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[bookmark: _Toc167638159]Executive Summary



The executive summary provides an overview of the consultancy report for Hilton Budapest Hotel. It summarizes the key findings, including the primary issues identified through various analyses and the recommended strategies to address these issues. Hilton Budapest Hotel is facing challenges with declining guest satisfaction and operational inefficiencies. The hotel has experienced a drop in occupancy rates, affecting its revenue and reputation. PESTEL analysis highlighted external factors affecting the hotel, including political stability, economic conditions, social trends, technological advancements, environmental considerations, and legal regulations. SWOT analysis identified the hotel's strengths, weaknesses, opportunities, and threats. TOWS analysis provided strategic options for leveraging strengths and opportunities while addressing weaknesses and threats. The hotel's strategic location and strong brand are significant strengths. Weaknesses include outdated facilities and inconsistent service quality. Opportunities arise from the growing tourism industry in Budapest. Threats include competitive market conditions and economic fluctuations. Recommendations are to renovate and modernize hotel facilities to enhance guest experience. Implement staff training programs to improve service quality. Leverage digital marketing to attract a broader audience. Collaborate with local businesses and tourism operators to offer unique experiences. The report concludes with actionable steps to address the identified issues and enhance the hotel's competitive edge in the market.






Contents
Executive Summary	2
Introduction	4
Background	4
Issue Identification	5
Consultancy Firm Background	6
Analysis	7
PESTEL Analysis	7
SWOT Analysis	10
TOWS Analysis	14
Recommendations and Change Management	16
Action Plan	20
Conclusion	21
References	24










[bookmark: _Toc167638160]Introduction 

The Hilton Budapest Hotel, which is a famous enterprise that is situated in the heart of Budapest, acts as a landmark since it is a symbol of elegance and hospitality. There is a fantastic blend of historical charm and contemporary convenience that the hotel offers its visitors. The hotel is well-known for its ideal position in a historic district, and it gives guests with this combination. Although it is situated in a favourable location and provides a diverse range of services, the Hilton Budapest is facing significant operational challenges that threaten both its profitability and its reputation. These issues threaten both the hotel's reputation and its capacity to generate profits. In order to enhance the overall performance of the hotel, the objective of this consultancy research is to identify the issues that have arisen and to propose potential solutions to these issues.

[bookmark: _Toc167638161]Background
Visitors and business travellers alike are drawn to the Hilton Budapest Hotel due to its excellent location in the Buda Castle district, which is a UNESCO World Heritage Site (Zhang et al, 2014). This location is among the reasons why the hotel is so popular. Offering luxurious lodgings, a selection of dining options, conference facilities, and a fitness facility are some of the things that the hotel does in order to position itself as a top destination for tourists (Sigala, 2015). The most recent trends, on the other hand, indicate that the level of satisfaction that guests claim to have had has been decreasing. There are a number of operational inefficiencies that might be connected to this, in addition to the necessity of making adjustments to the facility (Hilton Development, 2024).

In the hospitality industry, which is marked by strong rivalry, it is of the utmost importance to establish and maintain high standards of service and facility quality from the very beginning (Weaver, 2006). According to the findings of a study that was carried out by Baker et al. (2018), the degree of satisfaction that guests have with their stay is directly proportional to the physical condition of the property as well as the quality of service that is provided to guests. As a result of the fact that Hilton Budapest has not been able to consistently meet these requirements, there has been a clear decline in occupancy rates. Occupancy rates are a key performance indicator for the overall success of the organisation (Tideswell & Fredline, 2004).

[bookmark: _Toc167638162]Issue Identification
At the Hilton Budapest Hotel, there are a variety of issues that are occurring, the most notable of which are a reduction in occupancy rates, amenities that are no longer being utilised, and a variable level of service. Every single one of these factors has a significant impact on the money that the hotel generates as well as the reputation that it has in the industry ( Wang et al, 2004). The hotel's capacity to attract new guests and maintain the patronage of those it already has is reflected in the occupancy rate, which is a crucial metric in the hospitality industry. According to Chen and Peng (2019), a downward trend in this rate that continues for an extended period of time is regarded to be an indication of underlying problems that require immediate attention.

