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1. Executive Summary 
The following consultancy report would, therefore, be in trying to find and address the main challenges at Hilton Paris Opera, with a core focus on how best to enhance the experience of guests and optimize operational efficiency. Situated in the heart of Paris, Hilton Paris Opera combines historic elegance with luxury hospitality, attracting an international clientele. On the other hand, it has to suffer increased pressure for innovation with competitive advantages, given the rapid development in digital transformation and changes in expectations among guests (McKinsey & Company, 2024; Cheng et al., 2023).
This report applies some relevant analytical frameworks, including PESTEL, SWOT, and TOWS, to identify internal and external factors that influence Hilton Paris Opera's operations and strategic positioning. From this analysis, one can increasingly identify a greater need for digital solutions that would make it easier for guests to engage with the hotel and bring more personalization of services. Recommendations stress the use of AI-driven guest service interfaces and personalized experiences, while employee training should be further improved to increase service uniformity and ensure market-oriented performance (Jones et al., 2014; Walker, 2017).
This will be further underlined with an appropriate implementation plan, supported by formal change management process based on Kotter's eight-step model in order to take Hilton Paris Opera through necessary digital changes smoothly with slight operational disruption. It will be monitored against the success metrics with KPIs related to guest satisfaction and efficiency, along with a cost overview to make sure it is aligned with budget objectives. In sum, these recommendations will be geared toward strengthening the position of Hilton Paris Opera, enhancing guest loyalty, and ensuring long-term revenue growth through targeted digital and operational improvements (Enz, 2010; Kandampully et al., 2017).
2. Introduction 
Over the past years, the hospitality industry has seen a sea change regarding digitalization, eco-consciousness, and personalization. At this critical juncture, Hilton Paris Opera surely needs to be transformative if it has to be competitive, being one of the flagship European properties of Hilton. Elite Hospitality Solutions Ltd. is a consultancy firm that has been very actively involved in finding actionable strategies to further enhance the guest experience, making the operations of this historic hotel efficient and, at the same time, facilitating market leadership (Statista, 2024; Cheng et al., 2023).
2.1 Hotel Background
The Hilton Paris Opera was built in 1889 and is one of the most iconic hotels in all of Paris, featuring opulent architecture and an ideal location. Conveniently situated near several hotspots, this hotel appeals to business and leisure travelers from every region of the globe. Its rich history is complemented by modern-day conveniences, putting it at the top of the popularity chart within Hilton's portfolio. This, however, has changed somewhat with the sprouting of boutique hotels and ever-rising expectations of today's traveler, placing increasing demands for innovation within the delivery of this service (Hilton Hotels & Resorts, 2023).
Despite its reputation for high standards, the competitive nature of Paris, especially in the luxury hospitality sector, would mean that technology and service excellence continue to be invested in. Present trends, including environmental sustainability and digital innovation, would make it pressing for Hilton Paris Opera to change offers necessary to meet both global and local expectations effectively (Jones et al., 2014; Lashley and Morrison, 2000). The following report highlights strategic improvements one could continue to make within Hilton Paris Opera to maintain prestige but with adjustments to modern guest expectations.
2.2 Consultancy Firm Background 
Elite Hospitality Solutions Ltd. is a boutique consultancy specializing in the luxury hotel industry, focusing on key areas such as digital transformation, sustainability, and staff training to achieve the highest standards of guest satisfaction and operational efficiency. With over a decade of industry experience, Elite Hospitality Solutions Ltd. enjoys strategic relationships with many high-end hotels across Europe by providing informed insights and tailored strategies that help elevate service standards and improve the flow of operations (Slack et al., 2010).
With insight into hospitality trends and technology, the company prepares its clients for changes that the market and changed regulations bring about. In this context, Elite Hospitality Solutions Ltd will utilize such knowledge at Hilton Paris Opera, to identify major opportunities for improvement in operational efficiencies, enhancement of guest experiences, and sustainability concerning laws and regulations set by the European Union (Sigala, 2020; Cheng et al., 2023).
3. Overview of the Issue 
Indeed, the Hilton Paris Opera still faces daunting tasks trying to meet changing guest expectations on digital convenience, personalized service, and sustainable practices. The hospitality industry has seen a number of changes relating to shifts in the demography within the guests, evolved technology, and increasing awareness of environmental impacts (Statista, 2024). With the competition growing from boutiques and eco-friendly hotels, Hilton Paris Opera would have to orient itself by such trends in order to stay competitive in the luxury hotel market of Paris (Gera and Kumar, 2023).
3.1 Changes in Guest Expectations
Growing affinity for continuous digital immersion is a trend more and more guests today demonstrate, especially in the luxury segment. Demands for mobile check-ins, AI-driven personalization, and contactless services have gone proactive since the COVID-19 pandemic sped up such technologies. With charm, Hilton Paris Opera is a historic property that appeals to international visitors. However, the current service offerings in the digital sphere do not align with what the modern traveler is expecting: speed, efficiency, and personalization at every touchpoint (Cheng et al., 2023; Morosan and Bowen, 2022).
3.2 Operational Efficiency and Cost Control
The other key challenge is operational efficiency, whereby, for instance, the Hilton Paris Opera needs to balance high standards of service with the need for cost control. Growing labor costs and the need for continuous training to keep the level of services at a high standard contribute to the rise in operational costs. In addition, after COVID-19, shortages in the labor force negatively influenced the offering of services, leading to delays that may finally lower guest satisfaction (McKinsey & Company, 2024). This could be minimized with more investment in technology to automate routine tasks/operations, thereby increasing productivity by making the guests feel more welcome (Sigala, 2020).
3.3 Sustainable Practices and Regulatory Compliance
Meanwhile, sustainability has also become a focal point within the luxury hospitality industry, as environmentally conscious decisions are increasingly in demand by travelers. As one of the world's more popular destinations, the pressures to implement sustainability through regulation have widely been felt within Paris, thereby affecting hotel operations. In the case of Hilton Paris Opera, for instance, adherence to EU environmental standards on carbon emission, waste minimization, and enhancement of energy efficiency is vital not only in regulatory matters but also in meeting expectations from guests. As stated by Azazz et al. (2024) and Baloch et al. (2023), adapting to eco-friendly practices enhances brand reputation and opens avenues to attract the environmentally conscious traveler.
3.4 Competitive Pressure from Boutique Hotels
Boutique hotels in Paris are hugely varied, offering many singular and curated experiences that are now favoured over the generic large properties by a great number of luxury travellers. Smaller properties can give extremely personal services, tailored to some extent to the tastes and preferences of a select clientele. To remain competitive, Hilton Paris Opera must continue offering differentiated services by marrying an element of brand prestige with personalized guest experiences typical of boutique hotel franchises. This would go to mean that, according to the views of Jones and Lockwood (2004) and Lashley and Morrison (2000), through its historic Parisian architecture, this hotel is uniquely positioned to enhance customer journeys through personalization and exclusivity to maintain its competitive advantage.
The following sections will use PESTEL, SWOT, and TOWS analyses to give a complete insight into the internal strengths and weaknesses of Hilton Paris Opera, coupled with its external pressures and opportunities.

