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[bookmark: _Toc165328853]Executive Summary
An overview of a consulting report written by InnSight Strategies for the well-known Hilton Sydney hotel is given in this paper. Hilton Sydney's current marketing approach focuses mostly on local clients, despite Sydney's attraction as a travel destination for tourists from across the world. The purpose of the paper is to address this problem and offer suggestions for improving the hotel's foreign marketing initiatives.
The 1974-founded Hilton Sydney features 587 luxurious rooms, including 40 suites, as well as a number of facilities including bars, restaurants, and an executive lounge. Despite its excellent location in the Central Business District, the hotel's Tripadvisor.com ranking (68th out of 192 hotels in Sydney) indicates that it could not be considered a top choice for lodging.
Hilton Sydney has hired InnSight Strategies, a worldwide marketing strategy consulting business, to create a detailed plan for its international marketing initiatives. Target audiences, communication strategies, the competitive environment, logistics, cultural quirks, sustainability, and data protection are just a few of the topics that will be covered in this study. It will also use cutting-edge techniques like customisation, contactless solutions, and online interactions, and it will analyse data using frameworks like STEEPLED, SOAR, and TOWS. 
First, the STEEPLED research sheds light on the external environment by emphasising the impact of social media, particularly among Gen Z and foreign visitors, on travel decisions. It also underscores the increasing need for environmentally conscious and sustainable tourist practices. The report emphasises how crucial it is to use technology to reach a wider audience, including mobile applications and online travel companies. Additionally, it lists the major markets that supply Sydney, such as China, the US, and the UK, which ought to be the focus of culturally aware marketing initiatives.
The SOAR study highlights the potential given by emerging trends and complements the STEEPLED results. Hilton Sydney should investigate the following areas: wellness programmes, personalised services, and digital marketing. The report also emphasises the goals of encouraging environmentally friendly tourism and fostering a friendly atmosphere for a variety of tourists. The ultimate goals are higher tourism numbers, more income, and improved brand recognition.
By merging the insights from the SWOT analysis, a TOWS matrix is created in order to build strategies that can be put into practice. This matrix suggests using Hilton Sydney's advantages—such as its well-known worldwide brand and advantageous location—to attract wealthy corporate clients through event marketing and special offers. It also recommends collaborating with tour companies and improving the hotel's internet visibility on sites like YouTube, Facebook, TikTok, Instagram and Douyin.
In addition, the TOWS matrix highlights the shortcomings of Hilton Sydney by suggesting the creation of an eco-tourism section to appeal to tourists who care about the environment. It also suggests modifying the hotel's present "staycation" approach by developing holiday packages just for foreign visitors. With the help of these tactics, Hilton Sydney hopes to establish itself as a top choice for tourists from across the world looking for luxury, sustainability, and genuine experiences.
Hilton Sydney may successfully enter the lucrative international tourism sector by putting the report's suggestions into practice. In order to attain sustained growth in the highly competitive hospitality market, the hotel may improve its worldwide appeal, draw in a varied clientele, and effectively manage the dangers and opportunities that have been recognised.
A number of recommendations have been made for Hilton Sydney based on the analysis.
Hilton Sydney will produce sponsored content aimed at audiences in the USA, UK, and China by utilizing social media platforms such as Facebook, Instagram, YouTube, TikTok, WeChat, and Douyin. This will improve its global visibility and draw prospective visitors from important markets.
A special app will be created to make it easy for companies all over the world to schedule conferences and corporate events at the Hilton Sydney. This will draw business tourists from outside and capitalize on Sydney's flourishing corporate events sector.
Guests from other countries who attend hotel-hosted events will receive special reductions on room rates and packages. This will encourage visitors from abroad to book rooms at the Hilton Sydney when events are taking place.
To provide specialized experiences and packages catered to foreign visitors, strategic alliances with respectable tour operators will be formed. As a result, Hilton Sydney will seem more appealing and score higher on travel review sites.
To promote and execute eco-friendly practices—like trash minimization, water conservation, and energy efficiency—while maintaining an opulent visitor experience, a special division will be established. This will meet the increasing demand for environmentally conscious travel.
To provide foreign visitors a genuine and engaging travel experience, a selection of carefully selected holiday packages featuring local landmarks and cultural events will be unveiled.
By putting these thorough suggestions into practice, Hilton Sydney will reposition itself in the global tourist industry, drawing in a varied range of visitors and cultivating a reputation as a sustainable, inclusive of all cultures, and extraordinary luxury hotel destination.















