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[bookmark: _Toc167279308]Executive summary
The report has been created by taking into consideration the case study of the Hilton Tokyo Bay, a renowned organisation in the hospitality sector that has been operating business at 1-8 Maihama, Urayasu, Chiba 279-0031, Japan. The brand reputation of the hotel, diverse amenities and facilities, scenic beauty of the location of the hotel etc. have made the hotel preferable to the various leisure-loving people. The consultancy report has been created by BlueWave Strategy Solutions which includes the analysis of the currently faced challenges by Hilton Tokyo along with recommendation strategies to mitigate the challenges. A SWOT analysis and PESTEL analysis also has been conducted to identify the various environmental factors contributing to the challenges of the hotel as well as opportunities . Overall, various models and framework analyses have been conducted while preparing the consultancy report. 
The Hilton Tokyo Bay has been experiencing various challenges related to digital transformation and customer experience. In the age of digitalisation where accurate technological integration plays a vital role in the success of an organisation, Hilton Tokyo anyhow avoided the significance of some digital transformational parts e.g., website and booking system without considering the future outcomes. However, the challenges faced by the Hilton Tokyo include an outdated website and online booking system, poor reputation management and a lack of personalised customer experience. All the challenges are directly connected with the customer experience which may have a devastating effect on the business in the future.  According to the PESTEL analysis of the hospitality sector in Japan, all the external environmental factors are in favour of the development of the hospitality sector except the economic environment. On the other hand, the technological environment in Tokyo is the most supportive environment for the hospitality sector . The SWOT analysis of the Hilton Tokyo Bay also demonstrates that the hotel has sufficient financial capability, global presence brand reputation etc. which makes the hotel capable of implementing effective strategies anytime. However, the negligence of the management of the hotel, particularly, the market team and the IT management team of the hotel can be noticed significantly. They avoided developing the website without considering customer centricity, and competitiveness in the dynamic business landscape. Additionally, they showed their negligence in developing personalised customer experience as well as the effectiveness of digital marketing. All the problems may have significant negative outcomes in the long run. 
Individuals and potential customers/guests of the hotel find the online booking system very complex through the website of the Hilton Tokyo Bay. The UX (User Experience) design of the website is not customer-friendly. That is why it becomes difficult for the guests to book rooms at the hotel via the official website of the hotel. Additionally, the website of the hotel does not appear in the top list while searching on search engines. As a result, the guests of the hotel look for third-party organisations to book rooms. On the other hand, negative comments about the online booking system and some services of the hotel are visible on various platforms which causes significant reputational damage. Although the marketing team of the hotel is aware of the negative reviews and comments, they do not express anything in response to the negative reviews. Where 86% of new travellers read reviews before booking any room at the hotel, the negligence of managing the negative reviews of the individuals makes the hotel less attractive to new tourists and guests (Das, 2023). The customer experience management of the hotel is also indifferent to making the personalised experience of the guests more impactful. The hotel provides a generic experience instead of personalisation. All the above are the currently faced challenges of the Hilton Tokyo Bay. 
The application of the recommended strategies will help the hotel significantly overcome the challenges. The top-level management of the hotel should ensure that the website of the hotel and online booking system is upgraded. The website should include effective layouts, responsiveness, SEO optimisation and the integration of AI and machine learning to enhance the booking experience. Online reputation management should be enhanced. As part of this, the marketing team should ensure an effective online presence, managing negative reviews by promptly responding and encouraging repeated guests to put positive reviews on social media. The feedback should be gathered to analyse and get significant insights for future decision-making. As part of improving personalised customer experience, the loyalty programmes and rewards for the repetitive guests should be visible while booking rooms. Additionally, surveys should be conducted among the repetitive customers to understand their preferences and develop personalised experiences accordingly. Finally, monitoring and continuous improvement are needed.
The strategies recommended to address the challenges of Hilton Tokyo in digital transformation and customer experience will be effective in mitigating the challenges within six months. The implementation of the strategies is not enough in this regard. Rather, an effective change management strategy is also needed. Change management can be done by following the KURT LEWIN model of change management.   
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The Hilton Tokyo Bay is a part of the renowned US-based Hilton Hotels & Resorts chain. The hotel was founded in 1919 by Conrad Hilton. Presently, it operates business across 118 countries with 6,800 hotels globally (Qian et al., 2023). Diverse amenities and consideration for the competitiveness of the hotel have made it popular among travellers, business professionals and other people visiting the hotel for leisure purposes. The Hilton Hotels and Resorts opened its branch at 1-8 Maihama, Urayasu, Chiba 279-0031, Japan in 1988. It is popularly known as Hilton Tokyo Bay. Proximity to Tokyo Disney resort, stunning view and scenic location, world-class amenities and services, family-friendly features, and business event facilities of the hotel have made it popular among different types of guests in Tokyo. Additionally, cultural attractions e.g., Disney parks, Urayasu Fish Market, and Kasai Rinkai Park also have significant contributions to making the hotel popular (Maclean et al., 2024). The company has also undertaken several initiatives to reduce security issues for the visitors and guests of the hotel which have enhanced guest satisfaction significantly by allowing tension-free and safe staying to the guests. Overall, the hotel has been trying to make all the amenities which could possibly enhance the overall customer experience of the guests as well as make their stay enjoyable. 
BlueWave Strategy Solutions is a consultancy firm that provides strategic solutions to business organisations. The firm was established in 2018 and has been doing tremendously well in the business consultancy sector. With a sufficiently compatible workforce and professionals, the company is capable of investigating even minor problems of organisations, exploring their impacts, and navigating the problems and challenges with effective change management strategies. With effective and sufficient effort, the consultancy firm provides personalised solutions and maintains competition with other renowned firms in the consultancy sector. The firm is also highly capable of identifying the underlying challenges related to the digital transformation and customer experience management of the Hilton Tokyo Bay as well as providing effective suggestions with budget requirements to address those challenges. 
This consultancy report has been prepared by BlueWave Strategy Solutions for Hilton Tokyo Bay with a view to identifying the underlying issues the company currently facing. The problems identified by BlueWave Strategy Solutions of the hotel are related to digital transformation and customer experience management. As part of these, an analysis of various models has been made which include PESTEL, SWOT and TOWS analysis. Additionally, it includes the analysis of the KURT LEWIN model for effective change management. The PESTEL and SWOT analysis are two renowned frameworks which play a vital role in understanding the internal and external environmental elements contributing to the challenges as well as addressing the challenges (O’Mahoney, 2021). On the other hand, the TOWS analysis followed by the SWOT analysis serves as an action-oriented framework from the strategic position identified by the SWOT analysis. In other words, the TOWS analysis enables the undertaking of strategic options by focusing on the four components of the SWOT analysis (Subramaniam et al., 2011). Finally, the consultancy report also includes an analysis of the KURT LEWIN model which is very effective in change management within organisations. It focuses on preparing an organisation for change, implementing the change in the organisation and making the change a significant part of the organisation.
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[bookmark: _Toc167279311]PESTEL analysis of external factors impacting the hospitality industry
	Political factor
	· Visa policies of Japan could significantly impact of development of tourism. The visa requirements for some countries are strict in Japan which include North Korea, Middle Eastern countries e.g., Iran and Iraq, and Central Asian countries e.g., Uzbekistan and Turkmenistan (Hayakawa and Liu-Farrer, 2024).
· Stimulation of the tourism sector by government funding, and infrastructural development may help the sector significantly (Chataigner, 2023).

