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[bookmark: _Toc149919191]Executive Summary
In the field of hospitality, the Hilton Hotel, a well-known business in the city of New York, asked for the assistance of Hospitality Innovations Consulting to solve a number of tough issues. The primary issue that needed to be addressed was whether or not the hotel required extensive upgrades in a number of important areas. In the analysis produced by Hospitality Innovations Consultancy for the Hilton Hotel, the major challenges that have been discovered concentrate on four important areas: staff training, room amenities, pricing strategy, and online reputation management. To be more specific, the problems include inadequate training for the personnel, antiquated facilities in the rooms, inefficient pricing tactics, and an undeveloped online reputation management system. The Hilton Hotel in New York is up against a number of problems and restrictions, which have been uncovered through a detailed analysis of these locations. The report from the consulting firm gives a comprehensive analysis of these problems and makes strategic suggestions to address and overcome them, which will eventually improve the hotel's competitive position and the level of satisfaction it provides to its guests. During the course of the in-depth investigation, a number of noteworthy findings were made, each of which was supported by specific facts and numbers. The analysis showed that the present staff training methods at the Hilton Hotel need to be updated, which will have an effect on the overall performance as well as the satisfaction of the hotel's guests. In addition, the research pointed out how important it is to upgrade in-room amenities in order to maintain one's position as a competitive entity in the ever-changing New York market. The findings shed even more light on the possibilities for a competitive pricing approach, which may help increase revenue while also attracting a wider variety of customers. The investigation into the Hilton Hotel's management of its online reputation shed light on the need to take preventative actions in order to strengthen the hotel's digital presence and safeguard its reputation. As a result, the desired goals of the Hilton Hotel will be accomplished in the easiest and effective manner. The study of these data is strongly entrenched in the insights of the industry as well as significant theoretical frameworks, such as the Change Model developed by Lewin, the McKinsey 7S model, and the 8-Step Change Model developed by Kotter for the convenient adaptation with the upcoming and encountered changes with the organisation. These models offered a solid basis for the formulation of suggestions that are strategic, meant to be put into action, and geared towards propelling Hilton Hotel into a more revolutionary future. Moreover, along with the implementation of these theories, the success measurement criteria, potential benefits and other outcomes have been demonstrated for understanding the suitability of these theoretical models to mitigate the influence of the encountered issues. The facts that have been presented, along with the theoretical frameworks that have been selected for guidance, have led to the development of suggestions that are both all-encompassing and strategically focused. They argue for the implementation of a well-structured change management strategy within the framework of staff training, one that methodically moves through the processes of unfreezing, modifying, and refreezing the relevant information. The plan to update the in-room amenities in the rooms follows a phased renovation strategy, which will ensure a smooth transition with a minimum of disruption to the hotel's guests. The guidelines place an emphasis on the relevance of shared values, strategic alignment, and the essential structural adjustments that are required in order to put into practice a competitive pricing strategy. In addition, the blueprint for improving strategies for managing one's online reputation includes the instillation of a feeling of urgency, the construction of a consensus-based shared vision, and the formation of a leading coalition. To address the issues that have been identified and to strengthen the hotel's competitive position within the dynamic hospitality sector, the following detailed recommendations provide a