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[bookmark: _Toc102165709]Executive Summary 
The hotel industry has been facing enormous challenges due to the fact that the COVID-19 pandemic has put huge strains on the demand. However, two years since the outbreak of the pandemic, hotel incumbents should be aware that they need to operate in a new nom under massive uncertainty in the whole travel ecosystem due to the ongoing COVID-19. Therefore, passive responses that focus on the safety issues during stays are not sufficient for hotel incumbents to navigate the crisis and sustain growth. The present report demonstrates a marketing plan for Hilton as an active response to the COVID-19, and for challenges beyond the COVID-19. Following the logic of the SOSTAC framework, the report promotes the objective of “to increase the system-wide occupancy rate of Hilton to 75% by the end of 2022”. Other marketing activities fixating on the realization of the marketing objectives are correspondingly developed. 
1. [bookmark: _Toc102165710]Introduction 
The hospitality industry has seen unprecedented disruption caused by the ongoing COVID-19 pandemic on a global scale since 2020. As COVID-19 can be transmitted by close contact, governments across economies reacted to the pandemic by ordering travel restrictions, border control, and strict lockdowns. Almost two years after the COVID-19 outbreak, it is delightful to see that the hospitality industry is witnessing some gradual recovery as the travel restrictions are eased and the public confidence is restored (Hoang, Truong and Nguyen, 2021). Significant challenges remained forward, with almost all hotels, including international hotel chain Hilton still struggling with a reduced occupancy rate. 
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Figure 1: the global growth and development of Hilton by 2021 (Hilton, 2022)
Hilton is one of the world’s largest, fastest-growing hospitality companies with more than 18 brands and over 6800 properties in over 122 countries and territories (Hilton, 2022). The report has the objective to develop a marketing plan for Hilton at the global level based on the corresponding situational analysis. The market plan will be structured according to the marketing planning tool SOSTAC, which indicates six sequential stages of marketing including situation, strategy, tactics, actions, and control. Although the framework has been developed for over a decade, it remains a widely applied approach due to its flexibility, logic, structure, and ease of use. 


2. [bookmark: _Toc102165711]SOSTAC Marketing Planning 
2.1 [bookmark: _Toc102165712]Situation 
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Figure 2: SWOT analysis of Hilton (own summary)
The situation analysis performed in another separate report indicates several points that deserve more attention of Hilton. On the one hand, the current hotel market is a typical buyer market with supplies significantly exceed demands, this has partially contributed by the fierce competition in the hotel market with highly standard and similar offerings, and partially contributed by the concerns over travel during the COVID-19 period. At the same time, a wide spectrum of technologies can be integrated into different nodes of value delivery chain in the Hilton’s service provision, affording massive opportunities for Hilton to actively navigate the pandemic rather than being passive and responsive as it has been done so far (Hotel Management, 2022). On the other hand, the leading market position, multi-brand strategy, as well as other resources and competencies owned by Hilton, have not yet been fully and actively exploited by Hilton to combat the COVID-19 challenge. 

Figure 3: Revenue generated by Hilton (Statista, 2022)

