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[bookmark: _Toc181801326]Executive Summary
This consultancy report focuses on critical business and service delivery issues concerning Hilton London Bankside – one of the prime properties in the Hilton Hotels and Resort chain. Located in the dynamic South Bank neighborhood, this hotel disposes of 292 rooms, superior amenities, and extensive connections to cultural and business centers, making it one of the key assets in Hilton’s chain. However, potential critical areas of concern have been identified as having direct impacts on guest satisfaction, reputation, barriers to occupancy, and ultimately revenue generation, and positioning in the competitive luxury hospitality sector in London.
From the analysis, it becomes evident that guest satisfaction is negotiated by numerous operational and service delivery hassles. This has highlighted some problems such as; poor service delivery standards, long times taken for check-in and check-out processes, and failure to offer guest solutions different from those of competitors and are therefore experiencing a drop in guest’s ratings and repeats. They are critical, particularly in the luxury hospitality segment, because brand reputation among its clients is key to performance. Apart from these internal challenges, problems that relate to the external environment include the following; inflation, leading to increased costs, new competition in the form of boutique hotels and changing customer requirements, which now require integration of technology and environmentally friendly solutions.
This study applied PESTEL and SWOT analysis to take a look at Hilton London Bankside and determined the internal strengths and weaknesses of this hotel and the external opportunities and threats of this line of business. PESTEL analysis points to several compelling external forces within the organization, which are important in altering the hotel’s situation and the hospitality market. A SWOT analysis shows that first, the Hilton brand and the location in London are major strengths; however, second, the absence of a clear competitive advantage in guest experience and variability in service quality decrease its competitive advantage.
TOWS analysis then synthesized these findings and pinpointed areas of improvement aligned to Hilton’s key values of luxury and service. Opportunities include leveraging on this brand reputation by attracting business travelers who constitute the largest market for Hilton and engaging in follow-through environmentally sustainable measures that are beginning to attract numerous consumers. Solving these problems could help Hilton London Bankside to rebuild its image, increase customers’ loyalty and attract new customer segments.
From the above analysis several specific suggestions have been made to address the challenges highlighted above. First, staff training and service capabilities can be further developed, which will help the guests achieve the company’s service standards and remain consistent throughout the company territory. Minimizing the check-in/checkout time by the use of application technologies like mobile check can help minimize congestion and increase customer satisfaction because business and leisure travelers expect fast services.
To put Hilton London Bankside in a competitive niche, I suggest that the proposed hotel introduces services that represent local features of the city, such as sightseeing or cooperation with local attractions as services. It means that such unique services can improve the satisfaction of the guests, serve various sectors of the population, and attract people several times to the place. Cutting on energy use, applying waste management strategies and sourcing locally would help Hilton to fit into the market demand for eco-friendlier accommodation services therefore improving its image among eco-conscious customers.
They also provide a very clear change management plan which should enable the successful execution of these strategies. People are empowered and trained so they understand and embrace all these changes that are being implemented. About this transition, communication will flow in as a way of addressing any concern to ensure that the transition is very smooth. Furthermore, a continuing evaluation of the effectiveness and efficacy of these programs together with feedback from the guests will be taken to allow the hotel to make adjustments when necessary.
Therefore, this paper has identified that Hilton London Bankside is experiencing a few issues in delivering guest satisfaction and operational effectiveness that need a sound solution to realign the property with the Hilton brand luxury experiences. The strategies described in this report are realistic and evidence-based and would help solve the existing problems while at the same time propelling Hilton London Bankside as a leading luxury and sustainable hotel. Hilton London Bankside will therefore be in a position to increase user satisfaction, customer appeal and patronage, and corporate sustainability to generate further revenues and sustain the group’s competitiveness within the London region.