4. Theoretical Frameworks (PESTEL, SWOT, TOWS)
These considerations will henceforth be analyzed by using analytical frameworks such as PESTEL, SWOT, and TOWS for the strategic environment review of Hilton Paris Opera, thereby laying a systematic structure for identification of any threat that may arise, capitalization of opportunities available, and responding to internal weaknesses (Enz, 2010). Each one of these provides a different perspective: PESTEL focuses on macro-environmental factors, SWOT on internal capabilities versus external challenges, and TOWS synthesizes these into actionable strategies.
4.1 PESTEL Analysis
PESTEL analyzes the political, economic, social, technology, environmental, and legal factors influential in the operations of Hilton Paris Opera .
· Political and Legal Factors: The data protection regulations under GDPR and environmental standards set by the EU place specific requirements on hospitality businesses . Meeting these standards is challenging but enhances credibility and helps fulfill customer expectations for responsible practices (Azazz et al., 2024).
· Economic Factors : Paris' s luxury hospitality industry faces rising labor costs and variable tourism rates due to fluctuating economic conditions. Discretionary spending among luxury travelers often decreases during economic downturns or inflationary periods  (Statista, 2024).
· Social Factors : Eco-friendliness and personalized services are increasingly preferred options in the luxury hotel market . Addressing these expectations is crucial within a socially conscious market  (Shanti and Joshi, 2022).
· Technological Factors : Technological advancements in personalization and operational efficiency present opportunities . By integrating these technologies , Hilton Paris Opera can offer more customized guest experiences (Cheng et al., 2023).
· Environmental Factors: The rising demand for sustainable practices encourages Hilton Paris Opera to adopt initiatives like minimizing waste and reducing energy consumption to attract eco-conscious guests  (Sigala, 2020).
4.2 SWOT Analysis
SWOT analysis gives insight into the internal strengths and weaknesses of Hilton Paris Opera, together with its external opportunities and threats.
· Strengths: The Hilton brand has an international reputation that supports the hotel's competitive advantage in commanding high-segment clients. The architectural appeal of the hotel and its centrality in Paris add to its tourist desirability (Jones and Lockwood, 2004).
· Weaknesses: Limited digital service provision and high operational costs could hurt guest satisfaction and profitability if not addressed (Ghani et al., 2022).
· Opportunities: The increasing trends in sustainable tourism and technological innovation represent opportunities for Hilton Paris Opera to enhance its operational capabilities in sustainability and digitization (Bec et al., 2021).
· Threats: Growing preference for boutique hotels and guest demand for personalized services could impact Hilton Paris Opera’s market share unless it adapts its service offerings (Lashley and Morrison, 2000).
4.3 TOWS Analysis
The TOWS matrix is a strategy tool that develops the SWOT analysis to show concrete measures to take with regard to one's weaknesses and threatened position, building on strengths and seizing opportunities.
· Playing to Strengths: Hilton Paris Opera could leverage the strength of its brand by marketing environmentally friendly accommodations to attract clients who prioritize sustainability without compromising luxury.
· Weaknesses to be Addressed: Implementing digital check-in systems and enhancing mobile service options would help bridge the gap in digital service offerings, meeting modern expectations for seamless service (Morosan and Bowen, 2022).
· Seize Opportunities: Incorporating AI-driven personalisation along with expanding sustainable offerings positions Hilton Paris Opera as a forward-thinking luxury brand (Walker, 2017).
· Mitigating Threats: To compete with boutique hotels, Hilton Paris Opera could introduce personalized guest experiences, such as tailored itineraries and curated local experiences that reinforce its unique Parisian setting (Gera and Kumar, 2023).
Together, these frameworks provide a deep understanding of the strategic landscape for Hilton Paris Opera, supporting data-driven recommendations for improvement.

