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The pandemic shut down the travel and hospitality sector in the early 2020s and 2021, negatively impacting the global travel and tourism industry. Countries' adoption of laws had a substantial influence on the operations of the business, including Hilton London Inc., now in 2023 that the outbreak is well under control, the market is rebounding, and the hotel industry is seeking methods to store itself. Hilton's occupancy at the start of the epidemic was lower than usual, and numerous causes have been identified like lack of digital services, competitive advantage and sustainability, operation and meal accommodation, and clean and hygienic rooms as people value cleanliness and hygiene more after the pandemic.  Following the present outbreak, Hilton has introduced several solutions to the problem. Hilton might promote cashless check-in and check-out using the virtual APP and expand the use of digital room keys. Hospitality executives are concerned about how their companies will be impacted and what they should do next in the face of specific challenges and a yet unknown set of hazards. There are many lessons from history and from other fields that might be used right now, in the heat of the moment. To implement social distancing, the United Kingdom and a few other nations have either completely shuttered hospitality businesses or placed restrictions on how they might serve their customers. A decrease in visitor counts of anywhere between 20% and 90% year over year is the result of two of those "shelter in place" suggestions plus widespread concern over the viral spread. For example, in China, despite the removal of limitations, restaurants continue to provide a discount on regular orders. Many customers looking for restaurants and bars will resort to the internet for both "click and buy" and delivery aggregators, with both delivery options having the potential to overrun such networks, due to changes in site visits waft and required lockdowns. Customer preferences may also change as a result of Public Health England recommendations that urge people to become more conscientious of cleanliness, particularly in public settings. The hotel should be aware of their guests' changing needs, including their co-dependency. Consideration of vulnerability and contact with their messaging Customers will be concerned about product security, but they will also want assurances that staff members are safe. Additionally, capacity financial effects should drive customers to be more rate-sensitive when placing orders or making future reservations. Many businesses may experience liquidity and money flow issues at some point during this period as a result of decreased customer traffic and other market effects, necessitating downstream effects like furloughs, layoffs, inability to pay rent and utilities, or decreased funding for innovation and era.

Threats-possibilities-Weaknesses-Strength’s analysis, or TWOS, is a strategic planning tool used to identify and assess the internal and external elements that can affect Hilton’s capacity to realise its goals. The goal of TWOS analysis is to assist organisations in identifying their weaknesses and strengths, as well as the opportunities and dangers in their external environment, in order to create strategies that maximise opportunities, maximise possibilities, and minimise risks. Hilton may improve strategies that take advantage of its strengths and opportunities while resolving its weaknesses and minimising capability risks by identifying and assessing those aspects. TWOS analysis ultimately aims to help firms make wise decisions and take proactive measures to achieve their goals in a continually changing business environment. The Hilton Honours programme, a well-known and well-recognised reward programme allows Hilton to differentiate its services, which is one of the benefits. In addition, the bold Hilton brand and first-rate service may provide vitality.

