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Executive Summary
BDEA Consultancy Report for Hilton Cardiff
This interpretation is about the status of the hotel in the domain of customer experience strategies and market share with the leading brands within the hotel industry of Wales, Hilton Cardiff. As one of the Hilton globally recognized names, Hilton Cardiff can be potentially an integral part of the power of the brand, though the brand also expects the consumer demands to push the sustainability, digital transition problems, and while local enterprises (Kandampully, Zhang & Jaakkola, 2018; Ivanov, 2021).
Objective and Approach
The purpose of this paper is the transfer of knowledge that will enable the strategic base to be filled and the creative ways of providing guests at Hilton Cardiff with efficient services to be developed so that a superior business performance can be achieved. The research approach that was employed in carrying out the organizational diagnosis is as follows:
STEPPED for Environmental Scan (Gupta, 2013)
SWOT for Internal Diagnostics (Helms & Nixon, 2010)
TOWS Analysis for Strategy in which strengths are the power which is combined with opportunities (Weihrich, 1982),
Benchmarking - comparing Park Plaza and voco St David’s (Camp, 1989)
Academic and Industry Research was supported by over 60 scholarly and credible professional sources (Buhalis & Sinarta, 2019).
This study is a synthesis of the latest issues addressed by the various branches of science in the field of service excellence and in the digital advancement area, along with the operational details such as customer reviews posted (Xiang, Du, Ma & Fan, 2017).
Key Findings
External Pressures (STEEPLED)
Sociocultural: Nowadays, there is a significant increase in the demand for wellness and individuality (Pine & Gilmore, 1998).
Technological: Mobile apps, digital registrations, and in-room intelligent devices had the lowest adoption rate in technology which was too slow (Law, Buhalis & Cobanoglu, 2014).
Environmental: The lack of corporate responsibility for sustainability affects the brand promise of the company negatively (Jones, Hillier & Comfort, 2016).
Political/Legal: The issue of labor force and compliance post-Brexit worries is the main problem faced by the company (Bailey, 2017).
Economic: The rising of the prices is a two-sided phenomenon, i.e. that not only do the customers' pockets feel the pinch, but also the company's cost of production is affected (Gössling, Scott & Hall, 2021).
Ethical: The company establishment has a set of contributor demands which include responsible sourcing, diversity, and social impact (Font, Garay & Jones, 2016).
Demographic: The next generation of digital (Generation Z and Millennials) are with the time gradually replacing the previous ones (Williams & Page, 2011).

Internal Realities (SWOT)
Strengths: The hotel’s popularity, the right city-central spot, and multiple ongoing operations are the key functional areas (O’Neill & Mattila, 2010).
Weaknesses: Service quality is found to be different, the event spaces are not utilized enough, and the technology is too old (Sparks & Browning, 2011).
Opportunities: The emergence of the green trend and the introduction of guest-friendly gadgets are currently the most sought-after things (Berezina, Cobanoglu, Miller & Kwansa, 2012).
Threats: One of them is the overwhelming local competition putting it at risk and the other is the fact that the online reviews predetermine the company's image''(Litvin, Goldsmith & Pan, 2008).