	Economic factors
	· A weaker Japanese Yen makes it very helpful for tourists from foreign countries to travel to Japan (Bae and Kwon, 2023). It will also contribute to the significant development of the hospitality sector in Japan. 
· A global economic slowdown will have a negative impact on the development of the tourism sector (Jung, 2024). Due to the rise of fuel in the international market, inflation has increased significantly in most developing countries.

	Social factors
	· Japan's rich culinary heritage and diverse food culture attract food enthusiasts from different countries around the world (Hanley, 2023). The sector has a huge chance to leverage its heritage and diverse food culture for the development of the sector. 
· The low crime rate and a strong sense of community in Japan attract tourists from different countries (Shimada et al., 2023). By leveraging this opportunity, the hospitality sector can be developed significantly. 
· Japanese people only talk through their mother tongue and do not know English (Sakurai and Mason, 2023). As a result, foreign tourists can not be connected with the local communities.   

	Technological factors
	· Japan is technologically advanced. As a result, organisations in the hospitality sector can leverage technological tools to enhance customer experience (Veblen, 2023). 
· Where most of the countries use YouTube, Facebook and TikTok as their first preference of social media use, Japanese people prioritise Line, Twitter and Instagram (Bai et al., 2024). That is why organisations need to follow different channels for social media marketing in Japan.  

