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[bookmark: _Toc191401808][bookmark: _Hlk191401607]1. Executive Summary
[bookmark: _Toc191401809]1.1 Key Issues Identified
Several problems make it difficult for Hilton London Kensington to use Internet marketing effectively –
· Outdated Website Design and Poor User Experience (UX): The hotel's website has high "bounce rates" and low conversion rates because it is not mobile-friendly and takes a long time to load. Statista (2024) and Cibere et al. (2020) found that 75% of people judge a hotel's image by its website, and 50% of reservations are made on mobile devices. A poorly designed website makes it harder for the hotel to turn website users into paying customers.
· Ineffective Search Engine Optimization (SEO): The website for the hotel does not rank well for terms like "luxury hotel near Kensington." This does not consider the possibility of free visitor flow.
· Underutilized Social Media Engagement: A big part of building customer trust and brand recognition is getting people to interact with hotels on social media sites. As a result of using social media, customers are more likely to stay loyal and make reservations (Samarah et al., 2022).
· Lack of Targeted Digital Marketing Campaigns: The hotel caters to a wide range of people. Bilgihan and Ricci (2024) say that focusing on specific groups of customers in digital marketing efforts can boost engagement and conversion rates.
[bookmark: _Toc191401810]1.2 Analysis of Findings
The main reason the Hilton London Kensington does not get enough online reservations is that it does not have a good digital marketing plan. Phocuswright (2024) outlined that 70% of travellers look for hotels online, but only 26% of those travellers’ book straight through the hotel's website. In the remaining cases, people hire OTAs. This means that the hotel might be able to get more straight reservations if it changes how, it markets itself online. Modern customers want quick, smooth digital experiences. As a result, websites that are not mobile-friendly or take too long to load slow down online conversions. The hotel needs to improve its SEO plan to get more organic traffic and be seen on the internet, which are both important for getting customers. People also miss chances to connect and convert because they do not use social media enough or divide digital marketing into groups based on what their customers want.
[bookmark: _Toc191401811]1.3 Recommendations
· Website Optimization and UX Improvements: The hotel's website needs to be changed to make it easier for people to use, load faster, and work better on mobile devices. Statista (2024) says that more than half of all hotel bookings are made on mobile devices. This means that a website that works well on mobile devices will have higher conversion rates. Improving the customer experience and lowering the number of people who leave a website requires improving its speed and making it easier to use.
· Search Engine Optimization (SEO) Strategy: An all-around SEO approach includes keyword optimisation, content creation, and on-page optimisation. By focusing on long-tail, location-specific keywords, companies can improve their search engine results and get more organic traffic. Agu et al. (2024) say that high-quality content, like blogs about local attractions, hotel ads, and travel ideas, helps with SEO and attracts new guests.
· Targeted Digital Marketing Campaigns: The internet marketing plan for the hotel should be tailored to the type of trip (business or pleasure) and the location. Campaigns that are tailored to specific groups get more people to connect and buy. Also, the hotel should use paid ads on Facebook and Instagram to reach specific groups of people (Angeloni and Rossi, 2021).
· Enhance Social Media Engagement: The hotel needs to get more people to connect with them on social media by responding to comments, posting relevant content, and starting interactive campaigns. Social media makes brands more visible and builds customer trust, which leads to more bookings (Samarah et al., 2022). Talk to potential guests by promoting the hotel's unique features, nearby attractions, and material from behind the scenes.
· Focus on Direct Bookings and Reduce OTA Dependence: The hotel can depend less on outside booking services by giving deals or extras for free to people who book through its website. By letting people know about the benefits of being a Hilton Honours member, more direct bookings will be made. This will mean fewer commission payments to online travel agencies and more profits (Kim et al., 2021).
[bookmark: _Toc191401812]1.4 Conclusion
It is hard for the Hilton London Kensington to make digital marketing work, so they must rely on online travel agencies (OTAs) a lot and do not take many online bookings. Some of the biggest problems are an old website design, bad SEO, not enough social media interaction, and no targeted digital marketing campaigns. By using the right strategies, such as website optimisation, targeted promotions, SEO improvements, and social media engagement, the hotel can make more money, get more direct bookings, and have fewer people use online travel agencies (OTAs). Kotter's 8-Step Change Model will be used to guide the change management plan and make sure it is conducted successfully. These tips can help The Hilton London Kensington be successful in the digital age, get customers to interact with them more, and compete in the London hospitality business. Additionally, the study would like to thank The Hilton London Kensington for its help with this project. There is no doubt that the suggested methods will improve the hotel's digital marketing and online booking, setting it up for future success and growth.

