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[bookmark: _Toc151051331][bookmark: _Toc151057008]Executive Summary
This consultancy report was commissioned to address the concerning trend of declining customer satisfaction scores at the prestigious Hilton London hotel. As London's most iconic luxury hotel since the early 1900s, Hilton faces the pressing imperative of transforming its service culture to maintain its historical distinction as the pinnacle of British hospitality. In-depth analysis identified the core drivers of eroding satisfaction levels to be aging facilities, lapses in rigorous customer service training standards, lack of personalisation, and growing competition from modern boutique hotels. These insights spotlight the urgent need for a structured organisational change intervention to elevate service delivery. To address this, the report presents a detailed plan guided by proven change management frameworks including Lewin's Three Step Model and the Star Model. 
My proposed initiatives being a professional organisational consultant span implementing new customer service skills training for all staff, creating cross-departmental teams to optimise guest processes, integrated guest feedback systems, incentives tied to satisfaction metrics, major facility upgrades, peer-driven recognition of exceptional service, and real-time voice of the customer technology. 
Similarly, a multi-layered evaluation framework drawing on tools like Kirkpatrick's Four Levels will assess effectiveness at driving adoption, capability building, and business impact. Combined, these strategies rooted in theory provide an integrated roadmap to transform Hilton London's culture. Therefore, by valuing staff and refocusing on the customer, this iconic bastion of British hospitality will re-establish its distinction as London's preeminent luxury hotel. Undoubtedly the initiative requires investment, but success will secure Hilton London's future.
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I have been hired as a professional organisational consultant within Hilton, London Branch, and the focus of this consultancy project is to counter a critical issue affecting the hotel's long-term success. For the completion of the following report, information has been taken from the academically published papers and the online review forms well-known for offering hospitality sector related information. Furthermore, to ensure the research ethics, I have ensured that all the potential information of the participants who have previously participated in Hilton London hotels surveys or online reviews has been kept confidential. 
Hilton London is one of the most prestigious and well-known hotels in the United Kingdom (UK), with a long and illustrious history dating back nearly 100 years. First opened in 1921, the hotel quickly established itself as a pinnacle of luxury and service in the London hospitality scene (Rockett, 2023). Over the decades, Hilton London has hosted royalty, celebrities, business leaders and tourists from around the world. The hotel's reputation is synonymous with impeccable service, sumptuous accommodations, and an ambience of elegance and sophistication. Today, Hilton London remains a leader in the competitive hospitality sector, known for its prime location, lavish amenities, and exceptional service (Rockett, 2023). 
However, the hotel faces a significant challenge which threatens its competitive edge and long-term prosperity. Likewise, recent customer satisfaction surveys and ratings indicate a concerning trend of declining satisfaction among guests. Moreover, issues with service quality, hotel facilities and value perceptions have led to lower customer satisfaction scores. Being an organisational consultant, this is highly problematic for a hotel that bases its reputation on exceeding customer expectations (Zhu et al. 2021). The reason is, allowing service levels and satisfaction to decline further would harm the Hilton London brand and result in reduced bookings and revenue in the future (Zhu et al. 2021). Hence, it is clear urgent action is required to be taken to counter the proposed concern and restore the high standards of customer service that Hilton London has long been renowned for.


Therefore, the following consultancy report outlines a detailed intervention plan to improve customer satisfaction and secure the sustained success of Hilton, London Branch. To ensure the reliability and the validity, the report has drawn on established organisational change models like Lewin's Three Step Model and the Star Model. Similarly, evidence-based strategies are presented to diagnose the key factors shaping declining satisfaction. Furthermore, the proposed consultancy report then outlines concrete recommendations and implementation plans to improve customer service quality. Through the effective application of a structured change management approach, Hilton London will surmount this challenge and reinforce its standing as London's premier luxury hotel. The long-term prosperity of this iconic hotel depends on swiftly diagnosing and countering the customer service issues at hand. 
As a result, the following consultancy project offer an invaluable roadmap for organisational change to restore Hilton London's competitive advantage. The insights and strategies presented aim to help the hotel deliver truly exceptional service again and uphold its reputation among both loyal patrons and new guests.
[bookmark: _Toc151051333][bookmark: _Toc151057010]Background of Hilton London
[image: Ten of the largest hotels in London – Business Traveller]
(Fig 1: Hilton London Hotel Source Google Images)
Hilton London can trace its origins back to 1907, when the luxurious Park Lane Hotel first opened its doors. After being acquired by Hilton Hotels in 1919, it was fully renovated and reopened in 1921 as the Hilton London. Situated in the exclusive Mayfair district, overlooking Hyde Park, the hotel quickly became a fixture of high society. Its lavish art deco design and impeccable service made it a favourite retreat for royalty, celebrities and the business elite (Czyżewska, 2019). Throughout the 20th century, Hilton London continued to cement its reputation as London's premier luxury hotel. Similarly, several expansions increased its room count to over 600, and amenities like restaurants, bars, conference rooms and a health club were added (Czyżewska, 2019). 
Furthermore, long serving as an iconic landmark on the London hospitality scene, Hilton London remains dedicated to service excellence even today. Hilton London's strengths lie in its heritage, prestige and prime location. Moreover, staying at this historic hotel allows guests to immerse themselves in the elegance of a bygone era. The excellent positioning provides easy access to attractions like Buckingham Palace, the high-end shopping of Bond Street and the West End theatres. Hilton London also attracts a loyal clientele of affluent regular guests (Knodel, 2019).
However, the hotel faces weaknesses in terms of aged facilities and competition from newer luxury hotels. Boutique hotels have taken some market share by providing intimate, contemporary accommodations (Belay, 2020). Although Hilton London retains its reputation, some aspects like technology, fitness facilities and event spaces are becoming dated. The traditional service style also risks feeling stuffy or old-fashioned to younger luxury travellers. Organisationally, Hilton London has a hierarchical structure headed by a General Manager and department heads (Belay, 2020). Many staff members have been with the hotel for decades, contributing to a well-oiled operation but also resistance to change. The culture emphasises formality, with well-defined employee uniforms and codes of conduct. While service is excellent, the environment is perceived as stiff or intimidating by some guests.
[bookmark: _Toc151051334][bookmark: _Toc151057011]