The existence of infrastructures that are no longer in use constitutes yet another significant and significant hurdle (Pike, 2008). In this day and age, when technological developments are occurring at a rapid speed and customer expectations are continuously evolving, it is absolutely necessary to ensure that facilities are kept up to date. According to the findings of study that was carried out by Ryu and Han (2015), facilities that are kept in good condition and are kept up to date are associated with higher levels of customer satisfaction and loyalty. On the other hand, it is possible that the present condition of amenities at the Hilton Budapest does not meet the contemporary standards that its clientele expects experiencing. This might lead to unhappiness and feedback that is not pleasant.

One of the things that makes the hotel's faults even more severe is the fact that the quality of the service that it offers is uneven (Law et al, 2009). As stated by Parasuraman et al. (1988), the quality of service is a crucial component that plays a role in defining not only the level of satisfaction that visitors experience but also the overall performance of hotels. Inconsistencies in the delivery of services can lead to unfavourable experiences for guests, which in turn can be detrimental to the reputation of the hotel and lower the number of consumers who return to the establishment. In order to regain the hotel's competitive advantage, it is required to carry out a comprehensive research and put into action strategic intervention in order to address these challenges (Jones et al, 2016).

[bookmark: _Toc167638163]Consultancy Firm Background
Our consulting firm, XYZ Global, focuses on providing the hospitality industry with organisational development and strategic planning services from a strategic perspective. Because we have a demonstrated history of improving both operational efficiency and the level of happiness experienced by guests, we are well-equipped to meet the difficulties that the Hilton Budapest Hotel is currently facing. In order to achieve sustainable growth, our strategy entails conducting an in-depth examination of the hotel's existing operations, determining the most important areas that may be improved, and offering ideas that can be put into effect.
Our experience depends on utilising the most effective techniques in the industry as well as new strategies in order to generate improvements in performance. Using frameworks such as PESTEL, SWOT, and TOWS analyses, we ensure that we have a comprehensive grasp of the hotel's internal and external surroundings (Johnson et al., 2017). This is accomplished by conducting rigorous assessments and using analytical frameworks. By using such a complete approach, one is able to develop individualised solutions that are in accordance with the strategic objectives of Hilton Budapest and the conditions of the market (Kim & Kim, 2004).
In conclusion, the Hilton Budapest Hotel is currently dealing with substantial operating issues, despite the fact that it is located in an excellent location and offers extremely opulent amenities. There is a need for a strategic overhaul because of the fall in visitor satisfaction and occupancy rates, as well as the fact that the facilities are antiquated and the quality of service is inconsistent. Our Consultancy Firm is dedicated to providing the hotel with actionable insights and effective methods to address these difficulties, which will ultimately result in an improvement in the hotel's operational efficiency and market competitiveness. In the following sections of this study, we will conduct an in-depth investigation of the problems that have been found and make suggestions for how the hotel might be revitalised.

[bookmark: _Toc167638164]Analysis 

[bookmark: _Toc167638165]PESTEL Analysis
Political Factors
Hungary's political climate is relatively stable, which is a positive development for the country's tourism sector. For the purpose of attracting tourists, it is essential to maintain stability in government and the political atmosphere, since this guarantees both safety and predictability (Buhalis & Law, 2008). In recognition of the considerable contribution that the tourism industry makes to the economy of Hungary, the government of Hungary provides active assistance to the tourism sector. The Hungarian Tourism Agency (2023) notes that this assistance is reflected in a variety of projects that aim to promote Hungary as a tourist destination and to facilitate the growth of enterprises that are involved in hospitality related activities. The attractiveness of destinations such as Budapest is further enhanced by government policies that stimulate investment in tourism and the development of infrastructure (Han & Hyun, 2015).

Economic Factors
The city of Budapest, which acts as the capital of Hungary, has received a large amount of economic expansion, which has led to an increase in the quantity of disposable income among both the people who live there and those who come to visit in the city. According to Euromonitor International (2023), hotels like the Hilton Budapest stand to gain from the increased spending on travel and hospitality services that is a direct outcome of the fact that the economy is currently experiencing growth. However, tourism can be badly influenced by global economic events such as recessions or economic downturns such as unemployment. These types of situations can have a significant impact on the tourism industry. According to the World Travel and Tourism Council (2023), economic factors have an effect on the affordability and desirability of Budapest as a destination, which in turn has an effect on the proportion of hotels that are occupied and the amount of money they make.