[bookmark: _Toc191401813]2. Introduction
[bookmark: _Toc191401814]2.1 Brief Background of "The Hilton London Kensington"
The Hilton London Kensington is a high-end hotel in West London, close to Hyde Park, Kensington Palace, and important shopping areas (Hilton, 2022). The hotel has 601 luxurious rooms for both work and leisure travellers. It has four stars. Visitors from all over the world and from London come to the Hilton London Kensington to find warmth and style. This is because of the hotel's meeting rooms, exercise centre, and delicious food (Hilton, 2021). The hotel's closeness to the Underground and other major transport lines makes it an excellent choice for people visiting central London.
Even though these are good things, the hotel cannot make the most of online bookings. Traditional hotel companies in London have had a challenging time keeping up with their digital presence and getting high online conversion rates (Jolene, 2023) because the hospitality industry is extremely competitive, online travel agents (OTAs) have become popular, and consumer habits are changing. So, if it wants to stay competitive in the digital age, it needs to improve its digital marketing plan.
[bookmark: _Toc191401815]2.2 Brief Background of Consultancy Firm
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An organisation called Innovative Internet Solutions helps hospitality businesses with their internet marketing. Our creative strategies for SEO, social media marketing, content creation, and customer interaction have helped hotels become more visible online. While the digital world is always changing, our team helps businesses adapt by giving them unique options that fit with their long-term business goals. By using data-driven insights and best practices from the industry, we helped a lot of global hotel brands improve their digital reach and customer conversion rates. We can help The Hilton London Kensington with its online planning problems because we know a lot about technology, market trends, and how people act when they buy things.
[bookmark: _Toc191401816]2.3 Introduction to the Issue
Even though the Hilton London Kensington has a great reputation and is in a great spot, its digital marketing approach has not helped increase online bookings. Not enough targeted advertising, low social media activity, and a website that does not work well are all factors that contribute (Dhanesh et al., 2022). Customers who are good with technology expect personalised experiences, easy planning, and access to the hotel's website, which does not meet those needs. The study by Almeida et al. (2021) found that the hotel's website and social media pages have a big effect on the number of bookings that happen. A 2024 Phocuswright study found that 83% of travellers do research on hotels online, and 61% of hotel bookings are made through the hotel's website or app (Hines, 2024). Potential guests are turned off by the Hilton's website's poor mobile optimisation and user experience. It also does not take advantage of the chances to connect with customers that come up when companies use social media. Commission fees from third-party booking sites affect how much money the hotel makes. Targeted audience segmentation, which can boost conversion rates by focusing on specific customer behaviours (Kumar, 2024), is also missing from the digital marketing plans. (Bilgihan and Ricci, 2024) say that personalised marketing can help customers connect with businesses and make direct reservations.
[bookmark: _Toc191401817]2.4 Overview of the Frameworks to be Used
This study will use strategic frameworks and marketing models to figure out what the problems are at Hilton London Kensington and offer ways to fix them. These frameworks will make it easier to look at the internal and external factors that affect the hotel's digital marketing plan.
· STEEPLED Analysis: The STEEPLED framework will be used to look at the outside forces that affect the hotel's strategy (Whittington et al., 2020). It will look at how technology, market trends, and how people act affect orders made online. The review will also investigate how the COVID-19 pandemic affected people who booked hotels online.
· SOAR Analysis: To check out the hotel's inside setting, the SOAR framework will be used (White, 2017). The hotel's brand value and image will be emphasised, and the hotel's digital marketing growth potential will be shown. The SOAR study will also show what the goals are of both managers and guests to improve customer engagement, experience, and bookings.
· TOWS Analysis: The STEEPLED and SOAR assessments will be used to help make strategic choices based on the TOWS framework. Kamkankaew (2023) says that it will help make smart suggestions for digital marketing in hotels by turning problems into useful answers.
· AIDA Model: The AIDA (Attention, Interest, Desire, Action) marketing model will help the hotel's online marketing the most. This model focuses on the customer process from getting noticed to making a reservation (Desai and Vidyapeeth, 2019).
[bookmark: _Toc191401818]3. Analysis
[bookmark: _Toc191401819]3.1 Detailed Description of the Issue
The Hilton London Kensington does not get enough online reservations, even though it is in a great spot and has a strong name. The hotel is well known, but its online marketing is not working to turn website users into paying customers. Some of the things that contribute to this are bad website optimisation, old digital marketing, poor campaign targeting and segmentation, and low social media involvement (McKinsey & Company, 2019). A survey by Phocuswright (2024) says that 70% of tourists look for hotels online. There are 26% of people who book directly through the hotel's website. The other 74% use third-party websites. This difference in online bookings is caused by SEO, personalisation, and content that does not work well enough.
[bookmark: _Toc191401820]3.2 Cause of the Problem
The main reason there are not many online bookings is that the digital marketing plan is not working well and has many flaws. The hotel's website was out of date and did not have a good user experience, which hurt bookings. According to Weiss (2024), websites that are old and hard to use have high return rates and low conversion rates. A poor website design makes it harder to keep online visitors. In today's competitive business world, 75% of people decide how trustworthy a hotel is based on its website (Cibere et al., 2020). 50% of hotel bookings are made on mobile devices (Statista, 2024), so the lack of mobile optimisation is also a worry.
Additionally, poor SEO harms Hilton London Kensington’s search engine rankings and organic visitors. It is thought Chendra and Setiawan (2024) and Kumar (2024) that hotels need to rank high for relevant terms to bring in customers. The hotel does not get much attention because it is not ranked as a "luxury hotel near Kensington." The lack of tailored marketing and segmentation makes the problem worse. According to George (2021), advertising segmentation is particularly important. But the hotel's complex plan does not work to bring in business travellers and foreign visitors.
When social media platforms are not used properly, they hurt customer involvement and loyalty. Samarah et al. (2022) show that interacting with customers on social media sites makes them more loyal. Hilton's ability to keep customers is hurt by not being active on social media. Because of these things, the hotel cannot get more direct bookings because its web conversion rates are so low.
[bookmark: _Toc191401821]3.3 STEEPLED Analysis
This study talks about the outside factors that affect how well The Hilton London Kensington does with its digital marketing. It will investigate how social, scientific, economic, environmental, political, legal, moral, and demographic factors affect the hotel's online reservations (White, 2017).
	[bookmark: _Hlk191392709]Social Factors
	The popularity of digital hotel registration is increasing (Mohammad et al., 2024). Customers are currently engaging with brands and sharing their experiences on social media platforms (Aydin et al., 2021). Sahai et al. (2024) discovered that consumer purchases are significantly influenced by user-generated content and reviews on social media. Nevertheless, The Hilton London Kensington has not fully capitalised on its social media platforms, thereby squandering the opportunity to establish brand loyalty and communicate with potential consumers. Competitors engage with consumers on platforms such as Instagram, Facebook, and Twitter, which in turn increases the number of reservations (Turna, 2022). The hotel experiences difficulties in the absence of a robust social media strategy.

