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Executive Summary

The Issue 
Hyatt Grand Central New York is a famous hotel in the heart of Manhattan, serving travellers on business and pleasure trips. Recent guest feedback reveals significant challenges affecting the hotel's reputation and performance. Principal issues include disrespectful and unresponsive service, absence of in-room amenities, insufficient facility maintenance, and varying cleanliness standards. These issues weaken the guest experience, affecting customer loyalty, repeat reservations, and overall brand reputation. This situation is especially troubling considering the competitive dynamics of New York's hospitality sector, where travellers expect superior service and facilities.
The challenges confronting Hyatt Grand Central have broader implications for hotel performance, covering revenue, occupancy rates, and staff satisfaction. Effectively addressing these issues is crucial for maintaining the hotel’s market relevance, customer satisfaction, and profitability. This report offers an in-depth examination of the fundamental factors and strategic suggestions to address these issues.
The examination of Hyatt Grand Central's operational difficulties produced substantial insights from various data sources and guest evaluations. The hotel has experienced service quality problems, evidenced by recurrent guest complaints regarding unprofessional conduct and unresponsive employees. The deficiencies in service directly impact guest satisfaction, as evidenced by unfavourable reviews on TripAdvisor and Booking.com, where descriptors such as "rude" and "unhelpful" are commonly noted in feedback. Research indicates that these service deficiencies result in lower customer loyalty and retention (Cheng et al., 2020).
Moreover, facility-related issues contribute to guest dissatisfaction, including malfunctioning in-room amenities, outdated decor, and insufficient cleanliness. Research indicates that the quality and accessibility of amenities are vital to guest loyalty, as travellers increasingly prioritise comfort, cleanliness, and functionality during their accommodations (Hu et al., 2019). These deficiencies signify an immediate necessity for improved maintenance protocols and facility improvements.
The service and facility issues are impacting Hyatt Grand Central's revenue generation. The absence of repeat reservations and reduced occupancy rates resulting from customer dissatisfaction negatively impact the hotel's revenue streams. The inability to impose premium rates due to decreased service quality constrains financial flexibility, which is essential for covering operational expenses and maintenance (Subramaniam et al., 2011).
The report employs the PESTEL, SWOT, TOWS and Porter 5 frameworks to assess Hyatt Grand Central New York’s strategic environment, revealing internal and external factors influencing the hotel's performance. The PESTEL analysis identified external challenges, including regulatory modifications influencing labour expenses, economic variations affecting tourism demand, and shifting customer expectations regarding safety, cleanliness, and sustainability (Kara, 2018; Nair & Choudhary, 2019). These factors highlight Hyatt's need to modify its operations by regulatory and market trends.
The SWOT analysis examined Hyatt Grand Central's strengths, weaknesses, opportunities, and threats. Although the hotel enjoys a prime location and robust brand affiliation, these advantages are eclipsed by persistent service and facility problems. The hotel's deficiencies, especially in service quality and facility maintenance, threaten its competitive standing in a market rich with luxury alternatives (Tripadvisor, 2024; Birru et al., 2022).
The TOWS analysis offered practical ways to mitigate internal weaknesses and leverage external opportunities. Essential strategies include utilising the Hyatt brand to implement sustainable practices, upgrading technology and amenities, and prioritising staff training for better service interactions. These strategies correspond with contemporary industry trends and guest expectations, allowing Hyatt Grand Central to improve guest satisfaction, increase loyalty, and maintain competitiveness in New York's hospitality sector.
Recommendations 
This report provides multiple strategic recommendations for Hyatt Grand Central New York based on the analysis mentioned.
1. Reinforce Customer Service Training: Create a complete training program prioritising empathy, responsiveness, and problem-solving competencies. Better service quality will directly reduce guest complaints and cultivate loyalty.
2. Facility Modernization and Maintenance: Allocate resources for extensive improvements to guarantee that accommodations and common areas fulfil guest standards for comfort, hygiene, and utility.
3. Technological Enhancements: Upgrade in-room technology by incorporating high-speed Wi-Fi and digital amenities to meet the demands of modern travellers.
4. Sustainability Initiatives: Implement green practices, including energy-efficient lighting and waste minimisation programs, to align the hotel with current sustainability trends in the industry.
Based on industry research and best practices, these recommendations are expected to positively impact Hyatt Grand Central's service quality, guest satisfaction, and brand perception.
This report's strategic recommendations aim to guide Hyatt Grand Central New York in resolving fundamental service and facility challenges, positioning the hotel for sustained success. By investing in customer service training, facility improvements, and sustainability initiatives, Hyatt can realign with guest expectations and regain its competitive advantage in New York's challenging hospitality market. These modifications will improve guest satisfaction and enhance revenue generation through heightened loyalty and favourable brand perception. The proposed strategies facilitate a sustainable future for Hyatt Grand Central, guaranteeing its continued standing as a preferred option for travellers.
Introduction
Hyatt Grand Central New York is a distinguished hotel located in the heart of Midtown Manhattan, directly connected to Grand Central Terminal. With its strategic location, the hotel is an ideal destination for business and leisure travellers seeking easy access to New York’s landmarks and commercial hubs. Established in 1980, Hyatt Grand Central has nearly 1,300 guest rooms, making it one of the more significant properties in the Hyatt portfolio. The hotel is known for its modern yet classic architecture, expansive event spaces, and comprehensive amenities to accommodate diverse travel needs. However, recent feedback from guests suggests that some facilities and services may be falling short of contemporary expectations, particularly in terms of customer service quality and in-room amenities. This report aims to address these areas of concern, proposing strategies that will enable Hyatt Grand Central to reinforce its brand reputation and elevate guest satisfaction in a competitive market.
Prestige Hospitality Solutions specialises in providing strategic and operational consulting services tailored to the hospitality industry. With a team of experts in customer experience, facility management, and sustainable hospitality practices, we assist hotels in enhancing their operational efficiency and market competitiveness. Our proven track record includes transforming service delivery standards and optimizing facility usage for hotels around the globe. At Prestige Hospitality Solutions, we employ data-driven methodologies and industry best practices to identify core issues and deliver actionable recommendations. We are committed to supporting Hyatt Grand Central New York in its goal to achieve improved guest satisfaction, loyalty, and profitability.
Hyatt Grand Central New York is currently facing significant challenges in service quality and facility standards, as evidenced by guest feedback on multiple review platforms. Common complaints highlight impolite and unresponsive staff, inconsistent cleanliness, malfunctioning room amenities, and a general need for facility upgrades. These issues have led to dissatisfaction among guests, adversely affecting the hotel’s reputation and competitiveness in the demanding New York hospitality market.
The impact of these challenges extends beyond customer satisfaction; they influence operational efficiency, employee morale, and, ultimately, revenue. Poor service experiences and inadequate facilities discourage repeat visits and reduce the likelihood of positive reviews, which are critical elements in maintaining a high occupancy rate and premium pricing structure. In a competitive environment where guests increasingly prioritize both service quality and modern amenities, these shortcomings represent a risk to the hotel’s market position. Addressing these challenges is essential for Hyatt Grand Central to fulfil its brand promise, enhance guest loyalty, and sustain profitability.

