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Executive summary  
The consultancy report examines the increasing issue of defamatory online guest reviews impacting Hilton London Metropole, the flagship hotel of the Hilton group in Central London. Although possessing strategic business location, worldwide brand visibility, and mass scale capability, the hotel has endured repeat customer dissatisfaction, and feedback bemoans the absence of upgradation of room standards, less-than-ideal levels of cleanliness, variability in standards of service quality, and pathetic redressal of complaints. In the modern digital-first era of hospitality, in which guest reviews provide highly bookable options, these dynamic negative feelings represent a deadly competitive detriment, reputational damage to the Hilton London Metropole brand name, and financial losses. This document attempts to ascertain the root cause of the issue, analyse the internal and external driving forces towards the issue, and offer viable solutions that will reverse the present trend and return the hotel as a destination of choice for the locals and the tourists. 
The analysis reveals to us that both the internal inefficiencies and external factors are to be blamed for negative reviews. Internally, the hotel seems to be facing understaffing, especially in housekeeping and front-desk departments, which has led to slow check-ins, complaints against cleanliness, and poor personalised service. High staff turnover and low motivation have also contributed further towards reduced service quality, while poor investment in renovation and training has caused further enhancement in the disparity between guest expectations and their experience. Externally, heightened customer expectations, competition from boutique hotels and short-stay lets like Airbnb, and the broadcasting potential of online channels have rendered even small service failures highly visible and reputation-destroying. Most guests compare their stay at Hilton London Metropole with similar competitors, providing modernised, technology-facilitated services, resulting in lower ratings on platforms like TripAdvisor, Booking.com, and Google Reviews. 
To investigate further these dynamics, a STEEPLED analysis was undertaken, and this indicated macro-environmental drivers that are key to the issue. Social trends observe a move towards individualised and genuine hospitality experiences, and technological innovation provides competitors with improved tools to interact with customers and respond to feedback. Economic forces such as inflation and budgetary limitations following COVID-19 have pushed back planned renovations and restricted the hotel's capability to provide consistently high standards. Environmental and regulatory factors, including energy efficiency and consumer protection legislation, render the hotel more open to scrutiny and responsibility. Ethical issues also come into play when promotional content fails to reflect the experience of the guest. 
A SOAR analysis was utilised to identify the in-house strengths and drivers for the development of the hotel. Hilton London Metropole is solid with great brand equity, loyal customers under the Hilton Honours programme, and a city centre location conducive to business and leisure customers. Threats involve implementing AI-based review monitoring systems, improving the service recovery process, and building the hotel as a customer-driven leader in the local community. The hotel aims to improve internet ratings, minimise customer complaints, and increase brand loyalty by providing improved service consistently. Some of the primary results anticipated are to increase the average online review rating from 3.9 to 4.4 in 12 months, increase the Net Promoter Score, and achieve more repeat bookings with improved engagement. 
To create viable solutions, TOWS analysis was conducted to match the internal strengths and weaknesses with the external threats and opportunities. These have given rise to five key recommendations: initiating a comprehensive service recovery training course; employing an extra dedicated Guest Experience Manager (GEM) with among his/her responsibilities the management of replies to online reviews and issues on stay; possessing AI-aided feedback tracking systems like ReviewPro to be integrated to monitor and reply to online opinions in real-time; enforcing a refurbishment program to revamp most criticized guestrooms; and a 'Voice of the Guest' program which captures and replies in real-time during the guest stay through the Hilton Honors app.  
The suggested six-month rollout schedule will have operations, including human resources and marketing departments, working together. The deployment of the Guest Experience Manager hiring and review analytics system is the first phase. Training is to be provided in phases, beginning with high-contact departments. Refurbishment activities will be initiated in month three on those rooms that are most complained about. The in-stay feedback system is also pilot tested among Hilton Honours members concurrently. The most important critical performance indicators (KPIS) will be monitored monthly, such as guest satisfaction scores, review scores online, Net Promoter Scores, and negative sentiments. 
For effective implementation of the changes, Kotter's 8-Step Change Management process will be utilized to implement the change management. This is triggered by the establishment of a sense of urgency on reputational risk and revenue loss, followed by establishing a guiding coalition of department managers, establishing a vision of service excellence, and sharing this vision throughout the hotel. Abrupt innovations like publicly rewarding excellent feedback, rewarding high-performing employees, and empowering employees to fix problems will contribute to the development of a culture of continuous improvement and accountability. 
Financial analysis puts the cost of implementation at £86,000. This entails £10,000 for training employees, £3,000 for monitoring software reviewing, £18,000 for recruitment of the Guest Experience Manager, £50,000 to renovate a few rooms, and £5,000 for promotion and communications. These expenses will be recouped in 9 to 12 months due to increased occupancy, increased guest retention, and better RevPAR (Revenue Per Available Room). A rise in positive reviews is also likely to increase the ranking of Hilton London Metropole on the leading booking platforms, creating increased visibility and organic traffic.  
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Introduction   
A consultancy report evaluates the current negative online feedback affecting Hilton London Metropole as Hilton Hotels & Resorts' flagship property (Cardoso, 2021). The modern hotel industry operates under digital transparency from customers who use social media, plus TripAdvisor and Booking.com, and Google Reviews, to shape public opinion; thus, negative guest reviews set off a chain of negative effects on how hotels are perceived, along with revenue and market position. The main objective of this analysis centres on identifying the primary causes behind Hilton London Metropole customer dissatisfaction, along with external and internal contributing factors, to develop and implement strategic recommendations intended to elevate service quality and bolster guest satisfaction and establish a lasting brand reputation. 
Hilton London Metropole is the largest conference hotel in the United Kingdom, based in Edgware Road, Central London, next to Paddington Station. Opened in 1972, it is a leading facility providing 1,059 rooms and ample meeting and dining space, and is strategically positioned near Hyde Park, Oxford Street and the West End. The hotel enjoys a central location, attracting business and leisure travellers with high occupancy rates as a result of the brand and its location. Nevertheless, over the past years, the hotel has been gaining incessantly poor ratings on the part of customers complaining about the outdated rooms, unsanitary conditions, slow service, and inadequate response of the management (Nicolau, Xiang and Wang, 2024). Such consecutive bad reviews have direly affected the market competitiveness of Hilton London Metropole, and online platforms as well as word-of-mouth are crucial in influencing the perception of people in an industry that is becoming more digitalised in terms of hospitality. 
The research was developed explicitly for Visionary Hospitality Consultants, which operates from UK locations while providing consultation about service optimisation alongside hotel brand repositioning and resort brand revitalisation to hospitality properties throughout European markets. For over ten years, Visionary Hospitality Consultants has served as a consultant for top hospitality brands using company expertise combined with customer service advancements and performance enhancement methods to produce quantifiable outcomes (Mmari, 2023). The group at our company combines expertise in hospitality management alongside an understanding of human psychological tendencies and web engagement to build individualised solutions for our clients' needs. 
 