Staying with the essential change after the Coronavirus outbreak is vital. Buyer conduct in the lodging and convenience area has changed because of Coronavirus limits. A portion of this conduct will carry on until things are back to ordinary. Hilton Overall can profit from these progressions in buyer conduct to make an undeniably more feasible plan of action. For example, customers that frequently purchase items could cut their market entrance and shutting mile conveyance costs. The purchaser data Hilton Overall approaches may likewise be utilized in inflationary times to increment client devotion, give better labour and products, and upgrade the offer. However, it looks that the well-known hospitality organisation has plenty of potential for strategic improvement across nearly all of its operational facets, including operational strategies & decision-making elements. Numerous ideas have been raised throughout the general conversation to improve the advantages it offers for commercial, functional, and operational environments. These rules would considerably aid in the advancement of governance, the potential for mergers and acquisitions, partnerships, and the normal aggressive advantage of Hilton resorts.
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The hospitality industry, especially Hilton Hotels, has been significantly impacted by the COVID-19 outbreak. Some of the factors that have an impact on Hilton hotels include decreased occupancy rates, changes in visitor behaviour, decreased sales, changes in consumer behaviour, such as the preference of customers for more hygienic lifestyles, and a change in a business model that included giving out more flexible booking rules and modifying their services to support remote work and virtual meetings. It will address the problem of the pandemic’s impact on the Hilton hotel operations and revenue. It will use tools like Pestle analysis, and SWOT analysis to investigate the scope and analysis of Hilton hotel. To determine a company's opportunities, threats, strengths, and weaknesses, a SWOT analysis is a strategic planning technique. It might offer novel insights, such as potential growth opportunities for the business relative to its competitors. This might help with improving the company, increasing profitability, and getting more frequent satisfaction. Although PESTLE assessment is a valuable technique for assessing individual company initiatives, it works best when used in a more extensive, enterprise-wide context (Gursoy, and Chi, 2020). Knowing where things stand right now and where they're headed in the corporate world may make it much easier to spot opportunities and seize them, as well as to avoid hazards. In the main body, it will analyse the key problems and imaginative ways to solve the specific problems of Hilton hotel. It will also try to maintain and strike a balance between the positive and negative aspects of the analysis. The main body section serves as the report's main framework and is where the author elaborates on the Hilton hotel's main problems and solutions. It combines the data from the scope and analysis section with historical records or creation-related principles (Camilleri and Kozak, 2022). The record's body provides details on what was achieved, how it was done, the outcomes, and any inferences or conclusions that might be made. Findings and assessment refer to the act of dissecting a complicated topic or body of information into manageable chunks to improve comprehension of the report. This conviction enables the author to have the ultimate say over the topics covered in the report, to integrate the thoughts, to highlight the significance of the ideas, and to introduce the reader to a fresh viewpoint on the Hilton hotel’s organisational consultancy (Le and Phi, 2021). 
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About Hilton Hotel London
A hotel with a view of both Hyde Park and Kensington Gardens is located on Bayswater Road in central London and is called the Hilton London Hyde Park. The system became active in July 1999. The structure's previous name was Coburg Courtroom Hotel. The Coburg Court Resort started taking reservations in 1907. The resort was changed to Coburg towards the beginning of the 1960s. Alfred Hitchcock shot the movie Frenzy in the Coburg resort. The lodge was the location of phoney filming in September 1971. The resort hosted fictitious filming in September 1971. The Coburg hotel's interiors were generally modelled at Pinewood Studios, except for the police officer’s perception. (Reidhead, 2020). The Hilton London Hyde Park's major, multimillion-dollar makeover was finished in June 2016. The conference spaces, common areas, and visiting rooms all had a comprehensive overhaul as part of the construction. The inn has significantly increased the number of rooms it provides and enhanced the variety of eating options. All 136 guestrooms in the Grade II-listed Edwardian building offer modern spaces with a vintage twist to accommodate modern tourists while remaining true to the building's rich heritage. Both Notting Hill and Harrods are accessible by foot. Heathrow Airport can be reached by car only 35 minutes from the Hilton London Hyde Park (Miao et. al, 2021). 
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Figure 1: Hilton Hotel (Source: Top Hotel News)

Background of the organisation's operations 
The proposal included adding a new category of family-friendly rooms in response to the growing number of tourists visiting London for leisure and looking for more room and elegance. The four new rooms are created with a separate entrance on their floor for access. Only major enterprises can rent them out, providing guests with the comfort, adaptability, and personalisation they need. The resort also changed its dining room, which was formerly a hair and tanning business, into Aubaine. Genuine French and global cuisine are served in the Hyde Park restaurant. Every eating option centres on you. You may start your day with a substantial breakfast or a nutritious snack in the Aubaine front room Bar. One can also relax with a cup of coffee there (Kansakar, Munir and Shabani, 2019). Customers may select anything at Hilton, including business breakfasts, beverages before dinner, and everything else in between. In addition to the Coburg conference room, which has space for up to 30 people, all 136 of the hotel's guest rooms also include wireless internet access. Hilton International has new cancellation rules: Up to 11:59 p.m. on the day before your arrival, there are no cancellation costs. This serene, chic four-megastar London Hilton is available in a historic structure with lovely views of Hyde Park and Kensington Gardens. Located near the Queensway tube station, three minutes’ walk from Bayswater (Pappas, Michopoulou and Farmaki, 2023). All of the rooms at the Hilton include flat-screen televisions with movies available on demand, tea and coffee-making amenities, electric kettles, and hairdryers. Additionally, Hyde Park is visible from several rooms. The lodge has a unique domed ceiling, stained glass windows, and old-fashioned, meandering hallways in addition to conventional terracotta brick murals (Dzhandzhugazova et. al, 2016). 

