luo et al., 2022). And secondly Since quality, not quantity, matters, it would be wise to redesign room service and hotel operations around the restaurant. Perhaps the purchasing manager can be approached more effectively about purchasing items, or perhaps the amount of food served needs to be reduced. This way, the chef can have more time in his schedule to update the menu and serve guests dishes that will entice them to come back to the hotel because of its high quality (Baquero, 2022).
[bookmark: _Toc265021331]Survey 
Cozzio (2019) asked people in the survey how much they knew and thought about the issues facing the hotel. The majority of the 1,500 respondents to the 15-question poll were past workers of the hotel, although there were also some guests and customers. According to the results of his survey The plaza received an overall score of 5.5, which is the average when all difficulties are taken into account, based on his survey.24,05% of participants share their thoughts regarding the modernization and personalisation of hotels, while 19,92% share their thoughts about the calibre of services and behaviour of the staff. 12,72% of respondents share their thoughts regarding the hotel’s sustainability and leveraged heritage. 8,59% of respondents share their thoughts regarding the hotel restaurant’s ambience (Cozzio, 2019). As atmosphere is a person’s initial impression of any place, it unquestionably has a big impact on how your patrons feel about the establishment. Precisely 8.26% of respondents share their thoughts regarding the plaza’s historic structure. Approximately 7,53% of respondents discuss their experiences with Embrace Digital Marketing services. Since guests would know roughly what to expect to pay from the outset, everyone wants to view the accommodations' web rates. Similarly, 4.46 percent of respondents report that they have never seen a smoking place (Kim, Barber and Kim, 2018). Establishing smoking places has the added benefit of drawing patrons who might not have otherwise been interested in visiting the plaza and might have ultimately decided to go somewhere else. 4,13% of respondents share their thoughts about how important it is for a hotel to be in a handy location. They believe that factors like visibility, foot and vehicle traffic, proximity, and simple parking are important for success because if a hotel is too approachable, customers may simply leave and settle for an even poorer experience. According to 3,06% of respondents, facilities for younger people are crucial for individuals who choose to hang out with acquaintances outside of their own neighbourhood. Additionally, the same and lowest percentage of individuals think that hotels have intriguing and pleasant décor; one of the things that affects customer happiness in a hotel is its interior design (Lintot and Siniguian, 2023). According to a summary of his survey, which included 40% of hotel guests, the most highly regarded aspects are the hotel’s location and opulent setting, while the least highly rated aspects are the hotel’s intriguing décor with modern features and sustainable growth in the fiercely competitive and evolving hospitality sector. Unsatisfied customers, on the other hand, seem to be the main problem, according to his research, as everything may go wrong in a hotel without competent staff who look out for guests and make sure they have a positive stay. Because happy customers will promote the hotel and provide positive evaluations, its reputation will increase (Ponnapureddy et al., 2020). 
 It will encourage guests to stay at this hotel, boost revenue, and discourage guests from staying at competing lodging establishments. This will be given top priority, and the higher revenue will enable the hotel to hire better employees and make improvements to the facility (Shapoval et al., 2022).
[bookmark: _Toc314355307]Action plan 
The Action plan of The Plaza’s problems.
	Number 
	Problems 
	Solution 
	Desired outcomes
	Time scale 
	Completion date
	Planned budget 

	1
	Sustaining its mythical fame 
	
	
	
	
	

	1.1
	inadequate promotion of younger audiences

	using influencer relationships and social media site to create interesting content. showcasing special events and customised products.

	higher conversion rates, enhanced online engagement, and greater brand visibility among younger audiences.

	

3 months 
	

Continued
	

$10,000 a month 

	1.2
	Disregard for alternate sources of income
	 For prospective new offers, carry out feasibility studies and market research. Determine popular events and collaborations that complement The Plaza’s brand.
	A well-defined plan for generating new revenue streams that is in line with consumer demand and brand values.
	

