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Executive Summary 
	The first part of the consultancy report is the Scope and Analysis, which describes Hilton Hotels as a globally recognized hotel brand operating both within the United States and outside of it. In addition to offering excellent choices for personal accommodations, many know Hilton as a hotel chain that provides event venues for sporting and public speaking engagements. Generally, ratings on Hilton hotels are positive, and a SWOT analysis shows high growth in states like Nevada. Hilton also has the highest market share for the hotel industry in the United States. 
	A big part of the Scope & Analysis section is the SWOT. Aside from being a strong global brand, opportunities for Hilton include continued international expansion, utilizing technology, such as VR, AI, and chatbots, social media/digital marketing, and entering markets in the developing world. The weaknesses are government policies that may affect the hotel chain's operations in different countries, the recent pullout of Blackstone's investments, data compromise, poor business reviews on Better Business Bureau, and poor global market share. The hotel industry remains highly competitive, and threats from competitors may include better utilization of technology and new offerings. Another threat—and one which has appeared across the hotel industry landscape—is the COVID-19 pandemic. The pandemic has reduced customers' desire to travel due to fear of contracting the virus, worsening the economy and potentially mandated vaccinations. 
	The author then conducted a PESTEL (Political, Economic, Social, Technological, Environmental, Legal). Some factors that might influence Hilton include COVID-19 travel restrictions and business shutdowns (i.e., restricting travel between nations) and political events, such as decisions made within the European Union. In addition, globalization is making tourism more popular as people become increasingly interested in different cultures. Hotels must integrate technology to improve service and make it more palatable for the contemporary consumer. There is also an increased need to follow environmental protocols and soundness policies. Finally, Hilton should consider the legal ramifications of not following COVID-19 protocol in its hotels.
	The next part of the paper is the Main Body, which includes a financial report and a section on difficulties and challenges. The financial report shows that Hilton has remained a strong brand since 2010 but has recently experienced economic backsliding due to COVID-19. However, there has been some growth in 2021. Therefore, now is an excellent time to begin thinking about future steps and how Hilton will deal with the pandemic moving forward.
	The issues uncovered for Hilton include COVID-19 (an obvious one), possible intercultural barriers between management, staff members, and guests (particularly management), tough competition and technological considerations, and uncertainty regarding further international expansion.
	The following are some of the recommendations offered by the author. First, Hilton should have its Hilton Stay Clean trademarked program, which works in conjunction with Lysol brands. Customers feel more at ease when they understand Hilton is ensuring rooms are clean. However, for the COVID-19 case, Hilton should survey customers. They can gauge whether they desire increased health and safety protocols via the contactless interface for check-in or prefer more person-to-person contact. In other words, Hilton can assess whether pandemic protocols are necessary during this time and the extent to which features like contactless check-in can serve as cost-saving measures. 
	The report also suggests increasing intercultural understanding between managers, diverse staff members, and guests. While there is a rich diversity hiring program in place, intercultural communication between managers, hotel staff, and guests remains an issue for an industry that is incredibly global in scope. Wagner (2018) details that guests who perceive better language competency in hotel staff have a more positive customer experience. Travel Outlook (2022) notes in some cases, customers wishing to book a reservation may go to a competitor if they perceive an excessive language barrier through the phone. The report recommends offering an intercultural and linguistic training program that can help foster good communication practices in staff members, allowing them to engage with customers. It also recommends extending such training to the management team. 
	The following recommendation targets the issue of a strict competitive environment in the hotel industry and its commensurate technological considerations. While Hilton offers the Hilton Honors app, where customers can check-in before they arrive at the hotel (The Frugal South 2021), this may not be enough; instead of competition from companies like Marriott, Lean suggests (2021), are already integrating NFTs or non-fungible tokens, launching themselves into the metaverse and partnering with digital artists to generate NFT collections (Ledger Insights 2021). As a result, Hilton might not want to sell NFTs. However, possible enhancements to its service and accommodations include VR tours of rooms and travel destinations customers can access via 3D goggles and an AI chatbot on its main website. Recently, chatbots have been getting some attention as a customer service tool allowing for more rapid information transfer to customers online. Hilton could also use AI and machine learning to pinpoint customers’ needs. 