Structured, systematic identification, analysis and recommendations in the report give Hilton London Bankside a clear step-by-step guide to attaining these goals. Nexus Hospitality Solutions would like to express gratitude to Hilton London Bankside for allowing Nexus to help improve and optimise its services and the guest experience, and it is thus hoped that the findings provided to Hilton will facilitate its ongoing growth and sustainability.
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This paper considers main issues of the hotel that refers to a Hilton chain – Hilton London Bankside. Originally founded by Conrad Nicholson Hilton in 1919 the brand has enlarged and currently is one of the greatest-known companies providing high-level services in the sphere of the hotel industry it is located in McLean, Virginia, United States. Currently, the Hilton brand has over 580 hotels globally with a promise of luxury while ensuring quality services by December 2019 (Fernandes, 2021). Situated at South Bank in London, Hilton London Bankside began its operations in the same year, 2015, with a total of 292 superior guest rooms, offers comprehensive conference and banqueting services along with all the modern amenities; thus, is a favorite corporate business and leisure hotel. However, this good property is at some serious issues like the satisfaction level of guests and the occupancy level (Zeng, 2021). Preoccupations such as a lack of service uniformity, elating, and limited novelty experiences for guests have resulted in decreased guest ratings affecting brand image and repeat clientele. In a cut-thin environment like central London where Hilton competes with other luxury hotels as well as new-generation boutique hotels, it becomes imperative to address these issues to sustain a key position and revenue growth (García, 2021).
[image: ]
Independent consultancy Nexus Hospitality Solutions has been appointed to offer strategic tips to improve service delivery at the Hilton London Bankside Hotel. Nexus Hospitality Solutions specializes in effective service management and promoting the use of abridged techniques that increase brand reputation among clients (Thomas, 2022). To this end, the online firm has sought to focus on specific areas for Hilton London Bankside’s improvement and package them in line with current industry trends that will help the organization get back on track.
In this regard, the following sections of the report will apply the PESTEL, SWOT, and TOWS analyses to the challenges systematically. PESTEL analysis will look at factors out of the hotel’s control ranging from political, economic, sociocultural, technical, environmental, and legal (Salem, 2020). This analysis is necessary because the external environment is constantly changing, for example, customer needs change, which affects the company’s strategic planning, as well as changes in legislation can have consequences for Hilton.
SWOT analysis will compare Hilton London Bankside’s internal environment or internal strengths and weaknesses to the external environment or external opportunities and threats (Rockett, 2024). Assets, including, for instance, the globally synonymous reputation and the strategic position of Hilton Hotel will be analyzed and compared to liabilities, including, delivery service in the hotel at the moment.
From this, the TOWS analysis will transform the findings into specific strategic directions, presenting how Hilton London Bankside should capitalize on strengths to overcome threats, and harness opportunities (Morosan and DeFranco, 2019). For instance, Hilton's brand image could be employed in communicating with specific segments for instance international business travelers which would assist the organization in gaining market share and occupancy rates.
In conclusion, this report provides a clear guide to Hilton London Bankside's current challenges with the help of structured frameworks. Its purpose is to offer practical solutions that can increase guest satisfaction, optimize the processes and strengthen the competitive advantage of Hilton London Bankside Hotel in the rapidly growing London market.
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Analysis of Hilton Hotels & Resorts's Challenges
This paper assesses Hilton Hotels & Resorts’s problems which include constraints that affect the organisation in such aspects as customer satisfaction and market standing and organisational performance in terms of profitability. Despite it being recognized as the premier hotel branded Hilton Hotel still occupies an enviable position in the heart of London as a luxury hotel but some challenges that exist currently can erode its future profitability and competitive advantage. Within the scope of this section, key issues are identified based on internal and external factors and are created using the tools of PESTEL, SWOT and TOWS analysis.
Current Challenges Faced by The Hilton
1. Declining Occupancy Rates
This development has badly hit Hilton Hotels because it has recorded low occupancy levels and hence low revenues and profits (Gehrels and Blanar, 2013). Even though it has been considered a luxurious hotel over the years, competition from other hotels and cheap trendy hotels, & boutique hotels have reduced the demand for The Hilton. The nature of luxury travel has changed, especially shifting clearly towards the concept of exclusivity and personalisation, which minimizes the attractiveness of classical luxury hotel products. Data from STR Global revealed that in the past two years, the average Occupancy Rate in luxury hotels in London has dipped by 12% which was common with Hilton’s report (Fachada, 2023). Due to lower occupancy levels, high fixed costs have meant rising operational costs as cost is distributed over the number of rooms occupied.
2. Reputation and Guest Satisfaction Decline
According to the latest guest feedback surveys done it was evident that there has been a decline in the standards and quality of service provision and offering at Hilton Hotel especially when it comes to inconsistency in service delivery the increasing accommodation standards, and additional amenities provided in the rooms (Jia et al., 2022). For example, in the reviews posted on the web site such as TripAdvisor, there are clear dissimilarities in the level of satisfaction between first-time visitors and frequent guests, and the first-time guests note that there are differences in service and facilities. Key consumer trends emerging from the COVID-19 pandemic may be summarized as follows: When it comes to travelling luxury, consumers are now asking for more sophistication, customization, and digital components. Hilton’s extremely conservative business model remains popular with many consumers, however, discerning high-end consumers are not attracted to its distinctive services (Wei, 2022). 
3. Increasing Operational Costs
With inflation, difficulties in attracting and retaining employees and fluctuations in the global supply chains, operational costs have increased drastically for The Hilton. Even the costs for energy have increased by 25% since the year 2021 and it influenced the budget for maintenance, renovations, and recruitment of staff, in the hotel (Alameri et al., 2021). Further, the model has also highlighted the challenge of retaining a competent and skilled human resource which has remained bleak in line with the trade conditions of the labor market industry in the context of the hospitality industry. Wages have to be raised to retain employees with lots of experience as some of them are not loyal to the company, which drives up operating costs and restricts investment in improving guests’ experience and satisfaction. 
