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1. [bookmark: _Toc112095946]Executive Summary
The hospitality industry mainly focuses on the creation of experience and relationships with the customers by having marketing that inspires customer loyalty and, at the same time, reaches out to new customers. An audit of the Hilton Hotels operation shows that there are various strengths and weaknesses that drive the company. The report investigates how consumer behavior provides marketers an effective tool for achieving customer satisfaction and generating profit. The report also includes a PESTLE and SWOT analysis of Hilton Hotels to showcase areas where the company is excelling and areas it needs to improve.






[bookmark: _Toc112095947]2. Introduction

The hotel and hospitality industry is one of the most dynamic industries, with regular shifts in how customers use various products and services. Marketers in the hotel industry need to understand the differences in marketing goods and services. Successful hotel marketing requires that one is aware of the various unique characteristics of the industry, motivations, and behaviors of the consumers. The hospitality industry mainly focuses on the creation of experience and relationships with the customers by having marketing that inspires customer loyalty and, at the same time, reaches out to new customers. The tough economic conditions after the financial crisis affected the industry, and the COVID-19 pandemic worsened the situation by taking business away from most hotels. The report will analyze how consumer behavior theory is applicable in improving the marketing potential of Hilton Hotels. The report also includes a PESTLE and SWOT analysis of Hilton Hotels to showcase areas where the company is excelling and areas it needs to improve.





[bookmark: _Toc112095948]2.1Company Background

Hilton Worldwide Holdings, Inc. is an American multi-national company in the hospitality industry. The company has a wide portfolio of hotels and resorts operating globally. The company was founded in 1919 by Conrad Hilton, with the first hotel in Texas. A second hotel was later opened in Dallas, the first to use the company’s name. Hilton is among the largest hospitality companies, with headquarters in Tysons Corner, Virginia. The company currently operates over 5,500 hotels in 105 countries. The company's operations are spread across different geographical locations such as America, Europe, Asia Pacific, Africa, and the Middle East. However, most of the company’s properties are located in the US, generating over 70 percent of the revenue. The company segments incorporate leasing, owning, managing, and franchising hotels and resorts. Hilton offers service to both the mid-market segment and the elite.
[bookmark: _Toc112095949]3. Consumer Behaviour Theory
 
Marketing uses different methods and strategies to help facilitate demand and ensure the company brands reach as many consumers as possible. The hospitality industry is service-oriented; hence the marketing strategies used may be complex. The hospitality marketers push intangible goods; hence influencing consumer behavior is important (Horner & Swarbrooke, 2016). Brands such as Hilton Hotels are eager to construct a favorable image of their brand in consumers. The marketing department must find ways of incorporating the different processes of human perception and trends while selecting particular services. Consumer behavior is a vital component in the realm of marketing (East et al., 2021). The hospitality industry is multifaceted and rapidly developing. Purchasing behavior is the preferred outcome within the hotel and hospitality business. Hotels may not remain in business without a positive customer experience and satisfaction. Marketers need to stimulate the desired outcome by triggering influential factors leading to the expected reaction. Understanding the pattern of consumer behavior is important for Hilton Hotels as it allows for implementing an effective marketing campaign within the industry. The COVID-19 pandemic has also changed the perception and behavior of the consumers, and it is therefore important that marketers develop ways of positively convincing consumers back to the hotels.
[bookmark: _Toc112095950]4. Hilton Hotels’ PESTLE Analysis

The PESTLE analysis of Hilton Hotels provides the various business tactics that the brand applies in its daily operation. The analysis examines the different external factors that affect the brand's operation, such as political, economic, social, technological, and environmental factors. A PESTLE analysis helps businesses understand the different market dynamics and develop ways to improve business.
[bookmark: _Toc112095951]4.1 Political Factors
Political factors play an important role in the operations of Hilton Hotels. The company is a multinational operating in hundreds of countries and is exposed to various political environments and systems. Political stability in the country of operation is very important since Hilton Hotels will be required to cope with different political situations. If a region or country is not safe and stable due to political conflicts, it drives away visitors who may fear going to the country for leisure or business. Trade wars among countries also impact operations when a country imposes tight restrictions on companies from a particular region. For instance, the tough measures that China imposed on US companies during the trade war affected US companies operating in China significantly (Singh, 2020). The recent COVID-19 pandemic also raised a tough business environment as countries attempted to safeguard the health of their citizens through lockdowns and restricted movements. The hotel industry was hit hard as most could not continue operations. Achieving success in a dynamic industry requires that Hilton Worldwide Holdings diversify its systematic risks of the political environment. The company, therefore, needs to analyze the risks of military invasion, government bureaucracy and interference within the hotel industry, trade regulations, pricing regulations, wage legislation, and industrial safety regulations in the host country, among other factors.
[bookmark: _Toc112095952]4.2 Economic Factors
There are various macro and micro environmental factors that affect the operations of businesses. Different economic factors define Hilton’s business. One must assess the economic conditions of a given country. Economic factors impact the hotel industry directly and indirectly, with the majority not in the control of the business but still having a great effect on the revenue of the business. Factors such as interest rates, growth rate, inflation rate, and GDP of a country affect the operations of businesses. Hilton Hotels mainly target regions and countries where the population has disposable income. A stable economic environment encourages the growth of the business (Akron et al., 2020). Countries with low-interest rates and ease of doing business attract investors, and businesses like the Hilton Hotel can flourish. Hilton Worldwide Holdings can therefore use a country's economic factors to predict how the business may perform. Other economic factors that the company should consider in their PESTLE analysis include; the skill level of the workforce, unemployment rate, productivity and labor cost, efficiency of the financial market and the quality of infrastructure.
[bookmark: _Toc112095953]4.3 Social Factors