	Technological Factors
	As Das (2023) says, technology is a big part of making the hospitality industry better for customers and making online bookings easier. Cunha et al. (2024) say that AI and machine learning are being used in hospitality to do personalised marketing. These technologies are not available at the Hilton London Kensington, so they cannot be used for digital marketing. Also, optimising for smartphones is particularly important. Statista (2024) says that more than half of all hotel bookings are made on mobile devices. The lack of a smooth mobile experience makes it harder for the hotel to draw this growing group of people (Azhar et al., 2021). Users get more frustrated when websites take a long time to load, and they are more likely to leave.

	Economic Factors
	The economy has a significant impact on tourism and hospitality. During the COVID-19 pandemic, people cut back on their travel funds and other extra spending (Arjomandi et al., 2023). After the pandemic, visitors put flexibility, cleanliness, and cost-effectiveness at the top of their list of priorities (Țicău and Shahrazad, 2022). To fix these problems, the Hilton London Kensington needs to make sure that its digital marketing stresses flexible planning, clear hygiene rules, and deals that are substantial value for money. This economy may also draw travellers who want to save money through competitive prices or noteworthy deals (Yang et al., 2025).

	Environmental Factors
	Abdellatif et al. (2024) say that travellers are more likely to choose hotels that put the environment first. Kapoor et al. (2022) found that tourists who care about the environment prefer hotels that accept sustainability. To improve its online marketing, the Hilton London Kensington could highlight its eco-friendly efforts, such as lowering carbon pollution, helping local communities, and reducing waste. These eco-friendly changes on the hotel's website and social media pages might bring in eco-friendly guests and set it apart from its rivals.

	Political Factors
	Politics affects the hospitality business through things like health rules and travel restrictions (Duan et al., 2022). Travel limits put in place by the government during the COVID-19 outbreak hurt international tourism. Digital marketing plans need to consider government rules, visa limits, and political stability to work (George, 2021). The Hilton London Kensington should be clear about its cancellation policies, booking choices, and safety measures to attract customers and build trust during these uncertain times.

	Legal Factors
	Data protection rules, like the General Data Protection Regulation (GDPR) (Dove, 2018), need to be a part of any digital marketing plan. Data-driven marketing is helpful, but the hotel needs to protect customer data and follow privacy laws (Kwong et al., 2024). This legal worry might affect how the hotel collects and uses customer information for targeted advertising.

	Ethical Factors
	Digital marketing ethics include being open and honest in ads and protecting customers' privacy (Behera et al., 2022). Agu et al. (2024) say that ethical marketing builds trust and loyalty among customers. Hilton London Kensington's digital marketing needs to be honest and fair to keep customer information safe and get the word out about deals.

	Demographic Factors
	Changes in the population also affect marketing tactics. A lot of travellers, especially Millennials and Gen Z, want digital contact, personalised experiences, and to do good in the world (Ilhan et al., 2022). Sahai et al. (2024) say that online reviews, social media, and mobile optimisation affect digital-born millennials and make them more likely to book online. To get younger, tech-savvy travellers, the Hilton London Kensington needs to focus on social responsibility, smartphone optimisation, and focused social media campaigns. Targeting company customers is easier now that business travel is back on the rise (Ěicău and Shahrazad, 2022). More business travellers can book when there is fast internet, meeting rooms, and open scheduling (Nozdreva and Churakova, 2021).