This report utilises PESTEL, SWOT, TOWS, and Porter’s Five Forces analyses to identify challenges faced by Hyatt Grand Central New York and influence strategic planning. The PESTEL framework examines external Political, Economic, Social, Technological, Environmental, and Legal factors affecting the hotel's operations. The SWOT analysis outlines internal strengths and weaknesses when combined with external opportunities and threats, forming a foundation for improvement and development. The TOWS matrix converts SWOT factors into achievable strategies utilising these insights. Porter’s Five Forces analysis ultimately evaluates competitive dynamics within New York’s luxury hotel sector. Collectively, these frameworks offer the complete basis for achievable, market-oriented strategies.
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Analysis
Issue Description 
The Hyatt Grand Central New York is experiencing significant difficulties in service quality and customer satisfaction, as evidenced by persistent complaints from clients on various platforms, including TripAdvisor and Booking.com. Critical concerns highlighted in guest reviews include disrespectful and unresponsive staff members, limited in-room amenities, insufficient upkeep of facilities, and inconsistency in meeting customer standards for cleanliness and room preparedness. Reviews often describe staff interactions as "rude" and "unhelpful," validating research that suggests customer disrespect can result in service sabotage when employees perceive a lack of support or motivation (Cheng et al., 2020; Booking.com, 2024).
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A persistent complaint relates to facility problems, including defective room features and insufficient access to essential amenities, which impact customer satisfaction (TripAdvisor.com, 2024). Studies indicate that the quality and accessibility of these amenities directly affect customer loyalty and return visits (Hu et al., 2019). The inconsistency in housekeeping standards and room preparedness at arrival indicates that better operational protocols are necessary (Hyatt.com, 2024). The discrepancy between anticipated and provided service, frequently measured using the SERVQUAL model, is essential for understanding customer dissatisfaction in the hospitality sector (Sharma & Srivastava, 2018).
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The challenges at the Hyatt Grand Central New York are related to deficiencies in service quality, covering customer interactions and the physical state of rooms, which negatively influence the hotel's credibility and long-term customer loyalty (Marco, 2013).

PESTEL Analysis
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A PESTEL analysis of the Hyatt Grand Central New York offers an organised investigation of external influences impacting the hotel's operations and strategic trajectory.
	Political
	Local and national regulatory frameworks impact the hospitality sector in New York City. Political changes, including reforms in labour legislation and minimum wage policies, significantly affect operational expenses (Farelly et al., 2005). Implementing pro-labour policies may require increased staffing budgets, which will affect the financial stability of hotels (Kara, 2018).