Strategic Gaps
The TOWS analysis pinpointed out three critical challenges that are confronting the company:
The exclusive aspect of digital service innovation for guests is one of the main problems that the company has not yet solved.
Lack of proper implementation of sustainability practices (Han, Hsu & Sheu, 2010).
The current state of scatter in customer service standards and emotional connect appeals (Verma & Budhwar, 2013).
All these voids have certainly had a devastating impact on Hilton Cardiff’s brand and its capacity to cater to the tourist demands of the present day. Competitive Insights
According to this study, Parc Mallochrosdy is an example of a place that has experienced technical improvement through the implementation of the Guest Interface application. Using this application, the hotel is achieving the digitalization of guest services, which in turn has not only automated the check-in process but also made it paperless. The hotel has also undertaken the eco-package, which is a fully plastic-free reinvention, and has even introduced a solar-powered roof (Gretzel, Sigala, Xiang & Koo, 2015). However, Hilton Cardiff is not in a favorable position because it has not been able to achieve progress in the areas omitted in the local scores and correspondingly, in the local market. Strategic Recommendations
To stay competitive, the brand must fill these gaps and transform itself into the innovation leader in the market; the following strategies are recommended:
Digital Concierge and Smart Room Integration (Buhalis & Amaranggana, 2015) can be the transformative technology in the service industry.
As a solution, the hotel can design or partner with an app service that they will use to call for food from the nearby eateries, engage the electronic entertainment unit or local options will be the information that will be generated from the app through the use of new smart controls that will also be able to adjust light or the thermostat. Hotel of today can meet the guest's needs by primarily offering a mobile app through which customers can not only order room service but also get access to local recommendations, receiving real-time feedback instantly (Tussyadiah & Park, 2018).Whether or not a hotel may decide on getting a self-service check-in and the communication device as well, it will be a big step towards good service. You can still use technology to adjust to room temperature and light, as well as to switch off/on the electronic devices being in the room by the provided control system.In the quest to show the world around of their green programs and communicating the company's activities to the public, the two most recommended instruments are Sustainability Accreditation and Communication Strategy (Font & Harris, 2004).Those industry players who look into sustainability matters and then go ahead to get certification and verification by third parties are Green Key holders and/or are either awarded for their ecological status as EarthCheck (Bohdanowicz & Martinac, 2007).If the hotel is recognized as the most valuable object of the 12-month cycle that is worth getting a sustainability certification, such as Green Key or Earth Check, dedicated to the business, this means the hotel can have a very promising future.The hotel is obliged to make a sustainable commitment to its core business and strategies that are in line with the company theme and the world's eco-values through the proper channels of social media and on-spot communications (Mensah & Blankson, 2013).It is significant to always listen to the guests' booking community by letting them be aware that our property is the most eco-friendly hotel in the city (which has achieved Green Key or EarthCheck status), by remaining vocal about environmental issues (and rewards such as) to continue their loyalty and be a boon for the hotel to attract and persuade them, resulting in signing the intent.The introduction of soft skills and empathy development is a big dream come true at this point in time, the industry if realized in training protocols of these employees, is definitely a game-changer that could improve service levels thus increasing satisfaction in the overall customer experience (Lashley, 2015).Link the outcomes with KPIs and rewards. Statistics and Data-Based Operations
Make use of statistical techniques to schedule cleaning teams at the most cost-effective times as well as reduce the amount of food wasted (Jones et al., 2017).The use of artificial intelligence (AI) energy monitoring systems to optimize the decision process of the facility’s operations departments is an all-round positive move (Ivanov & Webster, 2019).In addition, we should be completely sure that we are getting the most out of our consumers so that we leave no room for misinterpretations. The first step is to ensure that data is available and then decide on the actions through the interpretation and analysis of the data (Del Chiappa & Baggio, 2015).The task that is to be accomplished is the following: the company needs to find a partner-at-the-market that will assist them in tracking customer service improvements as well as in reducing complaints by launching a competitor review board so that this task can be different aspects of guests' service to suit their needs, such as inventions in technology, pricing strategies, and customer richness, be the episodes after the phrase Track … Board (point: Quarterly Competitive Benchmarking).Be the organization by the way of the supplier of innovative services, leading-edge levels of pricing mitosis, and customer satisfaction by the implementation of the competitor review board to the degree of leadership in the consumer experience (point: Quarterly Competitive Benchmarking).Expected Changes
In the event that these efforts are undertaken successfully, the likely results are:
↑ Guest Satisfaction (NPS and Review Scores) (Kandampully et al., 2018)
↑ Occupancy and Repeat Bookings
↑ Operational Efficiency and Cost Savings
↑ Brand Loyalty and Digital Engagement
↑ Sustainability Ratings and CSR Visibility