Social Factors
According to Pine and Gilmore (1999), there is a significant development in the direction of experiential travel, which is characterised by travellers looking for one-of-a-kind and genuine experiences rather than traditional sightseeing. This trend presents an opportunity for Hilton Budapest to capitalise on it by providing curated experiences that highlight the history and culture of the local area. In addition, there is a growing desire for accommodations that are sustainable and favourable to the environment. According to Booking.com (2021), contemporary travellers, particularly younger generations, place a high value on sustainability and are more likely to select hotels that exhibit environmental responsibility. In order to increase its market attractiveness and cater to the ever-changing interests of its customers, the Hilton Budapest needs to implement environmentally responsible business practices.

Technological Factors
As a result of advancements in digital marketing and automated internet booking systems, the hospitality industry has undergone a complete and total transformation (Berezina etal, 2012). Hotels that make good use of digital platforms are able to reach a broader audience, boost customer engagement, and automate booking procedures, as stated by Buhalis and Amaranggana (2015). It is also possible for these hotels to contact more customers. It is necessary for the Hilton Budapest to make investments in the renovation of its technological infrastructure in order to preserve its position as the market leader. In accordance with the findings of Leung et al. (2015), this involves not only the adoption of advanced hotel management systems but also the development of cybersecurity measures, as well as the use of data analytics to improve both operational efficiency and customer happiness.

Environmental Factors
According to GRACI and Dodds (2008), the implementation of environmentally responsible policies and procedures in hotel management is gaining more and more importance. In addition to being necessary for the fulfilment of legal obligations, these practices are also required in order to attract people who are concerned about the environment. If the Hilton Budapest were to embrace environmentally friendly practices, such as lighting that is more energy efficient, waste reduction programmes, and sustainable purchase of materials, it would be good for the hotel to do so. It is absolutely necessary to comply with environmental rules in order to minimise the risk of incurring any fines or penalties and to guarantee that operational requirements are met (Enz, 2009). According to the United Nations World Tourism Organisation (2022), the hotel is obligated to keep abreast of environmental legislation on both a local and international level and to apply sustainable practices that are universally recognised as being the most effective.

Legal Factors
To ensure that its operations run smoothly and that it stays out of legal trouble, the Hilton Budapest must ensure that it complies with all applicable local and international hospitality regulations. According to Brotherton (2008), these restrictions cover a wide variety of domains, such as health and safety standards, compliance with food safety regulations, and laws protecting the privacy of guests. Furthermore, it is imperative that labour rules that pertain to personnel and operations be adhered to in a stringent manner. In this context, "fair labour practices" refers to the protection of employee rights and guidelines for workplace safety (Gretzel etal, 2015). The hotel's reputation can be preserved and legal issues that could be detrimental to its brand and financial status can be avoided by ensuring compliance (International Labour Organisation, 2023).
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SWOT Analysis

Strengths
Exceptional Location with Breathtaking Views:
The UNESCO World Heritage Site that is the Buda Castle neighbourhood is where you will find the Hilton Budapest Hotel, which is strategically placed. These breathtaking vistas of the Danube River and the metropolis of Budapest are available from this privileged location. According to Hilton (2023), travellers who are looking for both luxury and cultural experiences will find this location to be an attractive option because of its accessibility to major tourist destinations and its picturesque surroundings. Not only does this geographical advantage increase the quality of the experience that guests have at the hotel, but it also establishes the hotel as a premier destination for both leisure and business travellers (Choi & Chu, 2001).

Reputation of the Hilton brand that is strong:
The Hilton brand is one that is well-known on a global scale and is synonymous with luxury, excellence, and outstanding service. According to O'Neill and Mattila (2010), the high reputation of the brand increases the trust and loyalty of customers, which in turn attracts a consistent stream of guests from both local and worldwide locations. One of the most significant competitive advantages in the hospitality business is the fact that the Hilton brand name is associated with the promise of high standards and consistent excellence.

Exceptionally Wide Selection of Services and Amenities:
Hilton Budapest offers a complete assortment of amenities and services, including exquisite accommodations, several dining options, meeting and event spaces, a fitness centre, and spa services. It is a dynamic facility that is capable of holding a variety of events and functions due to the vast options that appeal to a wide range of visitor needs, ranging from business conferences to leisure stays (Hilton Budapest, 2023). Because of this versatility, it is easier to attract a wide variety of customers, which ultimately leads to increased occupancy and revenue (Ferguson & Ellen, 2013).