5. Analysis
The section that unfolds examines the challenges and strategic environment with respect to optional analytic frameworks for Hilton Paris Opera. In-depth analysis of both the external and internal factors through PESTEL, SWOT, and TOWS analyses will form the bases for customized recommendations to enable the company to meet these challenges and further enhance good performance at Hilton Paris Opera.
5.1 Issue Description 
The other concerns are expanded demands for digital integrations, experiences of personalisation, going green, and competitiveness from boutique hotels. Within the hospitality industry, after COVID-19, acceleration has increased in the adaptation of digital solutions, making it, if anything, a need for luxury hotels to invest in contactless services, AI guest interactions, and mobile check-in. These features, now considered by many guests as essentials, further represent areas where the Hilton Paris Opera's current offerings may be seen as limited and thus might have affected guest satisfaction and loyalty (Gera and Kumar, 2023).
There are operational inefficiencies such as high labour costs and limited resources that affect Hilton Paris Opera. The inability to address such an operational inefficiency stands in the way of the hotel consistently performing and maintaining excellent service given to customers at the cost of its profitability. Being among the front liners within Paris' luxury hotels, the hotel becomes very much open to evaluation against boutique offerings that pride themselves on exclusivity, uniqueness of experience—a lure for today's customer of luxury seeking exclusivity and personalization (Lashley and Morrison, 2000).
Other current key issues include sustainability, in which both guests and the regulatory bodies in Europe would expect eco-friendly measures. The adoption of sustainable measures, such as energy-efficient operations and waste reduction, places Hilton Paris Opera at the forefront of current environmental expectations and, at the same time, boosts the brand image (Azazz et al., 2024). This section looks closely at these challenges through PESTEL, SWOT, and TOWS, where insights on the strengths, weaknesses, opportunities, and threats of Hilton Paris Opera are discussed considering the current market scenario.
Trends in Tourist Stays and Impact on Hilton Paris Opera 
Data on (Statista, 2024) monthly overnight stays in France, therefore, endorse the fluctuating demands of the hotel business, especially in the post-COVID-19 pandemic period and through the recovery process. In this regard, one will get the trends showing how Hilton Paris Opera can position its services accordingly with changing market demands through times of surges in both domestic and international guests.
Analysis of Trends from 2019 to 2024
The quarterly highs in France during these first six months of 2019 were quite consistent. It was at an all-time high of over 20 million, fueled by a combination of both domestic and international visitors. International guests, represented here by the black bars in the chart, were one of the most dominant forces behind these high numbers, attesting to France's allure as an international destination for leisure and business alike (Statista, 2024). But then deep into the data, there is a sharp decline starting in March 2020; this is the time COVID-19 really hit and seriously cut down both domestic and international tourism because of the lockdowns and travel restrictions. It fell to the lowest levels nobody had ever seen: overnight stays below 5.5 million, a little more than that on domestic tourism, while international tourism almost disappeared.
Post COVID-19 recovery and demand surges: From mid-2021, the chart in Figure 2 below has shown a gradual recovery when monthly overnight stays continued to rebound strongly, partly impelled by domestic tourism. Thus, from the trend, one may observe that the occupancy is seasonal, where summer months experience more stays. This, therefore, provides a hint to Hilton Paris Opera when preparing for its seasonal occupancy. Also, international tourism regained its growth during the end of 2022, with peaks once again above 20 million stays per month during peak tourist seasons this year, coming close to pre-pandemic levels. This can be viewed as marking the importance of providing for international customers who can sometimes bring in expenditure with them, which is an important consideration for luxury properties like Hilton Paris Opera.
In view of the recovery trends, there are several strategic implications for Hilton Paris Opera, which needs to manage effectively the mix of domestic and international tourists with its operations and service offerings.
1. Seasonal Staffing and Resource Allocation: The sharp upturn in overnight stays during summer suggests flexible staffing arrangements. Hilton Paris Opera may need to consider a staffing policy able to absorb such demand through seasonal hires or temporary staffing in peak months so as not to overwork the core staff. Further, resources will have to be spent to achieve rapid check-ins and housekeeping, as well as consistent service rates at times of occupancy.
2. Target Domestic and International Market Segmentation: While international tourism has bounced back, the data indeed shows that domestic tourism continues to be a steady and strong plank of the hotel industry in its post-COVID recovery. Tailored marketing campaigns focusing on the peculiarities of the two segments could thus be of benefit for Hilton Paris Opera. For instance, domestic visitors might appreciate loyalty programs and weekend packages, while international guests would take more interest in personalized tours around town or other language-related support.
3. Development of Digital Services for International Guests: International tourists, especially those outside of Europe, increasingly use digital and contactless services as means by which they can avoid the language and logistical problems they face. Hilton Paris Opera can foster a seamless experience for international guests by investing in multilingual digital check-in systems and offering concierge services on their mobiles. It is also part of wider trends within the industry where digital enhancement of services has turned into a competitive advantage in luxury hotels (Cheng et al., 2023; Morosan and Bowen, 2022).
4. Keeping Pace with the Times-Pre and Post-COVID-19 Landscape: COVID-19 changed the guest preferences for hygiene, contactless services, and personalization. Hilton Paris Opera should maintain and continue the increased hygiene practices and offer contactless alternatives wherever possible to reassure guests. In addition, AI-powered personalization can help optimize the guest experience through the customization of services, based on guest profiles, which will be particularly useful for high-spending international tourists.