Figure 4: Occupancy rate of Hilton (Statista, 2022)
The pervasiveness and severity of the COVID-19 has resulted a highly negative influences on the financial performance of Hilton, mainly due to the complete and partial suspensions of operations in many areas (Hilton, 2022). As of December 2021, nearly half of Hilton’s property has suspended operations for different length of periods. However, the financial dilemma facing Hilton has started in 2017, reflecting by the significantly decreased revenue generated by Hilton (see Figure 3) as it has been losing its attractiveness to travelers and failed to differentiate itself from other hotel operators, indicating the urgency for more active strategic management to secure the future growth (Yu, Kang and Kim, 2021; Jia et al., 2022). 
Occupancy reflects the total number of room nights sold divided by the total number of room nights available at Hilton for a given period (Mitra and Pal, 2022). The indicator has been heavily used in the hotel industry to measure the utilization of the hotel’s available capacity (Law, 2004). The management team in the hotel typically uses the occupancy to gauge the demand and to determine the achievable average daily rate pricing levels as demands for hotel rooms fluctuate (Ching-chi and Si, 2010; Oses, Gerrikagoitia and Alzua, 2016). The occupancy is an indicator that is currency neutral, which means it can be compared horizontally with other hotel incumbents or vertically with previous performance. The occupancy rate of Hilton has witnessed a sharp drop in the onset of the pandemic in 2020 to the historical low of 40.3% (Statista, 2022). System-wide occupancy improved rapidly during 20201, increasing by 6.9% as compared to the same period in 2020 but lagging behind the pre-pandemic level. 
Overall, the situation analysis, in financial and strategic terms, indicates the challenges but also opportunities ahead, and Hilton, thereby, should exert a higher level of proactivity by using its current competencies and resources to eliminate the challenges and seizes the opportunities to sustain the growth under the headwinds of the COVID-19. 
2.2 [bookmark: _Toc102165713]Objective 
The formulation of the marketing objective is based on the SMART criteria, which requires the objective to be specific, measurable, achievable, relevant, and time-bound (Wilson, 2010). The above analysis indicates the fact that although the occupancy rate had dramatically decreased in 2020 and 2021 due to the COVID-19, it has been on a gradual recovery. The marketing plan is developed with the objective of
“To promote the occupancy rate of Hilton to 75% by the end of the fiscal year 2022. “
The objective set above fulfilled the SMART criteria in the following way. 
· Specific: the objective uses the occupancy rate as the key performance indicator, and the clearly indicates what will be accomplished, and the specific action “promotion” is going to take by Hilton. 
· Measurable: the metric of “occupancy rate” is chosen to determine if Hilton meets the objective, which makes the objective more tangible because it provides a way to measure, track, evaluate and control the progress 
· Achievable: as Hilton had an occupancy rate slightly over 75% before the COVID-19 disrupted the whole industry, the goal is perceived as highly achievable as the whole industry is on its gradual recovery. The spread of vaccination programs, across economies, means that most travel destinations are not losing the travel restrictions. The recovery has really begun to take shape since 2022 as people have become comfortable and confident in travel, and are allowed to do more in destinations. At the industry level, the occupancy has rebounded from 44% in 2020 to 52% in 2021, and it is going to further rebound to around 70% by the end of 2022 (UNWTO, 2022). Therefore, it is reasonable to set an objective of promoting an occupancy rate of around 75%, which is the pre-pandemic occupancy level of Hilton. Especially, the achievability of the goal is further justified by the current strengths of Hilton including its international presence and a well-diversified portfolio, as well as the current opportunities presented including the integration of technologies to improve operational efficiency and stand differentiated. 
· Relevant: relevancy of the objective requires the objective to focus on something that makes sense with broader strategic goals. The occupancy is directly associated with the net revenues, which is, in turn, positively related to the net earnings (Oses, Gerrikagoitia and Alzua, 2016). The promotion of the occupancy rate will directly benefit Hilton to enhance its resilience and develop its profitability through more revenue reserve. 
· Time-bound: the target date of “by the end of 2022” is provided for deliverables to be imperative. The scenario analysis afforded by Deloitte (2022) indicates the whole travel industry is expected to recover to or exceed the pre-pandemic level by the end of 2022. On the one hand, with the wide accessibility of vaccinations and the ever-high travel desire, hotels will see an uptick in domestic guests first and then international guests. 
