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Hilton hotels USA is a renowned hospitality brand name with more than 600 properties across the country. However, the company faces a consistently evolving landscape within the travel sector of the United States of America. There are several challenges that threaten the brand identity and long-term profitability of the organization, and one of the significant issues is related to maintaining a robust overall occupancy rate in the country. The company is known to have efficient levels of occupancy rates, but according to several competitive analyses, there is a 10 to 15% price discrepancy as compared to similar offerings in Hilton Hotels USA. The issue is the declining luxury suite occupancy. Despite the strong overall occupancy, the luxury suites across the hotel chain are considered as underperforming as compared to other aspects. Lack of appropriate levels of uncompetitive pricing, inadequate or inappropriate marketing of the unique and comfortable suite experiences and differentiation between all the categories further contribute to this overall decline.  
However, there are other issues as well that are discussed in the overall analysis, even if Hilton Hotels USA is known to boast about its robust occupancy rates. One of these issues is related to competition from boutique hotels as the rise of eco-conscious travellers, specifically those seeking authentic and personalized experiences. This poses a relevant threat to the hotel chain as the traditional and large-scale resort atmosphere of Hilton Hotels struggles to compete with the intimate sustainability focus and charm of smaller boutique hotels. Lastly, there is the issue of brand identity erosion. The revenue analysis of the past few years of Hilton Hotels USA reviews that large group bookings and discount packages constitute 30% of the total revenue as compared to 20% five years ago. Guest feedback also showcases the issues regarding impersonal service, diminished luxury amenities and overcrowding during these periods. Brand perception surveys also present a decline in associations with exclusivity and luxury among the travelers who belong to the Generation Z and Millennial segment.
The overall report also showcased the numerous nuances that are present behind these issues or challenges and mainly behind the significant concern that is faced by Hilton hotels USA of declining luxury suite occupancy. According to the market research of the external environmental aspects, it is highlighted that there is a disconnect between the suite offerings of Hilton Hotels USA and guest expectations. Guests are particularly considered to crave or inclined towards curated experiences such as in-room spa treatments and private dining, which justifies the differentiating categories and premium pricing. Furthermore, it is also unveiled that environmental consciousness is not a specific niche. Rather, it is a significantly booming travel sector in modern times. Studies also showcase that 80% of environmentally-conscious travellers prioritize cultural immersion and local experiences. Crafting curated packages that majorly focus on cultural learning and outdoor adventures and further partnering with eco-tourism organizations are aspects that present immense potential for businesses such as Hilton Hotels USA facing similar issues.
Moreover, the findings also showcase that guest feedback during the peak booking periods presents a dissonance between reality and brand promise. This further erodes the perception of luxury, and it is important to safeguard brand exclusivity by implementing tailored communication strategies and stricter criteria for group packages and bookings. These findings further paint a precise picture that Hilton Hotels USA is a hotel chain that cannot afford to stand still at a specific position, and there is a significant requirement for growth and development. The changing travel landscape demands a major strategic pivot by embracing several major pillars.
One of these relevant pillars is showcased as one major recommendation in the overall analysis. This recommendation is for luxury suite repositioning. It is suggested that Hilton Hotels implement curated amenities and experiences that are specific to every suite category. It is also important to do this by justifying pricing with exclusive offerings such as spa axis or private dining and launching targeted marketing campaigns that showcase the unique value proposition of every suite that is offered by the company to its customers. Unlocking the potential of these premium and unique spaces is a major aspect of reimagining luxury and boosting profitability within the Hilton brand. Furthermore, it is suggested to embrace eco-consciousness by developing and highlighting sustainability initiatives implemented across the overall hotel chain. This can specifically include the implementation of initiatives related to local sourcing, energy efficiency upgrades and cultural immersion experiences. It is important for the company to consider partnerships with eco-tourism organizations and further offer curated packages that promote the tourism segments, such as cultural learning and outdoor adventures that the individuals present in the market are majorly inclined towards in modern times. This particularly resonates with the growing eco-conscious segment and strengthens the appeal of Hilton Hotel to future generations.
Lastly is the recommendation of reinforcing brand identity by implementing stricter criteria for package offerings and group bookings which will allow in ensuring alignment with the Target audience and luxury brand image of the company. This can be done by developing distinct communication strategies for different guest segments, prioritizing high-end amenities, personalized service and the unique selling points of every location. Therefore, it is concluded that Hilton Hotels can specifically reposition itself as a dominant leader in the changing travel landscape by implementing these recommendations. This analysis has also provided a comprehensive road map in order to revitalize the Hilton hotels USA and secure its place as a premier hospitality brand in the future.