[bookmark: _Toc165328854]Chapter 1: Introduction
This is a consultancy report for the renowned hotel “Hilton Sydney”, which is situated at the heart of the city. While Sydney has been an excellent destination in terms of attracting international tourists, Hilton Sydney’s current marketing and positioning strategy has been more focused on attracting domestic customers. So, this report will address the issue of international marketing for the hotel and provide relevant recommendations to overcome the issue.
Hilton Sydney has been serving guests from home and abroad for the past five decades with its founding year being 1974 (Hilton Sydney, 2024). The hotel has been going through a number of renovations with the cost reaching $25 million (Platt, 2021). The hotel has a wide range of offerings with its 587 well-furbished rooms that range from 301-570 square feet (Tripadvisor, 2024). Including in the set of 587 rooms are the 40 suits that are perfect for a premium and luxurious stay. Other than that, the hotel also boats a number of amenities such as restaurants and bars. The hotel also has an executive lounge and numerous workspaces that are perfect for business visits (Booking.com, 2024). Currently, the cost of staying at Hilton Sydney ranges from AUD 200 to 300 per night (Booking.com, 2024). However, the key issue with the hotel is that it is ranked 68th in Sydney based on reviews at Tripadvisor.com. Considering there are about 192 hotels in the city, this fails to put Hilton Sydney as one of the top destinations to stay despite being situated at the Central Business District of the city.
In order to provide consultation to Hilton Sydney regarding its current marketing issues, the consultancy firm “InnSight Strategies” has prepared this report. InnSight Strategies aids companies operating in various marketplaces to design and develop effective marketing strategies. Culturally sensitive training and workshops are some of the top offerings by the firm. Furthermore, it facilitates the development of market entrance strategies that enable businesses to enter various foreign markets. It also provides a broad communication facilitation service and develops marketing materials. One special service that the company provides is intercultural conflict resolution, which is the process of resolving conflicts arising from cultural differences.
"Collaboration and understanding" are two of InnSight Strategies' core values. This characteristic is particularly helpful because the company mostly engages in global marketing. The company conducts business in fifteen major economies globally. This aids in their global skill development in international marketing. By assisting firms in navigating their cultural differences, the company's primary task has been to foster global connectivity. 
This report will focus on international marketing of Hilton Sydney as the company currently holds a marketing strategy that is largely catered towards the domestic audience. Moreover, international marketing is an essential segment for the hotel and tourism industry.
Despite just having one site, this hotel could need to expand its target audience in order to compete with the rivals in the region. Under such circumstances, international marketing will be a key business area. The practice of creating and advertising one’s offerings outside of national borders is known as international marketing (Arman, 2022). International marketing has several facets, including advantages, reach, adaptability, complexity, and so on. Every one of these factors may differ among nations. Given that every market may have distinct demands in terms of goods and services, this dilemma might pose challenges for the business (Caprio, 2022).
Along with discussing aforementioned particulars, the study will also look at possible target groups, communication tactics, the competitive environment, logistics, subtle cultural differences, sustainability, and data privacy. Furthermore, when assessing the issues and suggesting solutions, innovations like contactless solutions, customization, and online interaction will be taken into consideration (Arora, Malik, and Chawla, 2019). In order to facilitate the analysis, the report will use a number of notable frameworks. This includes the STEEPLED framework, the SOAR framework, and the TOWS framework (CIPS, 2022). This will be followed by a change management plan and recommendations. Finally, the report will provide an action plan to implement the recommendations.