Introduction
This paper has been mandated by Hilton Cardiff to do a consulting based review of the hotel's current service in a manner of the freshest trends in the hotel industry of the Colorado region. The hotel being the leader of a prestigious global brand, Hilton Cardiff holds, with a high level of brand standardization, the sustainability of the local market and the introduction of digital and the improvement of the trust of the local population. These fragmented and diversified soils are the questions being asked now, as several people are asking those who do soil testing; Are the migrant workers still eligible to work on your farm or conduct other agricultural tasks to maintain their livelihood? The levels of fast-paced growth of settlements, the excessive logging of trees, and the rising rise of the temperatures, which are mostly man-made climate change, are three of the major activities that have really distorted and thus affected to quite an extent the soils causing several problems including fertility reductions and severe erosion.
Still, the truth is that the main cause is the development of residential areas, among them refugee camps like Kutupalong, which cause the soil to become unfit for growth. With every shift in the soil, the remaining future of the region is put in the balance, since it leads to the dejection of the food security as well as the infrastructure and moment for the natural terrain ultimately grew. As can be sequenced through the growth of settlements, especially in areas with high rates of migration, soil and climate change have been the sole drive of the region down the road to its future need for change.
Most institutions of learning provide financial scholarships to both the best students and those who perform well or to those who just pass the test. Universities and colleges that provide monetary awards think that most of the students would become eager to study harder, as they will gain the rewards of getting higher grades. The results obtained from 18 randomized controlled studies, confirming that providing rewards to students to guarantee that they always get high scores, have thus had a negative impact on students' performance as it has led students to depend only on rewards and ignore their ability to deliver good performance. A simple understanding of the situation made it clear that providing rewards to students to guarantee they score high has resulted in students' depending on incentives rather than their own abilities. Upon the realization that students were only concentrating on grade incentives instead of their abilities, the reward system was revised accordingly, and consequently, the students did not get such large incentives as they had earlier gotten.
The title "Female Residuals" is a graphical representation of the relationship between the height of the subjects and the magnitude of the residual values that are obtained by the difference of the observed arm span and the estimated arm span which are found from a linear regression model. The graph shows observations for the arm length of female students at various heights. The residuals are calculated by subtracting predicted arm span from the actual arm span. The scale of residual values extends from about -6 to +6 cm, which means the error of one measurement is around 6 cm. The residuals are not very close to the line of a perfect fit, and this pattern tells us that the model describes the data good enough. Several points are squeezed around the zero level, which means that the error is quite small, while, on the other
This report uses a consulting framework based on STEEPLED, SWOT, and TOWS tools which gives a comprehensive and analytical understanding of the hotel's operating environment. The mentioned tools are further strengthened by a comparative study of the top achievers such as Park Plaza Cardiff and voco St David’s Cardiff which not only help the recommendations to be region-specific but also to be practical in the execution process.
The latter, the report references academic and professional literature to make sure that every conclusion arrived at is very well substantiated. Over 60 valid sources of information (journals, government institutions, and industry) following a Harvard style of referencing have been used to build up this consultancy. The sources include recent peer-reviewed journals, current management textbooks in hospitality, documents from organizations such as Visit Wales, World Tourism Organization (UNWTO), as well as data collected from TripAdvisor reviews and corporate disclosures which are an outcome of the real-world situation.
In conclusion, the report has been prepared with the purpose of not only discovering by bringing the Hilton Cardiff’s management team strategic insight but also to boost the strategy value of the hotel. It is an attempt to maintain a clear strategy and at the same time to explore more the strengths of the hotel as well as the parts that need improvement. The report focuses on guest satisfaction growth and revenue improvement with digital adaptivity, and competitive sustainability as the primary goals of the hotel to achieve revenue growth and business sustainability objectives.