2.3 [bookmark: _Toc102165714]Strategy 
Based on the above discussion, the overall strategy developed for Hilton is considered as three Rs, including re-open, recover, and re-adapt. By following the three Rs, Hilton is able to build back stronger and more resilient. 
· Re-open: the first of R of the strategy requires Hilton to fulfill its duty to manage risks to those affected by its operation, which indicates the active engagement in undertaking health and safety risks resulting from the COVID-19 pandemic, and take reasonable actions to mitigate the risks.  This can be done by introducing contactless technologies to support accommodation service delivery in each node, such as artificial intelligence-enabled chatbots in the information collection phase, digital keys for self-service check-in and check-out, robots for room service delivery, etc. (Rogerson and Rogerson, 2021; Haqbin, Shojaei and Radmanesh, 2022) 
· Recovery: the nature of the COVID-19 pandemic (with all kinds of variants, with the severity of its impacts on the hotel industry), indicates that even after reopening, the hotel incumbents are likely to face challenges in recovery, especially demand recovery. Hilton must take the opportunity to ensure that demand for its service is strengthened as it gradually comes out of the pandemic. The intervention of marketing efforts could not be ignored in this stage, to drive up the demand. 
· Re-adapt: despite the huge disruption brought by COVID-19, Hilton still faces other challenges, such as highly fierce competition and a highly saturated market, the threats from the accommodation services, etc. as well as other opportunities, such as the evolution and revolutions of different kinds of technologies (Dimitrios et al., 2020). This requires Hilton, beyond combating the COVID-19 pandemic, should also demonstrate its ability to swiftly adapt to future uncertainty and complexity. The integration of technologies to optimize and differentiate customer services could help Hilton to harness and build upon some pre-pandemic and during-pandemic challenges.
2.4 [bookmark: _Toc102165715]Tactics 
The tactics of Hilton is developed for the 4P marketing mix, which refers to the product, price, place and promotion of the marketing package. 
· Product: High-end business consumers value class and service, so in terms of competition strategy, platform enterprises can make efforts to win by quality and make more efforts on additional services on the platform; for the accommodation environment and additional services valued by mid-range consumers, they can simulate the decision-making and experience process of mid-range consumers and look for some thoughtful services that are not costly but can generate surprises (Ariffin and Maghzi, 2012; Piccoli, Lui and Grün, 2017). These additional services chosen with care can often reap extra points for the overall experience of users; and for consumer groups who choose economy hotels, they can seek a balanced advantage by properly studying the cost performance ratio and, to a certain extent, considering concessions, while safeguarding the basic requirement of neatness and hygiene (Arora et al., 2008; Lei et al., 2022). Overall, the integration of data technologies should be noted by Hilton to generate insights from customers, and afford services according to their consumption features and preferences across above ranges, so as to differentiate their services from others. However, all those differentiation efforts should be built upon the fulfillment of the reopening requirement, which is to ensure a safe stay for all customers through contactless service delivery and other relevant COVID-19 responses (such as the communication of local travel regulations to the guests, the contingency measures for the infected cases, etc.). Intense room cleaning still remains the top action that guests would lie to see from hotels (McKinsey, 2022)
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Figure 5. Actions guests would like to see (McKinsey, 2022)
· Place: Tourism is a comprehensive industry with a strong correlation, including many tourism elements such as food, accommodation, travel, purchase, and entertainment, and correspondingly, various industry sectors related to tourism (Ye, Zhang and Li, 2018). The online tourism industry chain is based on the modern online platform service technology, linking various elements of the tourism industry, efficiently completing the precise match between tourism supply and demand on the platform, and realizing a win-win development of tourism experience for tourists, comprehensive revenue value for all parties, and resource allocation efficiency for all parties (Ye, Yan and Wu, 2019). Hilton can reach out to other stakeholders in the tourism industry to improve its presence, such as collaborating with local airlines to offer some package offerings, to partner with online travel agencies to increase its accessibility, etc. 