5.2 PESTEL Analysis
The PESTEL framework focuses on the external factors that affect Hilton Paris Opera, providing an overview of macro-environmental forces.
· Political and Legal Factors: The European Union's General Data Protection Regulation (GDPR) imposes strict demands on data privacy, meaning that guest information must be processed securely to maintain compliance, safeguard customer trust, and avoid legal consequences. Similarly, environmental regulations compel Hilton Paris Opera to adopt sustainable practices to meet standards set by both the city of Paris and the European Union (Azazz et al., 2024).
· Economic Factors: Rising operational costs, particularly for labor and utilities, significantly impact profitability. Post-COVID, fluctuating demand continues, with tourism gradually recovering but under inflationary pressures. Economic uncertainties influence customer spending, which may affect the luxury segment as travelers may reconsider non-essential trips during economic downturns.
· Social Factors: Social trends increasingly favor sustainability and personalization. Guests prefer eco-friendly hotels offering unique, tailored experiences. Additionally, the growth of millennial and Gen Z segments, who prioritize convenience and digital solutions, influences demand for mobile check-ins, app-based services, and digital concierge options (Shanti and Joshi, 2022).
In the post-COVID recovery, domestic travel demand has remained rather stable, a fact indicative of the socio-cultural shift in which local tourism has gained traction, partly due to uncertainties still surrounding international travel. Indeed, more domestic tourists now tend to go to local destinations, thus keeping the base of French visitors for Hilton Paris Opera. This means that equal attention should be given to domestic guests with exclusive local packages and short-stay packages, along with targeting international tourists (Statista, 2024).
Furthermore, unprecedented international stays from 2022 onwards indicate a need to cater to varied expectations among different types of foreign guests. Indeed, this trend suggests pent-up demand after the pandemic has triggered renewed interest in international travel. This is where Hilton Paris Opera could capitalize on the need to make its brand more alluring to international visitors with unique Parisian experiences and a focus on high-class French hospitality.
· Technological Factors: Rapid advancements in AI, machine learning, and digital personalization provide opportunities for Hilton Paris Opera to enhance the guest experience. Integrating AI-driven guest profiles, mobile room controls, and digital check-ins aligns with modern expectations for seamless, efficient service.
· Environmental Factors: As part of a global trend towards eco-friendliness, Hilton Paris Opera is expected to implement energy-saving systems, reduce plastic usage, and minimize waste to appeal to sustainability-conscious travellers and comply with EU environmental directives (Sigala, 2020).
For venues such as Hilton Paris Opera, operational expense management becomes very important with fluctuating demand—cyclical demand, meaning that demand is clearly higher in some months. Increased demand means higher labour costs and resource utilization that are expected to be even higher in a luxury environment where, naturally, the quality of service has to be paramount. Automation of resources might be required to manage such operational cost pressures in peak months without adversely impacting service standards (Ghani et al., 2022).
Given that the demand keeps on fluctuating, a dynamic pricing strategy would also work in Hilton Paris Opera, adjusting each room rate according to seasonality and occupancy. That will mean fitting it within the greater industry of luxury hospitality, where high pricing during periods of high demand maximizes revenue potential (Kandampully et al., 2023). Additionally, the hotel can add value to those months of low demand by offering discounted packages, especially to domestic guests, or even offer free amenities to attract domestic tourism.
· Legal Factors: Beyond GDPR, Paris’s hospitality industry faces strict regulations on environmental sustainability and workplace health and safety. Compliance not only avoids penalties but also strengthens Hilton Paris Opera's reputation as a responsible, guest-cantered establishment (Jones et al., 2014).
The PESTEL analysis demonstrates the need for Hilton Paris Opera to adapt in areas such as regulatory compliance, technological advancement, and eco-friendly practices. Addressing these factors will help the hotel align its operations with market expectations and strengthen its competitive positioning.