	Finally, Hilton should be capitalizing on the trend of globalization, mainly when there is traveler interest in exotic locations and attitudes of cosmopolitanism. Instead, it only offers a holistic and comprehensive cultural experience with its La Dolce Vita trip to Italy. However, Hilton can expand the 'cultural experience' vacation to more exotic locations, such as the Asia Pacific, Caribbean, and Africa. For example, guests can learn how to make unique drinks or roll tobacco cigars in a local cigar shop in Havana. Simultaneously, all-inclusive vacations remain strikingly popular, significantly as the COVID-19 pandemic restrictions are easing, and there is less fear about the virus.
Introduction
	Hilton Hotels is a top international hotel brand, with most of its hotels located in the United States. It remains a crucial player in the hotel industry. This report aims to provide meaningful consultation to Hilton so that the hotel can continue expanding its services. The information targets several important issues currently affecting Hilton: the COVID-19 pandemic, a strict competitive landscape, the need to integrate and adopt technology, uncertainty, international expansion, and cross-cultural/linguistic barriers in communication. In addition, the report means to deliver a general overview of Hilton Hotels as a longstanding company, SWOT and PESTEL analysis, challenges to the company, and recommendations to overcome the obstacles. 
	The author has chosen several methods to analyze Hilton. SWOT and PESTEL offer a backdrop of the situation. At the same time, the author also conducted additional research to come up with more nuanced problems. Finally, the author also derived challenges from Hilton's recent 10K report. These strategies serve to highlight the barriers Hilton is facing. 
Scope & Analysis
Hilton Hotels
	Hilton Hotels, otherwise known as Hotels by Hilton, is a longstanding and renowned hotel branch offering various hotel types, such as Waldorf Astoria, Conrad Hotels & Resorts, Tempo, Canopy, Hilton Hotels & Resorts, and premium accommodations experiences (Hilton Hotels 2022). The brand has acquired its notable brand name by offering various hotel types that include event spaces for fitness and public seminar events, world-class beverages and dining opportunities, and locations in many cities around the world. 
The hotel chain is quite reputable and known for offering event venue spaces. According to Maffei (2018), the hotel emerged 103 years ago, founded by an entrepreneur named Conrad Hilton. Hilton Hotels and Resorts has established itself as a leading global brand with nearly 620 luxury hotels across 78 countries (Maffei, 2018). O'Neill (2022) notes that the hotel chain is currently amping up to regrow its events and venues offering once again, especially following the disastrous events of COVID-19. 
Hilton operates in a range of locations both in and outside of the United States. At the same time, the company emerged in the US. Its US subsidiaries alone are impressive and continue to dominate market share. As part of its southeast expansion strategy, Hilton sees Florida as a promising market, offering travelers a variety of accommodations, ranging from coastal resorts to urban venues. Hilton's comprehensive brand portfolio continues to be a driving force for growth, capturing new projects and converting them to bookings. By June 30, 2021, Hilton had 440 hotels and 70,000 in this state alone (Hospitality Net 2021). 
	Review of Hilton hotels in the US and other parts of the world, such as Canada, tend to be excellent or good. Traveler ratings obtained from Tripadvisor.ca (2022) show that out of 3,953 reviews, 1,478 were fantastic, while 1,461 were very good. Six hundred thirty-seven travelers rated the Hilton as average, while 237 rated it as poor. Only 140 people rated Hilton as terrible (Trip Advisor 2022). 
	Consumer Affairs (2022), a website recently updated, also offers generally positive reviews. There is an overall 4-star satisfaction rating for Hilton locations around the United States, with a 5-star rating coming in second place. However, this website has more 1-star ratings than two or 3-star (Consumer Affairs 2022), indicating some potential dissatisfaction with the brand. Positive comments include clean rooms, pleasant staff, high-quality service, and good food. Negative comments have issues with specific owners, safety issues in the hallway, poor customer service, and a construction project close to the hotel site of one guest. As well, some reported the high price range. Several reviews also cite room prices high (Consumer Affairs, 2022). 
