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[bookmark: _Toc148997831]Executive Summary 
The five-star Conrad New York Midtown, located in the heart of the city's busy midtown, has been struggling to keep up with the needs of its discerning customers and the intense competition in the hospitality business. Conrad New York Midtown sought the assistance of The Leadership Laboratory, a well-respected consultancy with expertise in the hotel industry (Adler, 2003). In this synopsis of the whole consultant report, we provide the most crucial findings, conclusions, and recommendations for the hotel's improvement.

The Problem at Stake 
The Conrad New York Midtown is working hard to increase customer loyalty while enhancing the guest experience. The hotel's reputation, visitor satisfaction, and guest retention have all taken a hit due to poor service. Consequently, customer loyalty has been dwindling, which has resulted in fewer repeat bookings and decreased income. Problems stem from the interplay of rivalry, market volatility, and shifting consumer preferences.

Findings
The most crucial finding is the undeniable fact that guests often have less-than-ideal experiences (Ashcraft, 2013). Client surveys and comments have shown problems with room cleanliness, staff attentiveness, and amenities, all of which have contributed to decreased client satisfaction and loyalty.
Decline in Customer Loyalty: The number of returning guests has decreased, indicating a decrease in client loyalty (Ashcraft, 2013). Competition from new businesses, changing consumer tastes, and other factors all play a role in this problem.

Analysis:
PESTEL Analysis: An examination of the political, economic, social, technical, environmental, and legal impacts on the hotel's operations and difficulties reveals their importance (Barkema, 1996). It stresses the need of adjusting to various environmental factors.
SWOT Analysis: Through this evaluation, we were able to identify the hotel's best features, such as its convenient location, prestigious name brand, high-end facilities, and delicious cuisine (Bell, 2019). It has also pointed up problems that need fixing, such as poor customer service and the difficulties of rising competition and shifting market trends.
TOWS Analysis: The TOWS matrix expands upon the SWOT analysis by outlining methods for turning problems into gains (Bendl, 2015). It stresses the need of bolstering the hotel's fortes in order to compensate for its deficiencies and respond to external challenges.

Recommendations
Enhance Staff Training: The goal is to increase customer happiness by providing thorough training for all employees. Training in customer service, housekeeping procedures, and interpersonal communication skills should all be part of these courses (Benschop, 1998). When employees have received enough training, they are better prepared to satisfy the needs of guests and give outstanding service. Keeping employees up-to-date on industry best practises and constantly assessing their performance can increase productivity (Berger, 2017). The result is happier customers, a better overall experience, and a more efficient team that is better able to go above and beyond for its guests.
Revamp Loyalty Programs: In order to increase customer loyalty, it is necessary to enhance loyalty programmes in order to both attract and retain consumers (Barney, 1991). A reevaluation and upgrade of the current offerings, including a tiered system for returning customers, is required. Guests should be able to customise the system to their liking, creating a more personal experience at the hotel (Bhaskar-Shrinivas, 2005). Gains in client loyalty, retention rates, and a more solid approach to customer interactions are just a few of the upsides.
Implement Technology Solutions: Implementing technological solutions like mobile check-in/check-out, digital concierge services, and room control systems helps achieve this goal. These technological advancements will make life easier, speed up operations, decrease reaction times, and boost productivity (Brannen, 2004). The perks include improved visitor satisfaction thanks to cutting-edge conveniences, quicker reaction times and lower operating expenses.
Strengthen Partnerships with Local Attractions: The goal is to form alliances with regional points of interest in order to increase repeat business and appeal to travellers looking for an all-encompassing vacation. Working together with local businesses like restaurants and theatres to provide special deals for hotel visitors (Björkman, 2007). This method will benefit both guests and hosts by improving the whole stay and attracting more return visitors interested in taking advantage of the area's attractions.
Promote Eco-friendly Initiatives: By introducing sustainability efforts including energy-efficient lighting, water-saving measures, trash reduction, and sustainable sourcing, the hotel hopes to save operating costs, attract eco-conscious visitors, and keep up with market trends (Cameron, 2003). Saving money, attracting more customers, and fitting in with the sustainable tourism trend—those are the outcomes.