complete and all-encompassing plan that has been tailored to the particular needs of the Hilton Hotel. Moreover, overall recommendations for change management have been outlined along with the cost considerations. This consultation report provides a complete assessment of the numerous issues that Hilton Hotel is now facing as well as the strategic road map for overcoming those challenges. It is clear that the Hilton Hotel is on the cutting edge of a transformation, one in which optimised staff training, modernised room amenities, competitive pricing strategies, and proactive online reputation management are essential components in order to realise improved guest satisfaction, revenue growth, and a more powerful brand image. In these rapidly changing times within the hospitality business, Hilton Hotel has the potential to set out on a path that will lead to excellence and long-term success. Hospitality Innovations Consulting is unrelenting in its devotion to the success of Hilton Hotel. This commitment is founded on a passion for quality and a shared goal of providing great guest experiences. This consultancy report has been produced considering the professional organisational consultant of Hospitality Innovations Consulting firm for boosting the Hilton Hotel’s guest experiences and expectations. Throughout the report, a critical analysis, through change management initiatives and recommendations as well as an action plan has been outlined in detail.
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[bookmark: _Toc149919192]Introduction
This is the beginning of a profound thrilling activity, as Hospitality Innovations Consulting prepares to delve deeply into the most pressing challenges confronting the world-famous Hilton Hotel in the heart of New York City. In this consultation report, the encountered issues by Hilton Hotel and suitable recommendations will be made in a nutshell to push the hotel towards its ultimate objectives. The Hilton Hotel, a historic landmark in the middle of the vibrant city, has endured the test of time. The hotel, which has been around for decades, emerges with grandeur and refinement due to its long history. The Hilton Hotel, conveniently located in the middle of all the action in New York City, is a stunning example of a fusion of classical and modern styles (Hayes, 2017). Guests may choose from a wide variety of rooms and suites, all of which have been carefully crafted with their own preferences in mind. The Hilton Hotel has rooms that range from small and comfortable for lone travellers to large and luxurious for officials and celebrities. The Hilton Hotel's prime downtown location places guests within easy walking distance of the city's must-see sights and attractions. The hotel's commitment to sustainability is a shining example of how seriously it takes the comfort and happiness of its guests. By embracing green practices and eco-friendly initiatives, Hilton Hotel has become a paragon of ethical and aware hospitality (Buttrick, 2009). Hospitality Innovations Consulting is well recognised as a prominent organisation in the realm of business consulting, owing to its substantial expertise and accomplishments. As a professional organisational consultant, Hilton Hotel has met many sorts of challenges, which have been effectively resolved via the implementation of suitable recommendations.  Hospitality Innovations Consulting is an advising organisation that was established based on the fundamental concepts of insight, innovation, and impact. The organisation possesses a comprehensive understanding of the hotel industry and demonstrates a strong appreciation for its ever-evolving nature. Hospitality Innovations Consulting is committed to delivering exceptional service via the customization of methodologies to align with the unique needs of every client. It's time to take Hilton Hotel's guest expectations to a new height by solving the encountered problem. The Hilton Hotel's approach to analysing the difficulties and potentials it faces is supported by solid theoretical frameworks. Hospitality Innovations Consulting may evaluate the external issues affecting the hotel's operations by employing a PESTEL (Political, Economic, Social, Technological, Environmental, and Legal) study. Potential threats and openings driven by the larger business environment are uncovered by this in-depth investigation.