	Environmental factors
	· In Japan, various natural disasters e.g., earthquakes, typhoons etc. take place which disrupt hotel operations (Otsuka, 2024). 

	Legal factors 
	· Japan's Personal Information Protection Act and other various laws related to IT are strict. Organisations must comply with these laws (Kanamura, 2023).
· The laws related to employment and consumer protection are also strict and they require strict compliance (Pizam et al., 2024).


From the analysis of the PESTEL analysis above, it can be said that the external environmental impact on the hospitality sector is mostly favourable except for the economic environment. However, organisations in the hospitality sector should leverage the favourable elements strategically to develop the hospitality sector.
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The hotel provides several amenities to the guests which play a huge role in enhancing their experience and the reputation of the hotel. However, the hotel has experienced some challenges in recent years. The challenges and their impact on the hotel have been discussed as follows: 
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Figure 1: Scenic view of the Hilton Tokyo Bay (Oga, 2023).
· Outdated website and online booking system: An advanced and user-friendly website includes a user-friendly design with a clear menu structure, responsive design that includes mobile optimisation and adaptive layouts, high-performance speed, advanced functionality and search engine optimisation. These features of a website make people able to book rooms at the hotel effectively. However, the website of Hilton Tokyo Bay is not sufficiently up-to-date (Morishita, 2023). The hotel management has no significant initiatives to ensure proper search engine optimisation (SEO). As a result, whenever visitors or potential guests of the hotel search the website of the hotel in Google search engine, they get a lot of options for booking rooms (Bhandari and Sin, 2023). It makes the visitors and potential guests confused about which website of the hotel is authentic. That is why it can be said that the online booking system of the hotel through the website is not sufficiently effective. Additionally, the contents of the website are not clear to understand with a click because of the lack of a clear menu structure. That is why the conversation rate was reduced significantly from the website of the hotel. According to a study, 30% of the booking system is abounded due to the ineffective booking system of the hotel from its website (Mnyakin, 2023). On the other hand, the hotel has allowed several third-party organisations to make the booking system effective and convenient. But people have a lack of confidence to book rooms the hotels from the parties, as some fraud organisations are also active on the Internet. That is why people book the rooms of others near the Hilton Tokyo Bay. It has a negative impact on the profitability of the hotel, particularly during the off-season. 
· Poor online reputation management: The activities of the social media marketing team of the hotel have not been effective so far. Due to the lack of active presence through regular posting and content strategy, the organisation has been failing to maintain its reputation in the past few years (Fachada, 2023). In the age of social media, where social media is playing a significant role in branding and promotion, the company is gradually losing its reputation due to poor online reputation management. The marketing team provides low priority in regular monitoring of review platforms and social media and they are indifferent to response to the reviews promptly. The lack of pre-stay-engagement with the potential guests of the hotel also made the reputation management vulnerable. According to a study, 86% of new travellers read reviews before booking any room of the hotel (Das, 2023). In this regard, the indifferent act of reputation management has caused significant reputational damage to the hotel, particularly to the new travellers and guests. Ineffective reputation management of the hotel could put the hotel one step leg behind the competitors. Another study showed that 53% of customers expect businesses to respond to their reviews within a week, and the hotel avoids responding to negative reviews for unknown purposes (Ravichandran and Deng, 2023). That is why it has been difficult for the company to ensure its reputation through online and social media by the currently adopting strategies of the company. The impacts of reputation management on the company are multi-faced. First of all, a poor reputation makes potential visitors unwilling to book a ticket to the hotel. Secondly, they suggest their acquainted individuals visit other hotels in this location. However, the hotel should take necessary measures to maintain its reputation online and leverage the best ways to differentiate the hotel from others in this location. 
· Lack of personalised customer experiences: In the competitive business landscape, the personalisation of customer experience plays a vital role in getting competitive benefits as well as ensuring repetitive customers (Veloso and Gomez-Suarez, 2023). Although the hotel has some loyalty programmes including “Hilton Honors” which contribute significantly to retaining the frequently visited customers, it is not effective for the guests who visit once a year or once in two years (Gubíniová et al., 2023). As a result, the hotel is deprived of the chance to earn profit from the customers who do not visit for a long time. Additionally, guest expect a personalised experience based on their previous stay in the hotel. The hotel management often offers them a generic experience. This type of activity makes the repeat guests frustrated. Furthermore, the hotel lacks tailored offers. It demonstrates the management of the hotel is also indifferent to offering experience by avoiding data analysis properly. However, personalised experience and repetition contribute 7%-12% of the total revenue of a hotel in the hospitality sector (Paulose and Shakeel, 2022). The Hilton Tokyo Bay needs immediate actions to make the personalised experience increase repetitive guests.  Otherwise, other small hotels will take the opportunity.
Although the technological environment is mostly favourable in Japan, the Hilton Tokyo Bay is failing to leverage this environment. As a result, the company may face difficulty in maintaining brand reputation and standard guest experience in the long run.
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	Strengths
· The location of the hotel near Tokyo Disney Resort has made the hotel well-deserved for the guests (Nakai, 2023).
· High-quality amenities of the hotel including a gym, meeting facilities, pool, restaurant etc. have made the hotel attractive to the guests (Carvalho, 2022).
· The global presence of the hotel has made it financially stronger (Rockett, 2023). 
· The brand reputation of the hotel worldwide has made it attractive to global travellers and tourists (Kushniruk, 2023).
	Weaknesses
· An outdated website and booking system may reduce the guest experience and shift towards other hotels in the same location (Morishita, 2023). 
· Poor online reputation management may reduce the attraction of the hotel to a huge foreign community (Fachada, 2023).
· A lack of personalised customer experience could drastically reduce repeated guests of the hotel (Gubíniová et al., 2023).