The Hilton London Metropole problem gets solved through an analytical method that uses multiple strategy tools. The hotel organisation assesses its business environment and customer expectations through a STEEPLED analysis that includes Social, Technological, Economic, Environmental, Political, Legal, Ethical, and Demographic elements. The analysis examines broad tendencies involving social trends alongside digitalisation and regulatory changes, which create negative review problems (Lavrenenko et al., 2024).   
SOAR analysis (Strengths, Opportunities, Aspirations, Results) will be utilised to identify the strengths internally in the hotel, untapped potential, and aspirational aspirations (Kamkankaew, 2023). SOAR is different from the classic SWOT analysis in that it is solution-focused and future-oriented, and it enables us to look for opportunities for growth and innovation. Following the SOAR framework, TOWS analysis will then be used to cross-map the interface between the internal hotel environment and the external STEEPLED elements (Lavrenenko et al., 2024). This will allow us to develop actionable strategies by pairing strengths with opportunities and countering weaknesses in response to changing threats. 
Throughout the report, industry standards, guest satisfaction statistics, and best practices in hospitality management will be used to aid in analysis. Aside from strategic recommendations, this report will also have an in-depth action plan, cost-benefit analysis, and change management approach in applying Kotter's 8-Step Model in ensuring the sustainability and success of the recommended solutions (Trawick and Carraher, 2023).  Key performance indicators and key success indicators will be established to gauge progress and demonstrate the impact over time. 
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The hospitality industry giant Hilton London Metropole is currently facing the most important challenge in its history, the steady appearance of negative customer reviews on the most popular online resources. It is especially menacing in a business where online reputation directly affects customer preference, money making and long-term brand value. Thorough analysis of the reviews on Booking.com, TripAdvisor, and Google shows that some features of the rooms, such as “old design, sanitary problems, malfunctioning equipment, and unreliable service” (Sanli, 2024), are frequently mentioned. Such repeated negative emotions not only affect occupancy but also decrease customer confidence and reduce the digital rating of the hotel on the mainstream booking websites. 
This is particularly the case in the post-pandemic period, where customer demands for hygiene, speed of service, and value-for-money have risen sharply. Failing these for a brand like Hilton equals not just poor customer retention but also brand dilution. As of early 2025, to date, the average TripAdvisor rating for Hilton London Metropole has slipped to 3.5 out of 5, below the average of most of the local competition, like Park Plaza Westminster Bridge or the Hard Rock Hotel London (Rahimi et al., 2022).  
The effect of such reviews is real. Negative reviews result in decreasing occupancy levels, which have a direct impact on room revenue and event bookings. This is critical for Hilton London Metropole, which has a strong dependency on corporate conferences, international visitors, and tour groups. Additionally, these reviews demotivate frontline staff, who are numerous and feel unsupported or overwhelmed by guest expectations and criticism (Hu, Trivedi, and Teichert, 2022).  
Reputationally, negative content on the web hurts the search ranking of the hotel since the majority of booking websites rank hotels according to guest ratings. It also hurts word-ofmouth advertising, which plays a very critical role in the hospitality industry. Additionally, potential business alliances, sponsorships, and pre-bookings can be withheld because of risk aversion on guest satisfaction (Sukhu and Bilgihan, 2023).  
Furthermore, repeat business, the main indicator of hotel sustainability, is being eroded. Unsatisfied guests are not returning and are most likely to discourage others from staying. That reduces customer lifetime value (CLV) and includes paying extra to bring new guests in (Dandis et al., 2022).  
In short, negative guest commentaries, unless remedied, are a downward spiral of operational and reputational harm. Consequences include dampened bookings and lost business, as well as diluted employee morale and eroded brand trust. Without Hilton London Metropole making a swift adjustment, it risks losing its competitiveness in one of the globe's most competitive and dynamic hotel ecosystems (Fachada, 2023).  
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Hilton London Metropole currently has a chain of operational problems based on intrinsic and extrinsic causes that all have concrete effects on reputation and customer satisfaction (DZHABAROVA, 2024).  
Internal Factors  