[bookmark: _Toc165328855]Chapter 2: Analysis
Australia has a large tourism and hospitality market that is worth $62.3 billion in terms of output, which makes it about 2.6% of the total GDP of Australia (Peng et al., 2023). Sydney serves as the #1 tourist destination in Australia with a total visitor of about 9.9 million annually (Shi et al., 2023). Among the 9.9 million visitors, roughly 3 million of them are international (Marco-Lajara et al., 2023). This shows the dominance of domestic tourism in Australia as opposed to international tourism, which applies even more to Sydney.
While this poses an issue for all Hotels in Sydney, it is an even bigger issue for Hilton Sydney. Hilton Sydney is ranked 68th out of hotels in Sydney, which is worsened by the fact that it is a luxury hotel with premium pricing (Liu, 2020). This means that international tourists would not choose Hilton Sydney and would rather go for the top ranked hotels.
The issue is then exacerbated further by the overall marketing strategy of Hilton Sydney. The hotel receives international coverage through the parent company Hilton (Houston, 2022), but the promotions by the hotel itself is largely catered towards the domestic audience. The hotel posts content on its YouTube channel, which only has a subscriber base of 98 people (YouTube, 2024). The situation is slightly better for Facebook as it has around 12,000 followers (Facebook, 2024). However, the situation is again worse for LinkedIn as the Hotel’s LinkedIn profile only has 4,100 followers (LinkedIn, 2024). The average audience interactions in the content posted by these platforms are also minimal.
What is of more importance is the fact that all the content posted by these platforms have a large focus on the concept of “Staycation”. All of Hilton Sydney’s promotional activities focus on having a leisure time at a premium hotel, which largely features Australian people. This positions the brand as a destination to have leisure time and enjoy the quiet life while taking a break from work as an Australian. On the other hand, a large chunk of its amenities is designed to be friendly towards businesses and professionals as it as workspaces, an executive lounge, and arrangements for business programs to be held in the premises. (Hilton Sydney, 2024).
The current strategies taken on by Hilton Sydney, along with the general tourism market of Sydney and Australia, make international marketing a pressing issue for the organization. The analysis of the situation is given more depth with the help of a STEEPLED analysis below, which is followed by a SOAR analysis and TOWS Matrix.
[bookmark: _Toc165328856]2.1 STEEPLED Analysis
The external business environment is split into eight components by the STEEPLED analysis: social, technical, economic, environmental, political, legal, ethical, and demographic (Delve, 2022). The conditions the company is working under and how they affect its success are clearly illustrated by these elements. A comprehensive STEEPLED analysis is given below-
	Factors
	Explanation

	Social
	1. Social media is now one of the top mediums to connect with Gen Z tourists, which is showcased by the fact that about 40% of them decide locations based on social media recommendations (Peeters, Çakmak and Guiver, 2024).
1. It has been shown that international travelers are largely dependent on social media as around 60% of all international travelers use social media for their travel purposes (Holloway and Humphreys, 2022).  
1. Instagram is serving as a key source of tourism marketing, which can be showcased by the fact that the #SydneyOperaHouse has over 10 million posts and comments (Gursoy, Li and Song, 2023).

	Technological
	1. Those that utilise branded mobile applications report a 10-15% boost in direct reservations, indicating the importance of these services in today's hotel industry (Lu et al., 2022).
2. Online travel agencies such as Booking.com and Tripadvisor.com make up around 25% of all international travel bookings (Teshaboyeva, 2023).
3. Seventy percent of visitors choose lodging facilities that offer technologically facilitated services like contactless check-in and payment (Bellato, Frantzeskaki, and Nyagaard, 2023).



	Economic
	1. Sydney has held over 88,000 corporate and business events in the year 2019, which showcases the potential of global corporate tourism in Sydney (Erkin and Odilov, 2023).
2. The tourism industry has contributed to around 2.6% of the Australian GDP and is expected to reach pre-pandemic levels by the year 2025 (Mowforth and Munt, 2023).
3. The Australian dollar is currently weakening against the US dollar, reaching 65 cents per US dollar as of now. This is a positive aspect for the global tourists as it would lessen costs for them (Dogru et al., 2023).

	Environmental
	1. The tourism industry serves as one of the largest environmental polluters around the world, accounting for 5% of all global emissions (Palazzo et al., 2022).
1. Around 60% of international tourists have claimed that they want tourism to become more sustainable and eco-friendlier (Jabeen et al., 2024).
1. The Bondi Beach attracts more than 2.9 million tourists annually, which is a part of the environmental beauty of Sydney (Carvalho and Alves, 2023).
1. Australia has sunny weather with around 235 days being sunny on average, which may be attractive to many tourists (Annamalah et al., 2023).