	Economic
	Economic factors, especially in the context of post-pandemic recovery, are vital for the success of Hyatt Grand Central. Inflation rates and the prices of raw materials are increasing, thereby growing operational costs (Marinov and Marinova, 2021). Moreover, variations in the tourism market, shaped by the overall economic climate, impact occupancy rates and revenue, requiring financial adaptability (Birru et al., 2022).

	Social
	The evolving demographics and preferences of travellers following COVID-19 have transformed expectations in the hotel industry. Guests increasingly prioritise cleanliness, safety, and convenience, forcing hotels to maintain elevated service standards and conform to these growing expectations. Social factors are influenced by the increasing awareness of sustainability across younger generations (Nair & Choudhary, 2019). 

	Technological
	Technological advancements provide hotels with opportunities that would improve customer experience; however, Hyatt Grand Central has faced difficulties in this area. Problems with room amenities such as Wi-Fi and digital services affect guest satisfaction, showing a pressing need for improvements in technology that will build customer satisfaction and operational efficiency (Seyitoğlu & Ivanov, 2020).

	Environmental
	Environmental sustainability has become increasingly important in the hospitality sector, as travellers are demanding eco-friendly practices. This combines energy-efficient installations and waste management. The hotel must deal with sustainability issues to meet changing customer expectations and regulatory standards (Khatter, 2023).

	Legal
	The hotel sector in New York faces rigorous legal obligations, especially concerning health and safety regulations, data privacy, and labour legislation. Compliance to these regulations is crucial to prevent legal consequences and maintain customer trust, particularly as data privacy becomes a very important concern for travellers (Thakur, 2020). 



This PESTEL analysis breaks down the necessary external factors that Hyatt Grand Central New York must address to maintain competitiveness and meet customer expectations in a quickly evolving hospitality environment.




SWOT Analysis
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The SWOT analysis of the Hyatt Grand Central New York explores essential internal and external factors influencing its competitive stance and operational efficacy, that is grounded in customer feedback and industry literature.
	Strengths
	Prime Location: Situated in vicinity to Grand Central Terminal, the hotel enjoys excellent accessibility and attracts both business and leisure travellers, a significant advantage for guests who value accessibility. 
Brand Recognition: The hotel, as a component of the Hyatt brand, possesses a solid global reputation that draws a loyal customer base (Israeli, 2002; Sheinberg, 2021).


	Weaknesses
	Service Quality Issues: Multiple reviews reveal persistent problems regarding unhelpful and occasionally disrespectful customer service, adversely impacting the hotel's reputation and guest satisfaction (Lydia987, 2024). 
Facility Maintenance and Cleanliness: Customers often mention broken amenities, old decor, and sanitation concerns, indicating insufficient maintenance of the facilities (Sarah T, 2024).

	Opportunities
	Sustainability Initiatives: The movement towards sustainable travel offers Hyatt the chance to adopt eco-friendly practices, likely to appeal to environmentally conscious travellers. 
Technological Upgrades: Upgrading in-room technology, such as Wi-Fi and digital services, may improve guest experience, as contemporary travellers increasingly prioritise technology (Nair & Choudhary, 2019).

	Threats
	Competitive Pressure: The luxury hotel market in New York is intensely competitive, with numerous options providing premium services and exceptional amenities, challenging the Hyatt Grand Central's efforts to attract and retain guests. 
Economic Instability: Economic variables, including variable tourism demand and inflation, could worsen revenue constraints, especially as global events influence travel habits (Birru et al., 2022).



In conclusion, although the Hyatt Grand Central New York benefits from an excellent location and strong brand association, persistent flaws in service and facilities limit its potential. Adopting sustainability and modernising technological facilities might reduce certain issues while improving guest perceptions. However, competitive and economic pressures require strategic responses to sustain market relevance and resilience.
TOWS Analysis
[image: Image]
The TOWS analysis utilises insights from the SWOT framework to develop practical strategies that reduce Hyatt Grand Central New York's internal weaknesses and external threats while maximising its strengths and opportunities.
	Strength-Opportunity (SO)
	Make use of its excellent location and brand for sustainable practices, Hyatt can capitalise on its position near Grand Central Terminal and strong brand identity by implementing eco-friendly initiatives, including energy-efficient lighting, water conservation programs, and waste reduction strategies. These practices correspond with sustainability trends and attract environmentally conscious customers (Nair & Choudhary, 2019). 

	Strength-Threat (ST)
	In an extremely competitive market, Hyatt's renowned brand reputation can be exploited to provide exclusive loyalty benefits or partnership promotions. By accentuating brand-specific advantages, the hotel may draw in loyal customers and differentiate itself from surrounding luxury rivals, leading to reduced turnover in a competitive landscape (Ghodeswar, 2008).