Issue Identification
[bookmark: _Toc151051335][bookmark: _Toc151057012]Internal Issues
Being an organisational consultant, I have studied the survey results previously held at Hilton London and online reviews and I have found that most common specific issue facing Hilton London is declining customer satisfaction scores and feedback over the past year. In addition, the given pattern is also evident through lower ratings on customer review sites and internal surveys outlining decreased satisfaction with service, facilities and value. Moreover, the decline in satisfaction ratings is concerning for a luxury hotel that bases its brand on exceeding guest expectations through superior service and amenities (see figure 2).
[image: ]
(Fig 2: Poor Service Hilton Hotel London; Source DoubleTree)
Internally, the service quality at Hilton London appears to be slipping. Some contributing factors could include staff training deficiencies, lack of service consistency across departments, and dated facilities or technology failing to meet guest needs. Many staff have been at the hotel for decades and are resistant to changing their tried service methods (Chang et al. 2019). However, today's luxury travellers expect highly personalised, intuitive service versus the more formal, traditional approach at Hilton London. This can also be supported from a review presented in fig 3, where the client has said: 
“this should be a two star hotel”, and further added “the bedsheets were not clean”.
[image: ]
(Fig 3: Poor Service Hilton Hotel London; Source Agoda.com)
As a result, it can be signified that ongoing customer service training is essential to improve satisfaction. Hilton London also needs to refresh its amenities and technology to inter-link with guest expectations. What being an organisational consultant I have summarised that with regards to staff training, there seems to be inconsistency across departments (Chang et al. 2020). Front desk and concierge staff tend to be polished and professional, while housekeeping and room service lack the same attentiveness (see fig 2). More regular cross-training across roles will help align service standards. Additionally, some long-tenured staff go through the motions without the passion needed to delight guests (Chang et al. 2020). Similarly, revamping onboarding and ongoing training with a focus on mindset and motivation will enhance the guest experience. 
In addition, when it comes to facilities and technology, some areas feel dated compared to new luxury hotel competitors (Honerkamp, 2020). The lobby, restaurants and rooms while elegant seem stuffy or outdated to contemporary travellers. Key amenities like the spa, fitness centre, event spaces and WiFi all are required to be modernised. Integrating the latest smart technology into guest rooms and leveraging innovations like mobile check-in and requests will help meet expectations.
[bookmark: _Toc151051336][bookmark: _Toc151057013]External Issues
Externally, the competitive landscape has become more challenging in recent years. Many new boutique luxury hotels have entered the London market, providing intimate, contemporary accommodations (Marques et al. 2022). These leaner, innovative new hotels are nimble at implementing the latest trends and customising the guest experience. For example, features like tablet-based room controls, extensive pillow menus, and artisanal dining pop-ups are becoming typical. 
Whereas Hilton London's more standardised offerings risk seeming boring or lacking innovation by comparison and that is why now we have been taking more complaints like compromised hygiene (see fig 4), because the standards and expectations have been increased significantly. Additionally, new entrants utilise guest data and loyalty programs to customise stays based on preferences. In contrast, Hilton London's approach feels more impersonal and conforming, also echoed in (Marques et al. 2022). 
Yes, being an organisational consultant, I am fully aware that the hotel cannot radically alter its 600+ rooms, leveraging technology and information to curate unique experiences for repeat guests could enhance perceptions of exclusivity. However, declining customer satisfaction poses a real threat to Hilton London's competitiveness and long-term viability (Bharwani et al. 2021). Furthermore, poor ratings and reviews are making it challenging for us to attract new bookings in an increasingly competitive landscape. In addition, loss of reputation and loyal guests to trendier alternatives also damaging the prestigious Hilton London brand. As a result, countering the service issues through improved training and facilities as well as customisation focused on guest expectations is critical for maintaining occupancy and room rates.
[image: ]
(Fig 4: Poor Service Hilton Hotel London; Source Agoda.com)
In contrast, competitors like The Ritz London and Marriott have maintained excellent satisfaction ratings by focusing on service training and customisation. The Ritz London is renowned for its meticulous, formal service style similar to Hilton London. However, Ritz constantly reinforces service excellence through training and only hiring staff that meet rigorous standards (Górska-Warsewicz et al. 2020). For example, The Ritz has a dedicated Service Academy that provides intensive two-week training for all new hires regardless of role. Ongoing training refreshers also ensure standards never slip. This level of investment in training ensures consistency and quality across all service interactions (Vilana Olmos et al. 2019). 
Similarly, Marriott has also implemented more modern service approaches like a high staff-to-guest ratio and customisation based on loyalty program tier. In addition, through having ample staff on hand, Marriott provide individualised attention and anticipate guest needs proactively. The loyalty program is used to track preferences so that stays can be personalised through customised in-room gifts, dining recommendations and amenity selection (SUFI, 2019). Additionally, their facilities have been refreshed multiple times over the years to install the latest luxury amenities like high-tech entertainment systems, designer toiletries and premium bedding. The combination of training, personalisation and modern facilities helps Marriott stand out (SUFI, 2019).
Hence, from an example of The Ritz and Marriott, Hilton London can assume that why guaranteeing the customers’ satisfaction is mandatory to ensure the competitiveness of an organisation. 
[bookmark: _Toc151051337][bookmark: _Toc151057014]Theoretical Frameworks
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The Lewin Model offers a robust framework for leading change management within an organisation. Developed by psychologist Kurt Lewin, it breaks the organisational change process into three distinct stages:
The first stage focuses on preparing the organisation for change by creating an understanding of why the change is required. In addition, it involves openly communicating the issues, challenges, external threats and potential opportunities to both leadership and staff (Burnes, 2020). For Hilton London, clear communication about the concerning decline in customer satisfaction scores and inter-linked impacts on reputation and profitability will help unfreeze the status quo. Leadership should paint a vivid picture linking customer satisfaction to future success and explain why standing still is not an option. Moreover, open conversations to solicit input on pain points from staff can further build momentum for change (Coghlan, 2021).