PESTEL analysis of Hilton hotel London
	Political factors
	 Political factors influence how governments and political decisions affect Hilton's operations. The epidemic has caused several governments worldwide to implement travel restrictions and border closures, which has had a significant influence on hotel occupancy rates (Reis et. al, 2020).  Furthermore, adjustments to governmental regulations and regulations about hospitality and tourism may also have an impact on Hilton's operations (Rahman, 2019). 

	Economic factors
	Economic considerations discuss the more general economic conditions that could have an impact on Hilton's sales and profitability. The pandemic-induced worldwide financial slowdown has had a significant impact on the resort industry, with many visitors choosing to postpone or cancel their travel plans until conditions improve (Ionel, 2016).  As a result, Hilton's occupancy rates and income have declined. Alternate fee changes may also have an impact on the inn's foreign guest earnings. Moreover, changes in consumer behaviour brought on by monetary uncertainty may impact demand for Hilton's services (Thao, von Arx and Frölicher, 2020). 


	Social factors
	Social aspects refer to how societal norms and values affect Hilton's business practices. Hilton's reputation and client loyalty may be impacted by how customers see the security and sanitary practices of the hotel industry (Lew et. al, 2020).  In order to address this, Hilton has implemented a number of security measures, such as improved cleaning procedures and contactless services, to ensure the safety and well-being of its visitors. Moreover, the pandemic-related changes in consumer behaviour and the increased demand for contactless services may need that Hilton adjusts to new customer possibilities (Dogru, McGinley and Kim, 2020).


	Technological factors
	The effects of technical trends and improvements on Hilton's operations are discussed along with related technological variables. The epidemic has accelerated the implementation of generation, contactless check-in, and mobile billing within the hospitality industry. To keep up with the rapidly changing business scene, Hilton might wish to invest in new technologies. Changes in client behaviour, as well as a rise in online booking and virtual study, may also necessitate Hilton adapting to new technology trends (Lau, 2020).


	Environmental factors
	Environmental aspects consult Hilton's operations with the impact of environmental sustainability. Because of the pandemic's emphasis on environmental sustainability, guests may be more likely to choose hotels that emphasized sustainability. To decrease its environmental impact, Hilton has implemented a variety of sustainability strategies, such as eliminating single-use plastics and introducing energy-saving initiatives. The operations and financial success of the resort may be impacted by changes in governmental policies and legislation relating to environmental sustainability (Cerchione and Bansal, 2020). 


	Legal factors
	Legal factors discuss the effect of laws and regulations on Hilton's business activities. Changes to minimum wage laws and other labour laws, among other things, may have an impact on the resort's labour expenses and profitability. Moreover, modifications to government regulations governing health and safety standards may affect the inn's operations and overall reputation. To comply with these regulations and ensure the safety of its employees and visitors, Hilton has implemented several safety precautions (Seidu et. al, 2022). 









SWOT analysis 
	Strengths 
	Weaknesses

	· End of lockdown
· Loyalty program success 
· Famous and strong brand 
· Comprehensive portfolio of property
· Brand equity (Škare, Soriano and Porada-Rochoń, 2021).
	· Overdependence on European travellers
· Rising debts 
· Less flow of travellers (Melián-González, Gutiérrez-Taño and Bulchand-Gidumal, 2021).

	Opportunities 
	Threats

	· Expansion in the international market
· Affordable for middle-class people (Nazmfar et. al, 2019). 