	Weakness-Opportunity (WO)
	Hyatt should invest in employee training and customer service protocols which will reduce negative feedback regarding unhelpful staff. Technological upgrades, including improved Wi-Fi and in-room digital services, would correspond with modern customer demands and raise satisfaction ratings (Sarah T, 2024).

	Weakness-Threat (WT)
	To protect against competitor risks and fulfil guest expectations, the hotel should execute a strategic renovation plan focused on upgrading room amenities and guaranteeing all facilities are operational. Also, prioritising staff training in hospitality and customer relations is essential to improve service quality and limit negative reviews (Burnes, 2014).



The TOWS strategies supply Hyatt Grand Central with a framework to fix operational deficiencies, raise guest satisfaction, and strengthen its competitive position by aligning with market demands and sustainability standards.




[bookmark: _Hlk182301394]Porter's Five Forces Analysis
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The Porter's Five Forces model offers an in-depth structure to review the competitive landscape of Hyatt Grand Central New York, an iconic hotel in Manhattan's vibrant hospitality sector. This model, created by Michael Porter in 1979, evaluates five critical forces that affect industry profitability and strategic decision-making (Tavitiyaman et al., 2011). In the context of New York's luxury hotel sector, knowing these dynamics is crucial for Hyatt to further develop its strategy and sustain its market position (Porter, 2008).
A. Threat of New Entrants
The risk posed by new entrants in New York's luxury hotel market is moderate. Despite substantial capital requirements, high central real estate costs, and rooted brand loyalty towards existing hotels, new boutique and luxury hotels continue to appear in Manhattan, frequently supported by international hospitality chains or investment groups. Research indicates that substantial entry barriers restrict new entrants in competitive urban regions; even so, the appealing nature of the New York market for tourists and business travellers makes it attractive to new brands with sufficient resources (Göral, 2015).


B. Bargaining Power of Buyers
The negotiating power that customers have in New York's hotel sector is substantial. The large number of luxury hotels, such as Marriott and Four Seasons, provides customers with numerous choices. Moreover, digital platforms like Booking.com and Expedia facilitate price comparisons, amplifying price sensitivity and allowing customers to choose accommodations based on service quality, amenities, and online reviews. The simplicity of transferring between hotels pushes businesses such as Hyatt to continually uphold higher service standards and competitive pricing to retain and attract customers (Fernández, Cala & Domecq, 2011).
C. Bargaining Power of Suppliers
In the hospitality sector, the bargaining power of providers, including food vendors, cleaning services, and utility providers, is generally moderate. Large hotel brands such as Hyatt benefit from long-term contracts and economies of scale, which usually result in advantageous pricing and reduce supplier power. However, specialised luxury suppliers (e.g., high-end furnishing or gourmet food providers) may possess greater influence, as their replacement could adversely affect service quality and brand image. Research indicates that supplier power in urban hotels can fluctuate significantly depending on the specific demands of the luxury sector (Porter, 2008).
D. Threat of Substitutes
The threat of substitutes growing due to the rise of peer-to-peer rental platforms like Airbnb, which provide distinctive lodging alternatives appealing to both cost-sensitive and experience-oriented travellers. Although conventional hotels offer amenities and services often unavailable for short-term rentals, certain guests may still prefer these alternatives due to their competitive pricing and varied locations throughout the city. This trend reinforces the necessity for luxury hotels to prioritise differentiation through exceptional guest experiences (Türker & Özdemir, 2022).