SWOT
	Strengths
	Weaknesses

	· Solid, global brand catering to a variety of tastes, including personal and business travelers (Hotel Tech Report, 2022) 
· High growth: in Nevada, for instance, there was a 60Th year-on-year growth rate of expanding hotels (Hospitality Net 2021) 
· The hotel offers twelve different brands that include some of the most exclusive hotels in the world, particularly in places like Las Vegas (Hospitality Net 2021)
· High US market share
	· Government policies in different countries can influence the operations of a company, while as a hotel brand, Hilton relies heavily on global subsidiaries.
· Blackstone sold company shares, showing a lack of trustworthiness
· Data compromise. According to BBC (2017), attacks occurred in 2014 and 2015 and included 363,000 customer accounts. There was a lack of security measures. 
· Some poor reviews on review websites, including Better Business Bureau (BBB, 2022) 
· Poor global market share

	Opportunities
	Threats

	· Continued international expansion
· Utilizing technology, such as social media, for continued marketing/advertising 
· Utilize VR and other forms of technology, including chatbots and AI, to engage customers and cater to customer needs/trends
· Entering markets in the developing world (i.e., Asia, Africa, etc.). 
· Product development in the form of new hotel types
	· Pricing competition from competitors who also have a larger market in the hotel industry; these competitors may be utilizing innovative marketing and other strategies for retaining and garnering customers
· COVID-19 and loss of interest in travel and tourism due to vaccine mandates, fear of acquiring the virus, and worsening economic conditions 
· Declining share in the industry due to competitors, such as Marriott, and a highly competitive atmosphere



PESTEL
Political
· Political events, such as decisions about the European Union
· COVID-19 travel restrictions and business shutdowns
Economic
· Worsening economy due to COVID-19 pandemic
· Interest rate, inflation rate, and GDP, internationally
· Less money for leisure and travel spending due to ongoing worsening conditions in the global economy 
Social
· Consumer lifestyle and demographics, rate of growth rate in population, gender ratio, and culture can all impact the travel/tourism industry. 
· General lifestyles and incomes are improving around the world through increased spending money and growing income, and industrialization. 
· Globalization is making travel and tourism more popular and acceptable due to a more straightforward exchange of ideas, goods, and transportation opportunities (Linetti 2022)
Technological
· There is increased capacity, need and demand for integrating technology into hotel/accommodations services; an example is using smartphones as key cards (Trejos 2014)
· There is thus a need for hotels and hotel brands to continuously disrupt with technological innovations, generating competition pressures.
· Customers expect to access data 'on the go' through mobile phones
Environmental
· There is a need for hotels to accommodate and integrate environmental protocols into service offerings. 
· Hotels receive criticism for being environmentally destructive, particularly when large conglomerates are building massive hotel structures in developing nations.
· Environmental laws prohibit pollution, waste manufacturing, exploitatively hiring labor, etc. 
Legal
· Customer and employee laws in each relevant area. For instance, some countries may have restrictive labor laws preventing hotels from hiring cheaper labor.
· Social distancing, sanitizing rooms, and other COVID-19 protocols can be restrictive or costly.
Based on the SWOT analysis, Hilton has a large portion of the global market share in the hotel industry. He continues to operate successfully as a top brand. A Yahoo Finance report from Cederholm (2014) states that while the company's global market share is 5%, it holds the leading position in the United States, at 58%. It also has a high growth rate and record of expansion. Hilton offers innovative and pleasant experiences with its various hotels and hotel types, suitable for personal and business travel. The Hilton Hotels & Resorts Manifesto (2019b) shows the company's vast landscapes, vistas, and constructed hotels in some exotic locations. 
