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[bookmark: _Toc98522574]Executive Summary 
This report will critically analyse the Hilton's existing and prospective external and internal surroundings in reaction to a worldwide pandemic. The frameworks that will be used are pestle, swot, McKinsey 7s, and porter. The analysis contains a comprehensive analysis about the pandemic effect on Hilton business process and how Hilton cope with that. Within Pestle, it is found that from the perspectives of political and technological areas, there are a significant effect on politic regulation where it affects the profitability of Hilton. On the other side, digital transformation is adopted by Hilton responding the radical changes of consumer behaviour. Under swot analysis, it is found that Hilton has many strengths to strategize the firm for achieving innovation strategy. Moreover, Hilton continues to use differentiation strategy in the pandemic era to sustain in the market. There is a threat for Hilton under porter 5 forces which is product substitutes as due to the effect of covid19, digital adoption acceleration is highly significantly accelerated. Lastly. Hilton is recommended to diversify its product, involving in metaverse, and strategic alliance to keep perform in the market. 
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Introduction
The marketing audit is the comprehensive assessment of all angles of marketing operation in an organization (Lipnicka and Dado, 2013).  Mokwa ( 1986) states that marketing audit also play variety of roles, including involving strategists, policymakers, and promoting decision-making (Cancino, Palacios and Manjarrez, 2019). Additionally, it is a tool whose outcomes can be used to project activities that integrate the marketing plan as a tool for long-term management. Furthermore, it discloses performance by providing output data on the results of marketing actions conducted. Marketing Audit is fundamental to be conducted periodically in the current changing environment due to Covid-19 pandemic affecting the changes of consumer behaviour that has a direct impact on the marketing approach. Based on WHO Website, Coronavirus disease (COVID-19) is an infectious disease caused by the SARS-CoV-2 virus (WHO, nd).
COVID-19 has given rise to several changes including service innovation motivations and practices (Heinonen and Strandvik, 2021). Moreover, Milovanović (2021), the novel coronavirus pandemic has brought about significant disruptions  and challenges  to  hotel operations. According to Mohammed Said Al-Mughairi, Bhaskar and Khalfan Hamood Alazri (2021), the tourism and hospitality industry was one of the hardest hit by the COVID-19 outbreak globally.
Due to the change of consumer behaviour affected by Covid-19 which create a response from the external environment e.g., political regulation, economic stability and technological development, operational disruption of the industry involved occurs. Hotel businesses is one of the hardest hits during the pandemic. Covid-19 has been significantly negatively influencing the demand of hospitality especially hotel businesses as stated by Thomsen (2021), The COVID-19 pandemic has wiped a staggering £80.8bn off hospitality’s sales in just 12 months. Thus, demand disruption has impacted the profitability ratio. 
To illustrate more, Hilton Inc will be brought to the report for a case study how to critically analyse the organisation current and future external and internal environments by pestle, swot, mckinsey 7s, and Porter 5 forces analysis. Hilton Hotels Corporation is a hotel/ lodging company that is spread worldwide. As a famous international hotel corporation, Hilton Hotels Corp. has bought tone of the largest hotel franchisors in the world(Cheng, Ho and Chien, 2011)
Due   to   the   reliance   of   Hilton   Worldwide   on   corporate   clients   and   tourists, they   suffered   a   significant loss of revenue in the second quarter of 2020 due to the pandemic, reporting an 81.0% decrease in revenue per available room (RevPAR) and a decrease of 77% of   management fees and franchise and licensing fees compared to 2019 (Hilton Worldwide Holdings Inc., 2020).  
· [bookmark: _Toc98522576]Pestle 
Pestle is an acronym for six analytical fields: political, economic, social, technological, legal, and environmental. Each areas contribute to the process of discovering the source of a problem within a given situation (Saudi et al., 2021). The pestle concept is applied as a tool to monitor the corporate environment in which they operate or plan to launch their products and services, or to anticipate macro situations that affect the company. The result of PESTLE analysis can be utilized to become a bases for compiling a SWOT analysis, especially in terms of opportunities and threats to formulate the most suitable strategy in competing within the industry adjusting with strengths and weaknesses that the firm has.  In terms of Hotel Businesses due to the outbreak of Covid-19 pandemic, politic and technology are the most relevant to be analysed as follows. 