[bookmark: _Toc191401822]3.4 SOAR Analysis
Through a SOAR study (Strengths, Opportunities, Aspirations, and Results) (Kamkankaew, 2023), the Hilton London Kensington looks at its strengths and figures out how to use them to solve its digital marketing problems. By looking at its strengths, growth potential, goals, and outcomes, this study helps the hotel produce a targeted plan to get more online reservations (Busulwa et al., 2022).
	[bookmark: _Hlk191392861]Strengths
	Hilton is known all over the world for being dependable and providing excellent service (Hilton, 2022). This brand's image builds trust and loyalty (Mukhtar et al., 2023) and can be used to get direct reservations through targeted promotions.
Millions of people have joined Hilton Honours, the most popular reward program in the business. Kim et al. (2021) found that loyalty programs make customers more likely to stay with a business and make bookings again. Members of Hilton Honours can get exceptional deals, which can help improve direct bookings and customer loyalty. Because it is close to major tourist attractions, business hubs, and transportation links, the Hilton London Kensington is a suitable place to market to both business and leisure visitors.

	Opportunities
	The hotel can make its website more flexible and make it work better on mobile devices. Statista (2024) says that more than half of all hotel bookings will be made on mobile devices. Balsiger et al. (2023) say that it will make it easier to get this growing market group. Personalised marketing does, however, also offer a chance. According to Bilgihan and Ricci (2024), personalised marketing increases interaction and sales. Campaigns that are specifically aimed at eco-friendly travellers, business travellers, and recreational travellers improve targeting. To get more people to visit their website and learn about their business, the hotel can share user-generated content and promote nearby attractions on social media sites (Samarah et al., 2022).

	Aspirations
	The goal is to stop people from using third-party sites, which earns them a lot of money in commissions. SEO and personalised ads can help the hotel get more straight bookings (Kumar, 2024). Through email marketing, social media, and personalised exchanges, the hotel will be able to build an online community that will make customers happier and more likely to book again.

	Results
	Website optimisation, SEO, and social media involvement can help companies get more visitors and turn them into customers (Bilgihan and Ricci, 2024). According to Balsiger et al. (2023), direct bookings lower commissions, which means that profits go up. Its reward program will help it keep customers and get them to come back (McKinsey & Company, 2019).



[bookmark: _Toc191401823]3.5 TOWS Analysis
Kamkankaew (2023) says that the TOWS analysis turns the results of SOAR and STEEPLED into answers that can be used. The Hilton London Kensington can improve its digital marketing and online sales by using its SWOT analysis.
	Strengths-Opportunities (SO) Strategy
	The Hilton London Kensington's digital marketing is helped by the fact that it has a loyal customer group and a well-known brand (DeYeso, 2019). The Hilton name makes it easier for the hotel to connect with current guests and gain the trust of new customers. Private efforts for Hilton Honours members can help get more direct reservations. Kim et al. (2021) show that trust is good because continuing to do business with someone is cheaper than getting new ones. Ashfaq and Sharma (2023) say that social media ads that focus on company values and member benefits can help promote hotels.
Making the best use of mobile loading times and driving traffic can make direct bookings easier (Bansal, 2024). It was said by Taherdoost (2023) that faster load times improve conversion rates and SEO increases organic traffic and orders.

	Weaknesses-Opportunities (WO) Strategy
	The Hilton London Kensington needs to fix its old website, bad SEO ranking, and social media accounts that are not being used enough. It should be a top priority for the hotel to update its website so that it works well on mobile devices and is search engine optimised. Kumar (2024) says that local terms and other SEO best practices make websites more visible. It is possible to get qualified traffic with long-tail terms like "business hotel near Kensington."
To get people to come to the hotel, they should share user-generated content, information about local events, and behind-the-scenes content on social media (Samarah et al., 2022). Jeswani (2023) says that targeted social media marketing can help with exposure and sales.

	Strengths-Threats (ST) Strategy
	Jolene (2023) says that the Hilton London Kensington name and loyalty program can be used to fight off OTA competition and bad economic times. Hilton can get people to book directly through its loyalty program instead of through a third party by giving them exclusive deals. Chivandi et al. (2020) discovered that hotel guests who book directly have a better opinion of the brand, which means they use online travel agencies (OTAs) less and then come back again. Giving Hilton Honours members free upgrades and early check-in can lessen the vulnerability of OTAs.

	Weaknesses-Threats (WT) Strategy
	To lower both internal and external risks, Hilton needs to improve its search engine optimisation (SEO) and website. By making it easier for smartphones to use and improving local SEO for direct bookings, the hotel can make more money and depend less on online travel agencies (OTAs). During economic downturns, value-conscious travellers may be drawn by promotions, flexible bookings, and sanitary measures (Yang et al., 2025).