Marketing and Communication: The goal is to increase the hotel's popularity and get the word out about the renovations via strategic online and offline advertising efforts. The campaign will promote the hotel's upgrades, new features, and relationships with area attractions using social media, email marketing, and public relations (Cameron, 2003). There will be a greater online and physical presence as a consequence of the increased bookings and favourable evaluations.

Conclusion
In conclusion, this consultation study provides a thorough guide for Conrad New York Midtown, illuminating the obstacles encountered and the possible solutions to improve the guest experience and attract and retain more regulars (Cantwell, 2005). In order to help the hotel, reach its full potential, the Leadership Laboratory has provided some suggestions that, if implemented, could make for more pleasant stays for guests, increase customer loyalty, and set the hotel apart from the competition. We think this study will help the hotel succeed even more, and we're here to back Conrad New York Midtown up as it strives for top marks in customer service and repeat business.


[bookmark: _Toc148997832]Introduction 
Conrad New York Midtown has made a reputation for itself in the crowded hospitality sector, which is notoriously fast-paced and cutthroat (Cox, 1991). To help the hotel improve the quality of its customers' stays and attract new regulars, The Leadership Laboratory has prepared a complete consultation report, of which this introduction is a preview.

Background of Conrad New York Midtown
The Conrad New York Midtown, in the heart of Manhattan, is a key player in the exclusive hotel market. An unforgettable experience awaits guests at this restaurant in the midst of one of the world's most renowned and interesting cities (DiStefano, 2000). The Conrad New York Midtown, a 5-star hotel in the middle of the action, is known for its spacious, high-end accommodations and impeccable service. Since introducing its spacious suites and delectable dining choices, the hotel has been a popular choice for travellers seeking a blend of traditional and contemporary luxury.
The hotel's 562 rooms and suites are all uniquely furnished to provide guests with a tranquil escape despite the hotel's busy downtown location (Doh, 2015). Guests at the Conrad New York Midtown can expect first-rate service, luxurious accommodations, and easy access to several of the city's most famous attractions throughout their visits. Both business travellers and vacationers rave about the hotel's excellent service and luxurious accommodations.

The Leadership Laboratory
Due to its ongoing issues, Conrad New York Midtown has retained The Leadership Laboratory as a consultant (Doh, 2015). The Leadership Laboratory is a well-respected organisation in the hospitality industry that would be an excellent partner for this project because to its strategic outlook, innovative approaches, and proven results. The firm is devoted to assisting its customers in reaching their maximum potential by making use of data-driven insights, market trends, and extensive research (Edman, 2009). Working along with Conrad New York Midtown, The Leadership Laboratory demonstrates their commitment to offering first-rate consulting services.

The Challenging Scenario
The Conrad New York Midtown, despite its illustrious history, confronts formidable challenges in the modern hospitality business. The major topic of this report is the hotel's persistent efforts to enhance the quality of service it offers its guests and secure their repeat business (Emerson, 2001).  Guests' fickle tastes, hotels' rising costs, and the ever-shifting nature of the industry further add to the difficulty of meeting their needs.

Framework Utilization
This consultation report employs many theoretical frameworks, each of which plays a critical part in our study, to provide a comprehensive approach to this intricate problem.
PESTEL Analysis:Using this structure, we may investigate the myriad of extraneous factors—political, economic, social, technical, environmental, and legal—that have an effect on the hotel (Emerson, 2001). These elements serve as the hotel's context, thus learning about them will help with strategic planning.
SWOT Analysis: The hotel's internal possibilities and threats, as well as its exterior strengths and weaknesses, will be explored in the SWOT analysis (Fiol, 1991). This all-encompassing analysis will give a snapshot of the hotel's present state and prospective improvement avenues.
TOWS Analysis: The TOWS matrix will help the hotel determine its strategic priorities by expanding upon the SWOT analysis (Fiol, 1991). We may then use the hotel's advantages to deal with its flaws and protect itself from outside dangers, thereby turning adversity into opportunity.
Following a thorough analysis of the problems, their origins, the breadth of their effects, and the steps that can be taken to mitigate them, this report will present a series of specific recommendations and a strategy for moving Conrad New York Midtown forward into a period of increased customer satisfaction and loyalty.
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[bookmark: _Toc148997834]Issue 1: Suboptimal Guest Experience 
Consistently falling short of guest expectations, the Conrad New York Midtown's guest experience has been a source of concern. Because of this problem, guest retention rates are falling and fewer people are coming back to stay (Gibson, 2004). Disappointing data from recent customer surveys have shown that many visitors had below-par service. The lack of cleanliness in the rooms, the unresponsiveness of the personnel, and the subpar quality of the facilities are the primary causes of these complaints.