5.3 SWOT Analysis
The SWOT analysis provides a detailed look at Hilton Paris Opera’s internal strengths and weaknesses, as well as external opportunities and threats, helping to frame strategic responses to current challenges.
· Strengths:
· Brand Reputation: Hilton’s global brand recognition and Paris Opera’s historic charm contribute to a strong market presence and appeal to international luxury travellers (Hilton Hotels & Resorts, 2023).
· Prime Location: Centrally located in Paris, Hilton Paris Opera benefits from proximity to landmarks, enhancing its attractiveness to tourists and business travellers alike (Jones and Lockwood, 2004).
· Quality of Service: As a luxury hotel, Hilton Paris Opera has high service standards, which supports guest loyalty and enhances the hotel’s reputation for premium hospitality (Walker, 2017).
· Weaknesses:
· Digital Limitations: Compared to boutique competitors, Hilton Paris Opera lacks advanced digital services, such as personalised guest profiles and in-app service options, which limits its ability to meet modern guest expectations for digital convenience (Morosan and Bowen, 2022).
· High Operational Costs: Labour and maintenance costs in Paris are significant, impacting profitability. Additionally, high resource utilisation due to limited automation contributes to operational inefficiencies (Ghani et al., 2022).
· Opportunities:
· Sustainable Tourism Growth: The rising preference for eco-friendly travel offers Hilton Paris Opera an opportunity to enhance its sustainable practices, attract eco-conscious guests, and bolster its brand image (Bec et al., 2021).
· Technological Integration: Implementing AI and digital service enhancements, such as mobile check-ins and customisable in-room technology, could modernise the guest experience and streamline operations, making Hilton Paris Opera more competitive (Kandampully et al., 2023).
· Threats:
· Competition from Boutique Hotels: Boutique hotels, which offer unique, personalised experiences, appeal to luxury travellers seeking tailored stays, posing a competitive threat to Hilton Paris Opera (Lashley and Morrison, 2000).
· Economic Fluctuations: Economic downturns may affect discretionary spending, impacting the demand for luxury travel. Fluctuating tourism demand also influences revenue stability (Statista, 2024).
This SWOT analysis highlights Hilton Paris Opera’s strong brand and service quality as strategic assets. However, to stay competitive, the hotel must address its weaknesses in digital service offerings and operational efficiency, while also capitalising on opportunities in sustainability and technological upgrades.