Politic
The variables of political regulation affect how much a government may impact the economy or a particular business (Nitank and Treivdi, 2016). Political field play a big role to the efficiency of a firm productivity. In other words, the more productive the firm operates, the more income the firm will obtain. Political field may be the most essential aspect to analyse as it comprehensively affects the other areas i.e., economic, social, environment, legal, social and technology. As an illustration related to this research, according to Neumayer, Plümper and Shaikh (2021), in the period of Covid-19 first wave, most countries launched a border restriction both inwards and outwards to prevent the spread of the virus. Moreover, travel and tourism are among the worst-affected sectors, since worldwide demand has plummeted dramatically (Candia and Pirlone, 2022). Hotel occupancy rates collapsed to an all‐ time record low of 21.6% in mid‐April 2020 (STR, 2020). Global mobility has come to a near stop as 166 countries limit entry into their national borders, leaving tourism sites barren because their main source of revenue, international tourists, was practically gone (Lapointe, 2020). 
Adjusting with Sebelum COVID-19, karyawan Hilton merupakan komponen penting dalam proses check-in untuk memastikan bahwa pengalaman tamu yang luar biasa ini tersampaikan. Tujuan Hilton Worldwide bergeser ke arah menciptakan lingkungan yang aman bagi tamu untuk check-in saat virus menyebar. Pergeseran ini juga berkorelasi dengan dua nilai inti Hilton Worldwide, yaitu integritas dan akting sekarang. Hilton mengklaim untuk selalu melakukan hal yang benar dan beroperasi dengan rasa urgensi dan disiplin. Di masa pandemi seperti ini Hilton Worldwide mengidentifikasi bahwa “hal yang benar untuk dilakukan” adalah memastikan keselamatan para tamu dan karyawan mereka (Hilton, 2020).
Technology 
According to Fosher (2016), Technological approaches that have an effect to the firm are outlined within technology under PESTLE (“Oxford College”, 2016). Bush (2016) emphasize that the variables are based on the development of technology. The pandemic accelerated technological innovation on service industry (Jiang and Wen, 2020). Moreover, Kamble and Chandel (2019) states, to achieve maximum efficiency of service in hotel service, technological innovation need to be adopted. 
According to Liu and Yang (2021), due to prevent the spread by any contacts, self service technology is significantly mutualism applicating social distancing, hygienist, increasing positive perception from customer.  Hence, self service technology is effective to reduce the risk of Covid-19 (Shin and Kang, 2020). 
Hilton Worldwide has re-examined its check-in process in light of the outbreak of COVID-19. To ensure the safety of its guests and employees, Hilton emphasised the importance of using their app. Christopher J. Nassetta, CEO of Hilton Worldwide, stated that "some mechanical components of the experience will be digitised, but that will happen anyway. It will simply occur more quickly"(Sperance, 2020). As a result of the current crisis, many Hilton hotel customers have altered their expectations for hotel cleanliness, disinfection, and frequency of contact (Hilton, 2020). 
The apps reduce the frequency of touch points between the customer and the frontliners. Consequently, it lowering the chance of virus transmission. Additionally, a study by Shin and Kang (2020) discovered that if expected contact times are reduced through technology, customers anticipate less health hazards. Prior to COVID-19, Hilton World wide’s major focus for the check-in procedure was on the client. This aligns with Hilton's fundamental principles. Among these ideals is one associated with hospitality. As a result, Hilton Worldwide is committed to providing great guest experiences. Responding the appearance of covid19, Hilton launched cost cutting strategy, reducing the inefficient expenses (Hilton Worldwide, 2020). Hilton has changed its priority of business model for its check-in process. 