	Political
	1. Australia has a number of visa policies such as the Working Holiday Maker Program, which has attracted 150,000 travelers around the world (Rahimova, 2023).
2. Australia hosts many sporting events, such as the 2028 T20 Cricket World Cup being held at Australia. This serves as a hub for global tourism (Bugno and Polonsky, 2024).

	Legal
	1. Australia boasts strong consumer protection laws, such as the Australian Consumer Law, which enforce stringent guidelines on price transparency and advertising claims, giving foreign visitors peace of mind (Loch et al., 2023).
2. International companies like Hilton are shielded from counterfeit goods and trademark infringement by the nation's intellectual property regulations (Jiale and Quoquab, 2023).
3. Sydney's appeal as a secure travel destination for foreign tourists is increased by its adherence to international safety and security standards, such as the TRAVELIFE Certification Scheme (Vu et al., 2023).

	Ethical
	1. The ethical considerations of this approach include cultural sensitivity, fair labour practices, and animal care (Tomassini and Baggio, 2022).



	Demographic
	1. Top overseas source markets for Sydney include China (15.8%), the US (11.3%), and the UK (9.2%), all of which have a variety of cultural backgrounds and travel inclinations (Mousavian, Miah and Zhong, 2023).
2. With over 250,000 international students enrolling in 2021, the city has an increasing number of chances to draw in foreign guests and families (Tuarev, Shodiyev and Atamurodov, 2023) .
3. Millennials spend USD 4,400 on tourism, whereas Baby Boomers spend an average of USD 6,600 (Nguyen, 2023).


The factors identified from the STEEEPLED analysis showcase a number of issues and opportunities for Hilton Sydney. Most importantly, it showcases the segments the business can focus on in terms of international marketing. Hilton Sydney should focus on corporate global tourism as it is in line with its current service offerings. Moreover, the hotel needs to focus on eco-tourism and ethical factors and showcase them to the international tourists in order to attract them. The top countries Hilton Sydney should focus on are USA, UK, and China as they are the top sources for Sydney. Finally, Hilton Sydney needs to properly utilize digital channels such as apps and social media in order to attract these target groups (Vada, Dupre and Zhang, 2023).
[bookmark: _Toc165328857]2.2 SOAR Analysis
The SOAR framework is another helpful framework that will be applied in this investigation. Social, Opportunities, Aspirations, and Results is the acronym for the SOAR framework (Councill, Haynes, and Ritter, 2003). These elements will be examined in relation to Hilton Sydney in the study in order to comprehend the opportunities and problems facing the tourist industry today. Below is the SOAR analysis:
	Factors
	Explanation

	Social
	· Travel decisions made by consumers are now influenced by the growth of social media and short-form material. The financial benefits of investing in specialised TikTok and Instagram marketing are increasing (Li et al., 2022).
· In terms of tourism, travellers are increasingly more concerned with sustainability and authenticity. Since most consumers travel to see life outside of their contemporary lifestyle, providing them something out of the box is important (Wut et al., 2022).
· As the number of senior citizens increases and disposable income rises, market categories are developing increasingly. Additionally, due to the advancement of transport infrastructure, younger generations are placing a higher priority on tourism (Gebreel and Shuayb, 2022).

	Opportunities
	· The field of virtual reality marketing is expanding quickly and offers up new opportunities. VR technology may be used by hotels to highlight their offerings and accommodations (Wong, Kim, and Lee, 2022).
· In comparison to the past, hotels are now able to provide more individualised services because of the abundance of data and data analytics. Long-term client retention is greatly aided by personalised services (Pachucki, Grohs, and Scholl-Grissemann, 2022).
· Wellness initiatives are also becoming more popular. To provide a more spiritual experience, amenities like spas, yoga, and meditation can be provided (Achmad and Yulianah, 2022).
· And lastly, speciality travel has become more popular. This indicates that a growing number of individuals are becoming interested in particular aspects of tourism, such as adventure and cuisine.

	Aspirations
	· It appears that the optimal course of action, in terms of both profitability and environmental sustainability, is to promote sustainable tourism.
· To reach the global tourist industry, it is crucial to provide a friendly atmosphere for all kinds of visitors. 
· Technology and innovation should be combined in regular operations of the hotel as well as in marketing efforts.