E. Competitive Rivalry
The competitive rivalry in New York's hotel market is fierce, pushed by higher customer expectations, the existence of prominent international brands, and constant advancement in amenities and services. Hotels compete across various dimensions, including room quality, customer service, pricing, and brand reputation. The rivalry is further fuelled by the transparency of online reviews, where even minor service deficiencies can result in negative feedback, affecting prospective bookings. The intensely competitive environment necessitates that hotels such as Hyatt consistently improve service quality and allocate resources for facility maintenance in order to maintain their favourable image (Progress, Whilhemia & Tarisai, 2013). 
Taking all of this into account, to sustain its market position, Hyatt must persist in meeting customer expectations, innovating amenities, and benefiting from its brand loyalty. By understanding these forces, Hyatt can formulate a strategic approach that eases competitive pressures and improves customer satisfaction.
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Detailed Impact Analysis 
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The challenges at Hyatt Grand Central New York, such as customer service quality, facility maintenance, and old amenities—substantially impact multiple facets of the hotel's performance. The discussion in this section analyses the effects of these issues on the hotel's reputation, revenue, and guest satisfaction, which constitute important metrics of success in the hospitality sector.
Impact on Reputation
The hotel's reputation continues to decline mainly due to ongoing complaints regarding unprofessional and negligent employees. Customer reviews on platforms like TripAdvisor and Booking.com indicate occurrences of impolite and unhelpful service, negatively impacting the Hyatt brand's reputation. In the hospitality sector, service quality is an important factor influencing brand reputation, with research highlighting that favourable guest interactions are essential for establishing trust and loyalty (Whittington et al., 2020). The evident deficiency in facility maintenance, exemplified by malfunctioning amenities and outdated decor, creates a perception of neglect, ultimately adding to a negative view to the hotel's reputation. Burnes (2014) indicates that ignoring guest comfort and contemporary standards in a service setting can severely harm brand reputation and drive customers to seek alternatives.
The detrimental impact on reputation is intensified by the online prominence of unfavourable reviews, which potential guests significantly consider when making reservation choices. O’Mahoney (2021) says that in a fiercely competitive market like New York's hotel industry, a damaged reputation from poor service may discourage valuable customers seeking a dependable and pleasant experience, ultimately weakening the competitive edge of a globally esteemed brand such as Hyatt.
Impact on Revenue
The revenue is seriously impacted by these reputational problems. A decrease in guest loyalty resulting from bad service and insufficient facilities leads to a reduction in repeat visitors, which is especially harmful in an industry dependent on customer retention (Subramaniam et al., 2011). Repeat business is an essential revenue generator for hotels; as guests opt for alternative lodgings with superior reviews and perceived value, Hyatt Grand Central loses essential sources of consistent income. Studies demonstrate that customer loyalty is directly linked to stable revenue, as devoted customers ensure a consistent occupancy rate and are more inclined to recommend the hotel to others (Mavridopoulou&O’Mahoney,2020). 
Moreover, Hyatt's pricing strategy is adversely impacted by these service and maintenance challenges. The customer's readiness to pay higher prices depends on perceived value, which reduces when guests experience bad service. Negative reviews compel the hotel to decrease its rates in order to attract reservations, leading to a diminished Average Daily Rate (ADR) and adversely affecting profitability (Buttrick, 2009). In a competitive market like New York, the failure to substantiate premium pricing limits Hyatt's financial flexibility, crucial for managing operational and maintenance expenses.
Impact on Guest Satisfaction
Guest satisfaction at Hyatt Grand Central is considerably lowered due to persistent complaints regarding poor customer service, old facilities, and absence of modern amenities. Kipping and Clark (2012) assert that guest satisfaction is most important in the hospitality industry, where expectations for comfort and convenience are raised. Malfunctioning air conditioning, outdated decor, and inadequate room amenities (e.g., absence of complimentary water or coffee makers) generate frustration and disappointment among guests, resulting in negative feedback and lower satisfaction ratings. 
Patron anticipations in luxury hotels involve a flawless experience, ranging from check-in to room amenities. Studies indicate that unfulfilled expectations lead to adverse emotional reactions from guests, limiting their tendency to provide favourable reviews or return in the future (Burnes, 2014). Furthermore, in-room technology and modern facilities are becoming progressively essential for contemporary travellers, especially in urban luxury accommodations. The lack of these amenities at Hyatt Grand Central fosters a perception of insufficient value for money, leading to lower satisfaction ratings (Whittington et al., 2020).
Quantitative Effects on Performance Metrics
Quantitative measurements, such as Net Promoter Score (NPS), occupancy rates, and Average Daily Rate (ADR), show the real-world impact of these issues on the hotel's performance. Poor guest satisfaction resulting from service quality problems is associated with a decrease in NPS, a critical measure of brand loyalty and guest advocacy (Newton, 2010). A lower NPS influences future occupancy rates, as unfavourable reviews discourage potential guests, while a decreased ADR arises from competitive pricing strategies intended to counteract negative reviews and appeal to cost-sensitive travellers. Collectively, these factors exert pressure on the hotel’s financial stability and limit its capacity to sustain long-term profitability. 
The operational deficiencies at Hyatt Grand Central New York are interrelated with the hotel's reputation, revenue generation, and guest satisfaction levels. Addressing these areas is crucial to reinstating the hotel’s competitive standing while improving overall performance in New York’s demanding hospitality market. 