5.4 TOWS Analysis
The TOWS matrix is based on the SWOT findings in formulating strategies that utilize strengths to capitalize on opportunities, reduce weaknesses, and counteract threats.
· SO Strategies (Strengths-Opportunities):
· Leveraging Brand and Location for Sustainability: Hilton Paris Opera’s prestigious brand and central location enable it to attract eco-conscious tourists by promoting sustainable initiatives, such as carbon footprint reduction and waste minimization practices.
· WO Strategies (Weaknesses-Opportunities):
· Digital Enhancement for Personalization: Addressing Hilton Paris Opera's digital gaps through investment in AI-driven guest services—such as personalized room settings and mobile concierge options—could offer a more tailored and seamless guest experience.
· Cost Management through Automation: Automating routine tasks, such as digital check-ins and housekeeping requests, would streamline operations, cut costs, and improve guest satisfaction by enhancing service efficiency.
· ST Strategies (Strengths-Threats):
· Using Brand Strength to Differentiate from Boutiques: By promoting its Parisian architectural heritage and unique luxury service, Hilton Paris Opera can distinguish itself from boutique hotels, appealing to travellers seeking an elegant, authentically Parisian experience (Jones and Lockwood, 2004).
· Brand Loyalty Programs to Mitigate Economic Fluctuations: Enhanced loyalty programs with discounts or added value during off-peak times could help maintain occupancy and revenue stability amid economic uncertainties (Wut et al., 2021).
· WT Strategies (Weaknesses-Threats):
· Addressing Digital Gaps to Compete with Boutique Hotels: Enhancing digital offerings, especially mobile services, will help attract tech-savvy guests who may currently favour boutique hotels with high-tech conveniences (Morosan and Bowen, 2022).
· Reducing Labor Costs through Technology: To offset high labour costs, the hotel can invest in staff training on digital tools to optimize service delivery, enabling a smaller workforce to efficiently handle peak guest volumes.
The TOWS matrix suggests that Hilton Paris Opera should focus on digital enhancements and sustainability practices to build a competitive advantage, leveraging brand strengths and addressing cost-related weaknesses for optimal performance.

5.5 Current Performance Evaluation
Therefore, the current performance evaluation of Hilton Paris Opera reveals that though occupancy and guest satisfaction might be at healthy levels in its traditional areas of service provision, there are significant gaps related to digital convenience and operational efficiency. Many guests have often complained of needs for speedy check-in and personalisation of services, fields where boutique competitors excel. Operational data shows high resource utilisation and high labour costs, therefore affecting profitability. Hence, the need to undertake service delivery in a more efficient manner by automation (Hilton Hotels & Resorts, 2023).
While sustainability programs for hotels are not so well developed compared to the leaders of the industry, there is a chance for Hilton Paris Opera to attract environmentally sensitive guests with some ecologically friendly practices. Performance indicators also show that strategic investments into technologies, along with personnel training and sustainability programs, may bring noticeable improvements for customer satisfaction and cost efficiency (Kandampully et al., 2017).

6. Recommendations and Change Management 
The following list provides certain strategic recommendations for Hilton Paris Opera concerning its challenges in improving customer experience and overall operational effectiveness. These address digital upgrades, enhancements related to personalized services, and sustainable best practices. Implementation plans, a change management strategy, KPIs, and cost overviews are provided in order to facilitate an implementation plan for those recommendations in a realistic way.
6.1 Strategic Recommendations
To reinforce the competitive positioning of Hilton Paris Opera, three recommendations are most suggested:
1. Digital Improvements to its Services: With the aid of digital solutions, such as AI-based guest applications and mobile check-ins, Hilton Paris Opera can modernize the guest experience. AI-driven applications can study guest preferences to make personalized recommendations, while mobile check-ins expedite the arrival process and reduce wait times, appealing particularly to tech-savvy guests and business travelers seeking efficiency (Cheng et al., 2023; Morosan and Bowen, 2022).
2. Guest Personalization: Integrate AI-enabled personalization in the Hilton app, allowing guests to pre-book their in-room preferences (e.g., lighting, temperature) and select from personalized hospitality options. Personalization can also include pre-planned local excursions and on-demand services, offering a uniquely Parisian stay. This level of personalization positions Hilton Paris Opera more competitively against boutique hotels offering unique experiences (Azazz et al., 2024).
3. Sustainable Best Practices: Advance sustainability at Hilton Paris Opera through eco-friendly initiatives like waste reduction programs, energy-efficient lighting, and reducing single-use plastics. These practices align with EU sustainability regulations and appeal to guests who prioritize environmentally responsible hospitality. Promoting these green initiatives will enhance brand reputation and attract the growing segment of eco-conscious travellers (Shanti and Joshi, 2022).
These recommendations respectively focus on key areas that impact guest satisfaction, operational efficiency, and competitive differentiation. By prioritizing digital upgrades, personalized service, and sustainable practices, Hilton Paris Opera will align with industry trends and meet the expectations of modern guests.