4. Threat from Other Types of Lodges
Luxury property management combined with platforms such as Airbnb poses a great threat to the traditional hotel business, let alone to the luxury segment (Linxi, 2021). Today, many wealthy travelers go for culturally tinged, exclusive experiences, which are closer to lifestyle than to hospitality—more a part of luxury residences than conventional lodgings. Such tradition has cut Hilton’s market share, especially amongst the new generation of luxury consumers who prefer the real thing and cannot immediately associate the hotel with standardized luxury.
PESTEL analysis 
Political: Brexit changes have influenced staffing at The Hilton; several foreign workers cannot enter the UK freely as before and limits on visas make hiring international workers expensive. This has resulted in service delivery hitches because the hotel has been procuring and training competent personnel with the challenges of a shortage of labor (Buttrick, 2009).
Economic: The increase in inflation in the UK has directly impacted the business by increasing its operating costs in utility costs, and wages for staff, and suppliers. The problems associated with owning a luxury hotel are consistent cash flow requirements for quality maintenance and guest services thus affecting Hilton’s capacity in improving investment.
Social: New customer behavior patterns have led to an increasingly high appreciation for individuality and eco-friendliness (Burnes, 2014). Customers to a large extent pay attention to environmental conservation and are as such likely to select accommodation facilities that embrace green practices. Hilton Hotel makes practical use of its brand name, and its traditional luxury positioning may not create the unique and individualised experience that many of today’s high–income travelers are looking for (Xiao, 2021).
Technological: There is increased competition in the technology-enhanced hospitality industry. Those hotels with mobile check-ins, personalized guest preferences, and data marketing are taking market share (Noordzife, 2014). This restaurant lacks the integration of advanced digital incentives which may be off pace to the advanced generation of travelers who base their preferences on digital integration strategies used.
Environmental: Stakeholder pressures are also highly important for guests, as many tourists look for sustainable accommodation. As far as customers’ perception of the hotel is concerned, Hilton Hotel has a long-standing image which can work to its benefit therefore it should strive to enhance its already poor environmental credentials as falls short of the current expectations (Whittington et al., 2020).
Legal: The GDPR and other similar laws address privacy issues and have meant that managing data belonging to guests comes with extra costs and challenges (Line et al., 2020). They raise the production costs through additional operational expenses, and they constrain some advertising approaches.
Analysis of the Causes of Identified Issues
1. Shifting Guest Preferences and Market Demands
Contemporary luxury consumers seek unique and sustainable experiences, separating Hilton’s classic luxury positioning from the current one and adding further mismatch to The Hilton. Guests' preferences are shifting towards sustainability, using innovative technology within rooms, and individual customization as opportunities in which Hilton Hotels could enhance the experience (Mavridopoulou and O’Mahoney, 2020). This change is part of a tendency to emphasize the so-called experience economy in hospitality, which poses problems to Hilton Hotels when compared to other establishments offering respective but significantly more modern services catering to eco-conscious tourists (Qubbaj, 2024).
2. Financial and Economic Pressures
Due to the inflationary environment in the UK, all areas of operation of Hilton Hotel have witnessed an increase in cost particularly in energy and labor. These items scream into the hotel operating costs hence lowering the amount that can be ploughed back into service and infrastructure upgrades (O’Mahoney, 2021). Fluctuations in operating costs also affect room tariffs; the main problem with controlling operational costs to sustain competitive room rates for Hilton Hotels in a sensitive market (Yu et al., 2024). Business factors also reduce the opportunity to provide a discount or a free upgrade for a new clientele or for clients that have been with the hotel for years.
3. Technological development amongst competitors
Many competitors in the hospitality industry have trended to incorporate high-end technologies to enhance fast, customised services. Currently, many hotels apply data analytics for purposes of promotions, mobile applications for clients, and technologies that are customized for a client in the hotel room (Kipping and Clark, 2012). Conversely, the traditional mode of accommodation at Hilton Hotel restricts it from receiving an extensive number of tech-savvy travelers with easy access to most of the amenities during their stays. 
SWOT Analysis
A SWOT analysis gives an analysis of the internal environment of Hilton's success and failure factors, and the external environment's opportunities and threats.
Strengths:
These strengths include the prestige of Hilton dating back to its early days of opening, the location and the history all of which make guests interested in staying at a hotel which has a rich history and culture behind it (Kotter, 2012). They immediately get respect and are associated with the London luxury hotel business having taken many years of establishment to develop. Also, Hilton Hotel has a team of professional personnel that can provide service delivery which meets Hilton’s brand destiny (Raza and Khan, 2022).
Weaknesses:
Hilton Hotel has high operational costs which results in service variations which are a setback when it comes to updating the facility to accommodate a diverse clientele. The absence of integrated high-tech solutions in guest rooms and the possible absence of an environmental program can put off the target audiences consisting of conscious citizens of the world and owners of high-tech devices (Newton, 2010). 
Opportunities:
These new methods of delivery also reflect the increasing consumer trend towards sustainable and personalized luxury that is available in Hilton. Appealing to a broader audience could be achieved through, targeting luxury brands for limited edition experiences or digital strategy (Fisman and Sullivan, 2014). Also, since the stabilization of the so-called ‘post-COVID’ tourism, Hilton Hotel may become a beneficiary of the flow into the upscale segment of the tourism industry.
Threats:
Hilton Hotel is threatened by increased competition from small niche players who have to focus on opportunities. Increasing operational costs along with economic instability factors in the UK also remain a concern for profitability Loss of labor, and visa restrictions affect the quality of staff hired (Mayhew and Anand, 2020). There are challenges for Hilton Hotels if they fail to meet the growing guest demands of sustainability and technology.