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Hospitality management is a systematic process that involves framing strategies and successfully implementing those strategies in hospitality organisations (Ulker-Demirel and Ciftci, 2020). It is a broad field which involves managing the day-to-day activities of an organisation. It is a process which consists of managing a business. The present report is a consultancy report for Hilton Hotels US. The role of a consultancy firm is to help organisations identify the issues which are being faced in successfully operating the business. Hilton Hotels Corporation is a global hospitality organisation that works in more than 7,000 locations around the world (Hilton, 2024). The hotel chain is a leading hospitality chain engaged in providing luxury stays to its customers. The hospitality organisation has 22 brands under its name.
The organisation has been spread in over 124 countries and is a leading brand in the hospitality industry. The overall hospitality chain has over 1.1 million rooms collectively. The headquarters of the Hilton organisation is in McLean, Virginia. The sales for the hotel in the year 2023 accounted for $9.4 billion (Statista, 2024). Hilton Worldwide Holdings Inc. is a global hospitality firm that operates a chain of luxury as well as full-service hotels and resorts. It is seen that the selected hotel chain provides focused services to customers daily, and this is possible with the help of working on pillars such as integrity and teamwork. Leadership is critical in hotel operations the justification for this is that it sets the tone for the whole organization and determines the success of the hotel (Ali et.al 2021). Also, inspiring staff members and providing them with direction helps satisfy customers, and the chances become higher that they will visit again. 
Hilton occupies a great position and revenue globally. The justification for this is the management here is constantly looking forward to providing customers with the value that no other hospitality brand offers. Hotel sales in the year 2023 accounted for $9.4 billion because management applied strategic thinking and innovation and showed a passion for providing services to customers (Statista, 2023). In addition to this, strategic thinking involves constantly meeting and assessing the needs of customers. In terms of the selected firm, they are able to secure a higher brand profile and revenue because they believe in providing customers with personalized services. Good teamwork equips personnel with adaptability and flexibility which is crucial to navigate uncertainties.  
Hospitality and tourism in current times are focused on management, operations of food services, marketing, etc. In addition to this, hospitality management involves lodging, travel-related amenities, recreation events, and attractions. Thus, looking at the Hilton brand profile by observing customers, it is observed that brand awareness gained by the management is at 88 per cent in the US. It is also seen that 43% of US hotel customers say they want to visit Hilton since they like the services given by personnel (Kunst, 2023).      
The present report is based on the significant issues faced by Hilton Hotels in the US, which are causing hindrances to the growth and success of the hotel group. The primary issue faced by the hotel is declining occupancy in luxury suites. The company is facing a significant decline in the occupancy of luxury suites, which is causing financial concerns for the organisation. It has been identified that the hotel chain is experiencing a gap of 15% in the occupancy of luxury suites in comparison to the other standard suites (Grandviewresearch, 2024). This primary issue is causing an impact on the group's revenue. Other issue faced by hotel is erosion of brand identity, which causes dilution of the perception of Hilton Hotels as a high-end luxury brand. The relevant causes of this issue include lack of control over guest experience, inappropriate communication strategy and imbalance in booking segments. Research indicates that luxury travel pending is specifically expected to grow by 8% annually until 2025, which showcases the immense potential of the luxury sector (Mordor intelligence, 2024)
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Hilton Hotels USA is a household name within the hospitality sector and faces one significant issue: declining luxury suite occupancy. The company also faces issues related to competition from boutique hotels and the erosion of brand identity (Mordor intelligence, 2024). Addressing these concerns is important to maintain its competitive edge and ensure long-term sustainability within the organization (Whittington, 2020). Firstly, in terms of declining luxury suite occupancy, the overall occupancy of the company is respectable, but the underutilized luxury suites pose a relevant financial concern. A 15% gap in the occupancy of luxury suites compared to standard rooms translates into millions in lost revenue for the company. There are several causes of this issue, one of which is uncompetitive pricing. As market analysis showcases, similar luxury suites in the rival hotels are priced 10 to 15% lower than the offerings of Hilton hotels (Grandviewresearch, 2024). This price disparity further causes the dissociation of potential guests from choosing the premium accommodations of Hilton. 
The next cause is a lack of differentiation as the guests particularly struggle to see the value proposition of higher-priced suites due to the lack of distinct amenities and experiences compared to the standard rooms. This homogenization causes a dilution of the appeal of luxury offerings. Inadequate marketing is also a relevant cause, as ineffective communication fails to present the exclusive experiences and unique benefits that are associated with every suite category offered by Hilton Hotels USA (Statista, 2024). This specifically leads to several missed opportunities for converting potential guests. Furthermore, the issue of competition from boutique hotels is the rise of eco-conscious customers, and the inclination towards personalized travel experiences provided by boutique hotels poses a relevant threat to the market share of Hilton. The significant causes include a lack of eco-conscious initiatives within the organization, limited personalized experiences and the perceived image of Hilton. Furthermore, 82% of the travellers also prioritize local experiences, which emphasize the significance of catering to eco-conscious preferences.
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	Factor
	Evaluation