[bookmark: _Toc191401824]3.6 Digital Marketing Strategy: AIDA Model
The AIDA (Attention, Interest, Desire, Action) paradigm is frequently employed to assist consumers in the purchasing process (Kumar, 2024). This model can be implemented to enhance the digital marketing strategy of the Hilton London Kensington by attracting, engaging, and converting potential customers to increase online bookings.
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[bookmark: _Toc191401825]4. Recommendations and Change Management
[bookmark: _Toc191401826]4.1 Recommended Actions
After looking at The Hilton London Kensington's digital marketing plan and figuring out what problems it faces, many suggestions can be made to make online bookings work better. In these suggestions, it is emphasised that the hotel should use its assets to attract potential customers, along with search engine optimisation (SEO) and focused marketing campaigns. If these methods are used, they might lead to more direct reservations, fewer uses of third-party booking sites, and more money for hotels.
1. Website Optimization and User Experience (UX) Improvements: The most important suggestion is to make the hotel's website easier to use, work better on smartphones, and improve the user experience. The old, hard-to-navigate, and mobile-unfriendly website makes it harder for people to book online. Weiss (2024) says that a website that is optimised for quick loading times and easy browsing can lead to more sales and fewer visitors who leave the site right away. More than half of all hotel bookings are made on phones or tablets (Statista, 2024) so Hilton London Kensington's website needs to be mobile-friendly. The hotel should make sure that all its websites, booking forms, and ways to pay work on laptops and smartphones. Also, the time it takes for a page to load should be kept to a minimum. A study by Taherdoost (2023) found that a one-second wait lowers conversion rates by 7%. A simpler navigation system will make it easier for visitors to get to valuable information and make reservations. As Roman (2024) says, to get people to book, CTAs like "Book Now" should be marked all over the website.
2. Search Engine Optimization (SEO) Strategy: The Hilton London Kensington needs better search engine optimisation (SEO) to get more organic business and move up in the search engine rankings. The study showed that the hotel's poor SEO performance makes it harder for people to find it online and visit. Finding search terms that are specific to a place and get a lot of traffic from people in that place is important. This is called keyword research. According to Kumar (2024), if companies want to get targeted traffic, they should use long tail and localised terms like "business hotel London" and "luxury hotel near Kensington." These terms will help important website pages, blog posts, and meta descriptions get more attention. Visitors can get useful information from a live blog that posts about local attractions, travel suggestions, and hotel deals (Celestin et al., 2024) to improve search engine optimisation (SEO). According to Agu et al. (2024), high-quality material improves organic search rankings and makes client resources available. All hotel pages must have header tags, title tags, and meta descriptions to get more organic traffic and higher results.
3. Targeted Digital Marketing Campaigns: Hilton London Kensington needs more targeted marketing to get more direct reservations and interaction. The current plan does not do enough to tailor it to specific groups of customers. The hotel should divide its guests into groups based on their location, the reason for their trip (work or pleasure), and how they usually book (Dhanesh et al., 2022). According to Bilgihan and Ricci (2024), segmentation raises conversion rates by making marketing more personalised. Spa services, family-friendly packages, or local sites may be offered to leisure travellers. Meeting rooms, fast Wi-Fi, and easy transportation may be offered to business travellers (Chakraborty et al., 2021). The hotel should also use information about its customers to tailor its email marketing efforts to them based on how they usually book and what they like. Cunha et al. (2024) say that personalised messages make customers more loyal. If Hilton wants to get both new and returning customers, it should use paid ads on Facebook, Instagram, and LinkedIn. Angeloni and Rossi (2021) say that targeted paid social media ads make direct bookings even more effective.
4. Enhance Social Media Engagement: The Hilton London Kensington must enhance its social media presence to attract additional visitors. The hotel's social media strategy is characterised by a lack of structure and consistent engagement, which impedes brand loyalty and appointments. The hotel should engage in interactive campaigns, such as surveys and freebies, and share user-generated content on platforms such as Facebook, Twitter, and Instagram (Dhanesh et al., 2022). Additionally, it should respond to remarks. According to Samarah et al. (2022), brand visibility, consumer loyalty, and reservations are all enhanced by active interaction. A personal connection with potential visitors can be established using high-quality photos and videos of the hotel's distinctive features, behind-the-scenes information, client testimonials, and local activities. Hilton London Kensington should emphasise local attractions, events, and experiences to enhance its reputation as a London exploration destination.