Hotel operations are affected by different social factors such as consumer lifestyle, demographics, gender ratio, population growth rate, and culture. The shared attitudes and beliefs play a significant role in how the marketers at the Hilton Hotel design the marketing messages for their customers.
[bookmark: _Toc112095954]4.4 Technological Factors.

The advent of technology has changed the business landscape, with most companies digitalizing most of their operations. Technology improves day by day, and it helps businesses to stay competitive. Various technological advancements are currently used in marketing, all of which help reach a greater audience. Hilton Hotel needs to upgrade the technology to help improve the customer value proposition. Adopting a technology that disrupts the industry is important, especially when it reduces costs and enhances customer experience (Law, Chan & Wang 2018). Booking methods, payment methods, and how to reach clients are some areas that have improved in the hotel industry. Online reservations are more popular among travelers and business persons. Hilton Hotel, therefore, needs to strengthen its online capability by having a seamless website that customers can access safely. Payment methods are changing, and customers, especially the younger generation, are comfortable paying using digital methods such as Apple Pay, Venmo, and digital currencies such as Bitcoin very soon. Technological analysis that Hilton Hotels can perform includes assessing market trends that competitors have adopted, the impact of the technology on service delivery, and the rate of technological diffusion.
[bookmark: _Toc112095955]4.5 Legal Factors

Laws and regulations of the country where a business operates may impact the different service delivery. Legal factors may include employee laws, and consumer protection, among other legal frameworks that the hotel needs to adhere to. Following the strict regulation saves the company from attracting unnecessary attention and intervention from the local governments and NGOs (Hayes et al., 2021). The various legal factors may be linked with political factors. Hilton Hotel management, therefore, needs to closely monitor various laws of the nations in which it operates. Laws get amended continuously, and it is important to be updated with the various changes to make adjustments in operations as required by the law. A good example is different governments' regulations during the COVID-19 pandemic. Rules to maintain social distance and quarantine affected businesses. Hotels had to operate within strict standards such as reducing workers, sanitizing the rooms, and reducing the number of admissions within a particular time. All that increased the cost of operations, leading to the closure of some hotels as they would not become profitable with reduced capacities. Other laws that Hilton Hotel may consider checking before operating in a particular region include consumer protection, intellectual property laws, health and safety laws, and anti-trust laws within the industry.
[bookmark: _Toc112095956]4.6 Environmental Factors 

Environmental protection has become an issue of concern, with businesses required to maintain strict adherence to protecting the communities they are operating in. Waste management is an integral part of the operations of large companies. Hotel businesses, for instance, are great suspects regarding environmental pollution. Hotels generate a colossal amount of waste, most of which goes to waterways, landfills, and illegal dumpsites. The issue of climate change is widely discussed, and corporations are urged to adopt sustainable ways of operation, including the type of energy used and proper waste management (Fraj et al., 2015). Different countries have set norms or standards when it comes to sustainability that may have a significant impact on the profitability of the hotels. In a country such as the US, the different states may also have varying laws relating to environmental protection. Hilton Hotels is therefore required to adopt sustainable ways of operation, and there are efforts to turn most operations green through the use of clean energy in some of the hotels around the world. There are hotels with solar panels that Hilton Hotels uses to cut fossil fuel consumption. The company further contributes to various environmental programs through CSR initiatives.
[bookmark: _Toc112095957]5. SWOT Analysis
[bookmark: _Toc112095958]5.1Strengths of Hilton Hotel
[bookmark: _Toc112095959]5.1.1Global Brand and Portfolio

Hilton Hotel is multi-national as the company operates various chain hotels and resorts in over 128 countries globally. The global nature of the company has become a great marketing avenue, with consumers trusting its services wherever they travel. The hotel’s portfolio has over 6215 properties and close to 990,000 rooms. The service delivery in all these portfolios is uniform, attracting more users and returning customers. The brand value of Hilton Hotel is also a significant selling point, with the market capitalization of Hilton Worldwide estimated to be USD 34.89 billion.
[bookmark: _Toc112095960]5.1.2 Loyal Customer Database.