	· Direct threat from competitors like Hyatt, and IHG hotel
· Slowdown in the U.K economy 
· Increasing cost of living because of war (Floričić, 2020). 
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Over a century ago, Hilton began to establish a reputation for improving visitor pleasure. In actuality, Hilton was the first to design the core bookings, minibar, and room service systems that are today considered industry standards. Hilton continues to think of novel thoughts even though minibars have been there for a considerable length of time and made an incredible presentation. Quite a long while back, they presented the Hilton Praises application and computerized Centre innovation to furnish guests with a confirmation and enlistment experience. In their 5 feet to healthTM show, they outfit 11 extraordinary wellness hardware and embellishment choices with the goal that guests might sort out in the isolation of their rooms (Prud’homme and Raymond, 2016). Additionally, their most current Clean Stay programme guarantees visitors stricter cleaning and inspection practises in the wake of the epidemic. One of the most severely affected sectors during the epidemic, which had catastrophic impacts everywhere, was the travel and hotel industry. Hilton's original challenge was to manage cancellations, much like the majority of hotels, resorts, and other vacation locations (Dioko, 2023).  The general feeling that is closest to travel, though, has been and continues to be the task. As well as the traditional problem of standing out from the different resort alternatives, Hilton had to face fresh worries and objections regarding tours during a dangerous sickness. It is essential to innovate & trade via digitalization, to take advantage of the company cost of business add elements, and to capitalise on the variables of the pandemic into opportunities if they are to generate changes in the mid amidation (Sanjeev and Birdie, 2019). The transition to digital is a destructive system that requires rethinking business culture, strategy, operational processes, or even external collaboration, so organisations need to be ready for quick exchange and fierce opposition. Hilton and the hotel industry have a primary objective: to function more exactly and systematically. This is true even though the hotel sector utilises a variety of strategic digitalization techniques (Gibson, Pratt, and Iaquinto, 2022). Hilton's method for promoting reaffirmed acceptance as real and identity in both their trip and their logo appears to be based on three insight-driven pillars: product creation, innovative marketing, and interaction with consumers.  This study centres on Hilton's corporate strategy and places it in the context of the present crown pandemic. It uses a mix of qualitative and quantitative research techniques to examine Hilton's prospective digital transformation plan in the post-epidemic era of technology (Jawabreh, Mahmoud and Hamasha, 2020).

Marketing strategy 

Visitors' priorities change throughout an epidemic. When people are looking for a hotel, cleanliness and security are more important to them than amenities and customer care. To rival the solace and security of individuals' own homes, Hilton should aim to develop a program that could ensure a similar exertion and care in tidying up their lodgings. The Hilton should aim to present hygienic campaigns at their hotels in a joint effort with the notable family cleaning brand Lysol. The Hilton hygienic will help them to develop their clients their room has been expertly profound cleaned because there will be no different visitors left and that cleaning was managed without anyone going into the room, which was featured in the show. Hilton should post videos of the cleaning techniques in real life alongside the news on its social media channels stages to assist with selling the framework. This drive may focus on devotion and deals, in light of a portion of the comments (Chang, Ku and Chen, 2019). A brand might provide some useful knowledge from web-based entertainment experiences about the thing their client is thinking, feeling, needing, utilizing, doing, and so forth. Even if the pandemic may have contributed to a demand for clean rooms, social listening may have provided information on which cleaning companies Hilton's target market trusted the most and their want for a visible indication. By paying close attention to conversations that involved terms like "cleaning," "hotel," "virus protection," and similar terms, Hilton might also have discovered the insights that "parents agree with Lysol, and don't usually believe a person's word that something has been cleaned," leading to their decision in logo partnership and the invention of the physical seal. (SEMENOVA, 2018). To revive individuals' enthusiasm for movement, a promoting effort will create to act as a wake-up call of what getaways, undertakings, and excursions feel like. At the point when they were missing travel and the most distinctive recollections it will deliver, it will address the feelings of Hilton's target group. However, not every company has the same resources as Hilton, which conducted a real customer survey to gain insights into travellers' attitudes. Social listening has that appealing quality. Finding out how the target market is feeling at any particular time will not require a lot of effort or resources. Every day, via their social interest, people reveal to us what they need to know. And in terms of advertisements and marketing campaigns, it is this emotional perception and relationship that will lead to a message and creativity that connects with your audience sufficiently to motivate them to act (de la Pena et.al, 2016). 
[image: Case Study: How Hilton uses social listening to win customers]
Social media channels of Hilton hotel
(Source: Awario, 2020)