Data breaches occurred in 2014 and 2015 (Trend Micro, 2022) poor reviews on the unique review website, poor global market share in an era of massive globalization, and Blackstone's selling of shares, reducing trustworthiness. It was surprising news for a company that had been with Hilton for 11 years (Reuters 2018). 
	We also identified opportunities and threats. Options include marketing through social media and digital methods, entering the developing world, and expanding internationally. Threats include operating within an existing highly competitive market and COVID-19, as well as ongoing threats from giants like Marriott, particularly concerning price points.
	The PESTEL analysis uncovered those hotels now follow environmental protocols (Leyva & Parra 2021) requiring large-scale technology integration into accommodations offerings. COVID-19 may play a role in the social desire to travel. Lack of desire to travel could be from the worsening economy due to the pandemic and from travelers fearing the risk of infection with the virus. 
PESTEL revealed some positive points. First, while the global economy is relatively worsening due to COVID-19, the standard of living in the world is generally rising. Industrialization and economization have facilitated better living conditions for many populations. In addition, the growing popularity of cosmopolitan attitudes, interest in different cultures, and globalization have made travel more accessible and more desirable.
Main Body 
Financial Report 
The following is a financial report derived from 2021 Hilton. According to Hilton Worldwide (2021), Hilton gave the following statement regarding COVID-19, highlighting it as one of the essential factors in strategic orientation: "The ongoing global COVID-19 pandemic has negatively affected and will continue to affect our business negatively, financial condition, and results of operations" (Hilton Worldwide 2021, p. 2). In addition, there were other risks the report identified. These included financial and business risks, reliance on technology to generate growth, risks associated with partnerships, and reputation risks (Hilton Worldwide 2021). 
	Macro Trends (2022) identifies some of the financial information between 2010 and 2022 to give us a brief portrait of how Hilton fares during the pandemic. Revenue was $8,068 (in millions) in 2010, while it rose to $9,452 in 2019. We can immediately see the results of COVID-19 in the company's 2020 revenue, where they dipped to $4,307 and went up to $5,788 in 2021 (Macro Trends 2022). The conclusion of this is that COVID-19 harmed overall revenues.
Revenue has grown somewhat in recent years, despite COVID-19. Income is what a company earns by selling goods to customers. Revenue appears at the top of a balance sheet, after which all expenses and costs subtract to produce net income. Hilton Worldwide Holdings' revenue for the three months ended March 31, 2022, was $1.721B, an increase of 96.91% over the same period last year. Hilton Worldwide Holdings' consolidated revenue for March 31, 2022, was $6.635 billion, a growth rate of 103.47%. However, 2020 presented a decline of 54% in revenue from the previous year, 2019 (Macro Trends 2022). 
Based on results and a graph included in the source (attached below), there is general growth in Hilton Hotels. Still, the company did take a hit in 2020, when the pandemic emerged.
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Figure 1 Macro Trends (2022)
The figure above shows general growth for 2022, with a definite hit in 2020 and 2021, likely due to COVID-19, travel restrictions, and consumer fear of contracting the virus.
	Analyzing the data, we can see that while Hilton experienced growth in 2021 and, to some extent, in 2021 (with reducing disparities), it failed to rise to its 2018 income success rates. The data illustrates that Hilton's situation may be improving, likely given the administration of COVID-19 vaccines and a general easing of hesitancy about infections. However, the company still has a long way to go in restoring its previous success, with the entire hotel industry currently threatened by pandemic challenges. 
Current Issues, Challenges & Opportunities
1. COVID-19 Pandemic
	The COVID-19 pandemic, which began in 2020, has highly affected travel and tourism, including the hotels and accommodations industry. For example, according to Reuters (2021), Hilton Worldwide posted quarterly results that fell short of expectations. The likely explanation for these results is COVID-19, with tighter travel restrictions in Europe. Conditions dampened demand, pushing the company's stock down more than 1% in early trading.