	Opportunity
· Supportive macro environmental elements will help the hotel ensure sustainable growth (Bhalla et al., 2024).
· The hotel has the opportunity to collaborate with local suppliers of traditional food (Hanley, 2023).
· Rising interest in sustainable tourism practices will help the company to greater market promotion (Shen, 2024).
	Threats
· Political tensions among different countries may reduce travel and tours of international guests (Grinin et al., 2023). 
· Natural disasters may have a negative impact on the operation of the hotel (Otsuka, 2024). 
· Economic downward among developing countries may reduce travellers (Jung, 2024).  
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	1. Strengths-opportunities strategies
	The financial ability and brand reputation of the hotel will enable it to undertake activities to ensure sustainable business growth as well as sustainable tourism practices (Falatoonitoosi et al., 2022). Additionally, local suppliers will also be interested in collaborating with the hotel.

	2. Strengths- threats strategies 
	The financial ability and brand reputation including its location in Tokyo will enable the company to undertake necessary measures to mitigate the challenges of an outdated website and online booking system, online reputation management, and lack of personalised experience for guests.

	3. Weaknesses-opportunities strategies 
	The digital marketing team can keep posting content on a regular basis and make people aware of the strategic partnership with local food agencies and suppliers (Bhandari and Sin, 2023). Additionally, promoting sustainable tourism practices will also contribute to fostering the reputation of the hotel.  

	4. Weaknesses-threats strategies 
	Being updated about the external environment will help in understanding the need for an online booking system, personalised experience and reputation management (Liu-Lastres et al., 2023). Additionally, the hotel can develop and implement various strategies to reduce the severity of political pressure, natural disasters and economic trends.