3 months
	

2024
	

$30,000 per month



	1.3
	The Plaza does not use a data-driven strategy for personalisation and marketing.
	Use data analytics tools to monitor campaign performance, social media engagement, and website traffic. Utilise information to monitor return on investment, personalise offers, and optimise content. 
	Enhanced conversion rates, enhanced marketing efficacy, and optimised
	



3 months


	



Continued 
	



$1000 per month 



	2
	Achieving a sustainable growth within the fiercely aggressive and evolving hospitality enterprise
	
	
	
	
	

	2.1
	negative online reviews
	Establish a reliable mechanism for guest feedback and reply to all reviews right away. Openly discuss issues and provide solutions.

	Enhanced guest contentment, decreased unfavourable evaluations, and enhanced digital standing

	

Continued 
	

Continued 
	

$50,000 per month

	2.2
	Marketing materials fail to make full use of The Plaza’s distinctive characteristics and rich historical background.
	creating engaging material that narrates The Plaza's tale and emphasises its distinctive selling features. Produce blog entries, social media articles, and video tours that highlight the hotel's local partnerships, history, and architectural features.

	heightened emotional ties to customers, improved brand impression, and increased brand distinction

	


2 months
	


Continued 
	


$2000 per month

	2.3
	The Plaza has not looked at collaborating with influencers to reach new markets.
	Create genuine partnerships that highlight the hotel's amenities and appeal to particular target markets.

	enhanced brand recognition, reach, and reservations from new markets

	
2 months
	
Continued 
	
$10,000 for every campaign


[bookmark: _Toc453876417]Conclusion 
I looked into The Plaza Hotel’s future and current issues while focusing on its digital marketing strategy. These have influencer collaborations, smart social media use, and interesting content production for an audience that The Plaza can hope to attract or fascinate. For good conversion rates and personalized messaging for different visitors’ segments, personalization together with data-driven insights are necessary (Chesterton et al., 2019). There is no lack of captivating storylines in The Plaza’s rich history and unique traits which could define a brand and emotionally bond with clients. Should be as Must be Engaging in active online interactions with both past and present customers can promote community building, increase online visibility, and cultivate brand loyalty. By using these types of partnerships, Act Now’s exposure can be expanded greatly thus attracting new sections of target consumers to The Plaza (Umasuthan and Park, 2018). In practice, this will involve the application of data analytics technologies by The Plaza to analyze campaign effectiveness, personalize offerings, as well as optimize marketing undertakings towards a data-driven strategy. In sum developing strategies need variety in tactics and long-term perspectives because building durable competitive advantage through a highly competitive market entails a complicated continuous process. To achieve success and remain competitive over time, hotels should give priority to innovation, branding, cost leadership, strong intellectual property rights regime and customer loyalty. In order to keep succeeding in a rapidly changing environment it is necessary to observe and adjust the new management changes (Park et al., 2018). There is much more competition between hotels in the hospitality industry as consumers become wealthier and intelligent. There has been increased demand from customers for hotels to offer a wider range of luxurious products as well as services. Additionally, hotels have realized that it is through building trustful relationships with potential buyers that they can gain edge over their counterparts, hence drawing guests. To understand how the current marketing mix of a hotel affects consumer choices I use hotel analyses like PESTEL, WOST and SOAR. It refers to a strategic business tool used in identifying, evaluating and grouping macroeconomic factors affecting an organization. It advises companies on focusing on better marketing techniques and improved strategic planning processes (Northcott, 2019). The model assesses opportunities and threats for a given firm regarding its socio-cultural, political-legal, technological-environmental and economic factors among others (Kotler et al., 2012). When it comes to The Plaza Hotel’s digital media plan something must be done to attract more customers fortify guest connections and ensure a sustainable future in the cutthroat hospitality sector by tackling these problems and putting the suggested action plan into practice (Wu et al., 2023).
I sincerely thank The Plaza Hotel for giving me the chance to work with them on this project. And permit me to report on her problems. I am thrilled about The Plaza’s potential for growth and am deeply committed to its legacy. I hope to have the chance to work with it on more projects in the future, and I am excited to see it succeed in the years to come. When the above recommendations are put into practice, my firm’s members and I are sure they will have a big impact on the hotel’s ongoing prosperity. I’m still here to help and can provide advice as needed (Moliner et al., 2019).
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