Among the most significant internal issues are the ageing buildings. While there have been isolated repairs, much of it is outwardly outdated, with guest complaints being ongoing of "tired rooms," "worn carpets," and "broken furniture." This disparity of the rooms to Hilton's global brand standards provides a disjointed and disappointing guest experience (Xiao, 2021).  Lack of housekeeping management is another critical issue. Guests continuously complain about dirty rooms, soiled linen, and dirty bathrooms. These problems are a sign of poor training, understaffing, and inadequate supervision. Cleanliness is a key area of hospitality, and consistent failure in this area undermines the quality of service in general. Staff turnover is high, and inconsistent training widens service delivery issues (Hamadziripi, 2023). A few are praised for their courteous behaviour, whereas others are uncooperative or incompetent. Overall, poor training, particularly in complaint handling and service recovery, demeans service consistency. Elevated turnover, likely resulting from low morale or compensation, disrupts team continuity and stability in guest service. Also, the hotel lacks a strong feedback mechanism (Narayan et al., 2022). Online reviews remain unanswered or respond with superficial answers, indicating weak follow-through and a lack of ability to correct. Repeat customer complaints ensue as a consequence, and it indicates a lack of accountability. There is poor management control. The majority of visitors comment on sluggish or bad response to complaints, offering evidence of the leadership's engagement and reactive rather than proactive service recovery. This diminishes the capability of the hotel to uphold Hilton's level of excellence (Bardukova, 2023).  
External Factors 
Externally, post-COVID standards raised the guests' demand for cleanliness, contactless visits, and cool amenities. Hilton London Metropole's inability to provide these standards uniformly contributed to fueling the criticism. Increased use of online reviews also amplifies the effect of a bad experience (Zhu, 2023).  Online sites such as TripAdvisor and Google Reviews inflate cases of bad service, harming reputation and discouraging repeat bookings. Furthermore, labour shortages, driven by Brexit and Covid, have added pressure on the number of staff, compromising the quality of service. Aggression from newer value-based chains such as citizenm and Premier Inn has raised the value and experience bar for Hilton, which has forced it to struggle to hold onto premium value (Harrison et al., 2022).  Financial constraints such as inflation have heightened price consciousness for visitors (Román, Martín, and Plessis, 2025).  
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The STEEPLED framework provides a comprehensive overview from which to consider the external drivers of the Hilton London Metropole's issue of adverse guest reviews. (Georgiadou et al., 2021), At a social level, the expectations of travellers have shifted since COVID, with more focus on hygiene, personalised experiences, and efficient service. Guests are more vocal and empowered through digital means, and any breakdown in service or cleanliness is quickly shared online. Second, London's multiculturally composed tourist market needs culturally sensitive and inclusive service provision, and reputational loss is the consequence of this failure. 
On a technological front, the speed of digital innovation in the hospitality industry has been very high, thus tremendously increasing expectations by guests to experience a seamless, technology-enabled stay that delivers both convenience and choice (Kruesi and Remy, 2024). Mobile check-in, smartphone-controlled room automation and fast Internet connections are now a basic reference value. Hilton London Metropole, however, has received negative reviews regarding old systems and unstable Wi-Fi, which takes away the fun, especially among business travellers and foreign tourists who need to stay digitally connected. This challenge has been aggravated by economic conditions in the UK. As inflation and the cost of travelling increase, guests have become price-conscious and expect higher value when they book into a premium property. 
From an environmental perspective, sustainability is a growing concern for travellers (Eichelberger et al., 2021).  Those hotels that do not have visible green practices in place, such as energy conservation, waste conservation, or green certification, may be seen as out of step or irresponsible. Hilton's lack of widely promoted sustainability efforts at this property could be helping to create negative sentiments among environmentally conscious travellers. 
Politically, its effects continue to affect the UK hospitality staff. Reduced numbers of EU workers have caused staff shortages and reduced capabilities for services, as seen by many visitors complaining about waiting long times for services and having them poorly delivered. Legally, the hotel must comply with health, safety, and employment laws. Complaining guests who register dissatisfaction regarding filthy rooms or uninformed staff may indicate a breakdown in adhering to something or poor operational control (Reeves and Bristow, 2024).  
Morally, consumers and employees increasingly expect hotels to demonstrate decent labour practices, decent wages, and diversity and inclusion (Hui, Tsui, and Tavitiyaman, 2021). Without such principles being present within the hotel operations or treatment of employees, negative feedback and internal frustration can result. Finally, London's guest composition is absurdly segmented, from business travellers and tourists to families and foreign visitors. If the hotel does not tailor products to suit the diverse needs of these segments—language, cuisine, or culture—the hotel risks losing central customer segments and earning negative word-ofmouth as a result (de Oliveira Gosson et al., 2022).   
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SWOT analysis of Hilton London Metropole gives a strategic summary of the internal potentials and external issues that confront the performance and prospects of improvement of the hotel. 
Strengths 