Operational strategy in accommodation and meals
With regards to the business and functional methodology of the Hilton hotel, the hotel is centred on venturing into its current business sectors of tasks in the UK. All through its several areas in the UK Hilton has followed the down-to-earth system of "Plan to Win" by giving remarkable visitor encounters and ceaselessly working on its activities. The company's business and useful strategy can include strategic methods for building relationships with local suppliers and with customers. However, Hilton will implement a fee leadership strategy that will affect the company's overall revenue technology due to decreased efforts for exceptional development. In a similar vein, Hilton Inn and Accommodations will implement an expansion and version strategy in specific Australian cities as part of its efficient business strategy (Pham, Tučková and Jabbour, 2019). The hotel's primary goal will be to expand throughout the UK amid expanding economic conditions. The company will be able to implement cutting-edge procedures throughout the national market thanks to version control. However, Hilton Hotel will implement the following recommendations to improve its overall function and business approach in the Australian hospitality industry. According to market trends, Hilton will implement aggressive advertising and trade in physical photographs of the hotel as part of its current method of market development to make them more appealing to customers. In terms of how it runs its business, Hilton will be known for delivering a great guest service experience, beautiful accommodations, and both. This will be effective in attracting domestic and international guests to Australian lodging establishments (Zaitseva et.al, 2016). Also, as part of its corporate strategy, the hotel will come up with ways to balance the needs of employees, suppliers, and franchise owners. Hilton's focus on cultivating customer loyalty to its string emblem will be extremely important. As a result, putting environmentally friendly operational practices into place will be especially advantageous for Hilton because both Australian and international hotel guests will be increasingly concerned about the environment. However, this will be extremely effective in shifting the company's advertising strategy from consumers served to customers heard (Menicucci, Paolucci and Paoloni, 2019).

Competitive advantages and sustainability 

The Hilton brand's unique service philosophy, predetermined brand promise, utilization of an experienced marketing and sales team, and capacity to accommodate 1,000 to 10,000 guests will be the primary sources of competitive advantage for Hilton hotels and resorts in Australia in the future. However, Hilton will also be focusing on strengthening its relationships with national and international special tour consortia, and corporate and travel control organizations to increase its competitive advantage even further (Ali et. al, 2021). Additionally, Hilton will continue its active efforts to ensure sustainability and a CSR approach in its business to maintain its competitive advantage (Ribeiro, Gursoy and Chi, 2022). In the future, Hilton's competitive energy improvement in Australian hospitality will likely be greatly aided by meeting incentives, event organization, and association of tourism events and meetings. To achieve this, the management of Hilton Hotels and lodgings may establish a specialized group that will help the hotel immediately improve its competitive edge in the market by organizing social events and weddings, as suggested by Kim et al. Furthermore, Hilton will continue to put together successful customer loyalty programs and may develop internal Circle programs to give its loyal customers unparalleled pleasure, service, and recognition, offering them exclusive deals, benefits, and a unique experience (Haseeb et. al, 2019).
Digital technology

In the future, Hilton will continue to use cutting-edge technology and a set of creative solutions that are well-integrated to take advantage of the company's growing operations and reduce expenses without compromising the calibre of its goods and services. As a consequence, innovation will significantly contribute to the improvement of the organization's overall performance. By using generation, Hilton will allow its visitors to select and manage their meals and lodging, enhancing their experience overall (Ozdemir, Ar, and Erol, 2020). Customers will continue to have access to a variety of services via their cell phones, laptops, and other electronic devices, including remote check-in, advance meal ordering, and room selection. Hilton will continue to use technology to improve employee satisfaction and education as well as the overall place to eat for its customers. The business will continue to understand the value of continuing, superior staff training and how it helps to improve the standard of the customer experience. The business will strongly emphasise using a range of virtual innovations to improve its current group training programmes and, in turn, improve the real eating experience for its clients (Whitelaw et. al, 2020).