With the need for change established, the second stage involves applying the actual changes through new strategies, policies, processes, structures or systems (Harrison et al. 2021). For elevating service quality, specific interventions might include launching new staff training programs, defining service level standards and targets, rolling out technology to enhance guest experiences, restructuring roles to improve coordination, and designing incentive programs to motivate service excellence (Harrison et al. 2021). In addition, leadership is required to offer clear direction, resources and support during this stage while managing the uncertainties that come with change. Likewise, communication and transparency are crucial to maintain trust and alignment.
The final stage focuses on guaranteeing the changes become ingrained behaviourally and culturally over the long-term. The improved service levels and new processes need to be reinforced operationally through ongoing coaching, audits, refreshers and continuous improvement initiatives (Cone et al. 2020). Likewise, equally important is embedding the changes into the corporate culture through leadership messaging, role modelling, incentives, hiring profiles and celebrated values (Cone et al. 2020). With change cemented at both a process and cultural level, backsliding into old ways can be prevented.
[bookmark: _Toc151051339][bookmark: _Toc151057016]Introduction to the Star Model
The Star Model offers a useful framework for articulating different, inter-connected components of an organisation that require change. It identifies five key areas:
The overall business strategy is required to directly inter-link with and drive customer service improvements. Hilton London's brand positioning, mission, vision, priorities and goals should reflect its ambition to lead in customer service excellence versus competitors. Likewise, organisational structures like reporting lines, roles, and cross-functional coordination need realignment to better support service delivery across departments (Waller et al. 2019). In addition, core operating processes and workflows for delivering customer service is required to be optimised for efficiency, consistency and guest satisfaction by incorporating clear standards, technology and continuous improvement. Furthermore, compensation, incentive programs, recognition platforms, and promotion criteria should be designed to motivate and reinforce service excellence at both staff and leadership levels (Holbeche, 2019). Moreover, human resource practices related to recruitment, training, development, and culture building initiatives shape the mindsets, skills, and engagement needed from staff to deliver exceptional service.
[bookmark: _Toc151051340][bookmark: _Toc151057017]Proposed Intervention Plan with Implementation and Challenges 
[bookmark: _Toc151051341][bookmark: _Toc151057018]Application of the Lewin Model of Change
[image: Lewin's 3 Stage Model of Change Explained – BMC Software | Blogs]
(Fig 5: Lewin Model of Change Source Google Images)
[bookmark: _Toc151051342][bookmark: _Toc151057019]Unfreeze
Being a professional organisational consultant, my first critical step in improving customer satisfaction at Hilton London will be openly communicating the urgent need for change to staff across all levels. In addition, leadership will be requested to schedule departmental meetings to present the concerning data trends of declining satisfaction scores and feedback over the past year (Yue et al. 2019). Likewise, emphasising how these scores now compare less favourably versus competitors like Ritz and the Four Seasons will help outline the burning platform for change (Pang, 2020). Active listening sessions inviting cynical input, along with surveys and focus groups to gather staff perspectives on frontline pain points will provide valuable insights on the root causes of dissatisfaction. In addition, leadership will be asked to vividly connect the dots between eroding satisfaction and potential impacts on the hotel's profitability, reputation, and ability to attract guest bookings in an increasingly competitive market if the status quo continues (Yue et al. 2019).