	Social

	Travellers in modern times prioritize personalized service, environmental consciousness and authentic experiences. Limited eco-friendly offerings and the traditional resort model of Hilton are seen as aspects that are less significant in terms of shifting travel preferences (Johnson et.al 2020). Furthermore, the increasing popularity of alternative accommodation options and budget travel platforms puts pressure on the premium pricing strategy adopted by Hilton Hotels. Not only this, but Generation Z and millennial travellers represent a growing market share and seek locally immersive and unique experiences (Kipping and Clark, 2012). This makes it relevant for Hilton to adapt its offerings to cater to their different preferences.

	Technological

	Online booking platforms such as Airbnb and VR travel experiences provide new forms of competition. This makes it significant for Hilton to embrace technological advancements in order to improve its digital presence in the market. Furthermore, the guests expect a mobile check-in or checkout, seamless connectivity and easy online booking within the hotel (O’Mahoney, 2021). Due to this, it is essential for the technology infrastructure of Hilton to upgrade in order to meet such expectations. Artificial intelligence-powered platforms showcase alternative experiences and accommodation on the basis of individual preferences and businesses like Hilton can leverage technology for personalizing guest experiences and further retaining customer loyalty.

	Economic

	Regional instability and economic downturns can significantly influence travel budgets and potentially decrease the demand for luxury hotel stays. It is relevant for Hilton to provide flexible pricing options for catering to diversified client segments during economic downturns. The increasing maintenance expenses, Labour costs and energy bills can squeeze overall profit margins, which makes it important for Hilton to explore sustainable solutions and streamline operations to minimize costs. Even with the rising operational costs, Hilton accounted for $9.4 billion in sales in 2023 (Grandviewresearch, 2024).
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Figure 1 Revenue of Hilton Worldwide Holdings from 2009 to 2022
(Source: Statista, 2024)

	Environmental 

	Travellers are increasingly seeking eco-friendly practices and carbon-neutral travel options, and the limited visibility towards sustainability efforts in Hilton can be a relevant competitive disadvantage for the company. Stringent environmental regulations can also increase overall operational costs, and it is important for companies such as Hilton to invest in sustainable practices and energy-efficient technologies to comply with regulations (Newton, 2010). Natural disasters and extreme weather events can also disrupt the travel plans. Therefore, Hilton is required to build adaptability and resilience for addressing the potential environmental disruptions.

	Political

	Regulations influencing labour practices, environmental standards and pricing can influence the overall hotel operations. This makes it relevant for Hilton to stay informed regarding the updates and adapt to significant policy changes. Visa restrictions, travel advisories and political instability can relevantly influence particular travel markets (Griffin, 2022). Hilton is required to focus on the diversification of its markets and further be prepared for any travel disruptions due to political aspects.