Causes
Inadequate Staff Training: Inadequate training of hotel workers in hospitality standards and visitor interaction contributes to a less-than-stellar guest experience (Johanson, 1977). A worse than ideal stay experience might be the consequence of an undertrained staff's inability to satisfy clients' service standards.
Room Maintenance: Lack of proactive room care, which causes problems with cleanliness and operation, is another crucial element. Guests' rooms are generally their first point of contact with the hotel, so any problems there might create an unfavourable impression.
Service Responsiveness: Guests have often voiced their dissatisfaction with the service's "responsiveness," or how quickly it responds to their needs and inquiries (Johanson, 2009). If visitors have to wait too long for an answer, they may get frustrated and leave.

Impact
The negative effects of the poor service on Conrad New York Midtown are significant and far-reaching.
Customer Loyalty: The hotel is struggling with decreased client loyalty as a result of guests' dwindling levels of satisfaction. Negative reviews might hurt a hotel's chances of getting repeat visitors who enjoyed their stay.
Reputation: Online reviews and word-of-mouth conversations are common places for unsatisfied visitors to share their bad impressions of a business's reputation (Kogut, 1988). When a hotel receives a lot of bad press, it may be hard to win over new clients and keep the ones they already have.
Conrad New York Midtown must act swiftly to fix the problems stated above and improve the quality of service it provides to its guests. The hotel may address these issues and regain its status as a top choice for vacationers in search of extraordinary stays by investing in better training for its employees, instituting more thorough room maintenance processes, and guaranteeing faster service response.

[bookmark: _Toc148997835]Issue 2: Decline in Customer Loyalty
The Conrad New York Midtown is experiencing a worrying problem: a significant drop in client loyalty (Kostova, 1999). The number of repeat visitors has dropped, and with it, income has followed suit. Booking data analysis reveals a significant downward trend in the proportion of repeat reservations over the previous two years.

Causes
Guest Experience: As we covered in the preceding section, a major element in the reduction of consumer loyalty is the less-than-ideal guest experience (Kang, 2016). It's only logical that unsatisfied visitors won't come back again. There is a domino effect on client loyalty as a result of this.
Competitive Landscape: The growing level of competitiveness among hotels is also a contributing cause to this slump (Kanter, 1977). Conrad New York Midtown may lose customers to competitors that provide more alluring loyalty programmes and rewards.
Market Trends: Shifting consumer tastes and expectations contribute to dwindling brand loyalty (Kanter, 1977). To keep guests coming back, a hotel must keep up with the ever-changing expectations of its clientele.

Impact
Conrad New York Midtown's declining client loyalty has severe consequences.
Revenue: The hotel's bottom line will feel the effects almost immediately (Kelly, 1998). Less loyal customers mean less money in your pocket since fewer people will book with you a second time. The hotel's bottom line will take a hit because of this.
Market Position: A less advantageous market position might be the result of a drop in client loyalty (King, 2017). Conrad New York Midtown may find it difficult to retain its competitive edge as competing hotels establish a firmer grasp on their client base.
The hotel must pursue a holistic strategy to solve this urgent problem. Improving the visitor experience is crucial, and this includes fixing problems that have arisen from previous visits (Knights, 2016). In order to regain the loyalty of its current clientele and attract new ones, as well as to maintain its position in the highly competitive hospitality business, the hotel may want to explore upgrading its loyalty programmes and remaining alert to shifting market trends.