A powerful vision for change will be focused on regaining Hilton London's coveted status as London's premier luxury hotel by leading the market in customer service excellence. The proposed inspirational goal for transformation will be instilled organisation-wide (Lewis, 2019). Moreover, messaging will also underline that improving satisfaction will directly benefit staff through more positive guest interactions, a thriving hotel environment, and growing career opportunities that come with being part of a successful service organisation. 
[bookmark: _Toc151051343][bookmark: _Toc151057020]Change
With staff buy-in generated, the next phase is implementing changes through concrete strategies and actions. Therefore, being a professional organisational consultant, a priority initiative will be launching new customer service training programs to significantly enhance staff skills and mindsets. This will be specifically help to play an active role in mitigating the hygiene related issues raised by the customers (see figure 4). Furthermore, required courses will range from refreshers on standard operating procedures to emotional intelligence and empathy workshops focused on luxury hospitality best practices (Moeuf et al. 2020). Similarly, changes to new hire onboarding and regular refresher training every six months will help sustain skills over the long-term. In addition, training will also educate staff on the evolving needs of today's luxury guests for more personalised, customised interactions versus the formal and standardised service approach that Hilton London has traditionally taken (Moeuf et al. 2020). 
In addition, sessions will be arranged on the case studies of key competitors like The Ritz London and the Mandarin Oriental, which have invested heavily in ongoing customer service training to maintain their reputation for stellar service. For example, The Ritz has a state-of-the-art Service Excellence Training Suite and Management Academy delivering over 70,000 hours of instruction annually (Al-Sakafi et al. 2019). With declining satisfaction, Hilton London is expected to match this level of investment to regain its leading position.


Likewise, from a process perspective, added emphasis will be placed on proactively soliciting guest feedback during and after stays. Moreover, comment cards, post-stay surveys, and monitoring online reviews will offer vital insights on areas for improvement. Competitors like the Four Seasons leverage advanced CRM systems to track guest preferences and satisfaction in real-time from reservations through post-stay (Alexandridou, 2019). As a result, with the effective application of this, Hilton London will be benefitted from similar technology integration. Likewise, emerging technology like guest-facing tablets and mobile apps will be leveraged to make offering real-time feedback seamless for guests (Al-Sakafi et al. 2019). Additionally, facility and amenity upgrades will be needed in areas that are outdated and detracting from perceived quality. Furthermore, to counter the complaints that are associated with the lower guest satisfaction level, major renovations to rooms, the lobby, restaurants, spa, gym, event spaces and technology infrastructure will be budgeted. In addition, consultants will be engaged to suggest refreshing designs that retain Hilton London’s timeless elegance while modernising and elevating the luxury factor (Alexandridou, 2019). The Savoy recently completed a £100 million renovation to bring its decor to modern luxury standards, something Hilton should emulate.
Smart hospitality technologies will also be integrated into operations to enable self-check-in, virtual concierge services, high-speed WiFi, premium in-room entertainment and more. These visible upgrades will make guests feel recognised and valued (Tien et al. 2021). Competitors like the Corinthia Hotel integrate tablet-based room controls, media streaming, and smart climate features that today's travellers expect. Keeping pace with competitors' training, technology and facilities investments is imperative for Hilton London's intervention plan to sustain its competitive advantage (Karina, 2018). Leveraging these best practices in hospitality coupled with Hilton's legacy provides a platform to regain leadership.
[bookmark: _Toc151051344][bookmark: _Toc151057021]