Weaknesses
Buildings that are no longer in use and require renovation:
The amenities of the Hilton Budapest are in need of major restoration, despite the fact that the hotel enjoys an excellent location and a strong brand. The failure to provide lodgings that are up to date and well-kept is likely to result in dissatisfied guests and unfavourable evaluations (Chen & Peng, 2019). Modern travellers have come to anticipate that their accommodations will be modern and well maintained. During the period in which renovations are being carried out, the hotel's financial resources and operational efficiency may be compromised due to the necessity of renovations (Jones et al, 2016).
Poor Service Quality That Is Not Consistently Providing Satisfaction to Guests:
It has been determined that the Hilton Budapest is facing a significant problem with the inconsistent quality of its service. Variability in service delivery can have a substantial impact on the overall experience and the level of satisfaction experienced by guests. According to Parasuraman et al. (1988), insufficient staff training, high employee turnover, and a lack of standardised procedures are all potential causes of inconsistent service from employees. Addressing these concerns is absolutely necessary in order to keep the degree of pleasure and loyalty of guests at a high level.
There is a limited presence on the internet and marketing efforts:
When it comes to attracting and keeping customers in this day and age, having a robust online presence is absolutely necessary. According to Buhalis and Law (2008), the Hilton Budapest is unable to successfully engage potential visitors and reach a wider audience because of its limited digital marketing efforts and underutilization of social media channels. Making improvements to digital marketing techniques, such as search engine optimisation (SEO), participation on social media, and online advertising, is essential in order to enhance exposure and competitiveness.



Opportunities
As Budapest's tourism industry continues to expand:
According to Euromonitor International (2023), the tourism business in Budapest is seeing tremendous growth. This growth is being driven by the city's rich cultural legacy, active nightlife, and growing appeal as a travel destination. The Hilton Budapest is in a position to take advantage of this expansion, which gives an ideal chance to attract more guests and enhance occupancy rates. Gaining a larger market share for the hotel can be accomplished by employing targeted marketing and strategic partnerships to capitalise on this trend (Harrington etal, 2017).
There is the possibility of forming partnerships with local businesses:
The creation of one-of-a-kind offerings and the enhancement of guest experiences can both be accomplished through engagement with local businesses. It is possible for the Hilton Budapest to separate itself from its competitors by providing guests with distinctive experiences through partnerships with local tour operators, restaurants, and cultural institutions (Graci & Dodds, 2008). Additionally, these collaborations have the potential to provide other revenue streams and to boost the hotel's appeal to travellers from both the United States and other countries.
There is a growing need for one-of-a-kind and personalised experiences for all guests.
According to Pine and Gilmore (1999), contemporary tourists are more interested in having experiences that are not only one-of-a-kind but also personalised and go beyond the typical hospitality offerings. In order to capitalise on this trend, Hilton Budapest may provide individualised services such as individualised excursions, unique events, and wellness programmes that are specifically designed for the guests. The provision of individualised experiences has the potential to boost customer happiness and loyalty, thereby distinguishing the hotel in a market that is very competitive.

Threats
A Market That Is Competitive and Has New Competitors:
According to Chen and Peng (2019), the hospitality industry in Budapest is very competitive, with a large number of new entrants offering alternatives to conventional hotels that are both innovative and appealing alternative options. There is a possibility that these new competitors will reduce the market share held by Hilton Budapest, particularly if they provide superior amenities or more competitive pricing. To maintain a competitive advantage over other businesses, it is necessary to consistently innovate and make investments in both infrastructure and services (Lockyer, 2005).

Fluctuations in the economy can have an effect on travel budgets:
There is a strong potential for economic instability and fluctuations to have a significant impact on consumer purchasing habits and travel budgets. There is a correlation between economic downturns, both internationally and locally, and decreased travel expenditures, which in turn can have an effect on hotel occupancy rates and revenues (WTTC, 2023). A number of initiatives, like as flexible pricing models and diversified service offerings, are required to be developed by Hilton Budapest in order to reduce the damaging effects of economic volatility.