TOWS Analysis: Converting challenge into strategic action
Like many analysis tools, the TOWS matrix takes the information obtained from the SWOT analysis and formulates it into strategies (Pasaribu et al., 2023).
Strengths-Opportunities (SO):
At this point, Hilton Hotel can use its legendary status and perfect location to provide clients with unique services, enhancing the British opulent style with various possibilities for today’s guests (Žmegač et al., 2024). In the aspect of guest engagement and customized cultural encounters, Hilton could exploit the opportunities.
Strengths-Threats (ST):
Hilton should take care of continuing its tradition of being an esteemed hotel worldwide while incorporating solutions for the sustainability issue concerning eco-friendly lodging. This change may help to attract such guests and, on the other hand, redefine Hilton as a historic hotel with a sustainable development outlook (Mihiretu, 2023).
Weaknesses-Opportunities (WO):
Updating and improving current services with technological advances, computerization and improvements in offering services made easily accessible and avails of would timely respond to current market needs at The Hilton (Cioccarelli, 2023). They said that introducing an emphasis on the hotel as a differentiated, tangible luxury that is steeped in history, yet forward-thinking might be the key to capturing younger guests’ attention without losing heritage appeal.
Weaknesses-Threats (WT):
By tackling service gaps and organizational frictions found in services by automating service propositions that create value, the dependency on labor is minimized while the guest experiences benefits from efficient services. Improving organizational operations as key to managing risks of escalating costs and scarcity of human resources (Kuo et al., 2022).
Reputation and Guest Satisfaction Analysis
Present-day testimonials on some of the most visited hospitality websites show rather polarized attitudes toward the ambience of Hilton but varying attitudes toward the quality of the service provided (Aeberhard et al., 2020). About 65 percent of guests describe the hotel as luxurious but only 40 percent were satisfied with the dependability of service quality. Lately, however, Hilton has suffered a decline in popularity and customer satisfaction, according to the numbers of TripAdvisor user reviews reducing from 4.6 on average to 4.2 within a year (Floričić et al., 2024). Feedback from guests suggests that there are problems with maintaining a standard level of service, long check-in time, and obsolete services provided in rooms, both affecting the return clientele and new clients (Cherenkov et al., 2024). Studies show that there is a 15% increase in retention among competing hotels in London if the satisfaction level stands above 4.5. Filling these gaps, especially the aspects of improving service training and updating the guests’ experiences, is expected to increase satisfaction by up to 10% in one year.
[bookmark: _Toc181801329]Recommendations and Change Management 
Considering the case analysis of Hilton Hotels & Resorts the following recommendations have been derived to resolve occupied issues such as low occupancy rates, customer complaints, increased operating costs, and competition from other forms of accommodation (Barnard, 2015). The following recommendations are intended to enhance the growth of brand appeal to the Hilton brand by responding to today’s luxury hotel expectations. 
1. Optimizing the e-Guest Experience
Recommendation and Implementation
As the guests’ demands regarding the technologies integrated into the stay at the hotel are high, Hilton Hotel should consider the following digital advancements in the guest’s service: Contactless check-in and check-out solution, the guest application for requests, smart rooms (Domanski, 2020). This recommendation tackles some of the challenges arising from low occupancy as well as low customer satisfaction since guests are favored with a seamless and easy check-in process that meets the current generations’ demands.
For implementation, Hilton Hotel needs to involve an experienced hotel technological company that deals with the integration of efficient digital products (Troisi et al., 2023). Training of staff in the use of technologies for the running of the company shall be very essential in the course of conducting business. It can start with the experimentation in some of the rooms and then spread across the entire hotel.
Change Management
The implication of change management in adopting this recommendation entails enhancing staff confidence in the new digital tools as well as creating a guest-oriented culture that will appreciate technological advantages (Fenyves, 2020) . New staff shall be taken through orientation programs where they will be informed of the new digital systems which have been adopted by the organization while team leaders can pose and oversee any issues by the staff about the new change positively.
Success Measurement
This digital enhancement can be evaluated using guest satisfaction surveys specifically on convenience, ease of navigation and overall experience rating (Bader, 2005). Trends in occupancy rate shall also be used to assess the performance to show how an increase in efficiency and overall guest satisfaction indicates a likelihood to book again.
Cost Estimate
Coventry University estimates that adopting a fully digital system could entail a start-up of about 250000 pounds for software development, training and tiered implementation (Jones et al., 2014). This kind of investment is not so small, though, besides such costs, it is expected that it would provide better benefits in terms of certain positive outcomes such as increased guest satisfaction, improved guest loyalty, and more efficient operation.
2. The firm should develop sustainable business practices
Recommendation and Implementation 
Making environmental updates is an emergent trend among high-end travelers, thus the upgrading of Hilton’s sustainable impact might indeed be beneficial. Measures that should be taken include; using efficient lighting and water conservation, avoiding wastage through recycling, and sourcing locally for food and amenities, which will cut costs while catering for environmentally conscious customers (Bohdanowicz, 2007).
For this, LS should undertake an energy and waste audit to find out areas of focus before engaging in activities like exerting change in lights to LED type, installation of water-saving fixtures together with sourcing energy and waste from local suppliers. 
Change Management
Sustainability integration needs to be supported by organizational culture. The management should therefore sell the idea of change emphasising zing the impact of the changes on the surrounding environment and firm performance (Jones and Comfort, 2019). Concerning this, it can be argued that there can be greater engagement when conducting regular workshops while department-specific goals can ensure that organisational enmities tackle sustainability issues.