Refreeze
To cement the customer service changes long-term, the new processes and initiatives will become ingrained habit through ongoing reinforcement. As a result, in the content of Hilton London, leadership will continually monitor satisfaction metrics on guest dashboards and solicit informal guest feedback to guarantee improvements are sustained over time without backsliding (Phillips et al. 2019). Furthermore, regular service quality audits will also identify any areas slipping. Refresher training courses will be conducted every 3 months to update skills and prevent complacency as staff get comfortable with changes. Moreover, being a professional organisational consultant, my core focus will be on the addition of frontline pulse surveys and focus groups, those will empower staff to identify areas for continuous incremental improvement from the frontlines (Phillips et al. 2019). 
Furthermore, quick wins and successes will be publicly celebrated on the intranet and in team meetings to further motivate staff contribution. Equally important, the corporate culture will be adjusted to truly embrace customer centricity as a shared value across all levels. Hiring processes will be updated to assess and screen for intrinsic customer focus and service mentality in candidates beyond just qualifications (Budur et al. 2021). Performance management and promotion criteria will include customer satisfaction goals to drive accountability from staff to senior management. A portion of manager bonuses will even be tied directly to sustaining higher satisfaction scores to ensure leadership commitment. With customer excellence intricately woven into all human resource processes and culture, improved service quality will become permanently ingrained in the Hilton London DNA. Furthermore, combined with the multi-layered monitoring mechanisms to gather guest feedback, these strategies will help guarantee the highest standards become habit while also continuously looking for opportunities to refine the guest experience (Al-Omari et al. 2020). Hilton London's brand revival depends on fanatical long-term dedication to service excellence from the top down and bottom up.


Expected Resistance Amid Change
Being a professional organisational consultant, I am aware that some resistance from long-tenured staff is expected with major changes that disrupt engrained ways of working. As a result, leadership will be asked to proactively address concerns transparently through open forums giving resistant groups a voice in solution design. In addition, incremental changes will be easier for sceptical staff to accept at first before moving to transformational initiatives. Furthermore, Clear, extensive communication around objectives and benefits will also help overcome misinformation and scepticism (Ali et al. 2021). 
Likewise, resource constraints for large investments like renovations will be partially mitigated by phasing initiatives strategically based on expected customer impact and return on investment. Quick service improvements like new training programs will be prioritised first for nearer term wins. In addition, positive outcomes from early phases will then build momentum and budget support for bolder, capital-intensive upgrades later. Driving staff buy-in as changes roll out will be critical through several tactics. Incentives and recognition programs tied directly to customer satisfaction gains provide positive reinforcement (Rodriguez Sanchez et al. 2020). As a consequence, early wins will be publicly celebrated to gain support. Some resistant staff will be tapped as “change champions” to influence peers if brought on board. Moreover, leadership modelling new behaviours also signals commitment. Therefore, with a thoughtful change management approach, Hilton London will gain organisation-wide alignment on service excellence to achieve sustainable gains.
[bookmark: _Toc151051345][bookmark: _Toc151057022]Application of the Star Model Framework
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(Fig 6: Star Model Source Google Images)
[bookmark: _Toc151051346][bookmark: _Toc151057023]Strategy: Aligning service improvements with overall business strategy
[bookmark: _Hlk151049431]Hilton London's overall business strategy and positioning as a premier luxury hotel needs complete re-alignment and integration with service excellence. The vision statement will be updated to emphasise surpassing guest expectations through highly personalised, intuitive service and amenities (MOUZAEK et al. 2021). The mission will consistently highlight devotion to the customer experience as the key brand differentiator versus competitors. Since, both internal and external issues are associated with the lack of adaptability to technology and hygiene, which is eventually resulting in poor customers’ satisfaction. Therefore, all strategic priorities and budget investments will focus on elevating the end-to-end guest journey (MOUZAEK et al. 2021). 


For example, budgets will prioritise new customer service training programs and service technology over less visible back-office system upgrades. Messaging from leadership will consistently stress that competitive advantage comes from the people and culture, not just facilities (Bagdan, 2019). With a guest-centric strategy guiding all decisions, resourcing for improvement initiatives will increase. However, strategy alignment will also involve trade-offs - some long-standing offerings like the traditional afternoon tea service will be streamlined to redirect resources towards training and services more valued by today's luxury guests (Bagdan, 2019). 
Similarly, updated brand standards will reflect the new strategic emphasis on customisation versus conformity. Every policy and standard will be evaluated through the lens of how it impacts the guest experience. With the business strategy fully inter-linked to impeccable customer service, Hilton London will differentiate itself and stand out from competitors.
[bookmark: _Toc151051347][bookmark: _Toc151057024]Structure: Adjusting organisational structure to support service quality
Several key changes to the organisational structure will ensure it fully supports and enables the delivery of exceptional customer service across all departments. First of all, frontline staff positions with the most guest interactions like concierge, housekeeping, and porter/bell services will report directly into guest relations leadership rather than facilities departments. Being a professional organisational consultant, I believe that this will facilitate faster decision making grounded in understanding the guest perspective versus operational silos. Similarly, a cross-departmental guest experience committee comprised of senior leaders will be formed to regularly review service improvements, guest metrics, and share best practices across areas (Gebremichael et al. 2019). The proposed strategy will develop collaboration vs. narrow focus on function-specific objectives. Likewise, expanding the guest relations team for representation across all hotel areas will also be recommended to have customer service experts embedded throughout the property while still coordinating centrally (Gebremichael et al. 2019).