Hilton London Metropole enjoys a good brand equity, as it belongs to the world-renowned chain of Hilton Hotels & Resorts. This affiliation boosts the level of trust, improves exposure on international booking engines and generates steady demand. Its Central London location, just near the Paddington Station and other key attractions like Hyde Park and Oxford Street, makes it accessible and attractive to any leisure or corporate traveller. In addition, the hotel has one of the biggest conferencing and events capacities in the UK and is therefore a pacesetter in the business tourism sector. Another significant asset is the Hilton Honours loyalty programme, which helps to foster repeat bookings and improve guest retention by rewarding them and making them loyal to the brand (Fachada, 2023).  
Weaknesses 
However, Hilton London Metropole has an old infrastructure, and frequent reviews of the facility complain of old guest rooms, battered furniture, and poor facilities despite its brand reputation. Such shortcomings have resulted in bad reviews and decreasing online ratings. Moreover, variability of the service quality, caused by high turnover and inadequate training, damages guest satisfaction. The hotel also has poor online reputation management skills as it responds to guest comments in a superficial or delayed manner. This responsive strategy does neither restore confidence nor address reputation loss. Add to this a demonstrable failure to invest in digital innovation, including mobile check-in, digital room controls and integrated guest preference systems, which are beginning to define customer expectation, and the problem is compounded. Opportunities 
Technological upgrades, such as adopting smart room technology as well as improved hotel management systems (HMS), have a large potential to enhance the efficiency of operations and guest experience. Implementation of sustainability measures, including green energy options, water savings and waste management, may be attractive to eco-conscious clients and save money in the long term. Turnover would be resolved by investing in staff development programmes, which provide training, career progression and competitive benefits. Moreover, the digital reputation management systems (e.g., ReviewPro) may allow responding to the guest feedback in real-time and create a more favourable image of the organisation. 
Threats 
Online reviews have a huge presence and impact that is threatening; platforms such as TripAdvisor and Google Reviews can amplify the inefficiencies in services and ruin a reputation. New entrants into the market, especially the boutique and technology-enabled hotel chains like Citizen and Premier Inn, pose strong competition due to their better value and innovation. An increase in post-COVID guest expectations, especially in the areas of hygiene and responsiveness, also increases the pressure on performance. Lastly, the economic conditions, such as inflation and increased costs of operations, might not allow the hotel to carry out the required upgrading in the short run (Abdul Malek, 2023).  
McKinsey 7S Analysis of Hilton London Metropole  
The McKinsey 7S Framework allows for a systematic analysis of Hilton London Metropole's organisational inner fit through the examination of seven mutually dependent factors: Strategy, Structure, Systems, Shared Values, Style, Staff, and Skills. This diagnosis model is used to determine areas of misalignment that can be responsible for the hotel's operational inefficiencies and reputation problems. 
Strategy: Hilton London Metropole's new strategy focuses on brand consistency, corporate events, and upscale service. These plans are derailed by execution gaps that include subpar service delivery and the absence of contemporary amenities. What is required is a new strategy that revolves around guest-centric innovation, sustainability, and digital transformation to align outcomes with brand promise (Zeng, 2021).  
Structure: The hotel's structure for operations seems conventional and hierarchical, which could hamper responsiveness and decision-making. For instance, slow service recovery and ineffective cross-departmental communication between housekeeping and the front desk indicate structural impediments. A more flexible and empowered structure with decentralised power for quicker resolution of guest issues is advised. 
Systems: Critical systems like the hotel management system (HMS), performance monitoring, and feedback management are obsolete or siloed. There is little automation in guest services and few uses of real-time data analytics. Spending on connected digital systems and review management is needed to enhance efficiency and guest satisfaction (Akash and Sarafath, 2022).  
Shared Values: While Hilton espouses values of hospitality, service excellence, and integrity, these are not translated into a standard guest experience at this location. Front-line staff demonstrate inconsistent commitment, which indicates a gap between brand values and dayto-day operations. Revitalising core values through training, leadership, and intracommunications is essential. 
Style: Leadership within Hilton London Metropole seems to be reactive rather than proactive, particularly in addressing customer complaints. Moving in the direction of transformational leadership that supports accountability, teamwork, and creativity can create a culture of ongoing improvement.   
Staff: High turnover and low morale identify staffing as a key weakness. Few career opportunities, poor training, and understaffing in core areas (e.g., housekeeping) are principal pain points. Investing in staff development and motivation will be at the centre of service recovery. 
Skills: Staff often do not have the technical and interpersonal competencies to provide Hilton's high-quality service. Upskilling staff in complaint handling, digital skills, and cross-functional functions can enhance consistency and quality of service (Gámez, León, and Gonzalez, 2023).  