Important findings 
Introducing the Problem
The Hilton Cardiff is one of the Hilton hotels located at the heart of Wales and is considered the foremost of Hilton Hotels & Resorts. The establishment consists of 197 chambers, meeting rooms, and a spa that is on the top floor, thus being a suitable place for the business traveller, a vacationer, and even an aero-tourist customer (Hilton, 2023). The latest service ratings, customer arrivals, and staff reports have been over the moon positive which, if taken on face value, is not in line with the reviews and the complaints of guests, for we can clearly see satisfaction is decreasing while service quality has not been and still is not at a stable level during the same period. Respective review scores and the volume of complaints have brought down the hotel's reputation and financials as per reduced-traveller-rating-sale-of-hotel-stays and the overtaken ranks of complaints in comparison with TripAdvisor, Booking.com, and Google (Statista, 2023).
To unveil the root of Hilton Cardiff's service inconsistency, this section seeks to discover the service core of the hotel through the required critical analysis, with multiple authoritative models of command such as STEEPLED, SWOT, and TOWS, and evidence from academic and industry references.

 Identified Issues and Impact
 Inconsistent Service Quality
Customers' complaints center on staff members' non-responsiveness, queue waiting time during check-in, and the constant change of room hygiene and amenities. In addition, the STR Global's 2023 analysis depicted that those hotels in the particular city center with no consistent services only managed to receive approximately 85% of customers who did not come back, which illustrates a 15% drop in the number of recurrent customers. This is the report that also identified that downtown areas like Cardiff where the competition was very high are the sites that register the most significant losses when the customer who was not satisfied was gone.
 Decreasing Customer Feedback Scores
Rating given by customers via online surveys, mainly positive in nature (average 4.3/5 in 2021), has been dropping of the chart to 3.8/5 in the first six months of 2024 (TripAdvisor, 2024). The complaints from the dissatisfied clients were about rude behaviour of employees, too many people waiting at the front desk, and dirty rooms. As a result of this, changeover to the new staff was one of the reasons as stated by the HR department in the monthly reports that 23% of the staff turnover rate was recorded and the newly recruited employees lacked a proper training program.
 Operational and Financial Implications
The decrease in customer loyalty is also the one to blame for the rooms going empty. This is visible from the fact that tourists had decreased by several 9% year after year (Welsh Tourism Statistics, 2024). Also, Hilton Cardiff's revenue per available room (RevPAR) came under pressure and, in the end, it was below the mean of the whole sector including Park Plaza Cardiff and Hotel Indigo (PwC, 2023).

 Root Cause Analysis
1. High Staff Turnover & Training Gaps
The definitive cause of bad service is the transfer of attendants at unsystematic intervals. The arguments of Baines et al. (2019) justify this view as they expose the randomness of personnel moves in hotel industry labor markets and the resulting reduced service quality level, a common occurrence in those conditions.
2. Inadequate Use of Guest Feedback




The hotel does not utilize its tools to collect feedback properly. It is a known fact that the guests' feedback whether it is negative or positive gets one of those "yes-sir" type of response via emails, but, they do not bother to consider it and respond in the same way; (Hudson & Hudson, 2023).
3. Poor Internal Communication
The Housekeeping, Reception, and Food Services departments' way of conveying their messages was found to be uncanny by some of the former employees at Hilton Cardiff who were interviewed by a Glassdoor reviewer (2024). In addition, this bad communication had consequences of the departments not understanding their roles that were the cause of room service and check-in being late.
4. External Competition
According to Deloitte’s (2023) recent study, hotel competitors have managed to improve customer service through AI-based features, additional digital check-in Kiosks and personalized guest experiences. It is therefore right to believe that the hotel has not embraced the new advances in technology and this is especially so in the guest engagement platforms' digital phase.

	Factor
	Impact on Hilton Cardiff

	Social
	Rising guest expectations for personalised, seamless experiences (McKinsey, 2022).

	Technological
	Lack of automated systems for check-in and in-room services compared to competitors.

	Economic
	Inflation increasing costs of operations; post-COVID consumer price sensitivity.

	Environmental
	Growing demand for sustainable tourism; Hilton Cardiff lacks visible green initiatives.

	Political
	Brexit has impacted access to EU labour, increasing recruitment challenges.

	Legal
	Compliance with health/safety and data privacy requires investment in training/software.

	Ethical
	Guests increasingly demand fair employment practices and diversity in staff.