	Results
	· Tourist arrivals as well as revenue from tourism will rise as a result of all the previously mentioned variables.
· A hotel's favourable reputation and brand image will grow and be enhanced by using technology and maintaining a warm and inviting atmosphere.
· Finally, over time, there will be a rise in client acquisition and retention.



The SOAR analysis above showcases a number of opportunities that Hilton Sydney can utilize such as social media, eco-friendly tourism, technological advancements, specialized experiences, and more. Hilton Sydney can focus on these areas to build its offerings and promote it to foreign tourists. It is statistically proven that travelers prefer environmentally friendly and ethical service providers. So, Hilton Sydney needs to promote its sustainability efforts. Moreover, Hilton Sydney needs to expand its social media presence across platforms and produce more globally recognized content. Hilton Sydney also has offerings such as meditation and spa, which it can showcase in its promotions. Overall, ensuring a quality environment for the tourists is what would help Hilton Sydney become a go to hotel for international tourists in Australia (Kapoor and Jain, 2024).
[bookmark: _Toc165328858]2.3 TOWS Matrix
The TOWS matrix serves as an important tool that can convert the insights generated from a SWOT analysis to actionable strategies that combine all the positive and negative aspects of the business (Seyfi, Hall and Saarinen, 2023). So, to build a TOWS matrix, A SWOT analysis is given below-
	Factors
	Explanation

	Strengths
	· With its strong global brand recognition, the Hilton Sydney has an obvious advantage over affluent travellers who are looking for opulent accommodations. Its prime location in Sydney's central business district (CBD) is a major draw for attracting the affluent corporate clientele as in 2019, the city played home to an astounding 88,000 business events.
· With around 600 luxurious rooms and suites measuring up to an ample 570 square feet, along with all the extras one would anticipate such as bars, restaurants, executive lounges, and workplaces, the Hilton is well-equipped to amaze affluent foreign visitors.
· The hotel's extravagant $25 million renovation shows how committed it is to giving the visitors a modern experience.

	Weaknesses
	· Hilton Sydney's marketing has been persistently hyper-focused on the local "staycation" crowd, which may have damaged the hotel's reputation among adventurous travellers from across the world.
· Though the hotel has a well-known brand, its TripAdvisor score is unexpectedly low, coming in at 68th place out of 192 Sydney establishments. This is unlikely to inspire adventurous travellers who take internet reviews quite seriously.
· With nightly prices that fall between AUD 200 and AUD 300, the Hilton Sydney may seem pricey to overseas travellers looking for a discount or those whose home currency is weaker than the Australian dollar.
· Despite its ostentatious elegance, the hotel has failed to emphasise its environmental credentials sufficiently, which is a serious omission given that 60% of foreign visitors actively seek for eco-friendly accommodations.
· Its presences on LinkedIn (4.1K followers) and YouTube (98 subscribers) are quite low and the 12,000 followers on Facebook is not great either.

	Opportunities
	· The Hilton Sydney has to acknowledge that social media has become an extremely important tool for global tourism. 45% of Gen Z and 60% of foreign visitors use Instagram, which shows its importance.
· 60% of travellers place a high value on sustainability, therefore repositioning the Hilton as an eco-luxe haven might be a wise move to get into this growing market.
· Given Sydney's major feeder markets, which include China (15.8% of foreign arrivals), the U.S. (11.3%), and the U.K. (9.2%), it would be effective to expand marketing activities in these regions
· With the Australian currency down to about 65 U.S. cents, it is the perfect time to market the Hilton as a luxurious deal for well-heeled foreign visitors.
· Corporate events may serve as a key segment for Hilton Sydney.

	Threats
	· A slew of high-end competitors in the hotel industry may be outperforming the Hilton thanks to more sophisticated overseas marketing, stronger internet presence, and lodging ideas that appeal to a wider range of cultural sensitivities.
· Due to the travel industry's significant carbon footprint (which accounts for 5% of global emissions), environmentally aware travelers may have issues with the hotel.
· The purchasing power of foreign visitors might quickly decline in the event of economic shockwaves or sharp declines in currency values in Sydney Hilton's important markets.