Hilton Hotels tends to have over 50 million customers within the 18 brands it has globally. Customers' loyalty is mainly brought about by the consistency in the services provided by the hotel. Customers worldwide know they will be offered a standard exclusive service in any Hilton Hotel outlet. Hilton Hotel also has different programs that help in maintaining customer loyalty. Return customers are given discounts similar to those who pre-book online. The customers earn loyalty points whenever they stay or spend at any Hilton Hotel globally, and the points are redeemable for other services within the Hilton facilities.
[bookmark: _Toc112095961]5.1.3 Employee Benefits

The hotel industry has been long accused of overworking and underpaying its employees; however, that is not the case in Hilton HR standards. The company offers its employees competitive wages and better working conditions. Hilton Hotel recognizes that the employees are an essential asset of the company and integral to building the brand. Employees of Hilton Hotel are offered competitive wages globally while maintaining the labor standards in the different countries that the hotel operates. Additional benefits include health and insurance coverage, educational assistance programs, and holiday leave. When the employees are comfortable, they can perform overwhelmingly, bringing value to the company (Hilton ,2022).
[bookmark: _Toc112095962]5.1.4 Management System

Hilton Hotels have a well-structured management system that ensures the global portfolios are run effectively. The company's management and performance evaluation system enables it to co-ordinate the different operations. A decentralized management system ensures that managers at different hotels globally can run the operations to standards set by the Head Office. Operations are constantly monitored by global heads to ensure there is consistency.
[bookmark: _Toc112095963]5.1.5 Technology Adoption

Hilton Hotels constantly monitors new technologies and provides its customers with their needed services. As a pioneer in major technological inventions within the hospitality business, the hotel is always quick to adapt and adjust to the latest trends to ensure that customer experience is improved. Cooking, payment, and service delivery technologies have helped Hilton Hotels stay ahead of the game.
[bookmark: _Toc112095964]5.2 Weaknesses of Hilton Hotel
[bookmark: _Toc112095965]5.2.1Data Breach 

Operations involving the hotel industry are mainly online, posing a threat of cyber breaches. Hilton Hotel portfolios are mainly accessible via online platforms; customers pay using online banking and credit cards and provide sensitive information while booking. There are risks that data breaches may lead to customer information getting into the wrong hands that may lead to litigations. Therefore, building a strong system is imperative for Hilton Hotels to avoid exposure to such breaches.
[bookmark: _Toc112095966]5.2.2 Bad Reviews 

The hotel business is subjected to frequent reviews from customers who use their services. In most cases, negative reviews can affect the operations of the company (Xie et al., 2016). One bad review can erase all the great services the hotel provides since the bad reviews are often spread easily.
[bookmark: _Toc112095967]5.2.3 Limited Market Share

The growing number of hotels and resorts means that the market share of Hilton Hotels keeps declining as consumers are curious to try new establishments. Flooding the market also means that prices go down with the increase in supply. Hilton Hotels, therefore, needs to cut down on operations, and in some parts of the world, due to intense competition, the company is closing some of its outlets.
[bookmark: _Toc112095968]5.2.4 Different Laws in Different Countries

Hilton Hotels operates in different countries as a global brand and is subjected to different laws. The company, therefore, is constantly asked to adjust its operation to align with the regulations and standards. Most of the regulations are expensive to implement, thus increasing operating costs for the company.
[bookmark: _Toc112095969]5.3 Opportunities Available to Hilton Hotel

[bookmark: _Toc112095970]5.3.1 Digitalization and use of technology in operations

The digital frameworks provide companies with better ways to market and deliver services. Social media has become popular, and corporates constantly use it to meet their customers and get feedback (Leung et al., 2016). Hilton Hotels has the opportunity to scale up its social media presence, exposing them to a new market of young consumers. Social media will help the brand get known to more individuals outside the target market of Hilton Hotels.
[bookmark: _Toc112095971]5.3.2 Partnership through joint ventures and alliances 

There are various new frontiers in the hospitality industry with the potential and capacity to attract markets. Hilton Hotel should consider getting into joint ventures and alliances with companies from emerging markets such as Africa, India, China, and the Caribbean to help maintain the global presence of the hotel rather than liquidating. The partnership helps the company to benefit from the knowledge of local companies.
[bookmark: _Toc112095972]5.4 Threats Hilton Hotel Faces
[bookmark: _Toc112095973]5.4.1Competition

There are dozens of global hotel brands at the level of Hilton Hotels in terms of capacity and brand image. Hotels such as Marriot International, Hyatt Hotel, and Intercontinental Group, among others such as Airbnb, are major competitors of the Hilton Hotels (Neeser et al., 2015). There are also new entrants in the hospitality industry with other brands expanding their markets, posing a threat to Hilton Hotel, which is required to keep pace.

[bookmark: _Toc112095974]5.4.2 Economic and political turbulence in most countries.

Operating in different countries means the company is subjected to different laws and regulations. These laws become a threat when they are discriminatory and interfere with the operations of Hilton Hotels.















[bookmark: _Toc112095975]6. Conclusion

In conclusion, Hilton Hotels need to use consumer behavior to understand consumers' behavioral patterns as they return to business after the Covid 19 pandemic period. Consumer behavior provides marketers an effective tool for achieving customer satisfaction and generating profit. When customers get a positive experience, it leads to the business's success through repeat customers and word-of-mouth marketing. An audit of Hilton Hotels’ operation shows areas of weakness that require adjustment, such as reaching the younger generation of consumers. The company needs to improve the interactions it carries through social media as a way of marketing.
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