2 | Page

[bookmark: _Toc167279315]Recommendations and change management 
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As discussed above, the Hilton Tokyo Bay has experienced several challenges related to digital transformation and customer experience e.g., an outdated website and online booking system leading to a low conversion rate, poor online reputation management resulting in negative reviews, and lack of personalised customer experience leading to reduced repeat visitor rate. However, the following recommendations can be applied to mitigate the challenges.
i. Upgrading the website and online booking system: As part of upgrading the website to make the online booking system effective, the hotel should ensure that the website is responsive for both mobile and computer (Abdurakhimovich, 2023). Additionally, the website should include currently available popular payment modes for the guests. Furthermore, the website also should be found whenever searched on search engines. The Hilton Tokyo Bay should redesign the website by engaging a proficient web development team to create a user-friendly website which is responsive for all internet-connected and browsable devices. A robust booking engine should be integrated so that it offers a seamless booking experience to the guests with minimal steps. Secondly, the website should be optimised for search engines e.g., Google, Bing etc. so the potential customers/guests of the hotel can book tickets easily by searching the website of the company on search engines. Furthermore, the integration of AI and machine learning into the website should be made (Doborjeh et al., 2022). It will help in personalising the booking experience. The Hilton honours (loyalty programme) should be integrated with the website so that they access their benefits and rewards during the booking process. 
ii. Enhancing online reputation management: As part of enhancing online reputation management, Hilton Tokyo Bay should monitor the reviews and social media. It could be done properly by using some tools including TripAdvisor, Google Reviews, and social media channels. As a result, the management of the hotel will be able to see the interaction of guests and understand their level of satisfaction which will help in decision-making in the future (Park et al., 2024). The reviews in various channels should be responded to promptly and with professionalism. Additionally, the social media management team should be empathetic and mindful to respond the negative reviews. The satisfied guests should be encouraged to leave positive reviews and the social media team should highlight the positive reviews of their website on social media (Vo et al., 2022). Finally, the reviews should be analysed to get significant areas of improvement.  The identification of the areas of improvement is not sufficient, necessary changes are also needed. 
iii. Improving personalised customer experience: The personalised customers are those customers who often visit the Hilton Tokyo Bay. Repetitive customers demonstrate the level of trust and satisfaction of the customers for any organisation in any sector. That is enhancement of their experience is badly needed. They not only generate profit for the hotel but also suggest the hotel to others. However, multiple loyalty programs should be launched to reward repetitive customers (Kimura, 2022). Additionally, they should be integrated with the website of the hotel so that they can check the offers and packages waiting for them. A survey can be conducted by sending an email to the repeat customers of the hotel. As they get some benefits while booking tickets, the possibility of their response is high. The data collected through the survey should be analysed to identify areas of improvement for enhancing their experience (Kim and So, 2022). Instead of implementing all suggestions, the management of the hotel should prioritise the frequently identified areas. As a result, the experience of most of the guests of the hotel will be enhanced. 
iv. Monitoring and continuous improvement: Only implementing the recommendations for the identified challenges is not enough for Hilton Tokyo. The management of the hotel should keep collecting feedback from various sources (Newton, 2010). Surveys should be conducted among the repetitive customers at regular intervals. An audit should be conducted to ensure everything in the hotel is updated. As a result, the hotel will be able to identify new areas of improvement and mitigate the vulnerabilities.  
The Hilton Tokyo Bay can mitigate the currently experiencing challenges by implementing the above challenges. They will be effective for not only solving the problems but also remaining competitive. The potential benefits of the implementation of the recommendations include enhanced user experience and increased bookings, better online visibility, higher customer satisfaction and increased trust and guest retention. The improvement of personalised customer experience will enable the Hilton Tokyo Bay to increase the loyalty of guests and higher revenue per guest. The quantitative benefits of the implementation of the recommendations include a higher conversion rate, higher repeat customer rate and improved online reputation scores.
[bookmark: _Toc167279317]Change management procedure and practice for implementing the recommendations 
The implementation of the recommendations to mitigate the issues requires a systematic approach to manage change effectively. Several resistances could arise while implementing the changes e.g., employee dissatisfaction, diverse opinions from crucial employees, and many more (Buttrick, 2029). However, the change management of the hotel can be done by applying the KURT LEWIN model of change management (Burnes, 2014). It includes three phases which include unfreeze, transition and refreeze. The change management procedure for the hotel has been explained as follows:
· Unfreeze (Communication): This phase involves preparing the environment of the Hilton Hotel Bay by challenging the current state. However, significant actions in this phase include communicating the need for changes, engaging stakeholders, creating a sense of urgency, and establishing a team for change management (Ramos-Maçães and Román-Portas, 2022). As part of communication, several meetings could be arranged to explain the current challenges as well as the benefits of the digital transformation for the company. Secondly, the key stakeholders related to the changes should be engaged. In this regard, the key stakeholders include the head IT department, marketing, customer service and management. While engaging the stakeholders, their ideas and feedback should be taken into consideration (Baron and Armstrong, 2007). Secondly, a sense of urgency should be created. As part of this, the pressure of the competitive market and the present scenario should be presented (Noordzife, 2014). Additionally, some quantitative figures e.g., lower conversion rates, negative reviews, and lower repeat visitor rates should be presented. Finally, the committee or a change management team should be developed by including enthusiastic individuals from the concerned department. 