	Wood (2021) notes Hilton CEO Chris Nassetta's remarks on the impact of 2020 on the business, where he discusses lessons learned, insights gained, and lessons for the future. He said, "I think maybe the single largest challenge was managing all that professional stress – including the impact to our deeply valued Team Members – while simultaneously worrying about my own family and their health" (Wood 2021). According to Laurie Barrati from Travel Pulse (2020), a study from Facebook called State of Small Business Report detailed that travel and tourism received the hardest hits from the pandemic among small businesses. Cafes, restaurants, and hotels also remain the most insecure about the future, with the most damage done between waves 1 and 6.
	Schlappig (2021a) notes that Hilton's CEO and leadership team had to make necessary changes that were detrimental to employees and customers during COVID-19. Hotels have modified their service hours and quality by reducing amenities and housekeeping duties and eliminating in-room dining. Occupancy rate minimums fell from 47% to 30% between 2019 and 2020 due to lowered booking demand. In addition, an article by the same author suggests that the Hilton has rolled out a ‘contactless’ feature, where guests sign in via a self-serve kiosk. Breakfast items will also come out of a contactless vending machine (Schlappig 2021b) rather than be served by dedicated staff members. While some visitors might invite and adapt to these new changes, there is a certain level of remoteness and lack of personal touch here. In addition, the author notes that touching items, such as vending machines, is not contactless.
	On the other hand, these may pose opportunities for Hilton. For example, 87% of Hilton and hotel customers suggest they want more contactless features that limit contact between people. In comparison, 65% of travelers are comfortable with hotels integrating technology to improve COVID-19 safety. 
	While challenges remain prevalent for all businesses within the hotel industry, the company is taking steps to mitigate safety concerns and assure customers of proper protocols. For example, Hilton Hotels (2022) says the company has restored daily housekeeping in some locations, allows for last-minute reservation cancellations, and implements contactless payment and check-in. Additionally, Hilton CleanStay is a program designed explicitly for COVID-19, partnering with the makers of Lysol (Hilton Hotels 2022). 
2. Cross-Cultural Exchanges & Considerations
	While we view hotels like Hilton as diverse, and the company has largely taken steps to improve its international image, cross-cultural barriers and challenges may be an invisible threat. Management may be a target area. According to Lu & Zhu (2019), who write from a Chinese perspective, cross-cultural management brings together several cultures, including individuals and objects with different cultural backgrounds. When Hilton enters places like China, the hotel may encounter different practices, customs, attitudes, rationality, and ways of handling conflict. In some cases, Chinese and English-speaking leaders may not understand each other at board meetings.
	Grobelna (2015) writes that there may be problems relating to intercultural communication within organizations, especially between hotel guests and employees from different backgrounds. Hotels that are expanding internationally into foreign areas must consider these differences and possible communication mishaps. Sometimes, people of different linguistic backgrounds consistently communicate about essential matters. Hospitality is a 'people' industry whose success depends highly on the quality of service (Grobelna 2015). Jansen-Verbeke & Steel (1996) note service sectors are experiencing rapid internationalization, which means that companies should be conducting cultural Hofstede analysis regularly.
	Diversity management is critical here. Mistry et al. (2021) conducted a literature review on good diversity management practices, noting policies promoting diversity were positively associated with job performance. In addition, diverse management initiatives demonstrated that service innovation behaviors are positively related. Supportive work environments and leadership commitment to diversity management are facets of managing diversity programs that positively impact innovation and service.
	Delaney (2014) notes that diversity management can come as a concrete and tangible asset, as customers purchase service when booking hotel rooms and reservations. The author suggests that diversity management may be an even more important factor than technological adaptation and use. Given this information, Hilton Hotels should invest in a high-quality diversity management program for employees and the leadership team, including management.
3. Strict Competition & Technological Considerations
	Hilton operates in a highly competitive environment (Hilton Worldwide 2021), which may present an issue if the company fails to integrate technology appropriately or use other means to stay innovative. A report by Gupta (2018) suggests that about 10.2% of the global GDP comes from hotels. Adaptation with and to new technologies and shifting customer profiles are the top drivers of competition. It can include big data, machine learning, app creation, connectivity, and suitable accommodations for emerging demographic groups (Gupta 2018). The diversity piece is critical to consider here. Hotels understand that customers now have the power to write and access reviews through websites like Yelp (Gupta 2018), and they can also engage in travel blogging. These new forms of communication and information dissemination can be either advantageous to a hotel brand—if reviews and blogs are optimistic—or damaging if reviews are negative.