Recommendations[image: Image]
This section offers strategic recommendations that focus on improving customer service by updating facilities and adapting changing guest expectations while addressing the performance challenges at Hyatt Grand Central New York. These recommendations seek to address concerns affecting the hotel's reputation, revenue, and guest satisfaction.
A. Customer Service Training: Create an elaborate customer service training program with the goal of improving staff empathy, responsiveness, and conflict resolution abilities. Studies indicate that competent and dedicated customer service is crucial to improving guest satisfaction and loyalty (Kalnaovakul and Promsivapallop, 2023). By prioritising interpersonal skills, Hyatt could reduce common guest complaints related to unprofessional staff behaviour.
B. Facility Modernization and Maintenance: Allocate resources for facility improvements, including the renovation of guest accommodations and the modernisation of common areas. This strategy guarantees a superior level of cleanliness and functionality, essential for sustaining guest satisfaction (Jin et al., 2019). Regular maintenance will prevent facility-related problems that adversely affect guest experiences.
C. Technological Improvements: Integrate modern in-room technology, including superior Wi-Fi and digital services, to increase accessibility for technically savvy guests. The implementation of artificial intelligence technologies in hotels has shown a beneficial impact on guest satisfaction by optimising services (Wang, 2023).
D. Sustainability Initiatives: Adopt environmentally friendly policies, including energy-efficient illumination and waste reduction initiatives. Sustainability initiatives correspond with consumer demands for eco-friendly travel, strengthening brand value and customer loyalty (Yu & Liu, 2023).
E. Strategic Marketing and Loyalty Program Upgrade: Rethinking the loyalty program by offering exclusive, high-value advantages may draw in repeat customers, cultivating lasting customer commitment and differentiating the brand in a competitive landscape (Yilmaz et al., 2019).
F. Better Feedback Mechanism and Continuous Improvement: Having a systematic, real-time feedback mechanism facilitates proactive problem-solving and ongoing changes, aligning services with guest anticipations and increasing satisfaction (Díaz & Duque, 2021).

A. [bookmark: _Hlk182302660]Customer Service Training
The improvement of service quality serves as essential for increasing guest satisfaction and loyalty. Research indicates that properly trained staff can significantly improve service quality and customer loyalty. Research indicates that cross-functional training in hospitality can improve employees' understanding of interdepartmental processes, resulting in better guest interactions and heightened satisfaction (Sumaneeva et al., 2019). Implementing customer service training that addresses communication and responsiveness is essential, particularly since negative reviews frequently identify inadequate service  as a primary concern. 
Equipping employees with interpersonal skills helps the hotel to reduce service-related complaints. A separate study indicated that training for hospitality employees improves customer satisfaction by fostering a more engaged and responsive service atmosphere (Johnson et al., 2018). This training can include simulations, role-playing, and workshops that boost engagement and preparedness for addressing varied customer requirements.

B. Facility Modernization and Maintenance
The quality of facilities is an important aspect influencing customer satisfaction in hotels. Studies indicate that facilities strongly impact guest satisfaction and loyalty, as customers prioritise clean, functional, and visually appealing environments (Baquero, 2023). Updating outdated facilities and maintaining cleanliness standards is necessary to fulfil guest expectations. 
Improvements to the quality of ffacilities can also improve financial performance. A study on renovation capital expenditure indicates that facility upgrades raise revenue and customer satisfaction in the short term, as guests are inclined to pay premium rates for updated and well-maintained rooms (Turner & Hesford, 2018). Through consistent maintenance and modernisation of rooms and common areas, Hyatt Grand Central may positively impact guest perceptions and reduce long-term maintenance operating costs, which frequently grow due to delayed upkeep.
C. Technological Improvements
As guest preferences move towards simplicity, technological innovations in hospitality are essential to bettering the customer experience. A study indicates that in-room technology, including digital room controls and high-speed internet, significantly improves guest satisfaction, particularly for business and younger travellers who value comfort and connectivity (Waqanimaravu & Arasanmi, 2020). 
Technological advancements are doable for Hyatt, particularly in light of the lasting advantages of increased guest satisfaction and repeat business. Digital check-in and mobile room key alternatives could reduce check-in delays, boost the guest experience, and improve operational efficiency. A study on customer satisfaction indicates that innovative services fulfil the requirements of modern travellers and reduce friction during their stay, resulting in favourable reviews and loyalty (Baquero, 2023). 
D. Sustainability Initiatives
Sustainability initiatives have gained popularity in the hospitality sector, as an increasing number of travellers pursue eco-friendly accommodations. Research indicates that sustainable interior design, including the use of energy-efficient materials and environmentally conscious elements, improves guest satisfaction by matching with guests' environmental values (Abdullah et al., 2023). 
Implementing sustainable practices improves the hotel's reputation and can simultaneously decrease operational expenses. Research indicates that hotels implementing sustainable practices incur lower energy and water costs, boosting profitability while maintaining service quality (Abrudan et al., 2020). By promoting sustainability, Hyatt Grand Central can attract the increasing demographic of environmentally conscious travellers, which results in increasing the hotel's market appeal.
E. Strategic Marketing and Loyalty Program Upgrade
In a competitive market, customer loyalty programs are able to differentiate a hotel by offering exclusive benefits that promote repeat customer loyalty. Research indicates that loyalty programs strengthen customer retention by providing distinctive, personalised rewards, including room upgrades, free services, and exclusive event access (Yilmaz et al., 2019). 
Modifying Hyatt's loyalty program to incorporate tiered benefits and targeted rewards may encourage a sense of exclusivity and value for regular customers. Offering loyalty members exclusive incentives, including early check-in, reduced rates, and event invitations, can improve customer engagement and build lasting brand loyalty (Dat & Hang, 2023). 
F. Better Feedback Mechanism and Continuous Improvement
Gathering as well as responding to guest feedback is crucial for maintaining superior service standards. Studies demonstrate that hotels employing efficient feedback systems can quickly change to meet guest expectations, which improves satisfaction and loyalty (Díaz & Duque, 2021). 
An anticipatory strategy for guest feedback facilitates immediate problem-solving and constant improvements derived from recognised trends. Implementing feedback stands, digital surveys, and direct post-stay follow-ups guarantees the timely resolution of guest concerns, which results in avoiding the recurrence of issues that might damage the hotel’s reputation. Ongoing development initiatives informed by feedback might improve internal accountability and raise team motivation (Castro-Casal et al., 2019).