Transformations in the Preferences and Trends of Tourism:
There is a continuous evolution of tourism trends and tastes, which is impacted by a variety of variables including technological improvements, cultural shifts, and global events (UNWTO, 2022). In the event that Hilton Budapest is unable to immediately adjust to these shifting patterns, the hotel may be put in jeopardy. For instance, the growing popularity of working from home and staying for longer periods of time may necessitate modifications to marketing and service supply. For long-term success, it is essential to be current with the trends in the market and to be able to respond quickly and effectively to changes.
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The conclusions from the SWOT analysis are incorporated into the TOWS analysis, which focuses on how to capitalise on opportunities, manage threats, correct weaknesses, and use strengths. The Hilton Budapest Hotel has the following strategic alternatives available to it:

Strengths-Opportunities (SO)
Utilising Hilton's Brand and Location to Increase the Number of Tourists attracted to the Hotel Through Improved Marketing and Partnerships:
It is possible to make efficient use of the strong brand reputation and ideal position of the Hilton Budapest in order to attract a greater number of travellers. According to Buhalis and Amaranggana (2015), the hotel's visibility and appeal can be improved through the implementation of enhanced marketing tactics. These methods include digital marketing campaigns, participation on social media, and collaborations with travel influencers. Additionally, by creating agreements with local businesses, including as tour operators, cultural organisations, and restaurants, it is possible to provide tourists with one-of-a-kind and individualised experiences that emphasise the rich cultural legacy of Budapest. According to GRACI and Dodds (2008), these relationships can also result in cross-promotional opportunities, which could result in increased foot traffic to the hotel from a variety of different sources.

Strengths-Threats (ST)
Take Advantage of the Strong Reputation of Your Brand to Set Yourself Apart from Competitors and Protect Yourself from Economic Downturns:
In a business that is very competitive, the globally recognised brand of Hilton has the potential to be a key differentiation. Through the promotion of the brand's dedication to quality, luxury, and great service, the Hilton Budapest is able to attract customers who place a high value on these characteristics, regardless of the fluctuations in the economy. According to O'Neill and Mattila (2010), the hotel may also provide existing clients with loyalty programmes and special packages in order to keep existing customers and attract new customers during times of economic depression. Moreover, advertising Hilton's global standards and consistency helps reassure customers of the reliability and exceptional service they can anticipate, so distinguishing the hotel from competitors who are more recent and have less established themselves.

Weaknesses-Opportunities (WO)
Consider Investing in Facility Renovations and Staff Training in Order to Enhance the Quality of Service and the Experience of Your Guests:
In order to capitalise on the expanding tourism industry and the growing need for one-of-a-kind experiences for guests, it is essential to address the shortcomings that are associated with facilities that are considered to be outdated and service quality that is uneven (Mattila et al, 2003). According to Chen and Peng (2019), the hotel's offers will be brought up to date and brought into conformity with contemporary norms if investments are made in the refurbishment of guest rooms, public areas, and dining facilities. According to Okumus et al, (2010) in order to improve service quality and consistency, it is necessary to implement thorough staff training programmes that specifically focus on providing excellent customer service, being sensitive to cultural differences, and maximising operational efficiency. These enhancements will not only increase the level of satisfaction experienced by guests, but they will also cultivate a positive working atmosphere, which will result in increased employee morale and higher turnover rates.

Weaknesses-Threats (WT)
To maintain a competitive position in the market, it is necessary to address operational inefficiencies and outdated facilities.
It is imperative that the Hilton Budapest rectify its operational inefficiencies and outmoded amenities in order to maintain its competitive edge. As stated by Leung et al. (2015), the implementation of modern hotel management systems has the potential to streamline operations, improve guest service, and eliminate additional expenditures. The hotel will be in compliance with the most recent industry trends and regulatory standards if it undergoes an upgrade of its facilities to include contemporary amenities and environmentally responsible practices (UNWTO, 2022). By doing routine maintenance and improvements, the hotel will be able to make sure that it continues to be appealing to customers, hence lowering the likelihood of receiving negative reviews and preserving its position in the market (Qu et al, 2011).


[bookmark: _Toc167638168]Recommendations and Change Management
Following are some strategic recommendations that have been proposed in light of the detailed analysis of the existing situation at the Hilton Budapest Hotel. These proposals are intended to solve the issues that have been discovered and to improve the hotel's operational efficiency, guest satisfaction, and market competitiveness.

Renovate and modernise the common areas as well as the guest rooms:
The state of the hotel's amenities is an essential component in determining the level of guests' happiness. It is very necessary to carry out major renovations of the guest rooms and the common areas in order to maintain compliance with contemporary standards and expectations. According to Chen and Peng (2019), this involves modernising the interior design, furniture, and technology within the rooms in order to provide guests with a more up-to-date and welcoming experience during their stay. In addition, common areas such as the foyer, eating venues, and conference facilities ought to be renovated in order to produce an atmosphere that is both welcome and aesthetically beautiful.