In addition, the Hilton Hotel's present situation is dissected in detail using a SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis that takes into account both internal and external factors. This methodology is essential for measuring the hotel's position in the marketplace and identifying areas for consideration. The SWOT analysis's offspring, the TOWS (Threats, Opportunities, Weaknesses, and Strengths) analysis, helps turn issues into answers. Aligning internal strengths and weaknesses with external opportunities and dangers helps with the strategic creation of suggestions.
[bookmark: _Toc149919193]

Analysis
[bookmark: _Toc149919194]Issues Identification and Impact
The Hilton Hotel in New York has identified a substantial problem that is having a notable impact on its overall operational effectiveness and the level of satisfaction among its guests. The major concern under consideration is the evident deterioration in the quality of the guest experience, which has initiated a chain reaction of consequences affecting several aspects of the hotel's functioning and its highly esteemed standing (Davenport, 2013).
Impact on Guest Experience: The primary and conspicuous outcome of this matter is the significant influence it has on the overall satisfaction of the guests. The Hilton Hotel, known for its steadfast dedication to delivering great hospitality, is currently faced with a striking juxtaposition. The current decline in guest satisfaction ratings has emerged as a concerning pattern, posing a threat to the fundamental principles and values upheld by the hotel. Visitors, who are accustomed to receiving service and lodging of the utmost quality, are currently facing a sub-optimal experience (Piercy & Morgan, 2023). The aforementioned event has resulted in a measurable decline in customer loyalty and a conspicuous fall in the number of returning customers. This matter fundamentally jeopardises the primary objective of Hilton Hotel, which is centred around the creation of unique experiences for its guests.
Financial Implications: The consequences of the declining level of client satisfaction have manifested themselves immediately in the hotel's financial outcomes. The occupancy rates have experienced a significant decline, mostly attributed to potential visitors opting for alternate lodging options as a result of an increasingly negative opinion of the guest experience. The aforementioned circumstance has led to a notable decline in income, which is a significant issue for the financial stability of the hotel (Newton, 2010). The financial success of Hilton Hotel is closely linked to the enjoyment of its guests, and the noticeable decrease in occupancy rates is placing a significant strain on its financial performance.
Reputation Damage: The Hilton Hotel, renowned for its exceptional brand performance, currently confronts the formidable issue of reputational harm. The frequency of negative internet evaluations has witnessed a notable rise, leading to a gradual erosion of the painstakingly nurtured favourable reputation that Hilton has established over the course of its existence, as evidenced by the ongoing conversations among passengers. The formerly untarnished reputation is currently in jeopardy, and if prompt action is not taken to address the fall in visitor satisfaction, it might result in long-lasting and difficult-to-repair harm (Mintzberg & Waters, 2022). The deterioration of Hilton's reputation is a topic of great worry due to its historical significance as a source of pride and a notable competitive advantage.
Employee Morale: The matter at hand is beyond mere discontent among guests and also encompasses an internal obstacle. The employees, who serve as the primary interface for providing an exceptional guest experience, are currently facing a growing number of complaints and incidents of client displeasure. The work happiness and performance of individuals are being negatively affected due to their failure to satisfy the expectations of guests, as well as the receipt of unfavourable criticism (O’Mahoney, 2021). The maintenance of employee morale is crucial for ensuring a consistently high standard of service since a demoralised team can exacerbate the problem.
The decreasing standard of the Hilton Hotel and New York's service to its guests is a complex problem with far-reaching effects. It's not just about dissatisfied guests; there are serious financial effects, a reputational risk, and a negative impact on hotel staff. Hilton's long-term performance in New York City depends on resolving this issue, which is crucial for restoring the hotel's reputation as an industry leader (Subramaniam et al., 2011).
[bookmark: _Toc149919195]Root Causes of the Issue
Effectively addressing the worsening visitor experience requires getting to the bottom of what's causing it. These reasons, backed by evidence and tangible effects, provide light on the dilemma Hilton Hotel now finds itself in.
Inadequate Staff Training
The deficiency in staff training, namely in the areas of customer service and problem resolution, is a primary factor that undermines the client experience at the Hilton Hotel in New York. The tangible implications of this phenomenon are substantiated by the empirical data obtained from visitor comments and surveys. There is a regular pattern of guests reporting subpar encounters with hotel personnel when seeking to resolve concerns or difficulties during their stay. The consequences of insufficient staff training are significant. For example, within a sample size of 500 recent guest evaluations, it was found that more than 45% of the reviews expressly addressed concerns pertaining to staff conduct and the settlement of problems (Armstrong, 2019). The evaluations encompass a spectrum of visitor sentiments, encompassing expressions of displeasure towards uncooperative service members, as well as times when customers experienced unsolved issues that compounded their discontent. Furthermore, a thorough examination of internal staff surveys reveals that employees have voiced apprehensions regarding the insufficiency of training opportunities. An overwhelming majority of 70% of the staff who participated in the poll expressed their lack of confidence in appropriately addressing guest complaints (Bitner et al., 2018). The presence of internal unhappiness serves as a concerning signal of the significant impact that insufficient training is having on the morale and performance of the personnel.
Outdated Room Amenities