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Hilton London Metropole can utilise its Strengths—brand name and central location—to mitigate Threats like heightened competition and financial pressures through loyalty schemes and value-for-money packages To transcend Weaknesses like outdated facilities and variable service, the hotel can utilise Opportunities like investment in refurbishment and digitalisation to enhance the customer experience (García-López, Galindo-Pérez-de-Azpillaga, and ForondaRobles, 2025). With its robust global support, Hilton can attract talented staff and implement regularised training to improve employee performance and reduce turnover (Pereira, 2023).  Moreover, through the adoption of sustainable practices, the hotel can respond to growing environmental concerns and attract more environmentally aware travellers. Online review engagement and feedback management can also help to mitigate the Threat of reputation damage in the digital age. Overall, strategic investment and operational improvement to align internal capacity with external conditions will help Hilton London Metropole to regain competitiveness and guest satisfaction in a challenging hospitality industry (Fachada, 2023).  
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To address the operations and service issues at Hilton London Metropole, there needs to be an integrated solution that involves multiple strategies. These strategies are to enhance service quality, adopt technology integration, enhance operations, and create staff. The following explains the recommended strategies in detail (Zeng, 2021).  
Service Quality Improvement Strategies 
One of the most notable issues at Hilton London Metropole is the inequality of housekeeping services, which leads to regular guest dissatisfaction. To better this, the hotel must implement more stringent housekeeping policies, where every room meets Hilton's high standards. This can be achieved through effective room checks and a better quality control process. Periodic retraining of housekeeping staff in Hilton's brand standards will help to eliminate service delivery variations, with quality and cleanliness guaranteed at all times.  In terms of customer service, Hilton London Metropole will require a high level of service excellence (Liat et al., 2017). This can be attained through the development of a holistic training program for all staff in the areas of proactive complaint resolution, guest engagement, and problem-solving. Staff should be equipped with problem identification and solving techniques so that they can solve problems quickly, mitigating any impact of complaints and ultimately preventing harmful reviews (Jasinskas et al., 2016).   
Technology Integration and Digital Transformation 
To meet the evolving needs of guests, Hilton London Metropole needs to implement up-to-date technologies that enhance guest experience and streamline processes. One such significant move in this direction is integrating smart room functionality (Jayawardena et al., 2023). Through the investment in keyless entry, climate control that is automated, and personalised entertainment features, the hotel is capable of meeting the needs of technology-savvy travellers. Smart room amenities like these not only provide visitors with more convenience and comfort but also reduce the need for staff interventions in normal room services, making operating efficiency greater. In addition to refurbishing room facilities, Hilton London Metropole must focus on building its operational infrastructure through the upgrade of its Hotel Management System (HMS) (Chin, Marasini, and Lee, 2023). An integrated HMS can consolidate several systems, such as reservations, housekeeping, and guest preferences, into a seamless communication network between departments. Integration will not only minimise delays in operations but will also allow the hotel to anticipate guests' needs, which will improve the overall experience.  Moreover, the installation of a good Customer Relationship Management (CRM) system can significantly improve the guest engagement tactics of the hotel. A CRM will help in tracking guest preferences, bookings, and feedback history, enabling the hotel to send personalised offers and promotions. Such personalisation can create higher guest retention rates and repeat visit frequencies (Abdel‐Hamid et al., 2022).    
Improving Operational Efficiency 
To address operational inefficiencies, a lack of proper staff, and slow delivery of services at Hilton London Metropole, a holistic approach with task automation, staff optimisation, inventory management, and sustainability is proposed (Bodkhe et al., 2020). Tasks like checkin, check-out, booking confirmations, and guest service requests will be automated, reducing manual errors and increasing the speed of operations. With these automated operations, employees can focus on activities with higher value, which would increase guest satisfaction. Another primary strategy is staffing optimisation. Using labour forecasting software, the hotel can plan for peak occupancy and allocate accordingly. Cross-functional employees can be deployed as well to minimise delay at peak times and maintain the quality-of-service delivery. Sustainable practices such as the installation of energy-efficient lighting, temperature management, and water-saving fixtures will reduce operational costs and attract environment conscious guests (Yadav and Raju, 2025).   
Staff Development and Training 