Success Measurement
Success is evident in terms of achieving reduced utility bills and waste generated in addition to the respondents’ feedback on the program (Maxwell et al., 2004). Staff members can be informed and engaged by publishing an annual sustainability report, and it can be distributed to the guests also to remind them of responsible processes in the hotel industry.
Cost Estimate
The initial cost for the sustainability changes is estimated at £150 000 for the lighting, fixtures as well as the local suppliers’ partnerships (Ahammad, 2013). Savings from the long term are estimated from cheaper utility bills to reach the company’s set investments and positive guest impressions may lead to an increase in sales.
3. Service Consistency Training and Enhanced Staff Support
Recommendation and Implementation
Investing in broad training packages that enhance service quality will offset developing patterns of decreasing visitor satisfaction due to inconsistency in service delivery (Griffy-Brown et al., 2008). This training should focus on the hotel’s standards, friendliness and promptness of the staff in handling guests’ complaints and equally all the staff to be par with guests’ expectations.
To this effect, there should be developed training modules that include new employee training and periodic training for employees already in The Hilton. The element of this training should entail hard skills and soft skills (communication, empathy, etc.), among others. 
Change Management
Change management in training the staff for delivering services involves conveying certain messages mentioning the necessity of the consistency of services, which will give way to improvement in guest satisfaction (Maxwell and Watson, 2006). The idea of recognizing great performance in the service sector will encourage the employees while the organization’s regularly held feedback will enable the personnel to address issues and changes.
Success Measurement
Consistency in service delivery can be assessed from the guest feedback data, more so on issues to do with staff attitude, response times and overall guest satisfaction scores. This depends on real reviews contained on various social media platforms, and sporadic mystery guest feedback offers information on service delivery (Min and Min, 2006).
Cost Estimate
Research conducted estimated service consistency training cost at Resource and material cost, £100,000 staffing costs about £100, 000 annually (Belay, 2020). Although this is a recurring expense, more efficient service delivery reduces guests’ complaints thus increasing their advocacy for the hotel’s revenue.
4. Developing Unique, Experiential Packages
Recommendation and Implementation
Two important areas of Hilton’s competition need to be addressed to retain its exclusivity and attract the traveler’s attention: It should start offering more exclusive, experience-based products. These packages could be such as private dining that has historical backgrounds of Hilton Hotel in elaborate detail, history and heritage walking tour, and culture and arts and craft working sessions among others, and all these packages should portray Hilton as the ultimate luxury hotel (Ravishankar and Christopher, 2020).
In other to put into practice, the hotel can engage the services of local artists, historians and cooks to come up with a variety of packages that respond to guests’ desire for interesting and memorable accommodations (Wharton, 2001). Marketing initiatives need to be done indicating these privilege packages focusing on the high-end customer through publicity on Facebook, Twitter, and through travel blogs and with ties up with elite travel agents.
Change Management
This means that stimulating the Staff’s creativity to deliver more than expected to guests is critical. Here again, management can make these packages more effective by having staff participate in their planning and implementation (Piccoli et al., 2009). These experiences will be continued and improved with staff and management briefings and occasional feedback meetings.
Success Measurement
Customer satisfaction indices, numerate bookings on packages provided, and followers on social media are some means of evaluating experiential packages (Bardukova, 2023). Additionally, a survey conducted after the stay by the guests who chose to buy these packages can give a better understanding of these products/ services more so its strengths and weaknesses.
Cost Estimate
For collaboration and marketing of these packages, £80,000 must be invested initially, although the gain in per-guest spending to be expected would be higher. This approach uses the Hilton Hotel trademark allowing the company to stand out as unique from rivals and increasing hotel occupancy and guest satisfaction (Chang et al., 2019).
5. Enhancing Marketing Strategies to Reach New Demographics
Recommendation and Implementation
This implies that pinning down the marketing, particularly the online marketing on the internet is an effective way that will help appeal to a diverse population which includes the young but the luxury guests at The Hilton. Developing more targeted internet advertising methods, such as finding posts on social media sites to place advertisements, and cooperating with influencers will help the hotel attract a broader spectrum of customers.