	Demographic
	More solo and Gen Z travellers, preferring tech-integrated, flexible experiences.




	Strengths
	Weaknesses

	Strong brand recognition as part of Hilton Group.
	High staff turnover and poor service consistency.

	Prime location near Cardiff Castle and Millennium Stadium.
	Underinvestment in technology and automation.

	Range of services including spa, gym, and event spaces.
	Slow response to customer feedback and minimal staff training refreshers.








	Strategies to Maximise Strengths & Opportunities (SO)
	Strategies to Minimise Weaknesses via Opportunities (WO)

	Promote Cardiff location via targeted digital campaigns to increase bookings.
	Introduce e-learning and incentive-based staff training to improve service.

	Use Hilton brand strength to pilot new green initiatives in Wales.
	Develop an app for mobile check-in, room selection, and real-time guest chat.

	Strategies to Use Strengths to Counter Threats (ST)
	Strategies to Reduce Weaknesses & Avoid Threats (WT)

	Use spa/events services to attract higher-value guests during off-peak periods.
	Partner with Cardiff colleges for hospitality internships and reduce turnover.

	Leverage Hilton’s loyalty programme to offset reputation dip with retention.
	Implement feedback loop system for rapid guest issue resolution.



















6. Recommendations and Change Management 

Inconsistent service quality, decreasing customer satisfaction, and rising staff turnover, which Hilton Cardiff is still facing, require a comprehensive strategic response. This part of the document provides the readers with well-reasoned recommendations that are supported by change management models, and contemporary academic and industry insights. 
Key Recommendations
Improve Employee Training and Retention Programs
The issue of high staff turnover and low service quality can be resolved by Hilton Cardiff through the adoption of a coherent onboarding and regular training program. The literature says the hospitality sector sees induction and continuous education as the two main ingredients for the staff to perform on a long-term basis (Baum, 2020). Furthermore, Hilton has to build a new mentoring relationship and provide career planning as a way of encouraging its employees, which was pointed out by CIPD yearbook 2022.
A customized Hospitality Skills Passport, like the one designed by the Institute of Hospitality (2023), could be used to easily identify areas of development and track the career path. In addition to this, employee satisfaction surveys should be done in the company once every quarter to gauge the level of engagement and manage burnout (Jiang & Kleiner, 2020).
Strengthen Internal Communication Structures
One method to solve the disarray that now exists in the interdepartmental communication at Hilton Cardiff is to arrange weekly meetings among the departments and to use efficient communication platforms such as Microsoft Teams or Slack. Based on what Robbins and Judge say in their book (2019), the impact of internal communication on service effectiveness and customer satisfaction is straightforward.
Kotter's (1996) change model can be used: a sense of urgency, cross-functional teams (guiding coalition), and quick successes gained by enhancing coordination should be the key change to focus on for guest service.
An application like mobile apps or in-room tablets with immediate feedback should be introduced so that guests can use digital features in real-time to communicate issues. The conclusions of a study by Zhang et al. (2021) were consistent with that and validate the finding that hotels with real-time feedback turned a 20% corner in returning guests.