· Transition (Change): This phase involves the implementation to reach the desired future state. It is the main phase when change takes place within the hotel. This phase includes developing a detailed change plan, providing training and support, maintaining regular communication, pilot testing and gathering feedback, and monitoring and adjustment (Whittington, 2020). First of all, the development of a detailed change plan is needed. The detailed plan will include specific actions with timelines to upgrade the website and mitigate other challenges. The roles and responsibilities of every member of the change management committee or change management team should be communicated properly (Whittington and Molloy, 2005). If there is any confusion, should be removed immediately. Secondly, suitable training programmes should be introduced for the individuals responsible for maintaining the website of the hotel, managing online reputation and personalised customer experience management (Brierley, 2006). Any new technology, system and process should be introduced among the individuals. Additionally, all the required support and resources should be provided to make the training and development programme effective (Kotter, 2012). Thirdly, effective communication channels should be made and all barriers should be removed. In the communication process, the employees should also be motivated and enthusiastic. As part of this, celebrations of small wins should be made. Fourthly, the implementation change should be made in a controlled environment and on a limited scale. It will enable significant feedback regarding the effectiveness of the change. Finally, monitoring and adjustments should be made. As part of this, if anything goes wrong should be corrected. The effectiveness of the change management should be measured by developing KPIs or other measures. 
· Refreeze (Making the change permanent): In this phase, the changes implemented in the Hilton Tokyo Bay are made parts of the organisation for the long run. It includes monitoring any future changes in newly implemented systems and strategies. How could they be improved in future for better business outcomes also identified (Fisman and Sullivan, 2014). The individuals who show tremendous performance in the new situation should be rewarded and praised in the meeting (Mavridopoulou and O’Mahoney, 2020). It also includes tracking performance metrics on a regular basis which may include booking rates, conversion rates repeat visitor rates etc. Consequently, the new environment of the hotel will be part of the operations permanently.
The steps or procedures of change management have been suggested based on the KURT LEWIN model (Rosdiana and Aslami, 2022). The three steps of the procedure will help in making the change management of the hotel effective. However, Hilton Tokyo Bay should spend approximately £220,000 and the effectiveness of the change will be noticed at the end of the year. The action plan will be given below.
[bookmark: _Toc167279318]Measuring the impact and success of the suggested strategies
Measuring the impact and the success of the suggested strategies is as important as implementing the suggested strategies (Johnson, 2005). The impact and success of the suggested strategies can be measured in the following ways.
· Upgraded website and online booking system metrics: Several key metrics can be analysed to measure the success and impact of the upgraded website and online booking system. The metrics include conversion rate, bounce rate, average session duration, and customer feedback. The conversion rate will demonstrate how many people visit the website and the percentage of the people who complete the booking by using the website (Tang et al., 2022). The higher the conversion rate is, the higher the impact of the website. Bounce rate, on the other hand, demonstrates the percentage of people leaving the website without interacting. A lower bounce rate demonstrates an effective website layout and user-friendly interface for potential guests. Conversely, a higher bounce rate demonstrates an ineffective user interface of the website (Rita et al., 2022). The average session duration is also important as it demonstrates a high possibility of booking. However, customer feedback should be gathered to analyse the usability and functionality of the website and booking system. However, monthly reviews of the reports from analytical tools should be used to monitor performance indicators for the effectiveness of the change. 
· Review mechanism for online reputation management: As part of online reputation metrics, review scores, response time, number of reviews, and sentiment analysis should be made (Jain et al., 2023). Additionally, weekly review summaries and quarterly sentiment reports should be created. As part of reviewing scores, the average review ratings should be monitored from several platforms e.g., TripAdvisor, Google reviews etc. The number of reviews should be counted and the response time also should be monitored. The lower the response time the better for Hilton Tokyo Bay. As part of sentiment analysis, various analytical tools should be used to evaluate the tone of the reviews.  
· Net promoter scores and repeat rate: The repeat rate of the hotel should be measured. Additionally, the assessment of the rate of guests recommending the hotel to others should be measured (Baquero, 2022). If the rates are higher, the hotel should assume that the development of loyalty programmes is effective. 
· Staff training: The effectiveness of staff training should be measured by taking into consideration the customer service scores, training completion rate and employee competency assessment (Luo et al., 2022). They could be understood by training progress reports, post-training surveys and customer service audits. 
By analysing the ways that have been discussed above, the Hilton Tokyo Bay can measure the success as well as the impact of the implemented strategies.  
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	SL
	Problem 
	Solutions
	Outcome 
	Time-scale 
	Completion data
	Planed budget