One of the biggest internal issues for Hilton London Metropole is inconsistent service levels, often brought about by inadequate staff training (Pereira, 2023). There thus needs to be implemented intensive, continuous professional development programs for all staff. Soft skills such as communication, problem-solving, and conflict resolution should be emphasised, in addition to technical training such as know-how in hotel management systems and housekeeping standards (Becker-Redd, Lee, and Skelton, 2018). Apart from training, Hilton Metropole London must address its high rate of staff turnover, which significantly impacts the quality of service. Staff retention schemes must take precedence, making the workplace a more stimulating and supportive place to work. Offering competitive pay packages, clearly defined career progression paths, and reward schemes will ensure that the best performers are kept (Ghani et al., 2022).   
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Phase 1: Planning and Assessment (0-3 Months) 
The first phase will involve evaluating the existing operational inefficiencies, training needs of the employees, and technology gaps. There will be a detailed audit of the existing processes of the hotel, technology infrastructure, and customer service levels. This will involve taking inputs from customers and employees through surveys and focus groups. The outcomes will guide the creation of an action plan that encompasses specific milestones, timelines, and a budget for the use of resources. In this phase, the leadership development programs will be created as well, and the core staff will be allocated to oversee the change process. 
Phase 2: Digital Transformation (4-8 Months) 
In this stage, Hilton London Metropole will also introduce major technological upgrades. Some of these include the provision of self-check-in kiosks, a new hotel management system (HMS), and the introduction of a customer relationship management (CRM) system to enhance processing. Employees will undergo training to familiarise them with the new systems. Energyefficient devices, including LED lights and smart temperature control systems, will be provided to help lower operational expenses and increase sustainability programs (Gupta and Sharma, 2021). 
Phase 3: Service and Operations Enhancements (9-12 months) 
Service delivery will be improved through the imposition of stricter housekeeping measures, re-training of staff in customer service, and the establishment of cross-functional teams. Automation of everyday processes of tasks will be fully implemented, and labour forecasting software will be deployed to enable ideal staffing during busy times. Guest comment cards will also be introduced to improve service delivery constantly (Nikolskaya et al., 2018). 
Phase 4: Monitoring and Evaluation (Continuous) 
Continued monitoring by performance indicators, customer feedback, and staff feedback will guarantee the success of the changes. Periodic reviews and modifications will be made accordingly. This stage will concentrate on maintaining improvements and spreading successful strategies to the entire hotel.  
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To manage change successfully, Hilton London Metropole will have to institute a formal change management process of good communication, training, and employee engagement. The communication has to be honest, specifying the rationale for change and expected gains. Training will help employees deal with new technology and processes and will make them less resistant and more confident. There have to be feedback mechanisms in place through which employee concerns are addressed and engagement is developed (Fu, Zheng, and Wong, 2022).   
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Kotter's model guides through the change complexity to ensure it gets implemented, accepted by employees, and maintained over time (Laig and Abocejo, 2021). The 8 steps of this model are:  
1. Create a Sense of Urgency: The first step of Kotter's model involves developing a sense of urgency for the need to change. For Hilton London Metropole, this will be achieved by communicating the major issues affecting guest satisfaction, operational inefficiency, and market competitiveness for the hotel (Haas et al., 2019). The management must emphasise rising customer expectations on technology integration, service quality, and sustainability policies. Sharing facts-driven information regarding declining guest satisfaction or business losses can alert employees and stakeholders that change is necessary and urgent (Kerrigan, 2021).  
2. Build a Guiding Coalition: Change cannot happen without good leadership. At this point, Hilton must identify and recruit a team of influential leaders across various departments, including operations, guest services, and human resources, to guide the change effort (Majka, 2025). The guiding coalition shall be responsible for providing guidance, communicating, and making all members of staff familiar and committed to the change. The team shall also act as champions of change, motivating other individuals within the organisation and assuaging fear and resistance (Tang, 2019).   
3. Develop a Strategic Vision and Initiatives: There needs to be a clear vision which will be employed in leading the change process in the right direction. Hilton London Metropole must articulate the strategic objectives of the change effort, which may involve improving the quality of service, streamlining operations, incorporating stateof-the-art technology, and establishing a sustainable hotel environment (Trawick and Carraher, 2023). The objectives must be articulated, as well as a timeline of how the hotel will ensure that these objectives are met. For instance, "becoming the best hotel in London for guest innovation and sustainability" may be the vision (Wessel et al., 2021).   