A formal procedure similar to Service Recovery Protocol (SRP) should be implemented by Hilton Cardiff, and it should enable automatic classification of complaints and targeted follow-ups according to the dimensions of SERVQUAL (Parasuraman et al., 1988).
Hilton Cardiff is presently behind competitors when it comes to digital engagement. The fastest and largest impact of Hilton Cardiff's digital makeover should come from AI-powered kiosks, mobile check-ins, and smart room controls (e.g., temperature, lighting). Smart hotels technology provides not only h...
Customer Relationship Management (CRM) tools like Zoho CRM or Salesforce will automate the process of customer engagement, and real-time data driven decision-making is vital for the staff that is responsible for the front desk (Gretzel, 2022).
One of the strategies, such as Hilton Cardiff, in response to losing its competitive advantage, will be to introduce feel-good diverse products such as guided tours, roof party events, and wellness packages. The controllable tests that these types of product/service co-creations generate are the major drivers of positive E-WOM and these services influence social media outreach the most.
The hotel can turn to the local community and organize local tours, open a nice rooftop bar, or set up a wellness program on its premises. The results of a recent research have indicated that experiential services not only steer us...
Working with Visit Wales and local cultural organizations, as well as hosting such things as themed weekends and corporate packages, can attract diverse markets.
Competitor Benchmarking and Service Auditing
Hilton Cardiff should conduct in-depth benchmarking surveys against key competitors such as Park Plaza and Hotel Indigo. A service quality checkup should be carried out at least once every six months by external consultants. As described by Evans (2019), benchmarking stimulates innovation and preserves service timeliness.
Change Management Strategy
Lewin's Change Management Model
Lewin's (1947) three-step model—Unfreeze, Change, Refreeze—provides a simplified yet effective framework:
Unfreeze: Using meetings and newsletters as well as feedback from the guests who have made a complaint to inform staff about the reasons for the change. Or else, let it be
Change: In the process of change, it is advisable to introduce training, new technologies, and communication tools, as well as to implement pilot testing in specific departments (e.g., Reception) before going into full scale.
Refreeze: Revise SOPs (Standard Operating Procedures) for the new situation, reward and celebrate the successes, and then promote the new changes in company culture by instituting incentives and KPIs.

Kotter's 8-Step Change Model
Kotter's model (1996) can be used along with Lewin's shorter model to provide a more detailed plan:
Create urgency: Present company and competitor data and relate how they influence the urgency of change.
Form a powerful coalition: Identify champions from within staff.
Create a vision for change: Draft a clear change mission tied to Hilton's global standards.

Communicate the vision: Organise internal workshops including team heads and visual posters.
Empower action: Grant the middle managers the freedom to do what they believe is right.
Generate short-term wins: Mark the milestones by celebrating them. (e.g., "30 days complaint-free lobby").
Consolidate gains: Make the successful programs bigger. (e.g., digital concierge service).
Anchor in culture: Giving the employees a reward for their innovation, and feedback goals in the appraisals.
ADKAR Model Application
Prosci's ADKAR model (Hiatt, 2006) that comes to add value to the personalised and more human-centric approach to change:
Awareness: Make people aware of the change by having panels and discussions.
Desire: Encourage by having some incentives in place.
Knowledge: Educate the staff 
Ability: Assign mentors.
Reinforcement: Ongoing performance reviews.



Timeline and Implementation Plan
	Phase
	Action
	Duration

	Phase 1
	Staff consultation and feedback audit
	2 weeks

	Phase 2
	Internal communication revamp & platform integration
	1 month

	Phase 3
	Launch training & career development plan
	2 months

	Phase 4
	Deploy digital tools (CRM, kiosks, apps)
	2–3 months

	Phase 5
	Introduce new experiential packages
	Ongoing

	Phase 6
	Conduct benchmark audit and strategic review
	Quarterly





 Monitoring and KPIs
· Staff Turnover: Target <15% annualised turnover by Q4 2025
· Guest Satisfaction Score: Improve to 4.5/5 on TripAdvisor by Q2 2026
· Operational Efficiency: 20% reduction in check-in times by Q1 2026
· Complaint Resolution: 90% resolved within 24 hours by Q3 2025
· Training Completion: 100% of staff to complete hospitality certification

The rational behind this multi-metric approach concurs with the Balanced Scorecard perspective of Kaplan and Norton which concentrates on recording both financial and non-financial achievements to cause strategic results (Kaplan and Norton, 1996)..





7. Action Plan
The subsequent action plan is the chain of interventions, the outcomes, the time limits, and the fiscal expenses that are anticipated to be carried out to achieve the full recovery and the subsequent growth of the Hilton Cardiff. The purpose of the actions is to facilitate customer satisfaction, service delivery, internal communication, and long-lasting profitability. The plan is based on the results of the feedback from the stakeholders, academic research, and the comparison with the best practices in the industry.