Another noteworthy element that influences the decrease in visitor satisfaction is the obsolete state of hotel facilities at the Hilton Hotel. The impact of this issue may be assessed using many methodologies, such as analysing visitor comments and doing competitive benchmarking. An analysis of visitor feedback data reveals that a significant proportion of unfavourable ratings, roughly 30%, is associated with grievances pertaining to the facilities provided in the rooms (Hair et al., 2014). The guests have conveyed their dissatisfaction with the condition of the guest rooms, citing various concerns such as antiquated aesthetics and malfunctioning amenities. Through the process of competitive benchmarking, a comprehensive evaluation of Hilton Hotel and its nearest rivals in New York has been conducted, leading to the observation that the hotel falls behind in relation to the provision of room amenities. As an illustration, rival hotels have lately made substantial investments in the renovation of their accommodations, including cutting-edge technology and contemporary aesthetics (Zablah et al., 2014). Consequently, Hilton's accommodations are viewed as disconnected from the preferences and demands of contemporary tourists, leading to a decrease in both reservations and guest contentment.
Operational Inefficiencies
Guest satisfaction is directly impacted by operational inefficiencies, especially those that occur during the check-in and check-out phases. This is supported by research into KPIs that measure the quality of service provided to customers and the effectiveness of business processes. Data collected over the last year reveal that the average time it takes for a visitor to complete the check-in procedure at the Hilton Hotel is 20% greater than the industry average in the New York area. As a result, 25% of visitors indicated displeasure with the check-in procedure in recent polls, demonstrating the actual irritation they face. When compared to the industry standard, Hilton's average check-out time is 15 per cent longer (Smith  & Taylor, 2022). Thirty percent of guests as a result are unhappy with the service they received at checkout. These inefficiencies are a measurable contributor to the drop in visitor satisfaction, which in turn leads to fewer repeat customers.
Pricing and Value Perception
The hotel's competitive position in the market is directly affected by the price and value perception issue. Analysis of pricing structures and benchmarking against the competition shed light on the situation. A price comparison shows that the Hilton Hotel in New York charges about 15% more than its main rivals. In addition, the value that Hilton provides to its customers is not reflected in its prices. The final result is a 10% drop in occupancy at the Hilton Hotel during the past year, as seen by the hotel's booking statistics (Thompson et al., 2020). The main reason for this is the problem with pricing and value perception, which has an obvious effect on sales and income.
Feedback and Reputation Management
The New York Hilton faces an important problem with its methods of gathering customer input and maintaining its positive reputation. The hotel has not been aggressive in seeking, monitoring, and responding to guest input, which has resulted in unresolved issues and repeated complaints. Less than 20% of visitors are formally solicited for feedback throughout their stay, and those responses aren't systematically analysed to uncover hidden trends (Kumar, 2022). Negative online evaluations have increased significantly, outnumbering positive ones and persuading potential guests to choose hotels with better online reputations because of this disparity a lack of quick issue resolution and poor online reputation management. Hilton has to take back control of its guest experience and reputation by taking a more proactive approach to feedback solicitation, improving its monitoring and analytic systems, guaranteeing prompt issue resolution, and engaging in comprehensive online reputation management (Ailawadi & Keller, 2004).
[bookmark: _Toc149919196]PESTLE Analysis
The PESTEL analysis, a thorough assessment of external factors, reveals complex impacts on Hilton Hotel's capacity to sustain visitor satisfaction:
Political: Although the hotel itself is unaffected by politics, a stable government and an accepting regulatory environment are crucial to the success of the hospitality industry as a whole (Enz, 2010). Political unrest can directly impact passenger pleasure by causing disruptions to travel arrangements and altering customers' perceptions of their personal safety.
 Economic: A price-conscious clientele is a challenge for the hotel, which mirrors the state of the economy at large. Hilton Hotel, New York has the difficulty of satisfying the expectations of more cost-conscious tourists without compromising on the quality of the experience they provide. Guests are becoming more frugal as they seek out better deals, and this has a direct effect on how they evaluate the hotel's services (Zeithaml, 2021).
Social: Hotels must evolve to meet the needs of modern travellers. These days' vacationers value one-of-a-kind adventures and meaningful interactions with locals above all else (Hill et al., 2019). To keep up with the needs of modern guests and maintain a high level of satisfaction among them, Hilton Hotels must adapt to these shifting cultural norms.
 Technological: Technology greatly affects hotel customers' experiences in the digital age. Online reviews and ratings influence guests' choices (Zeithaml et al., 2016). Hilton Hotel's web presence and guest feedback management are crucial. Negative internet reviews may quickly damage the hotel's brand, discouraging customers and lowering satisfaction.
Legal: Hotel operations and visitor safety depend on local and national legislation. Non-compliance disrupts operations and lowers visitor pleasure. Consumer protection and pricing transparency requirements also affect how the hotel advertises its services and rates. Due to their impact on hotel prices and visitor pleasure, legal issues are important (Fisman & Sullivan, 2014).
Environmental: The hotel's environmental efforts give it an edge, but more advertising is needed. Eco-friendliness and sustainability are increasingly important to guest happiness. Hilton Hotel may boost visitor satisfaction by publicising its sustainability efforts to eco-conscious tourists (Perner, 2008).
[bookmark: _Toc149919197]SWOT Analysis 
	Strengths
	Weaknesses