4. Recruit a Volunteer Army: A broad base of support is the major contributor to breaking change resistance. Hilton must get employees at all levels involved by incorporating them in the change initiative. Staff can be motivated using workshops, feedback sessions, and brainstorming. Involving them not only generates a feeling of ownership but also guarantees more innovative ideas and smoother changes. Volunteers across departments can act as "change advocates," allowing the dissemination of information and reinforcing the vision throughout the hotel. This move increases the likelihood of changes being fully supported (Somera and Petrova, 2024).  
5. Facilitate Action by Breaking Down Barriers: Change will face obstacles along the way, either from outdated systems, resistance from employees, or insufficient resources. Hilton must actively identify and break down these barriers to have a smooth transition. This could mean replacing outdated hotel management systems, addressing any employee concerns regarding new technology, or reassigning resources to more critical areas such as employee training or technology upgrades (Ersoy, 2024).   
6. Create Short-Term Wins: It is essential to acknowledge quick wins that validate the positive effect of the changes. Hilton can set quantifiable short-term goals that can be achieved within a couple of months, such as training employees on new systems, introducing a mobile check-in facility, or reducing operational delays through automated service requests. Recognising these "small wins" will boost morale, solidify the vision, and demonstrate that the effort is paying tangible dividends. Public recognition of success enables momentum building and promotes the continued effort towards change (Stouten, Rousseau, and De Cremer, 2018).  
7. Consolidate Gains and Build More Change: Once initial successes have been achieved, there is a necessity to maintain momentum by consolidating gains and expanding the scope of change. Hilton must use the early successes to demonstrate the value of the changes and ensure that the organisation continues to transform. This could involve putting new technology initiatives in place, integrating sustainability practices into other parts of the hotel, or adding more training programs for staff (Singjai, Winata, and Kummer, 2018).   
8. Anchor New Approaches in the Culture: To be made permanent, changes must be embedded into the culture and daily operations of the hotel. Hilton London Metropole must ensure that new practices, including improved customer service procedures, the use of smart technology, and sustainability processes, are part of the hotel. This will include continuous reinforcement with leadership, open communication, and monitoring performance against the vision (Clarinval, 2023).   
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Measuring success in Hilton London Metropole demands a multi-dimensional approach to measuring external customer satisfaction and internal operational performance (Iverson, 2018). 
Below is the way the hotel can measure its progress: 
Customer Satisfaction Ratings 
The satisfaction of the guest is an important indicator of the efficiency of a hotel and its success. This can be measured by guest surveys, comment cards and online review sites, all of which can give valuable feedback on the guest experience. (Ali et al. 2021) state that in the case of the hospitality industry, high service quality affects customer satisfaction levels directly and significantly; thus, hotels should track the provided services and continuously enhance them. Net Promoter Scores (NPS) and online satisfaction ratings are simple and measurable tools that can be used to keep track of the progress made in terms of service improvement and technology upgrades to ultimately show the capacity of the hotel to meet and possibly surpass the expectations of the guest.  
Revenue Growth 
Revenue growth will directly reflect financial performance. Hilton London Metropole would need to monitor major financial indicators such as Average Daily Rate (ADR), Revenue per Available Room (Revpar), and revenue growth in total. This monitors the pricing strategy of the hotel, the success of the marketing, and operational efficiency. If there were constant revenue figure increases, it would reflect that the hotel is operating according to its business objectives (Redjeki, Narimawati, and Priadana, 2021).  
Operational Efficiency Metrics 
Operational efficiency can be tracked in Hilton London Metropole using KPIS such as room turnaround time, check-in/check-out speed of the guests, and cost per room occupied. Besides that, energy savings through sustainability programs and appropriate levels of staffing also help raise the level of operating efficiency. They are measures indicating where the cost can be trimmed and the processes can be streamlined (MoghadasNian and Mojavezi, 2025).   
Employee Engagement 
Employee engagement is an indicator of employee morale and commitment. Engaged employees are more inclined to offer superior service, and therefore improved guest satisfaction. Engagement can be quantified by conducting employee satisfaction surveys and measuring turnover. High engagement tracks with low turnover and improved guest experience, so it is an important measure of success (Buttrick, 2009)  
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A financial commitment exists to implement these strategies, but their extended advantages surpass their initial spending requirements. 
	Expense Category 
	Estimated Cost (£) 