5. Focus on Direct Bookings and Reduce OTA Dependence: The Hilton London Kensington needs to make more web reservations, so it does not have to rely on online travel agencies (OTAs). Since OTA commissions are high, direct bookings will bring in more money (Jolene, 2022). The hotel might offer free breakfast, free upgrades, or lower prices to get people to book directly with them. Chivandi et al. (2020) say that selling unique deals can help build loyalty and discourage people from using OTAs. I think Hilton Honours should get a lot of attention on the website and in digital marketing tools. This would make direct bookings even more important and give members points for every stay. Kim et al. (2021) say that loyalty programs keep customers coming back and direct bookings, which means more long-term sales.
Hilton London Kensington can improve its digital marketing by making changes to its website and using search engine optimisation (SEO), personalisation, social media interaction, and direct reservations. By following this advice based on the literature, the hotel will be able to rely less on third-party booking platforms, get more people to visit its website, and turn those viewers into paying customers. By using these tips, Hilton London Kensington may be able to make more money and get more online reservations.
[bookmark: _Toc191401827]4.2 Change Management Strategy
For the Hilton London Kensington to fix its problems with digital marketing, it needs a good change management plan. The needed changes will be easier to make with Kotter's 8-Step Change Model, which will also make online bookings more efficient (Benhadda and Chibili, 2019). Kotter's method of establishing new practices within a company, building a governance coalition, and creating urgency can help the hotel deal with its internal resistance to change and the pressures from the outside market (Kotter, 2021).
1. Create a Sense of Urgency: Kotter's model for change starts with the idea of urgency (Kotter, 2012). When there is no need for change, employees may not want it (Kotter, 2025). For the Hilton London Kensington to be successful eventually, it needs to connect with its employees and improve its digital marketing. To make people feel rushed, the hotel could show performance data that shows how using third-party booking systems and low online ticket conversion rates cost them money (Jeswani, 2023). Yang et al. (2025) say that the economic costs of not using new tactics can be used to get people to change. Statista (2024) says that industry trends like mobile bookings and SEO optimisation can be used to show how rivals are benefiting from the digital transformation. Stressing the negative effects of not adapting to these changes will put the hotel at a loss in a competitive market (Benhadda and Chibili, 2019).
2. Build a Guiding Coalition: The second step is to put together a steering committee made up of important partners who will help make change happen (Kotter, 2021). People who have understanding, commitment, and power should oversee this transition. Putting together a cross-functional team with top management, marketing experts, and IT staff is especially important (Zakić et al., 2022). These people need to work together to redesign the website, SEO, and social media interaction plans (Dhanesh et al., 2022). Kotter (2012) says that this alliance oversees leading the change so that all important departments can agree with and support the new digital marketing strategy. This team will both produce ideas for the changes and put them into action. This will ensure that the hotel's goals are met in a unified way.
3. Develop a Vision and Strategy: To make change possible, brands need a clear goal and plan (Laig and Abocejo, 2021). As far as straight online reservations and customer service go, the Hilton London Kensington should try to be the best in Kensington. A complete digital marketing plan should improve the hotel website's SEO, social media presence, website development, and direct bookings (Zakić et al., 2022). All parties will have a clear idea of the transformation's direction and goal. Cunha et al. (2024) say that for digital marketing to work, company loyalty must be built through personalised experiences. For everyone to understand their part in making this goal come true, they must be told about it (Kotter, 2021).
4. Communicate the Change Vision: To get employees to support the goal, it needs to be clearly explained (Benhadda and Chibili, 2019). Change management literature stresses how important it is to communicate openly and regularly (Kotter, 2012). The transformation goal should be shared with all employees through internal communications. Town hall meetings, emails, and seminars can help people understand why the new digital marketing strategy is important and how it will help the hotel and its workers. Implementation updates should be sent to stakeholders regularly to keep them up to date on progress, problems, and wins (Kotter, 2021). Hotels with open communication make it easier for people to trust each other and work together to reach the goals of change projects (Zakić et al., 2022).
5. Empower Broad-Based Action: Getting a lot of people to act means getting rid of obstacles and letting employees take part in the change process (Laig and Abocejo, 2021). Internal factors, such as old processes or not enough training, can make people resistant to change (Kotter, 2021). According to Das (2023), the hotel needs to spend money on training and innovative technology to help employees get past the technical and organisational problems they are facing. As the new plan is put into action, the hotel should teach its staff about digital marketing, such as SEO and social media. According to Kotter (2012), employees are more likely to be involved in change when they have the skills and knowledge to make choices. By getting rid of these problems, staff members will feel supported and confident in their ability to conduct the new plan (Kotter, 2021).