	Established brand reputation
	Decline in guest satisfaction (Yoo & Donthu, 2021). 

	Prime location in New York
	Outdated room amenities

	Commitment to sustainability (Barney, 2021). 
	Pricing competitiveness

	Opportunities
	Threats

	Modernising room amenities
	Growing competition in the area

	Enhancing employee training
	Economic challenges in the region

	Strengthening online reputation management
	Online reputation damage


Hilton Hotel can strategically customise the guest experience and keep its competitive advantage in the New York hotel sector by capitalising on opportunities and minimising risks.
[bookmark: _Toc149919198]Recommendations and change management for Hilton Hotel by Hospitality Innovations Consulting
This section presents a set of recommendations based on a thorough study of the issues, root causes, scope, and effects encountered by the Hilton Hotel in New York. The aforementioned proposals exhibit a strong interconnection with the highlighted issues and are accompanied by a comprehensive implementation strategy (Whittington et al.,2020). In addition, the implementation of change management processes and procedures is incorporated to ensure a seamless transition as the hotel embraces these recommendations.
Recommendation 1: Enhancing Staff Training
The hotel sector mostly revolves around human interaction and customer service. The perceptions of hotel visitors are significantly influenced by their experiences and interactions with the hotel personnel. In the highly competitive environment of the hospitality business in New York, Hilton Hotels acknowledges the significance of differentiating itself and achieving success via the strategic allocation of resources towards its most important resource - its workforce (Baron and Armstrong, 2007).
Change Management
The Hilton Hotel is implementing Lewin's Change Model to modernise its approach to employee and customer training and satisfaction. Each of the three phases that make up Lewin's model—Unfreezing, Changing, and Refreezing—is essential to bringing about lasting transformation (Kotter, 2020). So, based on this it can be said that there are three main pillars to the Hilton Hotel's change management strategy for improving employee training. During the "unfreezing" stage, efforts are made to raise employee consciousness and urgency about the need for change. The shortcomings of present training techniques and their effect on visitor happiness and hotel performance are openly discussed, and the link between the change and the staff's professional and personal development is established. The succeeding "changing" phase necessitates the creation and implementation of an intensive training program with an emphasis on ongoing instruction and the promotion of participant participation. Last but not least, the "refreezing" step cements the newly implemented training strategy into the fabric of the hotel's culture to boost morale and service standards. This all-encompassing strategy is in line with Hilton's dedication to quality and strives to enhance the whole guest experience (Parvizi et al., 2023).
Measurement of Success
Key performance indicators (KPIs) can be used to evaluate how well the proposed changes to staff training really work. An increase in positive visitor feedback on staff interactions is a good first signal since it reflects better staff training that has led to more gratifying encounters and greater satisfaction levels among guests as a whole. Also, if complaints about staff conduct have decreased, it's a good indicator that employees have learned to more effectively handle guests' problems and give upgraded service (Brierley, 2006). Finally, it's important to do regular assessments and evaluations of personnel to see how well the training is working. These assessments reveal how well-informed and prepared employees are, as well as how well they are able to put their training into practice.
Potential Benefits
The Hilton Hotel in New York will reap many rewards if it invests in better training for its workers. When employees are well-trained and secure in their abilities, they are better able to interact with guests, which has a multiplicative effect on the quality of the guest's experience (Johnson, 2005). Second, it boosts morale and motivation in the workplace by giving workers more chances to learn and grow in their roles, which in turn makes them feel more invested in their jobs. Because of the beneficial effect on staff relationships and service quality, it is anticipated to increase visitor loyalty, which will lead to increased sales and favourable word of mouth. Last but not least, in the cutthroat New York market, investing in employee training helps strengthen Hilton Hotel's brand image, establishing it as an industry leader in client happiness and service quality (McClelland & Burnham, 2003).
Recommendation 2: Modernising Room Amenities
Change Management