	Legal

	Hilton is required to ensure compliance with regulations such as CCPA and GDPR for protecting guest data privacy. It is also important for Hilton to adhere to the changing labour laws related to working hours, employee benefits and minimum wage. Maintaining safety standards and further adapting to the changing health regulations, such as during pandemics, is important for gaining guest confidence (Johnson, 2005).

	Ethical

	Fair labour practices are also increasingly significant to employees and guests, and it is important for Hilton to ensure transparency within its operations to address any potential ethical problems related to labour practices. Building positive relations with the local communities can also improve brand reputation and further attract ethical travellers (Baron and Armstrong, 2007). Hilton should actively focus on engaging with local communities and further support their development. Guests are also becoming more conscious regarding the ethical sourcing of materials and food. This further makes it significant for Hilton to prioritize sustainable practices and local sourcing within its overall supply chain.

	Demographic
	The demographic of the Hilton hotels is divided in various aspects. The geographic segmentation of the customers of Hilton hotel is the people living in US. The company also focuses on global customers from various geographic locations. Another aspect of demographic is based on demographic segmentation. The Hilton hotel focuses on customers who prefer luxurious lifestyle and the main target of the organisation is the segment of people who are willing to spend premium prices for luxury suites of the hotel (Hilton, 2024). In addition to that, it also focuses on people who have high living status who likes to spend time in luxury suites. 
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	Strengths 
Hilton specifically posts a global brand presence with more than 600 hotels across the United States of America and is identified for its consistency and reliability (Mordor intelligence, 2024). The company also provides a diverse range of brands that cater to different segments, from budget-friendly to luxury. Hilton has also established robust processes and systems for the management of its large networks of hotels in an efficient and effective manner. not only this, but the company also enjoys a solid financial position, revenue streams, and significant access to capital for investments.
	Opportunities 
In terms of opportunities, one relevant opportunity is the growing potential for tourism in Africa and Asia. Hilton can focus on leveraging its brand recognition to expand its footprint in these geographical locations (Buttrick, 2009). Furthermore, embracing personalized experiences, technology integration, and eco-friendly initiatives can also attract new customer segments such as Generation Z and millennial travellers (Jooss et.al 2021). Collaborating with local tourism boards, event organizers, and airlines can also broaden the overall region and drive new business opportunities for the company. Leveraging guest data for personalized recommendations, dynamic pricing and targeted marketing can also improve guest experience and optimize revenue.

	Areas for consideration 
One major area for consideration is declining luxury suite occupancy, which can be improved by addressing the lack of differentiation, inappropriate marketing and uncompetitive pricing for luxury suites (Shaikh et.al 2021). Furthermore, adapting to the changing traveller preferences through providing eco-friendly options, personalized experiences, and intimate and smaller settings can support retaining market share. Balancing group bookings and discount packages with maintaining a luxury image through tailored communication, premium service and stricter criteria during peak periods is important. Exploring alternative accommodation options such as co-working spaces or extended stay apartments can also allow catering to the changing traveller requirements (KILIÇHAN and YILMAZ, 2020). The next aspect or area that requires consideration is innovation and technology, which includes consistently investing in technological advancements such as seamless connectivity, artificial intelligence-powered personalization, and smart rooms, which can allow in keeping up with the evolving guest expectations.
	Recommendations 
Hilton Hotels USA should focus on leveraging its brand recognition and strength while capitalizing on the emerging opportunities for addressing the overall areas for consideration. By implementing technological solutions, adapting to evolving traveller preferences and embracing sustainability, the company can maintain its dominant position within the hospitality sector and ensure long-term success (KILIÇHAN and YILMAZ, 2020).
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Figure 2 U.S. Hotels, Resorts, And Cruise Lines Market Size, Share & Trends
(Source: Grand view research, 2024)
	TOWS Matrix
	Strengths (Internal)
The major strengths of Hilton hotels USA include the global brand recognition and diversified portfolio of the company, established customer base and loyalty program, financial stability and operational expertise and the focus of the company on mobile accessibility and digital initiatives (Mohammad, 2021).
	Weaknesses (Internal)
There are also several weaknesses that are present within the organization and are required to be addressed before they cause major hindrances (Aksoy et.al 2022). These weaknesses specifically include the limited presence of Hilton Hotels USA in alternative accommodation markets, declining luxury suite occupancy and uncompetitive pricing, reliability of the company on large-scale operations and traditional resort model, lack of differentiation from budget options and boutique hotels and potential image dilution through group bookings and discount packages.