6. Generate Short-Term Wins: Laig and Abocejo (2021) say that short-term wins are important for keeping the momentum building change trust. These results show that the change is working because it has gained support. To see results right away, the Hilton London Kensington should either improve its SEO score or use targeted marketing to get more people to interact with it on social media. The hotel can show that the new plan is working by highlighting its successes (Zakić et al., 2022). According to Kotter (2012), people are more open to change and feel better about themselves when they celebrate their early wins. Sharing these successes with the rest of the company shows that things have improved and that the changes are working (Benhadda and Chibili, 2019).
7. Consolidate Gains and Produce More Change: After short-term wins, build on the momentum and use it to make even bigger improvements (Kotter, 2021). In this step, the organization's original progress is kept up and new behaviours are learnt (Kotter, 2012). According to early results, Hilton London Kensington may expand its digital marketing efforts, such as individual email campaigns and improvements to the booking features on smartphones. To improve SEO and social media engagement, focus on specific groups of customers that have already been found (Zakić et al., 2022). The hotel may be able to keep its digital marketing strategy as its focus by getting rid of problems and pushing for changes. To keep a company from going back to old ways of doing things, Kotter (2012) says that change needs ongoing support.
8. Anchor New Approaches in the Culture: The third step is to make sure that the new methods become part of the company culture so that they will be successful eventually (Benhadda and Chibili, 2019). Because of this, the Hilton London Kensington must make digital marketing a part of how it works and how it lives. To make digital marketing a part of the hotel's core values, website optimisation, search engine optimisation (SEO), and customer connection should be the top priorities for future projects (Zakić et al., 2022). To reach its goals, the hotel may also use digital marketing key performance indicators (KPIs) to judge the work of its employees. This makes sure that everyone on staff understands digital marketing and supports the new plans. According to Kotter (2025), the digital marketing plan will be looked at every so often to keep up with changing market needs. Kotter (2012) stresses how important it is to keep evaluating and reinforcing change to make sure that the new ways of doing things become part of the company's culture.
Through Kotter's 8-Step Change Model, the Hilton London Kensington can make the switch to a better digital marketing approach. By creating a feeling of urgency, putting together a guiding coalition, and getting employees involved in the transition, the hotel can get more online reservations, lessen the use of OTAs, and more loyal customers. In a market that is extremely competitive and focused on digital-first, Hilton London Kensington will do well by putting in place a change management plan.
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[bookmark: _Toc191401831]6. Conclusion
This report gave a full picture of The Hilton London Kensington's digital marketing problems, such as poor SEO performance, an old website design, little social media interaction, and few online reservations. The study found that the hotel's website is not mobile-friendly and loads slowly, which hurts user experience and conversion rates. Because the hotel's SEO approach does not focus on local or high-conversion keywords, its search engine rankings are also going down. Because the hotel does not use social media enough, it cannot connect with customers and get more people to visit its website.
The investigation found that The Hilton London Kensington has a lot of strengths that it could use to solve these issues. The hotel's digital marketing can be helped by its excellent location in London, customer loyalty programs, and well-known name. Targeted digital campaigns, mobile optimisation, and social media interaction are clear improvements that help the hotel reach its business goals. By using personalised digital marketing, SEO, and making the website easier to use, the hotel can make more money, rely less on third-party booking systems, and get more direct reservations.
To fix the problems, it was suggested that the website be redone, search engine optimisation (SEO) be improved, social media strategy be improved, and direct booking advertising be put in place. Each suggestion is based on a study into the subject and the best digital marketing strategies for hotels. The hotel was given an action plan with a schedule, estimated costs, and expected results to make things easier to conduct. These steps must be taken by the hotel to deal with its digital marketing problems and become more successful in London's extremely competitive hotel market.
As a base for the proposed change management approach, which helps organisations change, Kotter's 8-Step Change Model is used. The hotel might be able to get past employees' resistance to change and reach its goals if it creates a sense of urgency, forms a steering coalition, and makes sure that all workers agree with the new digital marketing strategy. For the changes to work, they need to put long-term durability, short-term wins, and clear communication at the top of their list of priorities.
We are thankful that The Hilton London Kensington put their trust in our consulting work. It has been fun to produce useful ways to improve the hotel's online booking and digital marketing. Our view is that the hotel's digital marketing will be better if it follows the report's suggestions and builds on its strengths. We are hopeful that we will be able to work with the hotel on similar projects in the future. Thank you for giving me the chance to help The Hilton London Kensington reach its business goals again. We are looking forward to seeing how much these methods can help the hotel do better in the market and run more smoothly.
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Attention