For implementation, Hilton Hotels should come up with a digital marketing campaign that focuses on, experiential, sustainability aspects, and luxury. Collaboration with key opinion leaders in luxury travel and concentrating on the creation of content for Instagram and YouTube may expand the hotel’s audience and its appeal (Mercan et al., 2021).
Change Management
The changes of direction in marketing involve synergy with other departments as it must reflect the image of Hilton Hotel and the firm’s capability (Reidhead, 2020). Management must communicate with new target markets on how it will mean that they will demand a consistent standard of services, while the communication with the marketing team can reveal good practices or things that require fine-tuning.
Success Measurement
Digital marketing metrics will include social media likes, web hits, and reservations from online platforms. Analyzing the guest demographics and getting information from new target markets can also help understand the extent of the campaign and guests’ satisfaction (Lamo, 2019).
Cost Estimate
It has been estimated that for the new and improved marketing crusade inclusive of working with several social media and popular opinion leaders and advertising on different social media platforms, £60,000 should suffice each year. 
6. Streamlining Operational Efficiency to Manage Rising Costs
Recommendation and Implementation
Measures of operational cost therefore call for proper efficiency programmed such as; staffing pattern rationalisation, clerical work automation and supplier rebuy agreements. Cutting wastage and optimising processes would also reduce costs and can help increase the productivity of a facility without necessarily having to make alterations at guest discretion (Sergeevna, 2024).
To provide context to this recommendation the institution needs to carry out an operational audit to determine areas that the institution needs to economise on. Casual and administrative tasks may also be incorporated to automate as many organizational operations as possible, so as not to occupy employees’ time and attention in providing services to the guests.
Change Management
As for staff training, it is advisable to provide knowledge on new automation tools equipped for operational change and inform about potential advantages associated with optimization. The collecting of feedback from staff means that there will be areas where more enhancements can be done and successful efficiency outcome celebrations can motivate the staff.
Success Measurement
Successful cost savings on items like payroll, stocks, and utilities will be used to determine its success, alongside evaluating the staff’s efficiency. Doing both statistical measures of guest satisfaction and operations changes in parallel guarantees that efficiency gains are not at the expense of guest satisfaction.
Cost Estimate
To increase operational efficiency, automation software, and training investment is estimated to be £50,000 at the start of the optimization process. The use of these methods is projected to lead to an annual saving which in turn will go a long way in augmenting the profitability of the hotel.
Possible Advantages of Compliance with Recommendations
The actualization of these recommendations is expected to afford the following benefits to The Hilton; Key among these insights though there are many are; Higher guest satisfaction, increased market competitiveness and lower operational cost. Better app solutions and better services should enhance guest ratings and loyalty, together with sustainable solutions and customized experiences potential for environmentally conscious guests and experiential tourists. Improved marketing initiatives will augment the market capture of Hilton Hotel reaching out to a wider number of people hence high associate occupancy hence increased revenues. This AV improves operations, which solves the problem of increasing costs as it releases resources that can be used to enhance guests’ experiences. 
Evaluation of Success and Its Assessment
For this reason, the following measures need to be undertaken to facilitate the achievement of the intended objectives of the recommended strategies: Measures of the success of each recommendation consist of a guest satisfaction survey, occupancy levels, online responses, cost-optimization, and social media activity. From the management’s perspective, these metrics require regular, quarterly reviews to determine results and ongoing points of improvement. Hypothesis six: The findings of the staff and guests’ feedback should direct improvements to enhance outcomes regularly.
For example, responses received from guests about the application will be used to determine any necessary changes to optimise the digital experience of the hotel and meanwhile, calculated sustainability reports indicating changes in environmental management from time to time. These reviews will enable management at Hilton Hotel to fine-tune its approaches to meeting guest needs in the course of extending its successful run as a luxury hotel.
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	Number
	Problem
	Solution
		Desired Outcome