A TOWS matrix is developed below utilizing the SWOT analysis-
	
	Opportunities
	Threats

	Strengths
	· Create sponsored content on Facebook, Instagram, YouTube, and TikTok catered to the USA, UK audience. Set up a WeChat and Douyin account for China.
· Build an app for corporations to book events at Hilton Sydney across the globe.
	· Focus on event marketing and provide various discounts to tourists who take part in events held by Hilton Sydney.


	Weaknesses
	· Partner up with tour operators to bolster appeal among international crowd and enhance ranking on tourism review apps.
· Create an eco-tourism division that ensures the Hilton Sydney is operating as an eco-friendly entity.
	· Build vacation packages for international tourists so that it does not seem like the packages are only catered to staycation services.


The recommendations and change management strategy based on the analysis is discussed in the next chapter.









[bookmark: _Toc165328859]Chapter 3: Recommendations and Change Management
The following are the recommendations for Hilton Sydney based on the analysis above-
[bookmark: _Toc165328860]3.1 Global Social Media Outreach
Hilton Sydney has to increase its social media presence on a variety of channels in order to capitalize on the enormous foreign travel market. Making sponsored content especially for viewers in the US, UK, and China entails utilizing social media sites like Facebook, Instagram, YouTube, TikTok, WeChat, and Douyin (Tan et al., 2023).
The marketing team will work with other firms to create captivating material that is culturally appropriate and highlights Hilton Sydney's opulent amenities. Staff members will receive cross-departmental training to make sure they are prepared to communicate with foreign visitors and advertise the hotel on social media (Shang et al, 2023).
For the first year, agency expenses, sponsored advertisements, and content production are anticipated to be covered by an initial investment of $250,000. The goal of the first year is to boost foreign bookings by 30%. Metrics like follower growth, engagement rates, and website traffic attribution from social media outlets will be used to gauge success.
[bookmark: _Toc165328861]3.2 Global Corporate Events Outreach
Hilton Sydney will create a specialized app to let businesses worldwide easily schedule conferences and events, capitalizing on Sydney's booming corporate events market. With this app, one can customise event packages to meet the company's needs and enjoy a faster booking process and user-friendly layout (Amen, Afara and Nia, 2023).
For the purpose of developing the app, the IT and Events departments will work closely together, guaranteeing a smooth interaction with the hotel's current systems. To make sure all employees are proficient in utilising the app and giving corporate clients outstanding service, cross-departmental training will be offered (Dalir, 2024).
For app development, marketing, and employee training, an initial cost of $400,000 is projected. The objective is to achieve a 25% increase in corporate revenue, and success will be assessed using indicators like app downloads, event reservations, and income from corporate events.
[bookmark: _Toc165328862]3.3 Event Marketing for Tourists
In an effort to draw in foreign visitors and capitalize on Sydney's thriving event culture, Hilton Sydney will introduce a calculated discount scheme for visitors from other countries who attend hotel-hosted events. Participants at conferences, exhibits, or other cultural events hosted at the hotel will receive special savings on room rates and packages (Weidmann, Filep and Lovelock, 2023).
Through targeted campaigns and collaborations with event organizers, the marketing and events teams will work together to publicize these savings. Training for staff members will guarantee a flawless stay for visitors from abroad, with an emphasis on outstanding service and cultural sensitivity (Lee and Thong, 2023).
It is anticipated that a $100,000 initial investment will pay for staff training, advertising expenditures, and any possible revenue loss from discounts. Success will be assessed using measures including foreign visitor reservations, earnings from stays connected to events, and overall occupancy.
[bookmark: _Toc165328863]3.4 Tour Operator Partnerships
Hilton Sydney intends to initiate a strategic cooperation programme with credible tour operators in order to augment its attractiveness to foreign travelers and elevate its position on prominent tourist review sites. Working with travel agencies, this programme will provide experiences and packages specially designed for foreign visitors (Ho, Lam and Law, 2023).
This endeavor will be led by the sales and marketing teams, who will find and negotiate agreements with tour operators who serve important foreign markets. The main goals of staff training will be to create a great visitor experience and offer tour groups outstanding service (Talwar et al., 2023).
It is projected that the first $150,000 of investment will pay for staff training, marketing, and partnership fees. Metrics like foreign visitor reservations made through tour operators, favourable evaluations on sites like TripAdvisor, and general rankings gains will be used to gauge success.
[bookmark: _Toc165328864]3.5 Eco-Luxe Sustainability Division
Hilton Sydney will create an Eco-Luxe Sustainability Division devoted to adopting and promoting sustainable practices in response to the increased demand for eco-friendly travel. This department will manage programmes including waste minimization, water conservation, energy efficiency, and sustainable sourcing all the while maintaining an opulent visitor experience (Kong et al., 2023).
Representatives from several departments, including Operations, Facilities, Procurement, and Marketing, will form a cross-functional team. To guarantee that sustainable practices are implemented and understood at all levels, extensive staff training will be given (Maftuna, 2023).
It is estimated that a $300,000 initial expenditure will be needed to cover personnel training, division formation, and sustainability programme execution. Metrics including trash diversion rates, energy and water usage reductions, and visitor satisfaction ratings pertaining to environmentally friendly practices will be used.