Jiang et al. (2023) say that the ATDA approach starts with attention. The hotel
business is extremely competitive, especially for people who travel online
(Roman, 2024) and need to stand out. There is nothing on the Hilton London
Kensington's website that would make someone want to come. According to
Agu ctal (2024), impact needs interesting material and great SEO. There are
terms like "London business hotels" and "best luxury hotels in Kensington” that
the hotel needs to focus on to move up in the search engine rankings. There are
catchy headlines and pictures that the hotel can use to promote its position, high-
end amenities, and exclusive deals. Paid ads on social media can increase

pasticipation and reach the right people (Aydinet al., 2021).

Interest

Getting people interested comes after getting their attention (Jiang et al, 2023).
Kumar (2024) says that personalised information, like hotel amenities or nearby

attractions, can make viewers more interested. According to Roman (2024),

business travellers may value conference facilities, while leisure travellers may
value nearby attractionsor wellness choices. The hotel's website should be made
so that it works for both groups of people. Singgalen (2024) says that virtual
tours and user reviews can make a website more interesting and keep people on

it longer.

Desire

To bolster interest and desire, Hilton must emphasise ifs unique value
proposition (Jiang etal., 2023). Exclusive discounts, personalised packages, and
loyalty incentives such as Hilton Honours points can generate a sense of
exclusivity and encourage clients to make reservations, as per Cunha et al.
(2024). By demonstrating the satisfaction of previous guests, positive customer

evaluations and testimonials can enhance the hotel's appeal (Singgalen, 2024).
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Action

Jiang et al (2023) say that the AIDA method ends with action, which
encourages people to make reservations. To do this, Hilton needsto improve the
way people sign up. Taherdoost (2023) says that high conversion rates require
pages to load quickly and be casy to navigate. The hotel should use clear calls
to action, like "Book Now" or "Reserve Your Stay," and offer flexible booking
options, like refundable rates or flexible check-in policies, to get people to make
reservations during uncertain times like the COVID-19 pandemic (Yang et al.
2025).
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Success Metric

Description

How to Measure

Tncreased Measure the increase in | Use tools like Google Analytics fo track website
Website Traffic | the mumber of visitors | traffic before and after implementing the changes,
tothe hotel's website. | SEO optimization and targeted campaigns drive
higher traffic (Kumar, 2024).
Tmproved Track the percentage of | Monitor the conversion rate via Google Analytics
Conversion | website visitors who | and booking engine analytics (e.g., percentage of
Rates complete bookings. | visitors who make a reservation). Faster websites
and improved UX lead to better conversion sates
(Taherdoost, 2023).
Higher Measure engagement | Use metrics like social media interaction rates
Customer on  social  media | (likes, comments, shares), and time spent on site
Engagement | platforms and website | (bounce rate, pages per session). Increased social
interactions. ‘media engagement correlates with higher bookings
(Samarah et al, 2022).
Return  on | Measure the | Compare the increase in direct bookings and
Tavestment profitability of the | revenue to the costs incurred in improving the
®OD digital  marketing | website, marketing campaigns, and software tools

strategy.

ROI is essential for assessing the success of

strategic changes (Kotter, 2012).
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Recommendation

Estimated Costs

Cost Breakdown

Website $20,000-530,000 | Development of mobile-friendly design, faster

Development hosting solutions, and UX improvements.

SEO Opfimization | $5,000- 510,000 | Hiring SEO specialists, content _creation,
keyword research, and on-page optimization.

Social Media | 510,000 - $15,000 | Budget for running targeted ads on platforms

Campaigns  and | per year like Facebook, Instagram, and Linkedln,

Paid Ads including creative costs and ad spend.

Email Markefing
and  Automation

Tools

$3.000 - $5,000

annually

Subscription fees for email marketing software,

automation tools, and analytics.

Training for Staff

$3,000 - 5,000

Training workshops or online courses for staff
on SEO, social media management, and content

creation.

Software and
Analytics Tools

$5000 - $7,000

annually

Costs for tools like Google Analytics, social
‘media monitoring platforms, and CRM systems

for customer segmentation.
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Problem Solution Desired Outcome Time | Completion | Planned
Scale Date Budget
Outdated website | Redesign the website fo be | Improve website usability, | 4 01/072025 | £20,000 -
design and poor user | mobile-optimized, improve | reduce bounce rate, and | months £30,000
experience (UX) | UX, and enhance load speed | increase conversion sates for
online bookings.

Low search engine | Implement SEO strategy, | Increase  website traffic | 3 01/062025 | £5,000 -
visibility (SEO) | including keyword | through better search engine | months £10,000

optimization, content | rankings, targeting local and

creation,  and  on-page | long-tail keywords.

improvements
Underutilized social | Create and run fargeted | Increase cngagement sates, | 6 01/092025 | £10,000 -
mediaengagement | social media campaigns, | and brand awareness, and | months £15,000

increase interaction  with | drive traffic to the website

followers from social platforms.
Lack of tageted | Scgment audience and | Improve customer fargeting, | 5 01/082025 | £7,000 -
‘marketing implement  personalized | higher engagement rates, and | months £12,000

campaigns

email campaigns, leverage

social media ads

more personalized
promotions  leading o

increased bookings.
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Dependence  on | Offer exclusive benefits | Increase direct bookings, | 6 01/092025 | £3.000
third-party booking | (discounts, loyalty rewards) | reduce OTA  commission | months £5,000
platforms (OTAs) | for direct bookings on the | fees, and improve overall

hotel website profitability.
Tnsufficient _ staff | Provide training on SEO, | Enhance the team's ability fo | 2 01/062025 | £3,000
training o digital | social media, and customer | effectively implement digital | months £5,000

‘marketing tools

segmentation for relevant

employees

marketing strategies, leading

to better results.
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