	1
	Outdated website and online booking system leading to low conversion rates.
	Upgrading the website and online booking system to a modern, user-friendly platform with integrated CRM features.
	Increased conversion rates, improved user experience, and streamlined booking process.
	6 months
	30/11/2024
	£100,000

	2
	Poor online reputation management resulting in negative reviews impacting bookings.
	Implementing an online reputation management system with real-time review monitoring and response capabilities
	Enhanced online reputation, increased positive reviews, and improved guest satisfaction. 
	3 months
	31/08/2024
	£30,000

	3
	Lack of personalised customer experiences leading to low repeat visitor rates.
	Developing and implementing a personalized guest experience program using data analytics and CRM tools to tailor services to individual preferences of the regular customers. 
	Higher repeat visitor rates, increased guest loyalty, and improved overall guest satisfaction.
	6 months
	30/11/2024
	£70,000

	4
	Training for staff on new systems and processes for effective change management and avoid any resistance
	Conducting comprehensive training programs for staff on new website, booking system, CRM, and personalised guest service techniques.
	Staff proficiency in new systems, enhanced guest interactions, and smooth transition to new processes. 
	2 months
	31/07/2024
	£20,000

	5
	Monitoring and continuous improvement of the implemented strategies and evaluation of their effectiveness. 
	Identifying the ways of measuring the changes via KPIs or various quantitative measures e.g., bounce rate, conversion rate, customer satisfaction rate, average response rate etc. 
	Getting an understanding about the impact and the success of the implemented strategies by measuring them. It also involves analysing possible changes will be needed in the future.  
	Continuous process
	Continuous process
	-



The table above demonstrates some actions with a timeframe that will be effective in removing the current challenges of Hilton Tokyo Bay. No time scale and budget have been provided for the 5th action because it will be a continuous process for the hotel after the implementation of the recommended strategies. In other words, it will be part of the organisational culture.
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Although Hilton Tokyo Bay has a significant market position in the hospitality sector, some weaknesses of the hotel may make the hotel vulnerable in the competitive business environment. In the age of technology, individuals prefer to book rooms at different hotels via the Internet as well as the websites of the hotels. However, the significant vulnerabilities of the hotel include an outdated website and online booking system leading to low conversion rates, poor online reputation management resulting in negative reviews impacting bookings and a lack of personalised customer experiences, leading to low repeat visitor rates significantly. The website of the hotel is not sufficiently updated with a user-friendly interface. As a result, it becomes so tough for the potential guests of the hotel to book any room. Additionally, whenever the official website is searched by the name of the hotel on search engines, the official website does not appear at the top. Rather, the websites of some third-party organisations are shown in the top search list. That is why potential visitors can not often rely on third-party websites due to increased fraud on the internet. Secondly, the lack of prompt reply to the negative reviews, indifference of the marketing team of the hotel to ensure an active presence on social media, and ineffective content management of the hotel resulted in poor online reputation management. Finally, the hotel management is also indifferent in analysing the previous stays of the repetitive customers. They expect to enjoy their stay in the hotel as per previous experience. However, the hotel provides the repetitive customers a generic experience which makes the personalised experience management ineffective and causes customer dissatisfaction. With the chance of robust reputational damage, the company has the possibility of losing competitive advantages due to the aforementioned challenges. The challenges could be mitigated by several actions. The upgradation of the website and online booking system can be developed by integrating a robust booking engine, developing the UX of the website, and search engine optimisation. As part of reputation management, the marketing team of the hotel should monitor the reviews on social media, prompt replies to negative reviews, and effectively ensure social media presence. Finally, feedback from the repetitive customers should be gathered and designed offering accordingly to improve the personalised customer experience. Additionally, monitoring and continuous improvement should be made. A change management strategy also should be applied to the hotel to implement the recommendation. As part of this, the hotel management team can do it by the concept of the KURT LEWIN model of change management. After changes are implemented, they should be measured by various key metrics e.g., bounce rate, customer satisfaction scores, net promoter scores, etc. 
We solve various business problems by taking them as hour ones. Thank you for considering BlueWave Strategy Solutions for solving your current business challenges. We are confident mitigate the challenges within the given time scale.  
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