[bookmark: _Toc165328865]3.6 Customized International Packages
Hilton Sydney will provide a variety of personalised holiday packages designed especially for foreign visitors in order to meet the varied demands of global visitors and shift away from the hotel's present "staycation" focus. These packages will offer a genuine and immersive travel experience, complete with hand-picked adventures, local landmarks, and cultural events (Maftuna, 2023).
In order to develop these packages, the sales and marketing teams will work in tandem with local partners and tour operators, guaranteeing a thorough comprehension of the cultural quirks and preferences of guests from abroad. The emphasis of staff training will be on cultural sensitivity and the capacity to offer tailored advice and support (Kong et al., 2023).
The expected first investment of $200,000 will go into staff training, marketing, and package creation. Metrics like reservations for overseas packages, ratings for visitor happiness, and overall revenue will be used.
[bookmark: _Toc165328866]3.7 McKinsey’s 7S Analysis
The McKinsey’s 7S analysis will serve as the appropriate tool to understand the needs for change management to implement the recommendations-
Strategy: The Hilton Sydney strategy is set to undergo a radical makeover, with an emphasis on foreign tourists and a more global orientation. The hotel will market itself as an opulent, environmentally friendly, and culturally immersing getaway that meets the varied demands and tastes of tourists from across the world. Improving internet visibility, encouraging corporate event reservations, supporting environmental projects, and selecting genuine local experiences will be top strategic goals. Hilton Sydney hopes to gain a sizable portion of the global travel industry by coordinating its approach with the rising desire for ethical and unique travel.
Structure: In order to properly carry out and manage the suggested projects, Hilton Sydney will create a special International Tourism Division. As a centralized hub, this division will be in charge of organizing activities across other divisions and guaranteeing smooth execution. A seasoned hotel professional with experience in worldwide marketing and operations will oversee the division. Teams with a cross-functional approach will be established to promote cooperation and enable the assimilation of various viewpoints and proficiencies in domains including cultural sensitivity, sustainability, and event coordination. 
Systems: To complement the new worldwide focus, Hilton Sydney will thoroughly analyze and modernize its current systems and procedures. Among other things, this will entail updating the reservations system to provide personalized foreign packages, putting in place reliable event management software for easy corporate reservations, and distributing sustainability tracking tools to keep an eye on and document eco-friendly activities. The hotel will also make investments in cutting-edge cultural training programs to make sure staff members are prepared to serve visitors from a variety of backgrounds with excellence. Hilton Sydney will be able to provide foreign visitors with a smooth and customized experience thanks to these system improvements. 
Staff: The capacity of Hilton Sydney's employees to adjust and welcome change will determine how well the hotel chain expands internationally. To guarantee cultural sensitivity, outstanding service delivery, and a full comprehension of the hotel's environmental initiatives and global offers, extensive staff training programs will be put into place. The promotion of cross-departmental collaboration is intended to facilitate knowledge-sharing and promote a unified approach to servicing guests from abroad. In order to promote a culture of continuous development and guest-centric service, incentive programs will also be implemented to identify and reward employees who exhibit excellent cultural understanding, sustainable practices, and interaction with foreign visitors.
Skills: In order to prosper in the cutthroat global tourist market, Hilton Sydney will give talent development top priority throughout the board. Social media marketing, event planning, sustainable methods, and cultural sensitivity will all be areas of emphasis. To guarantee that staff members have a well-rounded skill set and to enable knowledge transfer, cross-departmental training programs will be put into place. In order to keep its staff abreast of new trends and industry best practices, the hotel will also look into partnering with academic institutions and industry professionals to offer specialized training and certifications.
Style: The management of Hilton Sydney will foster a cooperative and welcoming environment that promotes candid dialogue, originality, and a client-focused strategy for foreign travel. We'll implement a flat organizational structure that encourages staff members at all levels to provide suggestions and criticism. Frequent town hall gatherings and brainstorming sessions across departments will promote a shared feeling of responsibility and enable the sharing of various viewpoints. Hilton Sydney aims to cultivate a workforce of enthusiastic and driven staff members that are dedicated to providing outstanding experiences for guests from around the world by creating a welcoming and inventive work environment.
Shared Values: Hilton Sydney will uphold its basic principles of sustainability, respect for culture, and a dedication to providing outstanding experiences as it sets out on its global journey. The hotel's operations, marketing plans, and interactions with guests will all be shaped by these ideals, which will operate as guiding principles. Everyday operations will be heavily reliant on sustainability programs, which will promote an ethical and environmentally concerned mindset. Staff members will receive training to recognize and accept various traditions and practices as part of a celebration of cultural diversity. Hilton Sydney will prioritise an unwavering pursuit of quality in all of its offerings to guarantee that each and every foreign visitor departs with enduring memories and a want to return.