	Opportunities (External)
The major opportunities that are present for Hilton Hotels USA include catering to the changing travel trends of personalization and eco-tourism, expanding in the underserved and emerging markets and segments, partnering with local businesses and travel platforms, building eco-conscious image and implementing sustainable practices and lastly, leveraging data analytics for targeted pricing and marketing (Griffin, 2020).
	Strengths/opportunities 
With the help of the global expansion and business on international level Hilton can grab the opportunity of catering the changing travel trends according to customers
	Weaknesses/opportunities
However by mitigating the weakness of its limited presence in USA company can gain better understanding.

	Threats (External)
Changing customer preferences and evolving travel patterns, the rise of online travel platforms and alternative accommodation options, rising operational costs and stringent regulations, political instability and economic fluctuations influencing travel demand, and increased competition from personalized and eco-conscious travel brands are relevant threats that might be faced by Hilton hotels USA and hinder the operations and positioning of the company in the long run (Hassan and Sharma, 2020).
	Strengths/threats
By the use of financial stability and operational expertise Hilton can identify the customer preference and evolving the travel patterns. 
	Weaknesses/threats
Due to lack of differentiation from budget options and boutique hotels other rivals could use these weakness of Hilton. 


There are several possible future directions for Hilton Hotels USA to work according to the strengths, weaknesses, opportunities and threats of the company. The major strength and opportunity strategies include expansion of luxury offerings, innovation with technology, partnering with sustainable travel organizations and increasing focus on data-driven marketing (Riadil, 2020). Furthermore, in terms of the weakness and opportunity strategies, these include entering niche markets, investing in sustainable technology, embracing personalization and developing Co-working spaces and extended stay spaces. Next are the strategies to address the weaknesses and threats of Hilton Hotels USA (Burnes, 2014). These include diversification of customer base, focusing on operational efficiency, building adaptability and resilience and monitoring the emerging trends. Lastly are the strength and threat strategies that include differentiating from boutique hotels, addressing the declining luxury suite occupancy and reducing reliability on group bookings and discount packages (Hahang et.al 2022).
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· On the basis of analysis, three issues have been found: luxury suite repositioning can be used to counter the first issue. This will include completely changing the perception of the company's luxury suites in the eyes of customers through a new positioning plan. This will influence the preferences, buying behaviour, and brand loyalty of Hilton's customers. To do this, the company will need to make changes in the rooms and services provided in luxury suites. This will create the feel of a new offering and provide space for conducting positioning again, a part of the new plan (Cong et.al 2020). 
· Strategies of change management should assist the repositioning. First is planning carefully, which will provide a framework to follow for the rest of the process, ensuring everything functions seamlessly and no hiccups are faced. Another change management strategy that can be used is robust and efficient communication (Cameron and Green, 2019). This will help in implementing the change in a much more efficient way, adding to the success of repositioning the luxury suites of the brand. The response of customers to this will be that they will be willing to try the offering by the company, increasing the occupancy of these luxury suites. 
· This will affect Hilton in a positive way as the company will get a new flow of customers who will be willing to try the unique experience offered by the company, which will increase the revenue of the organization from its luxury suite department. The hotel will experience benefits like increased occupancy of their luxury suites, more frequent stays in the luxury suites, etc (Noordzife, 2014). The company will have to incur significant costs for repositioning its luxury suite department. The expenses that Hilton will incur could come to around $500,000, as this repositioning will be done globally.
· Reinforcing brand identity is essential for the longevity and success of the company. By consistent messaging of the brand, continuously engaging content and continuous engagement through innovation and creativity with the needs of users in the industry. It will keep the brand strong and help in ensuring that the business grows continuously (Zeng, 2021). Reinforcing Hilton's brand identity is essential to solve the issues of declining occupancy rates in luxury suites and competition from smaller boutique hotels. The central issue is the erosion of Hilton's brand identity in the hospitality business. Hilton can reinforce its brand identity with specific recommendations.