· [bookmark: _Toc98522577]Swot
A swot analysis evaluates the internal strengths and weaknesses, and the external opportunities and threats in an organization’s environment (Bonnici and Galea, 2017). With the current changing environment, SWOT analysis need to be carried out to formulate advanced competitive strategies. Strength is the aspect will be analysed on this report as it is very significant to formulate a firm strategy to respond the pandemic environment.  “A strength is  a resource,  skill,  or  other  advantage  relative  to competitors  and the  needs  of the  markets  an organization serves or expects to serve“ (GÜREL and TAT, 2017). Strength informs the firm strategy.  Competences, tangible and intangible assets, resources, strategic capabilities are the sources of strength. Strengths are very relevant to achieve perceived-value. Consumer perceive value will lead to competitive advantages. Competitive advantage then will have a direct impact on the profitability ratio.
VRIO model will be utilised for analysing tangible and intangible assets of Hilton that identify the strength of Hilton to achieve competitive stance or market position. As a big organization, Hilton has massive tangible assets e.g., franchisee, patents, financial resources, etc. According to Harvey ( 2020), Hilton has a massive financial resources as well as its brand strength. The financial strength provides a capability to do more research and development product to launch a new product with innovation gaining competitive advantage. The resources are unsubstituted. 
In terms of intangible assets, brand image and innovativeness are the aspects that play a big role to strengthen the firm position of Hilton. “Technical innovations are high to improve the customer’s experience and satisfaction in terms of upgrading the business process” (Groh, 2014).  As Linxi (2021),  “Hilton has huge brand effects everybody knows Hilton which has some loyal customers“. (Harvey, 2020) also emphasize that The Hilton brand is valuable and has integrity. The brand was established for a long period of time with constant high perceived value. Under rare and imitable, Hilton has product differentiation which is the service and innovation. Hilton always underlines the way the firm serve the best consumer experience. VRIO's analysis of the company's strength is very relevant in relation to changing market habits affected by the Covid19. In addition, the tangible and intangible assets of Hilton, viewed from the perspective of VRIO (valued, rare, imitable, organization) have a sustainable effect in minimizing risk. As an illustration, Innovation will be formed optimally if the company has adequate resources such as financial and human resources. By having adequate resources, the product development process will be effective from R&D to launching. Not only that, in a market full of uncertainty, consumer perception plays an important role as a competitive edge. For example, consumer confidence in the application of health protocols related to hygiene
· [bookmark: _Toc98522578]Mc Kinsey 
[bookmark: _Toc98522579]The McKinsey 7S Model is an organizational tool that assesses the well-being and future success of a company which contains strategy, structure, systems, shared values, skills, style. However, in relation to response Covid-19, strategy will be the only one to be analysed on this report. Strategy  refers  to  a  general  plan  of  action  for  achieving  one’s  goals  and objective(Cheng, Ho and Chien, 2011). With its proactive pandemic response approach for hotel cleaning, hygiene, and safety procedures, Hilton Hotels reinvents the industry standard in the age of COVID-19 prevention. Hilton, as one of the world's greatest hospitality firms, has effectively tapped into its industry ecosystem partners and suppliers to deliver hospitality services. Hilton continues to implement differentiation strategy entering the blue ocean market in the pandemic period. Product innovation, marketing creativity, and customer connection appear to be three insight-driven pillars in Hilton's plan to inspire renewed faith and confidence in both travel and their brand (Grano, 2021). Hilton clean stay real is one of the innovations they created. For competing with the people's own homes security and comfort, Hilton developed a procedure to ensure that their hotel rooms are cleaned with the same devotion and care. Hilton developed Hilton Clean Stay in certain hotels in collaboration with reliable household cleaning brand, Lysol. Social media insights may reveal a lot about what a brand's audience is thinking, feeling, wanting, requiring, utilising, and doing.
By monitoring social chats containing the terms "cleaning," "hotels," and "virus protection," Hilton may have deduced that people trust Lysol and are sceptical of someone's word that something has been cleaned—resulting in their brand alliance and the innovation of the physical seal. Hilton will launch its global marketing campaign, "To New Memories," in October 2020. The programme was sparked by a customer survey that revealed nearly nine in ten travellers consider travel experiences to be some of the happiest of their lives, 95 percent of travellers are missing out on travel memories, and 90 percent believe we are now experiencing a travel memory deficit. The campaign was developed to rekindle people's desire for travel by reminding them of the sensations associated with vacations, adventures, and getaways. It appealed to the emotions of Hilton's audience at a time when they were most in need of travel and the memories it provided. In a nutshell, they exploited FOMO to arouse desire and action.