Put into practice environmentally responsible practices and sustainable design:

When it comes to travel, sustainability is becoming an increasingly significant factor. Incorporating environmentally friendly methods into renovations, such as energy-efficient lighting, water conservation systems, and sustainable materials, can considerably increase the hotel's attractiveness to customers who are concerned about the environment (Graci & Dodds, 2008). Not only can these measures improve the hotel's sustainability image, but they also have the potential to ultimately result in cost savings over the long run by reducing the amount of money spent on utilities.

Carry out Training Sessions on a Regular Basis in Order to Improve Service Quality:
An issue that has been noted as being noteworthy is the inconsistent quality of the service. Training programmes that are conducted on a regular basis and concentrate on providing excellent customer service, hospitality management, and operational efficiency are absolutely necessary. In accordance with Parasuraman et al.'s (1988) recommendations, these sessions ought to be intended to educate the personnel with the abilities that are necessary to constantly provide great service.

Concentrate on Developing Skills in Customer Service and Being Culturally Sensitive:
As a result of the diversified clientele that the Hilton Budapest draws, it is essential for the personnel to have a strong understanding of cultural sensitivity and the ability to provide excellent customer service. According to Baker et al. (2018), training programmes ought to incorporate modules that focus on strengthening communication skills and gaining a knowledge of cultural differences in order to guarantee that all guests sense that they are respected and accepted.

Increase your online presence by implementing targeted digital marketing campaigns, as part of your digital marketing strategy:
It is absolutely necessary to have a robust digital presence in order to attract and keep guests. According to Buhalis and Law (2008), the implementation of focused digital marketing strategies, which may include search engine optimisation (SEO), pay-per-click (PPC) advertising, and email marketing, has the potential to greatly boost the hotel's exposure and reservations. These initiatives ought to be driven by data, with a particular emphasis on market tendencies and the preferences of customers.
Take Advantage of Social Media and Online Travel Platforms to Reach a Larger Audience Both social media platforms and online travel agencies (OTAs) are significant tools that may be used to reach a global audience. On social media, increasing brand visibility and engagement may be accomplished through the use of interactive campaigns, regular updates, and material that is engaging. According to Leung et al. (2015), when hotels make use of online travel agencies (OTAs), they are able to expand their customer base and boost their overall reach.

Working in Partnership with Local Businesses to Provide Guests with One-of-a-Kind Experiences:
This can be accomplished by forming partnerships with local businesses, such as restaurants, cultural organisations, and tour operators, in order to provide guests with experiences that are both distinctive and memorable. According to Pine and Gilmore (1999), these partnerships can involve the provision of exclusive dining experiences, cultural tours, and special events that emphasise the most wonderful aspects of Budapest.

Collaborate with Tourism Operators to design Attractive Packages Working together with tourism operators to design travel packages that are appealing can increase the hotel's appeal to travellers from both the United States and other countries. The creation of value-added products that attract more reservations can be accomplished through the use of these packages, which can mix lodging with local attractions (Graci & Dodds, 2008).

Clearly define the steps and timelines involved in the change management plan that you will develop:
In order to successfully follow these guidelines, it is necessary to have a change management plan that is structured. (Kotter, 1996) states that this strategy ought to provide explicit information regarding the stages, responsible parties, deadlines, and resources that are necessary for each effort. A plan that is well outlined guarantees that all of the stakeholders are on the same page and are aware of their respective roles and responsibilities.

Maintain Effective Communication with All Stakeholders Regarding the Changes:
In order to successfully manage change, effective communication is essential. By providing staff, management, and other stakeholders with open communication and regular updates, it is possible to guarantee that everyone is aware of the changes and is on board with them being implemented. Meetings, newsletters, and feedback sessions are all examples of this type of communication (Kotter, 1996).