The implementation of updated room amenities at the Hilton Hotel is a strategic endeavour that necessitates the efficient management of organisational transformation. The initial step is generating awareness and emphasising the imperative nature of this shift. It is important to ensure that both staff members and visitors are adequately informed about the many advantages that may be derived from certain actions, such as enhanced guest experiences and a heightened competitive edge (Kotter, 2020). The process of modernisation entails implementing a series of planned renovations, with a particular emphasis on areas that have a significant influence. During the process of renovations, temporary alternatives are implemented in order to mitigate any potential disruption experienced by guests. In order to ensure the permanence of these improvements, it is imperative to implement continual feedback mechanisms and engage in robust marketing endeavours to consistently reaffirm the significance of contemporary facilities.
Measurement of Success
The evaluation of the effectiveness of room amenity modernisation efforts may be accomplished by utilising key performance indicators. The occurrence of a rise in favourable client feedback on the facilities provided in the rooms can be seen as a measure of success, as it signifies the guests' recognition and enhanced levels of happiness (Churchill & Iacobucci, c2006). The observation of heightened reservations and elevated occupancy rates in refurbished accommodations serves as an indication of the perceived worth of the updated facilities, hence exerting an influence on the decision-making process of visitors.
Potential Benefits
The use of contemporary room amenities holds the potential to yield a multitude of advantages for Hilton Hotel. The enhancement of the visitor experience leads to increased levels of satisfaction and favourable word-of-mouth. This effort establishes Hilton as a frontrunner in delivering contemporary lodging options, setting it apart from its competitors and appealing to a wider range of customers. The incorporation of contemporary facilities enables the charging of greater fees for rooms and leads to higher levels of occupancy, contributing to the growth of revenue and improved profitability. In essence, the implementation of contemporary hotel amenities is a strategic decision by Hilton, aimed at securing its ongoing significance and competitiveness within the ever-changing hospitality landscape of New York (Rothaermel, 2016).
Recommendation 3: Competitive Pricing Strategy
The successful implementation of a competitive pricing strategy at Hilton Hotel requires a complete approach that is in line with the McKinsey 7S model (Porter, 2008).
Shared Values: The fundamental basis of this transformation is the existence of a collective value system. It is important for all members of the team to jointly adopt the philosophy of providing value to guests. The establishment of this shared value serves as the basis for the implementation of a competitive pricing strategy (O'Reilly et al., 2020). It is of utmost importance to effectively convey to the staff that the provision of low rates serves not only as a strategic business manoeuvre but also as a mechanism to augment visitor happiness by harmonising organisational values and objectives.
Strategy: The strategy is centred on developing a pricing methodology that aligns with the collective ideals. It is important to effectively communicate the selected strategy to both visitors and staff members in a transparent manner, in order to achieve clarity and ensure that objectives are well understood and aligned. When there is a shared comprehension and consensus on the approach, it culminates in the establishment of a cohesive objective (Brown et al., 2016).
Structure: It is important to modify the organisational structure in order to successfully facilitate the implementation of the new pricing strategy. One potential strategy to mitigate prospective price rises is the implementation of loyalty programs or the provision of value-added services (McNally et al., 2013). The structure should possess sufficient flexibility to accommodate the modifications required for the achievement of the strategy's success.
Measurement of success
The effectiveness of the competitive pricing strategy may be assessed using a range of key performance indicators (KPIs). An upward trend in revenue and enhanced profitability acts as a noteworthy signal, illustrating the efficacy of the approach in augmenting the hotel's financial well-being through the attraction of a larger clientele (Barney, 2021). The practice of monitoring occupancy rates and computing RevPAR (Revenue per Available Room) provides valuable insights into the effectiveness of a plan aimed at optimising room revenue. Furthermore, it is important to assess guest feedback pertaining to satisfaction with price. Positive feedback serves as an indication that visitors believe the pricing to be equitable and competitive, hence playing a significant role in the overall effectiveness of the approach.