	Hilton is already implementing the contactless check-in, but these provisions are primarily responsive to COVID-19 and the increased need for contactless payment and check-in. Mouratidis (2021) identifies several critical and emergent technology trends. These are mobile check-in, augmented and virtual reality, cybersecurity protocols, translation devices that assist guests with communicating with hotel staff, and digital offerings for tech seminars and lounges (Mouratidis 2021). Attala (2019) suggests tech innovations like intelligent energy management and predictive maintenance systems. Finally, Barawid (2022) talks about travel planning gamification to make the booking experience more engaging, virtual reality tours, IoT Internet of Things, and chatbots on company websites.
	Hilton has already implemented technological innovations, including smartphone door lock openers and a new option on its website that allows for instantly booking connected rooms (Christine 2021). However, it is the first time a major hotel chain is offering such a service; Digital Key Share allows multiple guests to access their room. It would be the first of its kind at Hilton, but questions emerge about whether this technological innovation is enough, given there are hotels likely implementing more advanced creations. 
4. Uncertainty about International Expansion
	According to the SEC report from 2021 (Hilton Worldwide 2021), as Hilton derives a part of its revenues from hotels outside of the US, conducting international business could reduce revenues, increase costs, and reduce profits to disrupt industry. This would also entail contract obligations and indebtedness, where the company would essentially have difficulty funding certain operations (Hilton Worldwide 2021). In other words, there is a risk that an over-reliance on international business will hurt the company due to uncertainty, and the issue worsens due to the global nature of COVID-19. In addition, Hilton needs to consider some of its contractual obligations to partnered firms or any existing partnerships that may impact operations and revenue. 
	Here, the company cannot underestimate the value of conducting concrete research. The research evaluates whether it should continue to expand internationally or remain more rooted in its domestic (US) markets. Global expansion, however, presents added opportunities. There are many regions the hotel could potentially enter and extend into, including Asia, Asia Pacific, and even more accessible parts of Africa. According to a study by Kruczek (2011), it is common to see travelers going to exotic destinations and becoming veritable parts of the linguistic and cultural landscape, particularly after engagement with locals. In the 21st century, exotic and non-European travel destinations are increasingly popular. Locations include Papua New Guinea, China, Southern Africa, Laos, and South America. 
Amster (2013) suggests that exotic tourism is increasing, as noted by Jeremy Palmer, vice president of Tauck Tours. “Exotic travel is one of our fastest-growing business lines” (Amster 2013). People desire authentic cultural experiences. Wilson & Ypeij (2012) suggest that tourism in Latin America and the Caribbean, particularly from Western nations like the United States, has increased in the past 50 years (Wilson & Ypeij, 2012). It gives hotel companies opportunities. 
The recommendation would be to look at how Hilton can capitalize on its exotic tourism business in regions like the Caribbean, Southeast Asia, Africa, and even the Middle East. It can embrace and take advantage of globalization trends. 
Findings and Results 
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date 
	Planned Budget

	1
	COVID-19 
	Continue to offer COVID-19 safety protocols & provisions while targeting/gauging what customers want
	Attract more customers who might be afraid of traveling during COVID-19 
	Three months
	September 30, 2022
	$30,000

	2
	Cross-Cultural Exchanges & Considerations
	Diversity management programs and the use of translators & technology
	Better communication between members of diverse groups (managers, employees & customers) at Hilton hotels
	Six months
	December 30, 2022
	$500,000

	3
	Strict Competition & Technological Considerations
	Invest in more technological innovation to entice clients, especially during COVID-19
	Increased number of clients booking rooms; efficiency costs 
	One year
	June 30, 2023
	$1M

	4
	Uncertainty about International Expansion
	Capitalize on the trend of globalization
	Hilton Hotels expands into other regions of the world, leading to more robust sales 
	One year
	June 30, 2023
	$5M



1. COVID-19
As noted previously in the report, Hilton Hotels is taking some definite steps to ensure protection for customers staying in its hotels. For example, contactless arrival means that customers can use an app to check into their room (Hilton Hotels 2022), preventing them from contacting others and lessening the risk of infection. In addition, according to Business Wire (2020), Hilton has preserved some of its asset value and liquidity. These assets include a 50% pay cut to employees that is temporary and eliminate non-essential expenses (Business Wire, 2020). 