[bookmark: _Toc148997836]PESTEL Analysis: Impact on Hotel
Political: Regulations Affecting the Hospitality Industry
There is a significant effect on Conrad New York Midtown from the political climate. Hotels are not immune to the effects of laws and policies that impact the hospitality sector (Konrad, 1997). It's crucial to abide by laws and regulations set out by authorities, such as those pertaining to health and safety or visa requirements for foreign visitors. Political regulatory shifts might force the hotel to make changes to its operations and potentially affect the hotel's clientele.
Economic: Economic Downturn Affecting Travel and Spending
The hotel business is very sensitive to general economic trends. Recessions, which may cause people to cut down on travel and expenditure, can have a negative effect on a hotel's bottom line (Konrad, 2003). Potentially less business might come in if tourists started being more frugal. Therefore, it is essential for Conrad New York Midtown to keep an eye on economic developments so that it can adjust to shifting market circumstances.
Social: Changing Customer Preferences and Expectations
In the hospitality business, meeting the needs and wants of modern guests is of utmost importance (Konrad, 2018). Adaptability is essential for Conrad New York Midtown to meet the ever-changing demands of its clientele. Guests' expectations of a hotel's facilities and services may shift in response to social trends such as a greater emphasis on health or sustainability (Larsson, 1998). In order to keep customers happy and coming back, you need to be aware of and adapt to these changes.
Technological: Advancements in Hotel Technology
Improvements in technology are crucial to providing a satisfying stay for visitors. Check-in times, in-room management, and guest interaction are all ripe for enhancement thanks to technological advances in the hotel industry (Larsson, 1998). The hotel may stand out from competitors by adopting these technologies, which can increase client pleasure, boost productivity, and save expenses.
Environmental: Sustainability Initiatives for Cost Savings and Reputation
The hotel's bottom line and public image may benefit from environmentally conscious decisions, especially sustainability efforts. By implementing energy-efficient systems and recycling more, hotels may save money and get positive publicity, which in turn attracts eco-conscious vacationers.
Legal: Compliance with Industry Regulations 
In the hotel business, meeting regulatory requirements is always front of mind. It is the responsibility of the hotel management to ensure compliance with all applicable laws, including those pertaining to safety and employment (Levinthal, 1993). Staying on the right side of the law protects the hotel's good name and keeps costly legal troubles at bay.
Overall, the PESTEL study shows how susceptible Conrad New York Midtown is to the influence of many external circumstances. For the hotel to thrive and survive in such a dynamic and competitive sector, it is essential that management pay close attention to these factors and make proactive adjustments in response to them.
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Strengths
Prime Location: The convenient location of the Conrad New York Midtown is one of the hotel's many assets (Mezias, 2002). The hotel is conveniently located in the centre of a major city, close to several popular landmarks as well as commercial and public transit hubs. The hotel's ability to attract clients looking for convenience while yet charging premium prices for rooms is a major contributor to the establishment's success.
Brand Reputation: The hotel has established itself as a reliable brand. Guests from all over the world come to stay at our hotel because of its longstanding reputation for excellence (Miller, 2002). In addition to attracting new customers, a solid reputation makes it simpler to collaborate with other companies and schedule events.
Luxurious Amenities: The Conrad New York Midtown is known for its high-end services and facilities. Spa treatments and rooftop bars are just two of the many luxurious extras available to guests (Morosini, 1998). These features help the hotel stand out from the crowd and attract customers looking for a luxurious experience.
High-Quality Dining: The hotel's excellent restaurants are one of its many assets. Excellent on-site dining not only provides an extra income stream but also adds a layer of convenience and elegance for hotel guests (Ng, 1998). The hotel's food and drink options are a major selling point, drawing in guests who value convenience and quality equally.