In the future, the Hilton hotel and inn structure in Australia may continue to be characterised as divisional. There will be three separate departments: the possession department, the vacation department, and the management and franchising departments. However, this structure will be wholly hierarchical, and the international markets will be part of the same organisational division. Independent vendors working for the global Hilton organisation will be in charge of and in charge of managing the Hilton hotels in Australia and other global markets. The code of conduct, guidelines, management, and ethical code will continue to be the Hilton hotel's four primary corporate governance departments. However, in the future, the Board of Directors of the Hilton Inn may extend certain methods relating to the easy operation of organisational structure and adaptability to some level (Ting et.al, 2020). As a result, the hotel's management may concentrate on enhancing a specific level of adaptability inside the general device of divisional hierarchies in the organization's operations. In case of emergency or necessity at the lodge, this could help with flexible decision-making. To further improve the elements of corporate governance, the CEO and senior management may also concentrate on the make-up of the board, the moral selection procedure for administration and chairpersons, and governmental reimbursement. The Hilton Inn's BOD and Nominating Committee, on the other hand, may conduct an annual identity to assess the method's operational success to increase openness and clarity across the whole corporate governance process (Sailer, Murböck, and Fischer, 2021).
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By perceiving and underscoring its ethical, social, and ecological obligations emerging from its activities, as well as the prosperity of its suppliers, clients, representatives, and the networks where they work, Hilton hotels and inns can help create the ideal atmosphere for guests. It may be necessary for Hilton to become committed to working in an open, ethical, and honest manner to provide customers with services of the highest possible quality sustainably and responsibly (Yadav, Balaji, and Jebarajakirthy, 2019). 

Food and beverage - Quite possibly of the greatest bar and cafés on the planet, Hilton's food and drink division serves more than twenty million visitors every year. The organization's food and refreshment division teamed up intimately with the Hilton brand's café idea offices to foster food and drink answers for the organization and improve client-feasting encounters. These services have award-winning standards and are capable of providing clients with memorable meal reports. In addition, the company's restaurant concept branch ensures that each of the company's accommodations receives unique dining and service principles. Additionally, the company offers exact foods and beverages across its global branches. Moreover, the business upgrades the real eating experience for its clients by giving them a wide determination of dishes and drinks from which to choose the most ideal choices. It likewise integrates an assortment of eatery ideas, for example, Fox Sports, Palm Steak House, and Morimoto, among others (Sovacool et. al, 2021). 
Digital technology - This year, Hilton was the principal significant hotel organization to present a booking experience that permits individuals to effortlessly book and in a flash check something like two associating rooms. This was a response to a drawn-out movement arranging disappointment. This new age, named "Associating Rooms by Hilton," is being presented all around the world and can be held on Hilton.com or through the Hilton Praises application at taking part in resorts in any of the portfolio's 18 brands. With only three basic advances, people can book and promptly affirm associating rooms (Sailer, Murböck and Fischer, 2021). The visitor initially picks the number of favoured rooms, objectives, and dates. The guest then tests the container to designate "interfacing rooms" while choosing a room. The visitor ultimately selects their preferred connecting rooms and books their live reservation with immediate confirmation. Hilton's digital Key has seen rapid growth since its release in 2015. The first-place visitor can use the Hilton Hotel app to share their active digital Key with up to four additional people or devices (Ali et al., 2021). The secondary visitor must receive an invitation from the primary visitor, sign into the Hilton Hotel app, and pass a safety check that takes place immediately within the history to gain access to the digital key (Clark-Wilson, Robutti and Thomas, 2020). Guests who receive a percentage may have access to the room and belongings at some point during their stay, but they are prohibited from sharing the digital Key for security reasons. Participants who meet the requirements will be notified of their complimentary upgraded room via email and push notification from the Hilton Hotel app. If the hotel offers digital check-in, the member can easily choose where their upgraded room will be located 36 hours before their arrival (Fitzgerald et. al, 2014).
Hotel environment - The Hilton hotel and inns could create the perfect setting for dinner parties by acknowledging and emphasising the moral, socioeconomic, and environmental responsibilities which arise from its operations, in addition to the welfare of its suppliers, customers, staff, and the communities in which they operate. One may need to commit to operating in an open, moral, and truthful manner in line with Hilton's defined order of the proper atmosphere for meals if one wishes to provide clients with dinner menus and offers of the highest quality sustainably and responsibly. The organisation may also create the right environment for meals by planning its supper alternatives with clients in mind. Customers should be able to enjoy wholesome small plates, inventive meals produced with fresh ingredients, and a broad selection of drinks in a more comfortable and practical environment for supper. But the business must provide supper alternatives that attract all of its many clienteles, from pre-dinner cocktails to dinner fare (Ali and Amin, 2016). The business may also need to keep in mind that its clients prefer to have supper in their hotels due to the existing order of the proper settings. The business also aims to provide a menu with a wide range of healthy choices and make sure that everyone can eat. The organisation may also provide the ideal backdrop for dinner parties by fostering an environment and offering culinary alternatives that enable patrons to converse while savouring the thoughtful and creative cuisine and beverages given by Hilton. It might demand properly incorporating several domestic ingredients into the cuisine while also offering instructions for guaranteeing environmental sustainability (Wang et. al, 2020). The establishment must also constantly provide a wide range of breakfast, lunch, and supper options for its patrons. To thrive in the face of intense competition in the Australian hospitality business, Hilton can provide services such as remedies, remedies, aromatherapy, yoga, and meditation. In foreign markets, these services are becoming more well-known. As these services are unusual in other hotels or resorts on the market, the visitors would view them as being very special. To boost its contribution to sustainability, Hilton must enact additional CSR laws. The resort could use tactics like boosting energy efficiency and using recycled materials where appropriate. Many of these will enable the hotel to increase its customary aggressive power and environmental initiatives (Ouyang, Wei and Chi, 2019). 