· Price: Hotel OTAs have expanded the traditional "hotel-customer" model into a "hotel-OTA platform-customer" model (Hunold, Kesler and Laitenberger, 2020). In order to cope with strategic customers, many hotels have joined OTA platforms such as Flying Pig, Ctrip, Yilong and Trip Advisor, and cooperate with OTA platforms by signing agency distribution contracts. Under the OTA operation mode, customers can check the latest price and remaining room quantity of hotel rooms on the OTA platform at any time; Hilton can make use of the advantage of concentrated customer resources on the OTA platform to dynamically adjust prices to improve occupancy rates (Noone and McGuire, 2013; Enz and James, 2017).
· Promotion: More and more hotels are using modern online information technology to directly engage with their target markets and meet their individual needs. In the post-epidemic era, Hilton Hotels Group should continue to expand its online marketing positions and conduct precise marketing to its target segment from multiple channels through different online media such as official apps, microblogs, Meta, Instagram, WeChat, etc. Also, given a large portion of Hilton’s revenue has been contributed by its members, Hilton could an official program through which Hilton Honors members can conveniently complete a series of processes from room selection, check-in, check-out, and experience high-tech "contactless service through premium discount and service experiences, and get rewards from their stays in Hilton. Furthermore, in recent years, live streaming and short video have become a popular promotional tool due to its ability to directly interact with customers, showcase services, gain user trust, build brand image (Hua, Morosan and DeFranco, 2015; Deng, Benckendorff and Wang, 2021). Against the backdrop of the COVID-19, Hilton Hotels Group should seize the opportunity to launch several webcasts, using short video marketing in Instagram or Tik Tok, or using live e-commerce using T-mall, Ctrip, etc. to showcase and promote its safe and differentiated accommodation services to local and international consumers. For Hilton, live streaming or short video marketing can be leveraged as an effective platform to showcase how they ensure stay safety while not eroding stay experience, and how Hilton has been creative in stay offerings through value-added features, etc. 
[image: Tourism live streaming on rise in China - CGTN]
Figure 6. Tourism e-commerce in China (CGTN, 2022)
2.5 [bookmark: _Toc102165716]Actions 
Based on the above tactics, it is necessary for Hilton to allocate responsibility to the regional marketing team. The regional marketing team should, then, build a workflow with detailed deliverables and deadlines to progress with the overall objective, with employees who take responsible of each task, etc. The workflow will vary from one marketing team to another due to the differences of local situations, but all regional team should periodically report to the lead marketing team that track, control and coordinate marketing activities at the corporate level. The role of regional marketing team should be highlighted as they are more profound understanding of the local macro and meso environment, and is able to roll out localized marketing initiatives. 
2.6 [bookmark: _Toc102165717]Control 
Aside from the allocation of resources, there is an on-going challenge of performance management, and whether performance leads to pipeline conversion. This can be addressed through engagement dashboard, such as Salesforce that allows the marketing team to coordinate marketing activities based on real-time insights. The occupancy rate, as a overate KPI, should be furthered dissembled into the regional occupancy (system-wide, U.S., Europe, MEA, Asia Pacific, etc.), seasonal occupancy (third quarter, fourth quarter, etc.), and brand occupancy (CONRAD, Hilton, Hampton, etc.), etc. At the same time, the room occupancy rate should be assessed together with other relevant KPIs, such as average daily rate (ADR), revenue per available room (RevPAR), EBITDA,etc. 
[bookmark: _Toc102165718]3. Recommendations and conclusion 
So far, the actions of Hilton remain largely responsive towards the COVID-19 pandemic. With new dynamics depending on the waves of the pandemic, Hilton should be prepared to operate in the new normal environment to adapt to the current environment, and adapt its vision of the future to the new circumstance. The primary recommendation here is for Hilton to not narrowly focus on the situation presented by the COVID-19 pandemic, but take a broader and long-term view to focus on the challenges existing before the COVID-19 and continuing changed during the COVID-19 to live with the new norm presented by the on-going pandemic and turning challenges into opportunities. 
The present report focusses on the development of an effective marketing plan for Hilton given its operational dilemma now. Given the optimisms towards the travel industry, it is expected that the hotel sector is going to witness a rebound back to or even exceeds the pre-pandemic level. Occupancy affects all components of revenues. The overall objective of the marketing plan is to promote the system-wide occupancy till 75% by the end of 2022. Starting from the objective, a detailed marketing plan based on SOSTAC is developed taking consideration of Hilton’s current status quo.  