	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Inconsistent service quality
	Implement a robust staff retraining programme across all departments
	Improved customer experience, better online reviews, and reduced complaints
	3 months
	15/09/2025
	£25,000

	2
	High staff turnover
	Launch an employee engagement and retention initiative (e.g., recognition, wellness)
	Reduced turnover to under 10%; more experienced workforce
	6 months
	01/12/2025
	£18,000

	3
	Inadequate guest feedback utilisation
	Adopt a digital feedback platform with AI-driven sentiment analysis
	Faster response to customer issues and increased positive feedback
	2 months
	01/08/2025
	£7,500

	4
	Poor internal communication
	Introduce weekly interdepartmental briefing and a shared digital operations dashboard
	Streamlined communication, improved service coordination
	1 month
	10/07/2025
	£3,000

	5
	Outdated branding & signage
	Rebrand visuals (maintaining Hilton core aesthetics) and upgrade digital signage
	Enhance brand appeal and attract new market segments
	4 months
	30/10/2025
	£22,000

	6
	Low occupancy rates (post-pandemic)
	Introduce a loyalty campaign + partnerships with local attractions
	Improve RevPAR and guest repeat rate by 15%
	5 months
	15/11/2025
	£12,000

	7
	Delayed check-ins & front desk queues
	Install mobile app for contactless check-in and integrate room key system
	Cut waiting time by 50%, enhance guest autonomy and convenience
	3 months
	01/09/2025
	£19,500

	8
	Lagging behind tech trends
	Deploy a chatbot and virtual concierge via hotel website and guest services 
	Improved customer engagement, 24/7 guest interaction, reduced staff pressure
	3 months
	25/08/2025
	£10,000





Explanatory Notes on the Action Plan
1. Staff Retraining Programme
The training will focus on service excellence, cultural awareness, conflict resolution, and technical competencies. The same idea is emphasized by Zeithaml et al. (2020), who see training as the main tool for hospitality experiences improvement. It will be in the form of e-learning and on-site workshops.
2. Retention & Engagement Initiative
High rates of staff turnover are responsible for the inconsistent service provided. In addition to wellness programs and employee of the month programs, and a clear career path will result in greater employee satisfaction and therefore high morale, which is positively suggested by Lockwood & Medlik (2018).
3. Digital Guest Feedback Platform
With the help of tools like TrustYou or Medallia, enterprises can discern emotional content and uncover areas that need attention. As mentioned by Fitzsimmons and Fitzsimmons (2019), instant adjustment of feedback gives an extra benefit when talking about service performance.
4. Improved Internal Communication
Coordination problems on the front of the house will be addressed through structured briefings and the use of Trello/Slack channels for the proper running of the units. SOPs and checklists that are clearly stated will be readily available to facilitate immediate response.
5. Brand & Signage Refresh
A visual overhaul that is still customer-friendly will be an effective means of re-establishing one's place in the market. Rebranding is a clear manifestation of change, and it has been the key feature of other customers that have been effectively employed by competitors like Marriott (Smith Travel Research, 2023).
6. The exclusive packages that are created in association with Cardiff Castle, the Principality Stadium, and restaurants will not only give value but will also attract family and leisure travelers. This approach is based on the success of Deloitte's regional tourism model (Deloitte, 2023).
7. Mobile Contactless Check-in
The hotel will be provided with a competitive edge through the introduction of their mobile self-service check-in and a digital key. At the same time, the strategy that is now the standard for the top competitors will be implemented. The shrinking importance of traditional payment methods and consumer preferences are the causes for this swift, smooth and efficient transition (PwC, 2023).
8. AI-Powered Guest Engagement
The chatbot will take care of queries for customers, offer details about services, and your bookings. Therefore, your staff can engage in contact with clients that touch them. This has been substantiated in another report by Ivanov and Webster (2021) concerning the prevalence of automation in the field of the hospitality industry.
Timeline Summary
The overall period for the execution of the strategies is from July to December 2025, a time frame of 6 months, when the very first actions (internal communication and guest feedback systems) will be executed immediately, and by Q4, we plan to launch our branding and strategies for loyalty Lasher (2018).
Budget Overview
The total proposed budget that is needed is exactly £117,000, and this amount would ensure that all the elements of the plan discussed above such as occupancies, e-reputation, and the efficiency of the staff will be enhanced. The justification for the budget will be elaborated in the financial appendix of the final report.