	Service Quality Enhancement 
	£25,000 

	Technology Integration & Digital Transformation 
	£55,000 

	Operational Efficiency Improvements 
	£45,000 

	Staff Training & Development 
	£25,000 

	Total Estimated Cost 
	£150,000 
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	No. 
	Problem 
	Solution 
	Desired 
Outcome 
	Time 
Scale 
	Planned 
Budget 
(£) 

	1 
	Inconsistent service 	quality and 	staff 
performance 
	Implement a comprehensive staff training program 
	Improved service consistency and guest satisfaction 
	0-3 months 
	£20,000 

	2 
	Operational inefficiencies and understaffing 
	Automate in/check-out introduce forecasting 
	checkand labour 
	Faster 	service, optimised staffing, reduced waiting times 
	4-8 months 
	£30,000 

	3 
	Outdated hotel management and guest interaction systems 
	Implement an advanced Hotel Management System (HMS) and smart 
room features 
	Enhanced guest experience, improved operational efficiency 
	4-8 months 
	£50,000 

	4 
	Low 	employee 
retention rates 
	Develop 	career 
advancement programs 	and 	offer competitive compensation 
	Improved employee satisfaction and reduced turnover 
	9-12 months 
	£15,000 

	5 
	Lack 	of 
sustainability 
practices 	in 
operations 
	Install energy-efficient systems and adopt 
sustainable practices 
	Reduced 
operational costs, 
improved 	eco-
friendly image 
	9-12 months 
	£25,000 

	6 
	Weak 	customer 
relationship 
management 
	Introduce CRM system and feedback 
tools 
	Enhanced guest engagement and 
	4-8 months 
	£10,000 

	
	
	
	increased repeat 
visits 
	
	


 
 
The action plan identifies core issues at Hilton London Metropole, such as uneven service quality, inefficiencies in operations, and low staff retention. Recommendations like employee training, system improvements, and sustainability programs are made, with a specified timeline and budget for each, with the objectives of improving guest satisfaction, simplifying operations, and staff retention.  
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In conclusion, this consultancy report has been given. A comprehensive analysis of Hilton London Metropole's operational challenges and specific recommendations were made for the solution of identified problems. Inclusion was among the major issues, such as poor consistency in service delivery, operational inefficiency, shortage of staff, and high staff turnover. By scrutinising the issues, we have established ways to improve both service delivery and operating efficiency. 
The proposed actions cover some of the most important areas. Improvement in the quality of service by enforcing stricter housekeeping practices and extensive customer service training of staff is designed to enhance guest satisfaction and lower complaints. Training of staff is of paramount importance because it addresses the root problem of inconsistent service delivery, with each employee possessing the necessary skills to provide Hilton's high standards. Second, there should be technological integration like smart room features and a full Hotel Management System (HMS) to help streamline operations, improve guest experience, and enable more tailored services. Automation of tasks like check-in/check-out procedures and service requests not only eliminates the element of human error but also improves operational efficiency so that employees can concentrate on value-added activities. 
Besides, efficiency measures in the operations, like optimising personnel, installing an inventory control system, and taking energy-saving measures, are also intended for cost savings as well as maximising the use of resources. Though these would necessitate initial investments, they would yield huge savings in costs over the long term as well as help the hotel with its cause of sustainability at large. Sustainability measures would be appealing to environmentally aware visitors as well, enhancing the reputation of the hotel even further. 
The suggested change management plan ensures that such strategies are effectively applied, with emphasis on communication, employee participation, and support. The phased implementation approach is complemented by an entire training program and avenues of free communication to respond to any likely resistance to change. Being methodical in approach, Hilton London Metropole can ensure that the process is as smooth as possible, with minimal disruption of normal operations. 
Apart from this, the financial report presented here also indicates that despite the initial investment, these costs will return many times over as increased efficiency, customer satisfaction, and revenues. The revenue gained will be much greater than the investment, and the hotel becomes more competitive in an increasingly digital and eco-friendly hospitality sector. 
We would also like to thank the management and staff of the Hilton London Metropole for inviting us to collaborate with them on this project. It has been an honour to work with such a committed team, and we are confident that the implementation of these recommendations will make a significant difference in the operational performance and image of the hotel. We are looking forward to the prospect of servicing Hilton London Metropole on future assignments and believe these assignments will yield sustained success and growth.  
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