[bookmark: _Toc102165719]References 
Ariffin, A. A. M. and Maghzi, A. (2012) ‘A preliminary study on customer expectations of hotel hospitality: Influences of personal and hotel factors’, International Journal of Hospitality Management, 31(1), pp. 191–198.
Arora, N. et al. (2008) ‘Putting one-to-one marketing to work: Personalization, customization, and choice’, Marketing Letters, 19(3), pp. 305–321.
CGTN (2022) Tourism live streaming on rise in China . Available at: https://news.cgtn.com/news/2020-03-07/Tourism-live-streaming-on-rise-in-China--OFeh5V73VK/index.html (Accessed: 29 April 2022).
Ching-chi, C. L. and Si, C. L. W. (2010) ‘Hotel occupancy rate in a gambling destination: A longitudinal study of the Macao hotel industry 2004-2007’, Journal of Hospitality and Tourism Management, 17(1), pp. 34–43.
Deloitte (2022) The Hospitality Industry: Time for Recovery . Available at: https://www2.deloitte.com/global/en/pages/finance/articles/the-hospitality-industry-time-for-recovery.html (Accessed: 29 April 2022).
Deng, Z., Benckendorff, P. and Wang, J. (2021) ‘Travel live streaming: an affordance perspective’, Information Technology & Tourism, 23(2), pp. 189–207.
Dimitrios, B. et al. (2020) ‘Strategic management in the hotel industry: proposed strategic practices to recover from COVID-19 global crisis’, Academic Journal of Interdisciplinary Studies, 9(6), p. 130.
Enz, C. A. and James, E. C. (2017) ‘Beyond channel mix management: Building within online travel agencies (OTA) metrics and strategies’, Journal of Revenue and Pricing Management, 16(2), pp. 109–114.
Haqbin, A., Shojaei, P. and Radmanesh, S. (2022) ‘Prioritising COVID-19 recovery solutions for tourism small and medium-sized enterprises: A rough best-worst method approach’, Journal of Decision Systems, 31(1–2), pp. 102–115.
Hilton (2022) Hilton Annual Report 2021.
Hoang, T. G., Truong, N. T. and Nguyen, T. M. (2021) ‘The survival of hotels during the COVID-19 pandemic: a critical case study in Vietnam’, Service Business, 15(2), pp. 209–229.
Hotel Management (2022) 10 ways smart technology is reshaping the hotel industry. Available at: https://www.hotelmanagement.net/tech/10-ways-smart-technology-reshaping-hotel-industry (Accessed: 29 April 2022).
Hua, N., Morosan, C. and DeFranco, A. (2015) ‘The other side of technology adoption: examining the relationships between e-commerce expenses and hotel performance’, International Journal of Hospitality Management, 45(5), pp. 109–120.
Hunold, M., Kesler, R. and Laitenberger, U. (2020) ‘Rankings of online travel agents, channel pricing, and consumer protection’, Marketing Science, 39(1), pp. 92–116.
Jia, Y. et al. (2022) Serving Hotel Customers in a Postpandemic World: How Can Hilton Worldwide Recover and Change? SAGE Publications: SAGE Business Cases Originals.
Law, R. (2004) ‘Initially testing an improved extrapolative hotel room occupancy rate forecasting technique’, Journal of Travel & Tourism Marketing, 16(2–3), pp. 71–77.
Lei, S. S. I. et al. (2022) ‘Will tourists take mobile travel advice? Examining the personalization-privacy paradox’, Journal of Hospitality and Tourism Management, 50(4), pp. 288–297.
McKinsey (2022) COVID-19’s effect on the hotel industry . Available at: https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/hospitality-and-covid-19-how-long-until-no-vacancy-for-us-hotels (Accessed: 29 April 2022).
Mitra, S. K. and Pal, D. (2022) ‘Does revenue respond asymmetrically to the occupancy rate? Evidence from the Swedish hospitality industry’, Scandinavian Journal of Hospitality and Tourism, 22(2), pp. 181–194.
Noone, B. M. and McGuire, K. A. (2013) ‘Pricing in a social world: The influence of non-price information on hotel choice’, Journal of Revenue and Pricing Management, 12(5), pp. 385–401.
Oses, N., Gerrikagoitia, J. K. and Alzua, A. (2016) ‘Modelling and prediction of a destination's monthly average daily rate and occupancy rate based on hotel room prices offered online’, Tourism Economics, 22(6), pp. 1380–1403.
Piccoli, G., Lui, T.-W. and Grün, B. (2017) ‘The impact of IT-enabled customer service systems on service personalization, customer service perceptions, and hotel performance’, Tourism Management, 59(2), pp. 349–362.
Rogerson, C. M. and Rogerson, J. M. (2021) ‘COVID-19 and changing tourism demand: Research review and policy implications for South Africa’, African Journal of Hospitality, Tourism and Leisure, 10(1), pp. 1–21.
Statista (2022) Hilton Worldwide Holdings - statistics & facts. Available at: https://www-statista-com.uoelibrary.idm.oclc.org/topics/1880/hilton-worldwide/ (Accessed: 29 April 2022).
UNWTO (2022) UNWTO Tourism Recovery Tracker | Tourism Dashboard. Available at: https://www.unwto.org/tourism-data/unwto-tourism-recovery-tracker (Accessed: 29 April 2022).
Wilson, R. M. S. (2010) Strategic marketing planning. Routledge.
Ye, F., Yan, H. and Wu, Y. (2019) ‘Optimal online channel strategies for a hotel considering direct booking and cooperation with an online travel agent’, International Transactions in Operational Research, 26(3), pp. 968–998.
Ye, F., Zhang, L. and Li, Y. (2018) ‘Strategic choice of sales channel and business model for the hotel supply chain’, Journal of Retailing, 94(1), pp. 33–44.
Yu, J., Kang, B.-N. and Kim, H.-S. (2021) ‘A Comparative Study between Hilton Hotels in South Korea and USA through User-Generated Content Analytics’, Culinary Science & Hospitality Research, 27(12), pp. 200–213.