Areas for Consideration
Suboptimal Guest Experience: The hotel's less-than-ideal service is a source of worry for Conrad New York Midtown. There has been a persistent concern with the quality of the hotel's cleanliness, response, and facilities (O’Grady, 1996). Taking care of these issues is crucial for the hotel's continued success and guest satisfaction.
Decline in Customer Loyalty: The loss of patronage is a further serious problem. This is attributable to both internal (such as customer service) and external (such as competition and market developments) variables (Parkhe, 1991). The hotel may combat this by rethinking its loyalty programmes in light of guests' shifting tastes.
Intense Competition: The hotel industry is quite cutthroat. There is a constant influx of new rivals, and existing ones are always thinking of new ways to innovate in order to keep up with the competition and win over new customers (Parkhe, 1991). The only way for the hotel to survive in this market is to consistently innovate and set itself out from the competitors.
Changing Market Trends: It's also important to keep an eye on how the market is trending. Any changes in consumer tastes, such as those for eco-friendliness, cutting-edge amenities, or unique experiences, need the hotel to adapt (Reade, 2012). To ensure continuing success, staying ahead of these trends is essential.
This SWOT analysis of Conrad New York Midtown has shown its advantages as well as its potential weaknesses. The hotel's continued success will depend on its ability to capitalise on its enviable location and reputable brand, while also meeting the demands of an increasingly discerning clientele and a dynamic marketplace.
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Strengths (S) and Weaknesses (W)
Prime Location (S1) and Suboptimal Guest Experience (W1)
It is possible to improve the less-than-ideal visitor experience (W1) by capitalising on the convenient location (S1) (Reus, 2009). The hotel may lessen the effect of poor service on its reputation by advertising its central position and the conveniences it provides. A hotel that acknowledges and works to improve the guest experience by doing things like highlighting surrounding attractions and accessibility may attract customers looking for a central location.
Brand Reputation (S2) and Decline in Customer Loyalty (W2)
If consumer loyalty is declining (W2), capitalising on the brand's great reputation (S2) might be helpful (Shenkar, 2001). In its advertising, the hotel might highlight its excellent reputation among guests. To further counteract the impacts of client loss, the company may launch initiatives specifically aimed at gaining back the loyalty of current customers and building connections with loyal visitors.

Opportunities (O) and Threats (T)
Luxurious Amenities (S3) and Eco-friendly Initiatives for Cost Savings (O3)
The hotel can find ways to save costs (O3) while still providing high-end services (S3) by combining the two (Stahl, 2010). The hotel may keep its high-end image while cutting expenses by implementing eco-friendly policies, such as installing energy-saving features or offering meals made from locally sourced ingredients. This is great for saving money and pleasing visitors who are concerned about the environment.
High-Quality Dining (S4) and Strengthen Partnerships with Local Attractions (O4)
Leveraging high-caliber eating (S4) may go hand in hand with strengthening ties to interesting landmarks (O4) (Stahl, 2010). By partnering with local cultural and entertainment institutions, the hotel can provide guests more authentic and memorable dining experiences. By promoting the hotel's restaurants to each other, the hotel may attract more diners who are searching for a full and distinct experience.

Threats (T)
Intense Competition (T1)
In the face of stiff competition (T1), the hotel may set itself apart by emphasising its convenient location (S1) (Stahl, 2010). By setting itself out from the competition and emphasising its convenient location, a hotel might entice visitors who want a good jumping-off point from which to explore the city.
Changing Market Trends (T2)
The hotel may respond to the challenge of shifting market conditions (T2) by using its strong brand reputation (S2). It may appeal to a wider variety of customers by adopting cutting-edge innovations that are consistent with its image of excellence and originality (Stahl, 2016). The hotel has to be flexible and adaptable so that it can meet the needs of its guests.
Economic Downturn (T3)
The hotel may reduce its financial vulnerability to economic downturns (T3) by making the most of its eco-friendly activities (O3) (Stahl, 2016). The hotel may appeal to frugally-minded guests during economic downturns without sacrificing its high-end reputation if it adopts eco-friendly practises that save costs.
Regulatory Changes (T4)
The hotel may adjust to the threat of new restrictions (T4) by capitalising on the excellence of its restaurants (S4) and serving only what is required. Without sacrificing quality, restaurants must adapt to new regulations by making changes to their menus, products, and methods of service.
By integrating TOWS into its entire business strategy, Conrad New York Midtown will be better prepared to meet the industry's problems head-on and embrace possibilities for long-term success.
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Conrad New York Midtown has several problems, and after carefully examining their origins, extents, and impacts, we've come up with a list of potential solutions (Stevens, 2008). The success of the hotel depends on these suggestions, which will hopefully lead to happier visitors and more repeat business. We will also describe methods for managing change that may speed up the process of putting these plans into action.