Further, in order to mitigate the external issues regarding the lack of adaptability or change in structure that is eventually putting an adverse impact on the customer’s satisfaction, changes will involve forming small, agile service improvement task forces of frontline staff, leadership, and subject matter experts that come together for 90 days to improve and optimise specific processes (Vujić et al. 2019). It will inject more staff input while also quickly testing and implementing changes. All of these structural adjustments aim to break down silos, remove hierarchy layers that can impede guest-centric decisions, promote collaboration across teams through matrices, and build collective ownership for enhancing the end-to-end guest experience (Ali et al. 2021). They will enable Hilton London to act as a unified organisation putting the customer first.
[bookmark: _Toc151051348][bookmark: _Toc151057025]Process: Streamlining processes to improve customer service
When it comes to smooth down the processes, the key guest-facing processes and workflows will be critically evaluated and optimised to remove pain points and enable smooth, efficient service delivery. In response, modernising legacy reservation systems will allow for faster booking, easier self-service online check-in, proactive pre-stay communications to guests and prompt payment (Rahimian et al. 2021). This first impression sets the stage for the upcoming experience. Likewise, to further smooth the satisfaction level of the customers, the housekeeping operations will be enhanced through automated dispatch systems for faster room assignments, mobile apps that allow real-time communication on room readiness, and potential RFID luggage tracking to expedite deliveries (Buhalis et al. 2021). The given strategy will allow to mitigate the negative reviews like mentioned in figure 3 and 4. Similarly, updating kitchen order management systems and kitchen workflow best practices will also allow much quicker in-room dining order fulfilment to delight guests. 