Owned and leased hotels	












2009	2010	2011	2012	2013	2014	2015	2016	2017*	2018	2019	2020	2021	3.54	3.67	3.9	3.98	4.05	4.24	4.2300000000000004	4.13	1.45	1.48	1.42	0.42	0.6	Other revenues from managed and franchised properties	












2009	2010	2011	2012	2013	2014	2015	2016	2017*	2018	2019	2020	2021	2.4	2.64	2.93	3.12	3.41	3.69	4.13	4.45	5.65	5.24	5.69	2.71	3.34	Management and franchise fees and other	












2009	2010	2011	2012	2013	2014	2015	2016	2017*	2018	2019	2020	2021	0.81	0.9	1.01	1.0900000000000001	1.18	1.4	1.6	1.7	2.0499999999999998	2.27	2.34	1.18	1.85	Timeshare	







2009	2010	2011	2012	2013	2014	2015	2016	2017*	2018	2019	2020	2021	0.83	0.86	0.94	1.0900000000000001	1.1100000000000001	1.17	1.31	1.39	Revenue in billion U.S. dollars

Column1	









2012	2013	2014	2015	2016	2017*	2018	2019	2020	2021	0.71099999999999997	0.72299999999999998	0.746	0.754	0.75	0.755	0.75800000000000001	0.75700000000000001	0.40300000000000002	0.57199999999999995	Occupancy rate

2

image3.png
Actions hotels could take to help protect guests from coronavirus,' % of respondents.

Oustraia (1= 501 @ Canada (1 =502 O Hong Kong (1=518) @ UK (n=548) OUS (1= 1427)

o ) 2 50 a0
More intense room cleaning
{ea!UY ight d sifectant)
Conduct COVID-19 rap tests
forevery guest at checkcin
Additional leaning

downtime betneen stays
Conduct temperature checks
forevery guest

Offer froa hand

sanitzer o guests

Lot rooms st 72 hours

before claning

cocee

Employees wear persanal
protective cquipment/masks.
Issue free personal protective
quipment/masks to s
Have fower seats/tables

in restaurans, bars lobbies

o e o

ce o
No housekeeping during your

Stay (1o minimizo exposure)
Compltely automated/

touch-free chetk-in process

Require guests to fl out adeciaration
card stating they are COVID free:
Allow for room service/

to-go meals only

coee

e

o 0 2 0 a0

oo ey Coreamer LAReS T e oot A 1030 00





image4.jpeg
L%

the era of tourism
o, live streaming





image1.png
=~

) © 518 Hotels
¢+  124,381Rooms
bl

593 Hotels
130,736 Rooms




image2.emf
Factors Implications

-

      



Marketleadingposition:oneofthebiggesthotelchainsinthehotelworldwithapresencein119countiessupported

by 6478 properties, and 112 million loyal members (Hilton, 2022)

-

      



Multi-brandstrategy:themulti-brandstrategyenablesHiltontopursuemulti-marketsegments,yieldseconomiesof

scale in operations to gain a competitive advantage

Weakness:

-

      



Erodedfinancialperformance:Hilton'srevenuewitnessedagradualrecoveryin2021buthasnotbeenableto

recovertothepre-covid-19level(Hilton,2022).Thisowestothetemporaryclosureofpropertiesandfallintheglobal

hospitality industry

Opportunities

-

      



Cutting-edgetechnologies:duringcovid-19,abroadspectrumoftechnologiescanbeintegratedintothedifferent

value chain phases to provide safer and more superior customer experiences (Hotel Management, 2022).

-

      



Fiercecompetition:theglobalhotelmarketisdominatedbylargehotelchainssuchasHilton,Marriot,etc.,that

operateacrossdifferentmarketsegmentsthroughawell-diversifiedportfolio.Thecompetitionhasbeenheightenedbythe

covid-19.

-

       

All players in the hotel industry facing growing threats posed by peer-to-peer sharing services such as Airbnb

Strengths

Threats