TOWS analysis 

	TOWS analysis 
	Threats 
	Opportunities

	Strengths 
	It covers the strengths and threat areas of Hilton hotel. Customers search online for discounts, but the Hilton hotel is no longer providing any. As a result, they pass up the chance that rising internet phone use presents. Due to the strong value of the British pound sterling, visitors from outside the UK will need to stay in cheap accommodations. Employees will require the greatest fitness and safety training available to them to keep in shape as the retirement age and life expectancy in the UK grow.
	It includes the areas of strengths which could also serve as opportunities for the Hilton hotel. Expansion into new markets, especially those where the epidemic hasn't had as much of an impact. The diversification into markets is not typically served by inns, such as giving immersive tours or renting out space for excursions. The increasing demand for eco-friendly tour options may be incorporated into the organization's operations and logo. Increasing usage of digital platforms and generation for reservations and customer interactions (Benzaghta et. al, 2021). 

	Weaknesses
	It will focus on the current weakness which could also serve as a future threat to the Hilton hotel. Because of the pandemic and the potential for future outbreaks, there was ongoing anxiety and volatility within the tourism sector. Competition from established and up-and-coming hoteliers as well as other housing options like Airbnb. Changes in consumer preferences and behaviours, such as a demand for more affordable and socially distant travel possibilities. Regulatory and criminal justice issues as well as changes to immigration and labour legislation. 
	A rise in positive customer feedback could lead to a bigger client base from the UK and other international target markets. As the second biggest hotel chain in the world, they will become more competitive due to a gain in market share. This is partly attributable to the exceptional customer service they provide, which boosts repeat business (Teoli, Sanvictores and An, 2019). 
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	S.No
	Problem 
	Solution 
	Desired outcome 
	Time scale 
	Completion date
	Planned budget

	1.
	Planning and Control 
	This is most likely caused by the fact that the manipulation process is noticed but the character or behaviour face is mostly disregarded. But just as previously, after coming up with a management tool, managers must carefully evaluate the behavioural components of the plan to persuade people to be given regular work (Var and Gunn, 2020). 
	Making plans and becoming organised are two administrative skills that have recently been prominently tested in exams. There hasn't been any discussion on the management quality of control (
Fatorachian and Kazemi, 2021)
	6 months
	16/08/2023
	12000 pounds

	2.
	Productivity
	The amount or quality of output about the inputs required to generate it is known as productivity. The main problem and challenge now facing fee effectiveness is the rise in commodity costs. As a result, the trend right now is the growing price of food (Isham, Mair and Jackson, 2020). 


	The Hilton advertising benefits, which also include its global reach, cheaper cost, trackable and quantifiable outcomes, personalisation, and improved conversion rates are as follows: On the other side, some problems are already there, such as concerns regarding generational reliability, security, privacy, globalization-related international rivalry, and other challenges with advertising management systems (Sickles and Zelenyuk, 2019). 
	5 months
	18/07/2023
	15500 pounds

	
	Marketing 
	The bulk of the goals of the yearly plan is being reached since the management processes are reviewing and comparing every quarter. They'll occasionally look at the profitability of different products, markets, and distribution methods. These sorts of procedures are under the control of my restaurant's marketing auditor (Hoekstra and Leeflang, 2020).