6.2 Implementation Plan
For this purpose, a phase-wise implementation plan is sought for the effective integration of those recommendations to minimize disruption on the ongoing operations.
• Phase 1: Digital Service Enhancements (Months 1–3): Start with digital check-ins and mobile concierge services. In this regard, discussions with different IT vendors will be made for selecting and installing appropriate AI-driven solutions. Training of the staff in using new digital tools will ensure easy adoption to effectively promote an enhanced guest experience supporting Walker (2017) and Cheng et al.
• Stage 2: Personalized Guest Experience Enhancements, Months 4–6: Where the first wave of digital rollouts has been implemented, in-room personalized settings and curated local itineraries can be introduced at Hilton Paris Opera. Information garnered through data in Phase 1 can be utilized to develop this offering, whereby staff can effectively tailor services to meet the needs of each guest. Sessions will be taught on how to use data proactively in order to anticipate the guest requirements for amenities. This ensures that a consistent level of personalized service is offered to every guest (Kandampully et al., 2023).
• Phase 3: Embedding Sustainable Practice Months 7–9: In this final stage, Hilton Paris Opera should be introducing sustainability on-site, such as energy-efficient lighting, recycling programs, and reducing single-use plastics. These can be used in marketing campaigns to heighten awareness of its brand for environmentally sensitive customers (Sigala, 2020). Outcomes will still be monitored about waste and energy use reduction, according to EU standards on sustainability (Azazz et al., 2024).
Results of this multi-phased approach will be that Hilton Paris Opera may make changes incrementally, thereby eased by feedback and the need to operate, which minimizes disruptions by spreading over several months, enabling its staff to adapt progressively.

6.3 Change Management Approach
Therefore, a structured approach towards change management is of the essence in ensuring successful adoption of the proposed recommendations. This will be done by implementing Kotter's Eight-Step Change Model to navigate Hilton Paris Opera through a structured transformation process. In this way, Kotter's eight steps will be used to effect orderly change within Hilton Paris Opera (Kotter, 1996; Enz, 2010):
1. Establish a sense of urgency. This involves communicating the rationale behind change through guest expectations and developments with regards to competition. By highlighting the risks involved with doing nothing, such as a loss in guest satisfaction and market share, the staff will be motivated to support the change.
2. Guiding Coalition: Establish an IT, marketing, and operations cross-functional team that will guide the change. Such coalition would make sure the needs and concerns of each department are put into consideration for a collective approach.
3. Create a Vision of Change: Summarize the intent of digital, personalized, and sustainable changes. Clearly practice alignment with the brand values at Hilton Paris Opera, therefore enhancing this vision in creation of an extraordinary customer experience through innovation and eco-friendliness.
4. Communicate the Vision: Through regular staff meetings, emails, and from the bulletin boards, the change objectives will be constantly reminded to retain the focus of all employees on what they are trying to achieve by the change and the role of each in it. This is according to Kandampully et al. (2023).
5. Empower Employees for Action: The management will provide training and resources to cater for the staff to adapt to new digital tools and standards of services. It is Flipin likelihood that where employees are empowered, there is a likelihood that change will be embraced with ultimate confidence ( Waqanimaravu and Arasanmi, 2020).
6. Create Short-Term Wins: Celebrate early successes of, for instance, responses to digital check-ins from guests. Rewarding reinforces positive behaviour and drives the staff to continue with the process of change (Enz, 2010).
7. Consolidate Gains: Use feedback as a vehicle for improving new systems to continue to build on short-term wins and integrate successful practices into standard operations.
8. Anchor Changes in Culture: Embed practices within Hilton Paris Opera's core values; drive innovation, personalisation, and sustainability within each day's operation (Slack et al., 2010).
The application of Kotter's model will ensure that the changes form part of Hilton Paris Opera's organizational culture to support long-term improvement both in the guest experience and operational efficiency.