Strengthen Guest Experience
Recommendation 1: Enhance Staff Training
The hotel has to invest in extensive staff training programmes to improve the subpar service they provide to guests (Tihanyi, 2005). Training in this area must stress the value of responsiveness, the necessity of engaging with guests, and high standards of hospitality. Workshops, online courses, and mentorship in the workplace are all viable options for imparting knowledge and skills (Tihanyi, 2005). It's important to get employee input on how well training is going.
Change Management: Extra training for employees may seem like a lot of work at first. Staff participation in training and a focus on the advantages of enhanced visitor experiences may help smooth over this change (Tung, 2010). Staff members may share their opinions and provide ideas at regularly scheduled feedback meetings.

Boost Customer Loyalty
Recommendation 2: Revamp Loyalty Programs
The hotel should update its reward programmes in order to reverse the trend of decreasing client loyalty (Vermeulen, 2001). at do so, you might provide more alluring benefits, including VIP treatment at events, lower prices, or tailored experiences. Using data analytics, the hotel may create personalised loyalty programmes for its guests.
Change Management: Get the word out to current loyalty programme members, emphasising the new perks, as soon as possible (Vermeulen, 2001). The staff needs proper training to explain the new benefits to the customers. Establishing avenues for client feedback is essential for the ongoing improvement of the loyalty programme.

Leverage Technology
Recommendation 3: Implement Technology Solutions
The hotel has to use technological solutions to improve the guest experience and maintain competitiveness (Ward, 2003). A few examples include mobile check-in/check-out, in-room control systems, and feedback/request systems that are all conveniently accessible to guests. The use of these technologies will improve efficiency and comfort.
Change Management: New technologies need staff training and comprehensive user instructions for visitors (Zaheer, 1995). On-site technical assistance is essential for a trouble-free transfer. The process of implementing new technologies should include regular updates and the collecting of feedback.

Embrace Sustainability
Recommendation 4: Integrate Eco-friendly Initiatives
The hotel might save money and stay in step with current market trends by implementing environmentally friendly policies (Zaheer, 1995). Energy-saving devices, recycling initiatives, and the use of eco-friendly materials may all be part of the plan. These changes are not only appreciated by visitors with a concern for the environment, but also help save expenses in the long run.
Change Management: There has to be training for staff on how to execute these programmes and education on why they are necessary (Zaheer, 2012). Through a variety of media, the hotel may tell guests of its commitment to sustainability and gain the patronage of its discerning clientele.

Costs and Measurement of Success
Depending on the breadth and depth of these suggestions, there will be correspondingly different expenses. Although there may be some up-front expenses associated with investing in training programmes, the introduction of new technologies, and sustainability measures, the returns on these endeavours should be substantial (Zanoni, 2010). Increases in metrics like visitor satisfaction and customer loyalty, as well as increases in occupancy and decreases in overhead expenditures, will indicate that these techniques are succeeding.

Costs Associated with the Recommendations
Staff Training Programs: There are direct and indirect expenses associated with enhancing employee training programmes. The hire of trainers and the creation of training materials are examples of direct costs (Adler, 2009). The time an employee spends on training is an example of an indirect cost that may have a direct effect on business operations.
Technology Implementation: There are costs associated with the acquisition, installation, and upkeep of software and hardware when implementing new technological solutions like quicker check-in/check-out systems or room controls. How much it costs to embrace new technology is an open question.
Revamping Loyalty Programs: Even while modifying loyalty programmes may be a cheap way to boost consumer loyalty, there may be costs involved with marketing and communication to get the word out to current and future members.
Eco-friendly Initiatives: Sustainability efforts, such as the installation of energy-efficient systems or the implementation of waste reduction programmes, may need initial expenditures in machinery and tools (Adler, 2009). The long-term savings must be considered with these expenses.
Marketing and Communication: Changes may need advertising and public relations activities to reach current and future visitors. Advertising, social media, and promotional materials all count as these.

Measurement of Success - Key Performance Indicators (KPIs)
Guest Satisfaction Scores: Increased ratings of guest satisfaction Important key performance indicators include feedback from guests in the form of satisfaction questionnaires or online testimonials after their stay. If these numbers go up, it means you've done a good job enhancing the visitors' stay.
Increased Customer Loyalty Rates: Keeping tabs on how many repeat guests there are is a clear indicator of how well the hotel's loyalty programme is doing.
Higher Occupancy Rates: A rise in the hotel's occupancy rate indicates that it is successfully attracting new customers and keeping its current ones (Al Ariss, 2013). This demonstrates that efforts to enhance the satisfaction of guests and encourage loyalty have been fruitful.
Reduced Operational Costs: Reductions in operating expenses are an indicator of the efficacy of eco-friendly measures (Alvesson, 2007). This may include keeping tabs on things like energy use, garbage output, and repair costs.