· It is recommended that Hilton create a strong visual identity for its brand by tying closely with its name and logo in the design of the hotel website. Including the content, the hotel posts on social media, emails and digital platforms should give the look and feel of the brand by matching with the core philosophy of the hotel (Rockett, 2023). It will improve the brand identity of the Hilton in the market, and it will solve the problem of declining occupancy rates in the hotel by attracting more customers through positive brand identity in the market.
· It also recommended that Hilton reinforce its brand identity by defining its offerings to the guests. It is the most impactful part of the brand identity when it comes to how guests feel and react to it. This means creating the rooms, the services and amenities, the menus, and the staff interactions that can lead to Hilton's original brand proposition. The offerings and services are the only way to prove to the guests that Hilton delivers on its promises (Ward et.al 2020). It will also create a positive and effective brand identity for the hotel in the market by providing what it claims to customers. It will increase the guest capacity in the hotel and also improve the brand identity in business.
· Another recommendation for the successful reinforcement of Hilton's brand identity in the hospitality industry is to develop an efficient marketing strategy for the promotion of the business (Zeng, 2021). Marketing through various digital platforms as well as offline marketing platforms can help improve the brand identity of the hotel. Marketing on digital platforms such as social media channels can help reach a large variety of customers. It will help make people aware of the facilities and services Hilton provides to its guests on a large scale. It will also help in targeting the customers and providing them with knowledge about a brand. It will solve the issue of declining occupancy rates of the guests in the hotel by promoting the brand to the target customers. It will also promote the brand identity and help reinforce the brand identity effectively and efficiently.
· To reinforce the brand identity, Hilton should focus on building an effective and safe data system to prevent customers from cyber attacks (Zeng, 2021). An effective data system will prevent Hilton from various losses and legal issues and help create a positive brand image in the hospitality industry.
· Another recommendation that has been identified for Hilton Hotels to address the issue of declining occupancy rates in luxury suites is embracing eco-consciousness. Eco-consciousness is an essential concept in tourism and hospitality management (Cabral and Jabbour, 2020). Addressing the issue of declining occupancy and declining brand identity; both issues will be solved by improving eco-consciousness. Eco-consciousness is the way organisations adopt to reduce the impact of hotels on the environment. Hilton hotels in the US can embrace eco-consciousness by adopting various kinds of sustainability practices in their operations. It can be achieved by implementing sustainable tourism practices such as reducing the use of plastics, etc (Legrand et.al 2022). 
· One way in which Hilton Hotels can embrace eco-consciousness is through reducing the use of plastics within the hotel (Kalra et.al 2020). It can be achieved by ditching the plastic water bottles. Along with that, the focus of the hotel can also be on minimizing the use of plastics throughout the hotel. Eco-consciousness results in improved brand perception in the eyes of customers (Alvarez-Risco et.al 2020). In addition to that, it is also recommended that the hotels implement water reduction strategies, sustainable eating, and use of renewable sources of energy. This measure will help the organisation to focus on improving its eco-consciousness. 
· The suggested measures may be implemented successfully in the hotel by framing sustainability strategies, which will clearly define the ways in which the organisation will implement them. It is advised for the organisation to make a green team whose primary focus will be on improving the organisation's eco-consciousness. A sustainable strategy focusing on eco-consciousness helps hospitality organisations to improve customer experiences (Viterouli et.al 2023). The main focus of the strategy will be to reduce the waste generated by the organisation with regard to plastics and water wastage. The green team will be able to closely monitor the impact of strategies on the growth and resolution of the significant issues of the organisation. 
· The above-mentioned sustainable strategy will provide various benefits to the organisation. The first benefit that this strategy has on the hotel will be improved customer satisfaction and perception. It will help in enhancing the number of customers to the hotels by giving their customers an eco-experience (Floričić, 2020). Successful implementation of these strategies will help improve the declining occupancy rates in the organization's luxury suites. The green team will help in the successful implementation of a sustainability strategy for the organisation. Eco-consciousness helps provide a competitive edge for hospitality organisations (Abdelrazek, 2023). 