Change Management Strategies
A structured change management strategy is essential for the successful implementation of changes at Hyatt Grand Central New York. This strategy must prioritise clear communication, employee involvement, and ongoing assistance during the transition process. The following methods identify effective methods for managing change, overcoming resistance, and improving morale:

A. Clear and Consistent Communication: Open communication is essential in change management, as it reduces uncertainty and fosters trust among employees (Lines et al., 2005). Consistent updates regarding the progress and reasoning of changes, along with anticipated benefits, facilitate staff understanding of their role in the process. Research demonstrates that effective communication, particularly when facilitated by genuine leaders, improves employee engagement and diminishes resistance to change (Shulga, 2020). Regular meetings and Q&A sessions afford employees the opportunity to express concerns and obtain feedback.
B. Training and Support Programs:Setting up training and support programmes for staff during the transition reduces resistance and adjusts them to new expectations. Training empowers staff to feel competent and assured in adjusting to changes, especially in customer service, technology, and sustainability efforts. Research indicates that customised training programs raise employee adaptability, boost job satisfaction, and build a proactive attitude towards new responsibilities (Ali & Anwar, 2021).
C. Employee Involvement and Empowerment: Engaging personnel in the change process cultivates a sense of ownership and lowers resistance. Creating a task force containing employee representatives allows frontline feedback in the decision-making process and fosters a culture of inclusivity. Research in hospitality indicates that empowering employees to propose ideas strengthens their commitment to organisational changes and overall morale (Reilly, 2018).
D. Recognition and Incentive Programs: Recognising employee contributions during the transition creates motivation and maintains morale. Incentive structures, including performance-based rewards or recognition initiatives, recognise adaptability and engagement. Positive reinforcement has demonstrated a rise in staff capacity to accept change and sustain productivity (Ghani et al., 2022).
Together, these change management strategies offer a complete structure for executing essential changes at Hyatt Grand Central New York, guaranteeing that employees are supported, engaged, and motivated during the process.

Success Measurement
To evaluate the efficacy of the recommendations, Hyatt Grand Central New York should monitor the following Key Performance Indicators (KPIs) for an in-depth viewpoint on customer experience, operational efficiency, and sustainability results:
A. Guest Satisfaction Scores: Assessing guest satisfaction ratings on platforms such as TripAdvisor and Booking.com is essential. An increase in these scores would signify effective upgrades in service quality and facility upkeep, directly influencing guest perceptions (Lu et al., 2015).
B. Net Promoter Score (NPS): The Net Promoter Score (NPS) is a standardised metric utilised to assess customer loyalty and brand reputation by measuring guests' tendency to recommend the hotel. An increase in NPS after implementation suggests that modifications have positively influenced guest experiences and brand perception (Sven et al., 2022).
C. Repeat Guest Rate: Monitoring the frequency of returning customers offers insights into how satisfied customers are with the improved services. Increased repeat visit rates signify the successful outcome of these efforts to improve guest satisfaction and brand loyalty (Montgomery, 2018).
D. Operational Efficiency Metrics: Metrics such as average complaint resolution time and check-in/check-out processing time indicate improvements in operational efficiency resulting from training and technological advancements. Decreased resolution times indicate better efficiency and improved service delivery (Panno, 2020).
E. Energy and Water Consumption: KPIs centred on sustainability monitor decreases in resource consumption, illustrating the efficacy of environmental initiatives. Reduced energy and water consumption strengthens environmental sustainability and decreases operational expenses, therefore aligning with brand reputation and profitability objectives (Zhang et al., 2021).
These KPIs provide a comprehensive framework for assessing the efficacy of Hyatt Grand Central's strategic changes, strengthening both guest satisfaction and operational efficiency.