Cost-Benefit Analysis
It is important to weigh the long-term advantages against the upfront expenditures of following these suggestions (Alvesson, 2007). The hotel should do a cost-benefit analysis to compare the initial outlay with the anticipated revenue. The advantages will boost the hotel's income and profits in the long run because of higher guest happiness, customer loyalty, operational efficiency, and a good reputation.

Conrad New York Midtown may evaluate the efficacy of these initiatives by closely monitoring key performance indicators and comparing them to both upfront and continuing expenditures (Ashcraft, 2013). The hotel's decision to implement these suggestions will pay off handsomely in the form of increased guest happiness, customer loyalty, and operational efficiency.

Potential Benefits
Enhanced Guest Satisfaction
The focus of these suggestions is on enhancing the stay for the visitor. When visitors have a better time and feel at home, everyone wins.

Higher Guest Satisfaction Scores: Guest satisfaction rises as fewer problems occur in the areas of room cleanliness, staff response, and amenities (Barkema, 1996). Higher customer satisfaction ratings are an indicator of this, which is important for maintaining the hotel's standing.
Better Online Reviews: When people have a good time, their ratings of a business increase. If visitors have a good time while staying at your establishment, they are more inclined to rave about it online and in person (Barkema, 1996). Positive comments serve as recommendations, which brings in more prospective visitors.
Increased Repeat Bookings: Customers that had a positive experience are more inclined to return (Bell, 2019). Customers who had a positive stay are more likely to return as repeat customers and recommend the hotel to others.

Increased Customer Loyalty
Redesigned loyalty programmes are a key factor in bringing in new consumers and keeping old ones around. As a result, this has various positive effects:
Improved Customer Retention Rates: The updated loyalty programmes provide attractive rewards and premium services (Bendl, 2015). Because of these perks, customers are more likely to return to the Conrad New York Midtown for future visits. Repeat business from regulars is what keeps the lights on at the motel.

Operational Efficiency
Third, increased operational efficiency and the possibility of cost savings arise from embracing technology and sustainability measures.
Cost Savings: Automated check-in and -out systems are only one example of how automation may cut down on the amount of time and effort needed to complete administrative activities (Benschop, 1998). Reducing energy use and waste is one way that eco-friendly efforts, including energy-efficient devices, may save money. The hotel's bottom-line benefits immediately from these expense reductions.
Improved Guest Service Efficiency: The use of technology may speed responses to visitor requests and the provision of services (Berger, 2017). In-room controls and mobile applications make it easier for guests to request services, which in turn speeds up response times.

Positive Reputation
Eco-friendly activities, market alignment, and a focus on the needs of today's guests all help to establish a solid reputation.
Attracting Eco-conscious Guests: More and more tourists are looking for eco-friendly vacation options. These visitors are on the lookout for eco-friendly businesses, and a hotel's dedication to green policies might entice them to stay there.
Appealing to Modern Travelers: Nowadays, many tourists are also digital savvy and appreciate easy travel (Bhaskar-Shrinivas, 2005). In order to meet the needs of today's travellers, hotels must adapt to the changing times by delivering cutting-edge services and facilities.
trengthening Competitive Edge: If the hotel has a good reputation thanks to its increased focus on client satisfaction and its adoption of modern hospitality standards, it will have an advantage over its rivals (Bhaskar-Shrinivas, 2005). It makes Conrad New York Midtown stand out in a congested hotel industry and appeal to a wider spectrum of customers.