	



		Time Scale



	



		Completion Date



	



		Planned Budget



	




	1
		Declining Occupancy and Guest Satisfaction



	



	Implement digital guest services, including mobile check-in, guest app, and smart room technology (Banyeva et al., 2023).	
	Increased convenience, guest satisfaction, and occupancy.	
	6 months	
	31/04/2025
		£250,000



	




	2
	Rising Operational Costs	
	Introduce energy-efficient lighting, water-saving fixtures, and local sourcing for amenities (Reidhead, 2020).	 
	Reduced utility costs, and enhanced sustainability reputation.	
	5 months	
	31/03/2025
		£150,000



	




	3
	Service Consistency Issues	
	Launch comprehensive staff training on hospitality standards and personalized service.	
	Improved service consistency and guest ratings.	
	4 months	
	31/02/2025
		£100,000



	




	4
	Lack of Unique Guest Experiences	
	Develop exclusive packages, including private dining, tours, and workshops (Rockett, 2023).	
	Differentiation in market, increased guest engagement.	
	3 months	
	31/01/2025
		£80,000



	




	5
	Limited Marketing Reach	
	Launch a digital marketing campaign targeting younger demographics via social media and influencers.
	Expanded audience reach, increased bookings.	
	6 months	
	31/04/2025
		£60,000



	