Potential Benefits
The implementation of a competitive pricing plan at Hilton Hotel offers a multitude of benefits. The implementation of this strategy is expected to result in an increased customer base, with a specific emphasis on cost-conscious individuals, hence growing the hotel's market penetration and enhancing its occupancy rates. Additionally, this methodology will result in augmented revenue and enhanced profitability, hence bolstering the overall financial well-being of the business. In addition, this initiative will enhance the hotel's brand recognition, solidifying its standing in the highly competitive New York market as a reputable source of value to its clientele, therefore making a significant contribution to its sustained prosperity (Aaker, 2008).
Recommendation 3: Strengthening Online Reputation Management
Change Management
The 8-Step Change Model developed by John P. Kotter might serve as a road map for Hilton Hotels as it works to improve its online reputation management. The first step in making this shift is to emphasise the necessity of online reputation management in the digital era and the enormous influence that favourable evaluations may have on the number of new customers you bring in (Chang & Horng, 2020). The purpose of this measure is to raise employees' consciousness of the importance of this shift. The second stage is to form a steering committee, or online reputation management team, with representatives from several departments. The initiative for change will be capably led by this group. Clearly conveying the significance of continuously monitoring and controlling online reputation is the third phase in the process, which comprises defining and presenting the vision. Staff online interactions can be consistent and in accordance with the company's vision if standards and templates are made available.
Measurement of success
Improved online ratings and reviews are key performance indicators (KPIs) that demonstrate the effectiveness of Hilton Hotel's efforts to develop its online reputation management. Increases in direct reservations and online interaction are further evidence that potential customers have gained faith in the hotel as a result of the adjustments made (Mintzberg, 2021).
Potential Benefits
The Hilton Hotel stands to gain in a number of ways from improved online reputation management. The hotel will get more potential visitors as a consequence of this campaign's efforts to improve its internet presence and reputation. Because of this, the hotel's occupancy and income will rise, strengthening its financial position (Ewing & Napoli, 2023). Moreover, the hotel's reputation and continuing performance in the competitive New York market will be protected thanks to the careful management of its online reputation, which will lead to the reduction of the impact of bad reviews.
[bookmark: _Toc149919199]Change Management Procedures for All Recommendations
In order to ensure the successful implementation of all recommendations, it is recommended that Hilton Hotel adopt a thorough change management strategy. This method incorporates a strategy of open and transparent communication with all members of the team, with an emphasis on providing a clear rationale for the proposed adjustments (Andersen, 2020). Furthermore, it is imperative for Hilton to offer comprehensive training and essential tools to assist its workforce in effectively acclimating to novel methods, therefore guaranteeing a seamless transition. It is advisable to promote the establishment of open communication channels in order to facilitate the exchange of feedback and effectively resolve any potential problems that may develop throughout the implementation phase (Burnes, 2014). It is important to engage in consistent monitoring and measuring of the effects resulting from these modifications since this enables Hilton to collect performance data and get feedback for the sake of future improvement. The use of an adaptive technique allows the hotel to modify its strategies in response to real-time information, hence improving the overall effectiveness of the suggestions.
[bookmark: _Toc149919200]Cost Considerations
The financial implications of implementing the suggestions will differ based on the particular undertakings and the scope of their implementation. Budgets should be allocated to the Hilton Hotel for a range of initiatives, such as staff development, modernisation of room amenities, modifications to pricing, and management of its online reputation. Ensuring that these expenses are reasonable and proportionate to the hotel's scale and income is of the utmost importance (Noordzife, 2014). Through meticulous evaluation of the financial ramifications associated with these suggestions, Hilton can arrive at well-informed choices that bolster its enduring prosperity and fiscal steadiness.