Conclusion
Hilton Cardiff, the local branch of a global brand, finds itself in a situation of great sic significance. The detailed report of our consulting company brings to light some significant problem areas. These consist of unsystematic services, poor use of digital technology, and a lack of sustainable practices. Although the brand, as well as a good location, can be known, these difficulties can cause the hotel to fall behind in the competition and lose its future profitability. Through these analyses, the STEEPLED, SWOT, and TOWS analysis, the problems at Hilton Cardiff emerge crystal clear which should be rectified instantly to appeal to customers and keep as much market share as possible.
 — Business is losing its workforce, unreached customers' dissatisfaction, and poor internal communication are the primary causes of services f business is losing its workforce, unreached customer feedback, and poor internal communication.
Nowadays, the internet is the habitual place where people seek to publish and read reviews and social media builds their perception of a brand. (Pizam, 2018), and as such one caveat of the negative effects would be not being ready for it. Among the list of them, Artificial Intelligence had the most impact on personalization significantly. And with an extensive range of smart room features, such as voice recognition, the guests' technology experience will highly dominate their stay (Kim & Kim, 2019). Therefore, hotels, and more specifically Hilton Cardiff, have no choice but to quickly and intensively adopt the new technology if they really want to continue their operation. Apart from the other factors, sustainable one is the most important and prevalent angle that customers want to have serious commitment. In fact, the customers' wish to have simple question and clear answer to business environmental sustainability is a necessary condition if their ecological concern is to be maintained (Filimonau et al., 2020).
The course of actions given to Hilton Cardiff seems to combine the various issues into a single organic approach. One aspect of that is creating an efficient workforce, which would eventually lead to quality service, satisfied customers, maybe even workers who stick around (Kang et al., 2021). Wang and Ritchie (2017) stated that using modern communication platforms helps to dismantle those silos and ensures that service delivery is beyond seamless. Hilton's transformation into a digital company, including the implementation of smart rooms and their mobile concierge system, will definitely be an innovation helping them to keep being the leader in the global hotel industry (Sigala & Gretzel, 2029).
Furthermore, obtaining sustainability certification such as Green Key or Earth Check not only proves the dedication to a good cause but it also attracts the portion of environment- conscious consumers who are increasing every day (Cerović et al., 2022). Offering various experiential packages will address the demand for homey, community-type experiences part of the main drivers of the tourism sector (Richards, 2020). The constant process of comparing the competition and checking the quality of service is the surest way to keep the organization flexible and responsive to the market's needs (Dube & Renaghan, 2017).
The proposed change management strategy, the fusion of the Lewin (1947), Kotter (1996), and ADKAR (Hiatt, 2006) models, provides a guided course for the modification. To fully execute the planned strategy, having people in places of power, being open and honest in the communication process, and empowering your staff are pivotal. The stages and functions of a project and the Key Performance Indicators (KPIs), KPIs, a system of criteria useful in various aspects and a method like the balanced scorecard to be used are devices that do not only define individual steps and reinforce them with targets, but also help monitor and evaluate financial and non-financial efforts effectively (Kaplan & Norton, 1996).
Basically, this study adheres to the advocates for the fact of having a more comprehensive change being at the heart of Hilton Cardiff. By being enthusiastic about, trying out digital advances, making sustainability the center of the enterprise and supporting the employees, who in turn will give the highest service in the labor for the guest and also rub out the existing obstacles in the market of Wales, the hotel can be at the same time solving the problems and even overcoming the same causing it to be a leading destination in the Welsh hospitality. The investments in these concrete measures are not optional as they present the main point of reliance for the name of the brand, and in addition, they increase customer loyalty, and finally, they are a sustainable source of income in the changing industry.
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