Cost Analysis
Implementing the suggested upgrades at Hyatt Grand Central New York necessitates meticulous budget alignment, with anticipated expenses substantiated by industry standards:
1. Customer Service Training Program: Projected at £50,000–£70,000 per year, this covers trainer fees and materials. Research demonstrates that these investments are important in increasing employee responsiveness and guest satisfaction, generating a substantial return on investment in customer retention (Arkansyah et al., 2021).
2. Facility Upgrades and Maintenance: Estimated at £200,000–£300,000, covering renovations and maintenance. Research indicates that properly maintained facilities significantly improve guest loyalty and occupancy rates (Turner & Hesford, 2018).
3. Technological Enhancements: Estimated at £100,000, prioritising Wi-Fi and smart controls, essential for modern guest expectations (Dogra, 2023).
4. Sustainability Initiatives: £30,000–£50,000 for energy-efficient solutions, with research indicating this decreases operational expenses and appeals to environmentally conscious travellers (Sheykin, 2024).
These investments conform to standards set by the industry, improving long-term guest satisfaction and operational efficiency.
	Problem
	Proposed Solution
	Desired Outcome
	Time Frame
	Estimated Cost

	Poor Customer Service
	Implement a comprehensive customer service training program focusing on communication, empathy, and problem-solving skills. (Arkansyah et al., 2021; CBRE, 2024)
	Better guest satisfaction and reduced complaints.
	6 months
	£50,000–£70,000 annually

	Outdated Facilities
	Invest in renovations and regular facility upgrades, including room decor and common areas (Turner & Hesford, 2018).
	Improved guest experience and satisfaction ratings.
	12 months
	£200,000–£300,000

	Limited Technological Amenities
	Upgrade in-room technology (Wi-Fi, smart controls) and add digital check-in options (Dogra, 2023).
	Modernised guest experience and efficient operations.
	6-9 months
	£100,000


	No Sustainability Practices
	Implement energy-efficient lighting, water-saving solutions, and recycling programs (Sheykin, 2024).
	Reduced operational costs and greater brand image.
	6 months
	£30,000–£50,000

	Low Customer Retention
	Rethink loyalty program with tiered benefits and exclusive rewards for frequent guests (Yilmaz et al., 2019).
	Increased guest loyalty and repeat bookings.
	6 months
	£20,000–£40,000



This action plan provides a systematic strategy for addressing major operational challenges, including defined timelines, budget projections, and specific objectives for Hyatt Grand Central New York. Every solution conforms to industry standards to facilitate lasting improvements in service quality, guest satisfaction, and operational efficiency. 













Conclusion
[image: Image]
An examination of Hyatt Grand Central New York's performance reveals significant factors where service quality and facility standards affect customer satisfaction and brand reputation. Major obstacles include frequent complaints of unprofessional and unresponsive service, insufficient in-room amenities, and inconsistent cleanliness, all of which impact the guest experience. The hotel's outdated facilities aggravate these issues, often identified by guests as a source of discontent. 
The application of the SWOT and PESTEL frameworks reveals that Hyatt Grand Central possesses significant strengths, including its advantageous location and strong brand recognition; however, these benefits are negatively impacted by weaknesses in service and operations. The TOWS analysis underlined strategic initiatives for addressing these challenges by utilising strengths (e.g., brand reputation) and seizing external opportunities, such as the increasing demand for sustainability in the hospitality sector. Essential recommendations cover customer service training, facility improvements, technological advancements, and the implementation of sustainable practices. 
Implementing these strategies promises an improvement in guest satisfaction and loyalty, as research links improvements in service quality and technology with increased customer retention and competitive advantage. By implementing improved training, maintenance, and customer-centric strategies, Hyatt Grand Central can improve its operational performance to meet contemporary guest expectations in the hospitality industry. 
The suggested recommendations are crucial for positioning Hyatt Grand Central New York in order to improve its market standing and ensure sustained long-term growth. Strengthening customer service and modernising facilities will directly handle the fundamental causes of guest dissatisfaction, while technological advancements and sustainability efforts will align the hotel with evolving industry standards and guest preferences. Collectively, these strategies facilitate a comprehensive approach that blends operational development with brand strengthening, addressing traditional and modern hospitality requirements. 
By concentrating on internal upgrades and external prospects, Hyatt Grand Central can re-establish guest confidence, boost repeat reservations, and attract prospective customers who value quality, sustainability, and convenience. Ultimately, these modifications will not only address current challenges but also strengthen the hotel’s competitive stance in New York’s vibrant hospitality sector, ensuring a sustainable and profitable future. 
Analysing the hotel’s operations and formulating specific recommendations to better its performance has been a privilege. 
Prestige Hospitality Solutions values the chance to improve Hyatt’s legacy of excellence and are assured that the proposed strategies will result in significant benefits. 

Prestige Hospitality Solutions anticipate future collaboration opportunities and would like to support Hyatt Grand Central in achieving greater guest satisfaction and operational success.
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