The recommendation is for Hilton to conduct a comprehensive evaluation that includes a customer survey confirming whether customers prefer contactless payment and check-in or whether they do not consider COVID-19 to be a threat to their traveling preferences. Stories from Hilton make some suggestions as to what the hotel chain had already done. These include offering remote workspaces rather than event venues, modifying cancellation policies, and trademarking Hilton CleanStay (Hilton Stories 2020). But first, management should consider surveying customers to prioritize measures and invest appropriate money into COVID-19 protocols.
2. Cross-Cultural Exchanges and Considerations
Hilton already has diversity and inclusion management, but there is more of an orientation toward hiring members of ethnic minority groups (Slovak 2018; Diversity Inc 2022; Hilton 2019a). However, these initiatives focus on engaging members of ethnic minority groups to diversify staff. 
The recommendation is for Hilton to meaningfully create translation and other services and cultural resources to facilitate optimal communication between managers, guests, and employees. In addition, consultancy and training regarding formal communication would be helpful. They can include things like teaching body language, fostering respect for different cultures, asking for feedback, summarizing (Brenner 2018), and keeping terms simple (cHRysos 2022). It would also involve having managers and staff learn about different cultures (Washington University School of Medicine 2022).
3. Strict Competition & Technological Considerations
Of the options outlined earlier, Hilton should conduct a customer-wide survey to establish what kinds of tech innovations customers would like to see. Christoff (2021) notes thus far that the only initiative put forward by Hilton is the Connected Rooms platform, which allows customers to book immediately using an app. One suggestion is virtual and augmented reality in the hotel industry. According to RevFine (2022a), VR, virtual reality, makes it possible for customers to view rooms before choosing them. Guests can use VR sets to view their rooms before making a purchase. Another option is to offer 3D virtual tours of different locations, where customers can see how a specific destination looks before reserving accommodations. Another article by RevFine (2022b) suggests integrating the hotel into the metaverse, which is becoming increasingly popular, particularly as customers look for digital experiences. Marriott Hotel is already, for instance, selling NFTs (non-fungible tokens) as part of its offerings. Another recommended strategy that would assist Hilton in cutting costs and promoting customer engagement is artificial intelligence. Lacalle (2021) notes hotels can use AI to generate outcomes, products, and services that customers want using machine-based learning, which adapts to customers' preferences. Hilton can locate a chatbot (Lacalle 2021) on its main website, as this is popular for companies. Customers are increasingly looking for real-time interaction. Moran (2022) notes over 87% of customers typically experience satisfaction from chatbots on a website they are visiting.
4. International Expansion
Here, Hilton should assess its subsidiaries in non-US countries and evaluate which exotic destinations might appeal to customers. For example, there are hotels in Malaysia, Bora Bora, Montego Bay (Jamaica), and Maldives (Aleksandra 2022). However, these tend to be all-inclusive resorts or large hotel properties that do not engage meaningfully with the local culture or may not allow travelers the opportunity to engage with local culture. 