	6
	High Staffing Costs	
	Optimize staffing schedules and introduce automation for administrative tasks.	
	Lower operational costs, increased staff efficiency.	
	3 months	
	31/01/2025
	£50,000
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Analyzing Hilton London Bankside we managed to identify a set of major concerns that affect the company’s positioning in the relevant market niche, guest satisfaction as well as the overall efficiency. As highlighted the following common problems were established: lack of service standardization, the long duration of check-in procedures, and lack of diversification in services delivery that has led to a significant decrease in guests’ ratings and revisits. These problems are especially important within London’s openly competitive hospitality industry, where guest loyalty and a positive reputation are critical to sustaining business success. These difficulties are compounded by constantly increasing operational costs that inflation and competition contribute to, which makes it necessary to elaborate a complex plan to strengthen the Hilton London Bankside position.
The PESTEL analysis highlighted several significant factors that are exogenous to the hotel environment such as economic factors that put the hotel under pressure together with changing guests’ expectations towards technological or environmentally sustainable facilities. These macro factors influence the environment in which Hilton London Bankside operates and these insights explain its pressures. For example, while insistent on the fact that Hilton London Bankside boasts of an excellent and uncompromising reputation and its prime location, the SWOT analysis also pointed to the chains regularity in delivering mediocre standard of service, as well as the ability to offer distinct experience. Taken together, these analyses provided a basis for the TOWS strategy, which aggregated conclusions into strategies derived from the hotel’s functional strengths and prioritised key threats, opportunities and weaknesses.
The solutions below, therefore, map a clear plan on how Hilton London Bankside can improve on the guests’ satisfaction, operations, and market position. Solutions proposed sometimes are the reinforcement of the programs to train staff, the acquisition of robots to fasten the check-ins, as well as the introduction of diversified guest experiences so that loyalty can be gained from Hilton’s extensive varied clientele. In addition, the implementations of change management practices were described about these transitions to reduce their impact on the staff while also increasing staff satisfaction and acceptance regarding change.
Therefore, Nexus Hospitality Solutions would like to take this opportunity to thank Hilton London Bankside for the possibility to complete this work. Of particular benefit is the cooperative work with Hilton’s dedicated team in order to accurately assess the opportunities and issues faced by the property in order to come up with ad hoc recommendations that meet the brand’s best practices. If readers take something from this report, then it is the decision that Hilton London Bankside continues to thrive, and promote effective interdisciplinary partnerships for innovating within the high-end hospitality industry. 
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	Hotel
		Issue



	



		Guest Feedback



	




		Hilton Birmingham Metropole



	



		Delayed check-in



	



	Some of the shocked guests had to wait beyond the legally recommended check-in time. Employees had no information on the readiness of the rooms according to a few of them.

		Hilton Liverpool City Centre



	



		Maintenance issues and overcrowded breakfast



	



	Maintenance problems in rooms were also reported, for instance, non-functioning television and light systems. Waiting times for canteen meals were long due to congestion so getting a seat or hot meal was challenging in the morning.




2

image1.png
@
Hilto

HOTELS & RESORTS

Report Name: Consultancy Report

Module Code: BMIH6005
Module: Organisational Consultancy

Company Name: Nexus Hospitality Solutions

Client Name: Hilton Hotels & Resorts

Student's Name: Mohammad Assadujjaman
Student’s ID: 2207975

[ Date: 12 November, 2024 ]





image2.svg
                                     Module Code: BMIH6005  Module: Organisational  Consultancy   Student’s Name: Mohammad Assadujjaman   Student’s ID: 2207975   Date :  12 November, 2024  Company Name: Nexus Hospitality Solutions  Report Name: Consultancy Report  Client Name: Hilton Hotels & Resorts 


image3.png
()
Hilton

HOTELS & RESORTS





 


BÈ?ç¼?��È??


?�


�B0.


????


BÈ?ç¼?


?


IØ©?Â¯Ü?ã¯ÈÂ?¼


�ÈÂÜç¼ã?Â�ö


]ãç??Âã


?


Ü�C?Á?


?�


BÈ­?ÁÁ??


�ÜÜ??ç¸¸?Á?Â


]ãç??Âã


?


Ü�0�


?�


???????


�?ã?


?


??�


CÈó?Á??Ø


?�


????


�ÈÁÕ?Âö�C?Á?


?�


C?õçÜ�.ÈÜÕ¯ã?¼¯ãö�]È¼çã¯ÈÂÜ


Y?ÕÈØã�C?Á?


?�


�ÈÂÜç¼ã?Â�ö�Y?ÕÈØã


�¼¯?Âã�C?Á?


?�


.¯¼ãÈÂ�.Èã?¼Ü�


?�


Y?ÜÈØãÜ




 