Across the board, emerging technologies will be evaluated for how they can augment guest experiences and service efficiency. For instance, self-service check-in kiosks, virtual concierge iPad stations, smart room controls via mobile, and instant guest feedback collection using SMS surveys or in-app pulses will be used as technologies to enhance guest experiences that will eventually help them to ensure raised external issues are mitigated to fullest (Kansakar et al. 2019). Similarly, in response to the internal issues, guest-facing staff as well as leaders will be equipped with smartphone apps to quickly access guest profiles, communicate requests, and input issues in real-time. An internal process review team will be tasked with continually soliciting guest feedback and pain points to rapidly evolve processes (Osei et al. 2020). Guest input will actively inform process changes rather than relying just on internal assumptions of what guests want. With core processes centred around maximising guest convenience, Hilton London will deliver seamless and memorable service experiences.
[bookmark: _Toc151051349][bookmark: _Toc151057026]Reward: Developing rewards systems reinforcing customer-centric culture
A holistic set of reward and recognition systems will be implemented across leadership levels to motivate and reinforce customer-focused service behaviours. In response, individual bonuses or spot rewards for frontline staff exhibiting exceptional hospitality will celebrate successes and create positive reinforcement. The criteria will be tied to guest feedback and stories evidencing how employees went above and beyond (Kang, 2020). Likewise, rewarding with paid time off creates meaningful incentives without excessive cost. Moreover, incorporating specific guest satisfaction goals and metrics into frontline employee performance evaluations will drive accountability for upholding brand standards. Likewise, poor performers based on metrics and feedback will receive additional coaching and training before considering progressive discipline (Madhani, 2021). For managers, a portion of annual bonuses will be tied directly to achieving customer satisfaction targets for their department or area. This incentive motivates closer monitoring and engagement from leaders while propagating focus on the guest down through the ranks. Likewise, expanding "management by walking around" programs enables leaders to monitor service delivery first-hand while also visibly rewarding employees on the spot for excellent work (Kang, 2020).
Peer-to-peer social recognition programs both online and through onsite “wall of fame” celebrations will further ingrain the customer-centric culture. Empowering staff to nominate co-workers for going above and beyond makes the focus on guest experience pervasive rather than top down (Laine, 2022). With appropriate incentives, role modelling and celebration of achievements tied to the guest experience, Hilton London staff at all levels will feel unified and engaged in fulfilling the brand's vision to provide unparalleled luxury hospitality.
[bookmark: _Toc151051350][bookmark: _Toc151057027]People: Implementing human resource policies supporting training and development
Human resource policy and program enhancements are key to developing and sustaining a staff of exceptional service providers. In the case of Hilton London, it will require customer service skills training to be added to new hire onboarding and conduct annually for all staff to clearly communicate corporate priorities. Training investment signals the emphasis placed on continual skills development versus one-time orientation (Collins, 2021). Unique course content can be tailored for various functions while emphasising shared guest focus. Likewise, hiring processes will be updated to incorporate screening for guest service aptitude and intrinsic motivation beyond just qualifications. Situational judgment assessments and behavioural interviewing techniques will help identify candidates likely to deliver discretionary efforts to delight guests. The recruitment strategy will focus both on skills and inherent service mentality (Collins, 2021).
Ongoing skills development will be enabled through departmental training budgets, individual development plans, and access to eLearning modules on the latest hospitality best practices. Cross training and job rotation programs will allow staff to develop skills across different functions while also enhancing cooperation between departments. Managers and leaders require specialised coaching and training to sharpen their guest experience orientation, support of frontline staff, and change management capabilities (Anwar et al. 2021). As a result, company culture programs will consistently reinforce customer-centric values through new hire orientation, focus groups, employee pulse surveys, and celebrating staff that epitomise desired service behaviours. With reinforced selection, training, development and culture, Hilton London will attract and retain talented professionals delivering personalised luxury hospitality.
[bookmark: _Toc151051351][bookmark: _Toc151057028]Evaluation and Monitoring
A robust evaluation framework guided by theories of change management and service quality will assess the success of Hilton London's customer service improvement initiatives in both the short and long-term.
The initial effectiveness of training programs, technology adoption, process changes and reward systems will be evaluated using Kirkpatrick’s Four Levels model (Alsalamah et al. 2021).
[image: Kirkpatrick's four-level training evaluation model. Reproduced from. 41...  | Download Scientific Diagram]
(Fig 7: Kirkpatrick’s Four Levels model)
As a result, being a professional organisaitonal consultant, I will ensure in the context of level 1, focus groups and surveys have gauged participant reactions to understand engagement and relevance of initiatives (Onyuna et al. 2021). Similarly, at Level 2, observational audits, roleplays, and skills assessments will check for actual learning and capability building versus just happy training feedback. Immersive simulations will quantify hard skill development in areas like resolving guest complaints, using new checklist protocols, and navigating upgraded systems. Trained evaluators will score performance on dimensions like active listening, problem solving, and compliance with standards (Shariff et al. 2021). Furthermore, knowledge tests before and after training will also demonstrate information retention on service standards, hospitality psychology, and procedural changes (Onyuna et al. 2021). 
In response, at the level 3, being a professional organisational consultant, I will seek on-the-job behaviour change through secret shopper experiences and leadership observation of staff carrying out new practices (Shariff et al. 2021). Anonymous shoppers with hospitality backgrounds will conduct evaluations using scorecards to rate staff on key behavioural metrics like personalisation, rapport building, anticipation of needs, and adherence to new service protocols. The goal will remain unbiased assessment of real skill application, not just knowledge retention (Onyuna et al. 2021). Additionally, frontline managers will formally observe daily staff performance using similar criteria to provide an authentic perspective on adoption. Therefore, comparing ratings to the control group will indicate the degree of behaviour change. 
In addition, at level 4, we will measure the broader business impact looking at metrics like guest satisfaction, service delivery cycle times, conversion rates and profitability lift. Positive trends will demonstrate strategic returns expected from elevating service levels (Elfiky et al. 2021). This multi-level evaluation methodology combining surveys, observation, and business metrics will provide a comprehensive framework to validate the Return on Investment (ROI) of Hilton London’s sizeable investment in service excellence.
[bookmark: _Toc151051352][bookmark: _Toc151057029]Recommendations
Based on the multi-faceted organisational change intervention plan, being a professional organisational consultant, I have synthesised the following key recommendations to drive elevated customer satisfaction and secure the sustained success of Hilton London as London's premier luxury hotel. These recommendations are designed based on the identified internal and external issues and applied change management model that is Lewin Model of Change.
Hence, first of all, it is recommended that Hilton London is required to apply recurring customer service skills training programs for all staff based on hospitality industry best practices. As Kirkpatrick's Four Level model has already demonstrated, ongoing skills training drives adoption of desired behaviours and translates to business results more effectively than one-time interventions (Onyuna et al. 2021). In response, annual refreshers will ensure skills remain sharp even for tenured staff. Similarly, skills training will promote cross-departmental cohesion in elevating guest experiences. Moreover, being a professional organisational consultant, I recommend to the upper management of Hilton, London that they need to build cross-functional service improvement teams with representatives from key departments. It will help them to streamline and optimise critical guest processes leveraging technology (Li et al. 2022). Using service blueprinting methodology, these teams will map current pain points and redesign end-to-end experiences from booking to checkout to be smooth and seamless. Likewise, guest-facing technology like mobile check-in, in-room tablets, and automated requests via text will enable more responsive, personalised interactions (Li et al. 2022).
Moreover, Hilton London has been requested to develop integrated closed-loop systems to collect multi-channel guest feedback using surveys, focus groups, and social media analytics. Furthermore, applying the technology acceptance model, user-friendly systems drive higher, more representative response rates. Both quantitative metrics and qualitative insights will inform continuous improvement. Moreover, presenting feedback to employees will develop engagement (Niranjan et al. 2019). Additionally, linking personal and departmental bonuses and incentives for staff and leadership to satisfaction metrics and reviews will provide goal-based motivation to perform. As expectancy theory shows, staff are more motivated when rewards directly correlate to achievements. This enhances accountability (Lee, 2019). Furthermore, refreshing hotel facilities, rooms, restaurants and amenities with a modernised aesthetic appeal to younger luxury travellers. According to Horng et al. (2020), aesthetics and contemporary experiences add excitement versus just basic functional expectations. This is an opportunity to retain Hilton's essence within updated decor.
Likewise, promoting staff demonstrating exceptional hospitality through peer-driven recognitions addresses Maslow's esteem needs. Service "hall of fame" boards and internal social platforms provide positive reinforcement (Trivedi et al. 2019). Likewise, empowered peer recognition supplements manager feedback. Moreover, tracking satisfaction metrics in real-time using advanced voice of the customer technology systems, frontline pulse surveys, and enterprise analytics will enable rapid response to any dips. As agile methodologies show, real-time feedback facilitates continuous incremental improvement versus big bang changes (Trivedi et al. 2019).
[bookmark: _Toc151051353]