· Other steps which are advised for the hotel chain are to focus on initiatives such as local sourcing and cultural immersion experiences. In addition to that, organisations should also consider partnerships with other eco-tourism organisations to promote cultural learning and outdoor adventures (Acampora et.al 2022). Eco-consciousness will positively impact Hilton Hotels when facing competition from smaller boutique hotels. Since customers nowadays favour environment-friendly experiences, it will help in improving the brand identity of the overall hotel chain. This will result in improved brand identity for an eco-conscious segment of customers and will also strengthen Hilton Hotels' appeal. 
· While considering the recommendations for Hilton Hotels, the organisation is also advised to focus on change management. Application of the above-mentioned strategies and recommendations will make specific changes in the management of the organisation. For successful implementation of the above-suggested strategy, it is essential for the organisation to focus on change management practices and procedures (Oriade et.al 2021). Change management is the practices and procedures that help an organisation successfully implement its strategies and ensure a seamless transition without causing negative impacts. 
· The change management practices and procedures that Hilton Hotels should use while implementing this strategy are Lewin’s change model. The model provides a systematic approach for the organisation to manage the change effectively in a three-step process (Ratana et.al 2020). The three-step process for change management is unfreezing, changing and refreezing. The application of the change management model will allow the organisation to implement the changes effectively. Hotels can manage the change by regularly taking feedback from the employees for proper implementation of repositioning strategy along with including eco-consciousness. In addition to that, to manage change, the hotel will also focus on regular monitoring through tools and software such as ADKAR Analysis (Harrison et.al 2021).
· It is very crucial for the organisation to include the ways and procedures for measuring the impact and success rates of strategies. The success of implemented strategies can be measured by taking feedback from the employees and the customers (Engel et.al 2021). The flow of customers in the hotel and improvement in the occupancy rates of laxity suites are some of the ways in which the success of the strategies can be measured, along with that, feedback from the customers helps in knowing whether the strategies implemented are positively impacting the organisation or not. Feedback from customers is an essential way to help understand the brand perception of the customers (Liu et.al 2020).
· Another way that can help the organisation measure and review the success rates of the suggested strategies will be to implement AI technology (Bellantuono et.al 2021). Technological advancement, such as AI, helps organisations monitor success effectively in various ways. It is advised for Hilton Hotels to incorporate data analytics to measure performance indicators such as customer satisfaction, which will help measure improvements in brand identity. Data analytics is an essential tool that helps organisations gain better insights into the success and impacts of implemented strategies (Buschmeyer et.al 2023). Adopting AI tools will enable hotels to review and predict the success rates of the strategies suggested above. 
· The potential benefits that will be experienced by the hotel chain after the successful implementation of the suggested strategy will be an inflow of customers, which will improve the declining occupancy rates in the hotel's luxury suites. Another benefit which the organisation will have will be sustaining the competition faced by smaller boutique hotels. AI tools and technology can help in effectively managing the change and to improve brand identity (Holmström, 2022). In addition to that, repositioning luxury suites and embracing eco-consciousness will improve the brand identity of the overall hotel chain in the eyes of customers. 
· Along with that, the application of change management tools with the change management model will help in successfully managing the change within the hotel. It is very essential to monitor the change while implementing certain strategies (Foroudi, 2020). It will benefit the organisation in monitoring the success rates of the change. Not only will it improve the brand identity, but it will also help the company improve their revenue and help in the continued growth of the Hilton hotel chain. Therefore, it is advised that the organisation focus on the implementation of the above-suggested recommendations to resolve the issues faced by the hotel chain in the US. 
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	Number
	Problem
	Solution
	Desired outcome
	Time scale
	Completion date
	Planned budget