	More often than extranet use, intranet use is prevalent in restaurants. Email controls how the intranet is used, and it does so by keeping track of personnel lists, market data, new product and service records, and other relevant information. Informational structures for advertising offer precise and timely data about market evolution (Deepak and Jeyakumar, 2019). 
	4 months
	23/06/2023
	13000 pounds

	4
	Operations
	Upper management at Hilton is in charge of setting both long-term and short-term objectives. The operational managers, area managers, and board of administrators at each site are directly responsible for defining goals. Some external public might be upset throughout the decision-making process, including economists, scholars, and media figures (Valadkhani, 2023
	Future-oriented, it maintains a constant point of view. Both depressing and encouraging, it might be a good place to start. For donations, for example, a graphic speech that reads "Donations that are advantageous during times of decreased electricity (Hua, and Cole, 2023).
	5 months
	20/07/2023
	18500 pounds
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The covid-19 will have a significant influence on Hilton as well as the London hotel sector. These outcomes demonstrate to Hilton how to alter its strategy, and they may be used as a template by other hotels throughout the globe. Through the use of technology, Hilton Global may innovate in the hotels and inn sector with things like true transport and product tracking, 3D modelling for idea creation, pilot testing of new goods, and more. Hilton London managers can foster a life of innovation by using methods like mining transaction records, A/B testing of websites and advertising systems, interacting with knowledgeable customers over a range of demands, and improving on modest concepts inside the hotel and motels sector (Kovačić et. al, 2023). Customers with COVID-19 are eager for cashless check-in, checkout, and delivery companies, which is a fantastic approach to stop the virus from spreading. To boost the number of virtual hotels, Hilton must create new projects and integrate them into its daily operations, such as digital key, mobile applications, and a delivery robot. These are all common examples of how firms are transforming strategically using digital technology. The virtual transformation is constructed through statistics generation. Virtual transformation is prepared to increase responsiveness, accuracy, and income for both customers and staff by utilising real-time data and insights (Pencarelli, 2020). The virtual transformation may drastically minimise employees' needless labour, optimise their potential for output, and accomplish cost-cutting and efficiency-growth objectives by automating company procedures and improving professional work intelligence. Robots perform the hotel's check-in and check-out procedures, as well as the delivery of meals and baggage, and the guest rooms include sophisticated in-room centres. As the consumer exits the room, all electricity-selling locations are locked. The customer's experience can be improved in the interim thanks to the smart device's detection and sensing abilities. However, modifications can improve a customer statistics system to ensure accurate customer communication. With a deeper and more thorough understanding of their clients and the market, hotels may make better strategic adjustments as a result of big data research (Calderwood and Soshkin, 2019). 


[bookmark: _Toc127472815]Conclusion 
In essence, because of the COVID-19 epidemic, Hilton's business has been in a terrible state, with sharp declines in revenues, earnings, and shareholder equity. The financial index is not in line with profitability, effectiveness, or solvency. The average daily rate is the normal daily cost that visitors to hotels incur. The daily average fee and income related to the number of rooms offered both decreased. Based on this, they learn that Hilton's progress is hampered by the existing business model. Following the COVID-19 breakout, it is crucial to keep up with the company's strategic transition. The Covid-19 limits have affected customer behaviour in the hotel and accommodation business. The organisational structure, culture, and method of handling power and politics of the corporation contribute to its success in the international hospitality sector. Hilton Hotels and Resorts, like many other businesses in the hospitality sector, is divided into four excellent business sectors: franchising, hotel ownership, rented hotel, and resort management. It also pertains to the market-focused and administrative kinds of control employed to run the corporation's franchise and international subsidiaries. Respect for ethnic diversity and top-notch customer service are the only two pillars on which the company's subculture is built. The management team at Hilton must keep in mind not only the services they offer but also the circumstances under why, for what purpose, and when they do so. The organisation as a whole, from customers to staff, may feel improvements in eating experiences if they are executed intelligently and successfully. To be on the cutting edge of offering the greatest possible client experience, the organisation must also include ongoing innovation. Modern technology must be used in conjunction with continual improvements in employee-related education. Additionally, contact with customers continues to be a crucial strategy for building enduring bonds between them and the company. To improve consumer interactions with the company, Hilton must also update its physical location without upsetting visitors. Additionally, the business wants to strengthen its connections with all of its suppliers and partners to better serve its customers. To boost Hilton's interactions with its customers, customer feedback systems may be improved in a big way.
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