[bookmark: _Toc165328867]Chapter 4: Action Plan
The action plan includes a discussion of the issues, suggested remedies, expected results, a timeline, the date the solution is expected to be completed, and a budget for it. The action plan is given below
	Problem
	Solution
	Desired Outcome
	Timeline
	Date of Completion
	Budget

	Lack of international social media presence
	Global Social Media Blitz
	30% increase in international bookings
	1 year
	31st December 2024
	$250,000 

	Untapped corporate events market
	Corporate Events Global Outreach
	25% increase in corporate event bookings
	1 year
	30th June 2025
	$400,000 

	Insufficient incentives for international event attendees
	International Event Discounts
	20% increase in international guest stays during events
	1 year
	31st March 2025
	$100,000 

	Poor ranking on tourism review platforms
	Tour Operator Partnership Program
	10% increase in international guest stays, improved rankings
	1 year
	30th September 2025
	$150,000 

	Lack of sustainable and eco-friendly initiatives
	Eco-Luxe Sustainability Division
	Achieve recognized sustainability certifications
	2 years
	31st December 2026
	$300,000 

	Excessive focus on domestic "staycation" market
	Customized International Packages
	25% increase in international guest stays
	1 year
	30th June 2025
	$200,000 








[bookmark: _Toc165328868]Chapter 5: Conclusion
Sydney's hospitality sector offers the well-known Hilton Sydney hotel a special chance to enter the thriving global travel market. Although the hotel has historically targeted to domestic audiences, a strategic move towards international marketing and service offerings is required due to the growing demand for worldwide travel and various cultural experiences.
This paper, which undertook a thorough investigation, has pinpointed important areas that require enhancement and offered suggestions to establish Hilton Sydney as a top choice for foreign visitors looking for luxury, sustainability, and genuine local experiences.
The following are the recommendations provided in this report:
· Global Social Media Outreach: Expand Hilton Sydney's online presence on various social media channels and provide sponsored content aimed at US, UK, and Chinese consumers.
· Global Corporate Events Outreach: Create a specific software that will allow companies all over the world to easily schedule conferences and corporate events.
· Event Marketing for Tourists: Offer special rates to visitors from other countries who attend hotel-hosted events.
· Tour Operator Partnerships: To provide specialized experiences and packages, form strategic alliances with respectable tour operators.
· Eco-Luxe Sustainability Division: Establish a section called Eco-Luxe Sustainability section whose goal is to adopt and promote sustainable practices while upholding a sumptuous visitor experience.
· Customized International Packages: Present a selection of well-chosen holiday packages made to accommodate the various requirements and cultural inclinations of visitors from across the world.
By putting these suggestions into practice, Hilton Sydney will be in a good position to take advantage of the expanding global tourist industry, draw a wide spectrum of visitors, and cultivate a reputation as a remarkable, sustainable, and inclusive luxury hotel destination.
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