6.4 KPIs and Measurement
Success will be further measured by the usage of KPIs that track progress made in improving the guest experience, operational efficiency, and sustainability for Hilton Paris Opera.
1. Guest Satisfaction Scores: Monthly surveys will be used to measure the perception of guests regarding digital services, personalized experiences, and overall service quality. Improvement in the scores will indicate that the implementation of guest-focused changes has been successful according to Phillips et al. (2017).
2. Operational Efficiency Metrics: Expected metrics are average check-in time and service response time. Lower wait times and faster times of service delivery will imply that the integration of digital went well and operational efficiency enhanced (Gera and Kumar, 2023).
3. Sustainability Metrics: It will indicate energy consumption, waste reduction, and usage of plastic for eco-friendly behaviour. Meeting the set targets in these areas shall confirm the correspondence to the Hilton sustainability goals (Sigala, 2020).
4. Employee Engagement Levels: Proof of how personnel have adapted to new practices through post-training surveys and regular feedback sessions. A high engagement level shows that the staff are supported and in step with the hotel objectives (Waqanimaravu and Arasanmi, 2020).
These KPIs will be monitored quarterly to review whether changes are yielding desired outcomes and provide valuable data on how Hilton Paris Opera can refine strategies, if needed.

6.5 Costs Overview
The estimated costs for implementing these recommendations are as follows:
• Digital Enhancements: £60,000 for artificial intelligence-driven systems and mobile interfaces include setup costs and ongoing maintenance.
• Personalisation Upgrades: £40,000 to integrate customisation options within the Hilton app, with appropriate training to staff on the best use of data on guests.
• Sustainable Practices: £30,000 will be used in installing green-friendly lights, waste management systems, and marketing campaigns to promote the new green initiative (Azazz et al., 2024).
All these three investments are estimated to cost around £130,000 and are expected to generate returns on investment through improved guest retention, enhanced operational efficiency, and solid brand positioning within the eco-conscious market segment (Binesh et al., 2021).




7. Action Plan
This action plan summarizes the main activities that Hilton Paris Opera should do to carry out the strategies recommended in this paper, including objectives, timelines, and estimated costs. The succeeding table outlines necessary actions, desired outcome, and completion timeline, thus making sure that Hilton Paris Opera will achieve the intended improvement of guests' experiens.[image: A table of informational text

Description automatically generated with medium confidence]

Each point in this action plan also furthers and reinforces the step-by-step implementation approach. Emphasis is on a step-by-step alteration of processes and practices to minimize business disruption. Continuous monitoring of Key Performance Indicators (KPIs) allows revisions in light of feedback from guests and performance of the staff.
· Phase 1 (Months 1–3): Lay the core digital framework, such as mobile check-ins and elementary AI-driven personalization functionality.
· Phase 2 (Months 4–6): Further engages guests with personalized experiences and in-room options, for which extensive employee training is required.
· Phase 3 (Months 7–9): Sustainability enhancements will be developed and promoted to the hotel's customers.
Structuring the process in this manner allows Hilton Paris Opera to systematically adopt new practices, building on the success of each phase to maximize long-term benefits.

8. Conclusion
This, therefore, means that with the adoption of digital innovations, personalized services, and best sustainable practices, Hilton Paris Opera is about to experience much more than an increase in guest experience and operational efficiency . This is where the ever-changing landscape of hospitality has compelled luxury hotels to not only meet high standards but also adapt to digitally enabled expectations and values of modern guests. AI-driven service enhancements, personalized guest journeys, and greening initiatives will further position Hilton Paris Opera among the best luxury destinations in the world .
Strategic recommendations flow from a proposed phased action plan underpinned with Kotter's structured approach to change management that provides clear direction for agile and fluid transformation. It will also make sure that the enhancements of KPIs related to guest satisfaction, operational efficiency, and sustainability are measurable for Hilton Paris Opera, and adjust strategies as necessary to stay competitive. With such focused initiatives, Hilton Paris Opera will successfully strike a balance between retaining historic elegance and modernizing its services that promise to increase guest loyalty, enhance its brand position, and thereby ensure sustainable growth.
These actions consequently underpin how Hilton Paris Opera is committed to excellence in furthering both industry trends and guest preferences toward an experience in hospitality that is seamless, memorable, and responsible.
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The hospitality sector in France is significantly impacted by technological factors. Software spending in
the accommodation, restaurants, and nightlife industry is projected to increase from $232.45 million
in 2021 to $338.39 million by 2024, indicating a growing reliance on technology 1 . The adoption of
digital technologies is viewed positively, with 71% of French respondents believing it has a good effect
on the culture sector 2 .

Online sales are expected to generate 83% of total revenue in the French hospitality industry by 2029
3, highlighting the importance of digital platforms. The rise of internet-connected devices and
wearable technology is also influencing consumer behavior and expectations in the sector 4 .

However, while technology enhances communication and connectivity, it has led to fewer face-to-face
interactions among families s , which could impact the hospitality industry's approach to customer
service. The sector must balance technological advancements with maintaining personal touch to
meet evolving consumer needs.
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