In order to guarantee a successful implementation, it is necessary to monitor and assess the impact of changes:
Continuous monitoring and assessment are required in order to determine the impact of the modifications and to guarantee that they will result in the results that are considered desirable. Key performance indicators (KPIs) and periodical reviews are two methods that can be utilised to monitor progress and locate areas that require enhancement. According to Cameron and Green (2019), adjustments ought to be made in accordance with feedback and performance data in order to guarantee continuous success.
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	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Outdated facilities
	Renovate guest rooms and common areas
	Improved guest satisfaction and increased occupancy rates
	6 months
	31/12/2024
	$1,000,000

	2
	Inconsistent service quality
	Implement staff training programs
	Enhanced service quality and guest experience
	3 months
	30/09/2024
	$50,000

	3
	Limited digital presence
	Develop and execute a digital marketing strategy
	Increased online bookings and brand awareness
	4 months
	31/10/2024
	$75,000

	4
	Lack of unique guest experiences
	Partner with local businesses and tourism operators
	Unique and personalized experiences leading to higher guest loyalty
	5 months
	30/11/2024
	$25,000
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In the study that was compiled by the consultant firm for the Hilton Budapest Hotel, the most important problems that were influencing the hotel's performance were painstakingly analysed, and strategic recommendations were given to solve these concerns. It is anticipated that Hilton Budapest will be able to considerably increase its operational efficiency, guest satisfaction, and competitive edge in the market by implementing a combination of facilities redevelopment, staff training, better digital marketing, and strategic alliances.
It was determined that the facilities at the hotel were in a state of disrepair, which was one of the key problems. Renovating is necessary in order to fulfil the contemporary standards that are required by travellers in the present era. Enhancing the aesthetic appeal of the hotel by modernising the guest rooms and common areas, as well as adopting environmentally friendly methods, would not only increase the hotel's operating efficiency but will also enable it to attract customers who are environmentally sensitive. Graci and Dodds (2008) state that environmentally responsible hotel designs and energy-efficient systems can result in cost savings over the long run and provide support for the hotel's commitment to environmental responsibility.

The inconsistency in the quality of service has been a key problem that has an impact on the satisfaction of the guests. It is recommended that regular staff training programmes be implemented, with the primary focus being on customer service skills, cultural sensitivity, and operational excellence. Through these training programmes, personnel will be given the ability to provide consistent and high-quality service, which will result in a great experience for guests and an increase in the number of repeat customers. Investing in the development of staff members not only increases job happiness but also decreases employee turnover, which ultimately results in a workforce that is more stable and motivated.

In this day and age, having a strong presence on the internet is absolutely necessary for achieving success. It is recommended that Hilton Budapest improve its digital marketing strategy by implementing focused advertising, engaging with social media, and utilising online travel platforms. The visibility of the hotel will be increased as a result of these efforts, which will also attract a larger audience and generate bookings. It is possible for the hotel to better understand the preferences of its customers and modify its products to match their requirements by utilising the power of digital tools. This will ultimately result in increased levels of customer satisfaction and loyalty.

There is a great possibility for Hilton Budapest to provide its guests with experiences that are one-of-a-kind and more personalised through the establishment of partnerships with local companies and tourism operators. Exclusive dining experiences, cultural excursions, and unique events that highlight the rich past of Budapest are all examples of collaborations that may be formed through these agreements. The hotel is able to separate itself from its rivals through the implementation of such initiatives, which also provide the establishment with extra revenue sources and boost its position in the local market. 

Change Management Practices: It is vital to have a change management plan that is both explicit and structured in order to guarantee that these recommendations will be successfully implemented. The particular actions, deadlines, and individuals who are responsible for each effort should be outlined in this strategy. Continuous monitoring and evaluation will guarantee that the targeted objectives are reached and that any necessary adjustments are made promptly. Effective communication with all stakeholders is essential in order to encourage understanding and buy-in, and it is also essential to ensure that those outcomes are realised. 

The Hilton Budapest might anticipate a number of favourable outcomes if it follows these strategic ideas and puts them into action. A higher level of satisfaction among guests and a rise in occupancy rates will result from the renovation of facilities and the improvement of service quality. Having a strong digital presence will allow the hotel to reach a wider audience and bring in new consumers. Additionally, strategic collaborations will enable the hotel to provide guests one-of-a-kind experiences that will motivate them to return. Over the course of time, these enhancements will reinforce the market position of the Hilton Budapest, boost its reputation, and contribute to the establishment's sustained growth.

A thorough road map has been offered by the consultancy report to Hilton Budapest in order to address the issues that it is currently facing and to make the most of the opportunities that have recently shown themselves. The initiatives that have been offered are intended to enhance the hotel's operating efficiency, increase the level of satisfaction experienced by guests, and preserve the hotel's position as the most prominent provider of hospitality services in Budapest. The Hilton Budapest is able to accomplish its strategic objectives and ensure a profitable future by paying great attention to implementation and conducting ongoing evaluations.
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