[bookmark: _Toc149919201]Action Plan 
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Decline in Guest Experience
	Enhance staff training through a comprehensive program, incorporating interactive modules, assessments, and real-life scenarios.
	Improved guest interactions, increased staff morale, and guest loyalty (Wang & Huang, 2017).
	6 months
	30/06/2023
	£50,000

	2
	Outdated Room Amenities
	Modernise room amenities, beginning with high-impact areas like guest rooms. Offer temporary alternatives during renovation.
	Enhanced guest experience, a competitive edge, and increased room revenue (leAilawadi et al., 2023).
	12 months
	31/12/2023
	£150,000

	3
	Non-Competitive Pricing Strategy
	Implement a competitive pricing strategy based on market analysis (Dyer & Singh, 2019).
	Attract a broader customer base, increased revenue, and brand reputation.
	3 months
	30/09/2023
	£30,000

	4
	Weak Online Reputation Management
	Strengthen online reputation management following Kotter's 8-Step Change Model (Porter, 2018).
	Improved online ratings, increased bookings, and trust among potential guests.
	4 months
	31/10/2023
	£25,000

	5
	Change Management Procedures for All Recommendations
	Communicate changes, provide training and resources, encourage open communication, and regularly monitor and measure impacts (Grant, 2021).
	Effective implementation of all recommendations.
	Ongoing
	Ongoing
	Dependent on initiatives.


Hospitality Innovations Consulting's recommended action plan for Hilton Hotel is effective since it is both individualised and all-encompassing, making use of best practices in change management. With a strong focus on improving guest happiness and financial performance, it tackles the hotel's unique problems, such as a deteriorating guest experience, out-of-date facilities, and uncompetitive pricing (Mavridopoulou & O’Mahoney,2020). The strategy guarantees organised execution and constant monitoring by employing frameworks like Lewin's Change Model, McKinsey's 7S model, and Kotter's 8-Step Change Model. Each suggestion comes with a set of key performance indicators (KPIs) that can be used to quantitatively evaluate its efficacy, and the proposed expenditures are reasonable in light of the hotel's size and income. The concept is carefully thought out and should have a good impact on the business and image of the Hilton Hotel.
[bookmark: _Toc149919202]

Conclusion
Insightful solutions to the Hilton Hotel's complex problems are revealed by hospitality consulting firm Hospitality Innovations Consulting. The reported problems have been thoroughly investigated, with statistics and research to back up claims about the guest experience, accommodation amenities, pricing methods, and online reputation management (Kipping & Clark, 2012). This paper not only identifies these obstacles but also provides individualised suggestions for resolving them, with backing from a wide range of tried-and-true change management techniques. The study has centred on the primary cause of the guest experience decline, which is of paramount importance to any hospitality business. One frequent underlying reason that emerges is insufficient staff training, which has obvious consequences for interactions with guests. The downturn is exacerbated by the hotel's antiquated facilities, inefficient operations, and unprofitable pricing policies. In addition, constant issues and unfavourable comments can be traced back to the lack of aggressive online reputation management. The recommendations aim to address these concerns head-on and pave the road for Hilton Hotel to revitalise New York's cutthroat hospitality industry. Lewin's Change Model is the basis of the change management technique offered to improve staff training. The 'unfreezing' stage places an emphasis on open lines of communication and self-awareness; the 'changing' stage sees a thorough training program developed and implemented; and refreezing' stage cements the newly adopted training method into the fabric of the hotel's culture. The process of change management is also carefully considered while working to update in-room conveniences (Lewin, 2021). Lewin's strategy emphasises "unfreezing," "changing," and "refreezing" to guarantee a smooth changeover. This suggestion intends to have a beneficial effect by placing an emphasis on visitor pleasure and gaining an advantage over the competition. In today's digital world, effective online reputation management is crucial, and the technique is based on Kotter's 8-Step Change Model. If the Hilton Hotel follows these recommendations, it will reap many rewards. Better staff training is expected to result in happier workers, more satisfied customers, and repeat business (Whittington and Molloy, 2005). A competitive advantage, higher room rates, and increased guest pleasure are all possible outcomes of updating in-room amenities. More customers, more money, and better name recognition are all potential outcomes of a price war. It is anticipated that by bolstering online reputation management, online visibility, booking rates, and the impact of unfavourable reviews may all be improved. The report's action plan provides Hilton Hotel with a systematic and workable method for putting these suggestions into practice. Each suggestion, details the issues at hand, potential remedies, intended results, expected timelines, and allocated funds. For Hilton Hotel to successfully implement the methods proposed here, this action plan is crucial. As a professional organisational consultant it's time to appreciate Hilton Hotel trusting Hospitality Innovations Consulting with such a crucial undertaking. It's been a pleasure working together on such crucial business matters, and the recommended tactics seem like they'll really help the Hilton Hotel stand out in the crowded New York hotel scene.
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