 Regarding those who aren't as inspired by the promise of a clean room, Hilton took this ad a step further by appealing to their audience's emotions. To accomplish so, they needed to ascertain their audience's mood. While Hilton gathered data on travel sentiment through an actual consumer survey, not every brand has the same resources. That, my friends, is the brilliance of social listening. It does not take a great deal of time or money to ascertain how your audience is feeling at any particular time. Every day, people give us everything we need to know through their social media activities. We simply need to ensure that we are listening. And when it comes to marketing campaigns, it is this emotional knowledge and connection that will result in message and creativity that resonates strongly enough to motivate your audience to act. It's the distinction between convincing them of what you're offering and convincing them of why you're delivering it. Always, the "why" is more powerful. Porter 5 forces
Porter’s five forces framework (rivalry existing competitors, threat of new entrants, power of suppliers and buyers, substitute products and services) is based on the perception that an organizational strategy should encounter the opportunities and threats in the organizations external setting. Due to many products’ disruption related to innovation, threat of substitutes is the most significant aspect that need to be consider by Hilton as a threat. Airbnb has grown exponentially since its founding in 2008 (Poerwanto, 2018). Airbnb defines itself as a social website that connects people who have space to rent with those who are looking for a room to live in for a certain period of time. Not only due to Covid-19, but also other perceived value e.g., economic ang functional value, Air Bnb is probable to disrupt Hilton
[bookmark: _Toc98522580]Recommendations
· Diversification
Related to the existence of covid-19 which has a very significant impact on company profitability, influenced by radical changes in consumer behaviour. Companies need to be aware of the increasingly diverse risks that will continue to emerge in the future. The risks arising from the presence of covid have a multiplier effect on other risks seen from all perspectives, including marketing activities. Diversification is a way for Hilton to spread and manage risk. Moreover, diversification is a form of growth marketing strategy for a company.  It  seeks to  increase profitability  through  greater  sales  volume obtained  from  new  products  and  new  markets(Paulraj, 2012). As an illustration, benchmark to IKEA, IKEA diverse its product portfolio on their restaurant inside furniture store. The brilliant innovation gives consumer more perceived value to go to IKEA. The more consumer goes the store, the more probable sales increased. The use of food as a promotional incentive augments consumer demand(Schirone, 2012). 
· Metaverse
The Metaverse is an entirely new type of real estate. The presence of a hotel in a very popular location on the Metaverse will generate business in the same way that a good location in the real world and a high ranking in Google results would do. As such, the virtual hotel will be used for promotion, notoriety, lead generation, and, of course, virtual or actual purchases, as previously demonstrated. Certain hotels may earn more revenue in the Metaverse than they do in the actual world... For a very simple reason, unlike hotels, the number of guests in the Metaverse is limitless. Nobody truly understands what the Metaverse will be like. However, it is evident that the only option to keep our economy afloat is to promote consumption of digital commodities, as physical items are quickly depleted.
· Strategic alliance
With Hilton's resources, making a strategic alliance is not difficult. This strategy is a stepping stone for Hilton to minimize risk with the acquisition of companies that are growing exponentially e.g., digital platforms for lodging services to reach a wider range of consumers. Carrying out a strategy also has the opportunity to increase brand awareness. High brand awareness will lead the company to achieve excellent market share.
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As a conclusion, COVID-19 has had a major impact on Hilton's business processes from all directions, especially the hotel's operational productivity. With hotel productivity disrupted, profitability reduced so Hilton has taken strategic steps to stay in the market adapting to changing consumer behaviour by promoting innovation. This pandemic condition makes the company must continue to revise its strategy periodically for constant sales considering the many risks that will arise due to the pandemic.
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