[bookmark: _Toc151057030]Conclusion
To summarise, the concerning decline in customer satisfaction scores poses an existential threat for the iconic Hilton London to maintain its esteemed historical position as London’s pinnacle luxury hotel. However, opportunity exists for Hilton London to leverage its prestigious heritage and dedicated staff to reverse this downward trajectory through a comprehensive organisational change effort. Moreover, executed effectively, this transformation will usher in a new era of London hospitality excellence.
The proposed consultancy report provided an in-depth analysis of the key drivers behind eroding satisfaction levels, from dated facilities to lapses in customer service training standards. Evidence-based strategies guided by change management theories were presented to reignite staff's passion for delivering peerless luxury experiences. Upgrading the hotel's amenities and technology to match contemporary guest expectations is vital. A multi-layered framework for monitoring progress will make gains sustainable rather than short-lived enthusiasm. With commitment and contribution to the vision of service excellence from executive leadership and frontline staff alike, Hilton London will undoubtedly transform its culture to thrive in today's dynamic luxury hospitality environment. Refocusing on the guest through enhanced training, processes and technology will allow Hilton to deliver personalised, memorable stays - luxuriously tailored to each visitor while retaining its aura of timeless elegance. Undoubtedly, this transformational initiative requires substantial upfront investment to update facilities, systems and employee capabilities. But the long-term returns of re-establishing London's most prestigious hospitality name will be invaluable in terms of brand reputation, market position, guest loyalty and financial performance.
Hilton possesses a strong organisational foundation and dedicated employees ready to embrace this change. Therefore, I believe by valuing staff and prioritising the customer experience once again, London's cherished hospitality icon will flourish for another century and beyond. The time for action is now - to reclaim Hilton London's rightful distinction as London's preeminent luxury hotel through unparalleled service creating lifelong guest memories. The strategies presented pave the pathway to regained glory.
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5 2 “Worst hygiene for a 4* hotel ”

The hotel room was gross and it smelled. | had to change rooms and even then the cleaning was terrible.

Doa from United Kingdom

9 Solo traveler They have issues with their cleaning staff who are untrained and completely careless. They leave stains

 Twin Hilton Guest Room on tables, never wipe dirt or vacuum the floor and they also forget to put replacements such as cups or
sanitary bags or fresh towels instead of the used ones. | spoke with one of the cleaning staff and she said

[ Stayed 7 nights in October 2022
the hotel asks them to clean with a towel and water and they don't provide cleaning products so the

“sanitized” remark is actually false. Anyways this was uncomfortable to stay in as the rooms are not
sound proof and the beds + pillows are old. The breakfast food has a good variety but doesn't taste

great.

Reviewed October 18, 2022
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We stayed here for business end of February into early March. We were treated just the same as
anyone else even though we are silver Hilton honors members - our room was terrible, 5000 small - we
had asked for a king but the only room available was two queen beds 5o they had to be moved
together. The room is 50000 small, no storage so we had to leave most of our belongingsin our
suitcases - we had four nights here! The window overlooks offices directly across the street so we
couldn't open the curtains completely. Recommend anyone to find something better in the area. Its
quite a good location for Tower of London but wouldn't stay there if we didn't have to. A colleague
upgraded because his room was 500 small - he was not impressed with the upgrade so advised us not
tobother. The gymis pretty good though with windows and quite spacious for a hotel gym. The lobby

bar isn't great as its not set away from the doors and can be really busy and noisy. Won't be staying
there again.
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KHALED from United Kingdom
0 Couple

£ Double Deluxe Room

[ Stayed 4 nights in December 2022

“This should be a 2 star hotel”

The bedsheets were not clean, the p

Reviewed January 02,2023

Dear Khaled,
Thank you for your review. | am sorry to read of the shortfalls in our

service and we will address this...

Show more ¥

Hilton London Kensington
Hotel