	1
	Declining luxury suite occupancy
	The solutions include implementing dynamic pricing strategies, which can be done by evaluating competitor pricing, offering premium packages with exclusive experiences and adjusting luxury suite rates on the basis of demand and seasonality (Liu et.al 2022). Next is enhancing marketing for suites by developing targeted campaigns and leveraging social media and influencer partnerships. lastly, elevating the suite amenities that can be done by providing in-room spa treatments, spa-curated cultural experiences or private dining options.
	Increase the luxury suite occupancy by 10% in the first six months, enhance guest satisfaction for suite stays and boost revenue from suites by 15% in one year.

	Q2 to Q3 2024

	December 31 2024

	$500,000 for implementing a pilot program across ten hotels.


	2
	Competition from boutique hotels

	Developing curated local experiences through partnering with local tour operators and creating personalized walking tours or cooking classes (Mingotto et.al 2021). Embracing eco-friendly initiatives by implementing energy-efficient upgrades and highlighting green practices within the marketing materials. Offering flexible accommodation options through exploring smaller and more intimate settings within existing hotels.
	Increasing market share by 5% in segments that are influenced by personalized and eco-conscious travel in the duration of one year, enhancing Brand perception and guest satisfaction and lastly attracting new guest segments such as generation Z and millennial Travellers.

	Q3 to Q4 2024

	March 30, 2025
	$1,000,000 for implementing a pilot programme across five hotels


	3
	Erosion of brand identity
	Implementing stricter criteria for group bookings through enforcing minimum room rates and prioritizing high-end packages with premium amenities (Sanabria-Díaz et.al 2021). Developing distinct communication strategies through tailoring marketing and onsite messaging according to different guest segments and emphasizing high-end amenities and personalized service for luxury bookings. Training staff members regarding brand consistency (Elshaer and Saad, 2022).
	Maintaining comprehensive occupancy rate while decreasing dependence on group bookings and discount packages within one year, strengthening brand perception and image of luxury and enhancing guest satisfaction across all the segments.

	Q1 to Q2 2024

	September 30 2024

	$300,000 to implement a company-wide training programme.
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Through the comprehensive analysis, it can be concluded that Hilton Hotels USA is a titan within the hospitality sector and stands at a pivotal juncture. The company boasts about its robust, comprehensive occupancy but still faces relevant issues related to declining occupancy rates within the luxury suite segment. This issue, in addition to issues such as erosion of brand identity and competition from boutique hotels, threatens the brand identity and long-term sustainability of Hilton Hotels USA. The overall analysis has provided a detailed evaluation of these concerns by identifying their causes, evaluating their impact and proposing actionable solutions for navigating them in an appropriate and adequate manner. One major finding from the report is that the luxury suites of Hilton Hotels are considered underutilized, and uncompetitive pricing and lack of differentiation majorly contribute to the declining occupancy of these luxury suites. Therefore, there is a requirement to implement curated experiences, targeted marketing and strategic pricing.
Moreover, the analysis also showcased that the rise of personalized and eco-conscious travel demands has made it relevant for hotels such as Hilton to embrace sustainability, adapt its traditional resort model and provide curated local experiences due to the increasing boutique hotel competition in the market. Furthermore, it is also highlighted that large group bookings and discount packages lead to dilution of the luxury image of the organization. Tailored communication, premium service and stricter criteria are significant aspects that are to be considered by Hilton Hotels USA to address this particular issue of erosion of brand identity.
The comprehensive report also recommended several aspects for addressing these issues. One major recommendation is the revitalization of the luxury suites by implementing curated experiences, targeted marketing campaigns and dynamic pricing to unlock the full potential of these categories in the Hilton Hotels USA. Another recommendation is to embrace green practices for eco-conscious travellers by showcasing sustainable initiatives, developing eco-friendly practices or packages and partnering with eco-tourism organizations to attract conscious travellers towards the company. Lastly is the suggestion of reclaiming the dominant position in the field of exclusivity by implementing stricter criteria for group bookings, ensuring premium services during peak times and developing distinct communication strategies for the maintenance of efficient levels of brand identity.
By appropriately addressing the recommendations offered in the report, Hilton Hotels USA can unlock the potential of its overall luxury offerings. Not only this, but the company can also solidify its position as a leader and attract new customer segments in the consistently changing travel landscape. This journey specifically requires strategic implementation, investment and a commitment towards continuous adaptation and learning. However, the potential rewards that come at the end of this journey are immense and include enhanced profitability, a loyal client base and a revitalized brand image for the enduring legacy of innovation and luxury at Hilton. 
In conclusion, the consultancy firm is deeply grateful for the opportunity to collaborate with Hilton Hotels USA on this critical project.
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