Overall, these suggestions will help you provide a better service to your guests and win their loyalty. The long-term performance and profitability of Conrad New York Midtown will benefit from increased guest happiness and loyalty as well as improved operational efficiency, sustainability, and a stronger competitive position (Brannen, 2004). In conclusion, the hotel will be better able to face obstacles, capture opportunities, and stay ahead of the competition by maintaining expenses in line with revenue and size thanks to these suggestions and the use of effective change management practises.
[bookmark: _Toc148997840]Action plan 
The Conrad New York Midtown has established a detailed strategy to solve the obstacles around the optimisation of the guest experience and the increase of client loyalty (Björkman, 2007). The plan lays out the issues, proposed remedies, intended results, timelines, and budgetary estimates for each step. The goal is to provide the customer an easy-to-follow plan for putting the plans into action.

	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget


	1
	Guest Disappointment
	Improve Employee Learning
	Increased Happiness and Enjoyment for Visitors

	3 months
	15/01/2024
	£50,000

	2
	Falling Customer Satisfaction Rates
	Improve Reward Systems
	Higher Rates of Customer Loyalty

	4 months
	28/02/2024
	£30,000

	3
	Guest Disappointment
	Put in place technological fixes
	Increased Productivity in Operations

	6 months
	30/04/2024
	£100,000

	4
	Falling Customer Satisfaction Rates
	Improve Coordination with Neighbourhood Attractions
	Rise in Reservations Made Again
	3 months
	15/01/2024
	£20,000

	5
	Guest Disappointment
	Boost Efforts to Protect the Environment
	Less Money Spent on Operations
	Ongoing
	N/A
	Budgeted within operational expenses

	6
	Guest Disappointment
	Advertising and Public Relations
	a heightened consciousness of progress
	2 months
	15/12/2023
	£10,000
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The Leadership Laboratory, Conrad New York Midtown's chosen consultant, has thoroughly investigated the obstacles the hotel has encountered on its path to improving the guest experience and fostering brand loyalty (Doh, 2015). This research has provided a deep dive into the reported problems, their root causes, the breadth of these difficulties, and their effect on the hotel's operations and reputation. The investigation has culminated in a set of suggestions and a strategic action plan for the hotel to improve its future performance and focus on its guests.

Key findings from this report can be summarized as follows: 
Analyses showed that guests' contentment, loyalty, and the hotel's general reputation were all negatively affected by less-than-ideal service (Edman, 2009). Problems with personnel education, facility upkeep, and response all played a role.
Customers showing less loyalty, as seen by dwindling retention rates and income, has become an urgent issue (Emerson, 2001). This problem has several causes, including market shifts, customer tastes, and competitive pressures in the hotel business.
Through conducting a PESTEL study, we were able to identify the significant impact that political, economic, social, technical, environmental, and legal forces have in shaping the hotel's operational landscape.
The SWOT analysis highlighted the hotel's strengths, including its convenient location, reputable brand name, high-end amenities, and excellent dining options, while also highlighting areas for improvement, such as the less-than-ideal guest experience and the threats posed by intense competition and shifting market trends.
To strategically capitalise on these opportunities, the TOWS analysis flipped the hotel's challenges into strengths by highlighting the importance of capitalising on the property's prime location, brand reputation, luxurious amenities, and high-quality dining while also aligning these strengths with potential opportunities in the areas of technology adoption, enhanced loyalty programmes, eco-friendly initiatives, and strengthened partnerships.
In closing, The Leadership Laboratory would like to extend its deep gratitude to Conrad New York Midtown for providing us with the chance to work together on this research (Fiol, 1991). The hotel's operations and future development are very important to us; thus, we fully appreciate the gravity of these problems. Our hardworking team has uncovered important data and made concrete suggestions that, if adopted properly, would greatly enhance the quality of your guests' experiences and strengthen their loyalty to your brand.
We are certain that the hotel's competitive edge can be strengthened, revenue growth can be stimulated, and a better reputation can be fostered in the cutthroat hospitality business if the suggestions and action plan presented in this report are implemented carefully (Gibson, 2004). With its dedication to quality and focus on its guests, we know the Conrad New York Midtown will be able to weather these storms and continue to prosper.
The Leadership Laboratory is prepared to work with Conrad New York Midtown further to implement the suggestions made here if necessary (Johanson, 1977). We hope that we can have a positive impact on the hotel's future prosperity. We appreciate your confidence in us and wish the Conrad New York Midtown all the best in its quest to delight its guests and win over more regulars.
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