A possible recommendation is to expand Hilton's Web Platform offering to more destinations. Currently, the company has the La Dolce Vita Experience in Italy, where guests receive a chauffeur and can engage in photo sessions offered by the hotel. It also has the Made in Italy by You experience, where guests learn how to fashion Italian-made sandals (Newsdesk 2018). While these are good opportunities, Hilton can consider expanding this service to other areas of the world, such as the Caribbean and Asia Pacific, particularly with increasing cosmopolitan attitudes. For instance, while customers can make their shoes in Italy, they can also visit a cigar shop and roll their cigars in Cuba or learn how to make a proper Pina Colada in Puerto Rico. The strategy would offer the customer enriched and enhanced opportunities to engage with other cultural groups beyond hotel walls.
On the other hand, research suggests all-inclusive vacations remain popular, particularly following the pandemic. Demand for all-inclusive vacations has surged (Wood 2022; Shallcross 2021). Hilton should continue to maintain and upkeep its all-inclusive vacations in foreign areas. Customers are looking for more flexible options to work remotely and vacation (Wood, Flexcations are the New Travel Trend Data Shows 2021), so Hilton might consider offering longer all-inclusive trips where customers can work and relax.
Recommendations 
· Continue with COVID-19 provisions, such as Hilton CleanStay, but a survey to gauge what customers think is important for COVID-19 protection. For example, the following questions can appear on the survey:
· Are you afraid to travel during COVID-19?
· Would you stay at a Hilton Hotel during COVID-19?
· Would you feel safer with more contactless options?
· Implement the appropriate measures (reduce or increase) based on customer suggestions/poll
· Develop cultural resources, such as a training program with accessible material, which assist managers, staff members, and guests in interacting with each other; teaching staff members about cultural awareness, particularly in other countries
· Consider the following implementations for technology:
· Use of chatbots on the main website
· NFTs, non-fungible tokens
· Virtual reality both for in-room viewing and for viewing locations through using VR goggles
· Consider some new strategies for international expansion and bridging the cultural divide between customers and the locations they arrive in. It includes expanding the existing experiences, such as La Dolce Vita, to new locations worldwide. Ashkenazi (2021) proposes one strategy hotels are taking where they offer things like noodle making in Japan or visiting an immersive Mayan riviera ancient civilization site. 
· Hilton should continue to offer all-inclusive resort vacations in many of its foreign locations, as there is still demand them. However, it can have new packages with more extended stays for customers who want to work remotely while enjoying a longer vacation.
Conclusion 
	Based on the findings and overview of Hilton Hotel, the industry and company experienced challenges during the COVID-19 pandemic, which caused business shutdowns, social distancing and travel restrictions, and recent vaccination mandates. Hilton's strengths include a strong international brand presence and awareness, diverse hotel types, and a high market share in the US. Weaknesses include poor reviews, poor global market share, and data compromises. Hilton's opportunities are to expand globally and utilize technology, such as social media advertising, chatbots, AI, and VR, to provide a better and more engaging customer experience.
	The report then details Hilton's financial data from recent statements and statements from 10+ years ago, showing that COVID-19 has affected the company's sales and economic success. However, 2021 saw an improvement from 2020 and 2019, offering some growth opportunities. 
	The following are some of the recommendations the report makes for Hilton. From a financial perspective, Hilton should evaluate which COVID-19 measures and protocols would be instrumental and cost-effective and which measure customers' desires. Hilton should continue with the StayClean program and assess whether it needs to implement contactless payment in additional global locations or whether there is demand for such technology. Contactless payment is also congruent with a changing 21st-century landscape. It could result in cost savings (i.e., not having to hire an additional concierge). 
	Hilton already has a diversity and inclusion approach worth boasting about when hiring. Still, he should implement cultural awareness and education programs for its staff members and managers. This will allow English-speaking staff members to interact with members of diverse linguistic/cultural groups to communicate more effectively. It is also vital during an era of globalization when more foreign tourists are in the US. 
	For technological considerations, Hilton needs to implement new technologies to stay abreast of competitors who are rapidly evolving. Hilton can include VR in-room viewing services, VR vacations, and chatbots on the main website. It can use AI to identify customer preferences for more targeted product and service rollout. 
	While there remains demand for all-inclusive vacations, Hilton can consider expanding its program for international vacations at some of its global locations.
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