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EXECUTIVE SUMMARY

	This report presents an analysis of Hilton, an international hotel chain on its environment during the pandemic era, as well with how they react and adapt with the changes that comes along with it. The aim of this report is to critically evaluate the organization as a whole, and connects it with the current environment. The report shows that the quality that Hilton currently has, and the way the organisation reacted to the pandemic is so far effective, hence the reason they remain as one of the big hotels in the industry. The writer comes up with several recommendation for Hilton to further its operation and improve its current strategy. The writer concludes that the hospitality industry may come back stronger in the future, but it may take some time and several changes to be made to get to where it was before the pandemic. 
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INTRODUCTION

The hotel business has been particularly badly struck by the epidemic, with nearly nine out of ten hotels needing to lay off or furlough staff, according to a 2020 poll by the American Hotel & Lodging Association (AHLA). Bed-and-breakfasts, guesthouses, and global hotel chains are rethinking their strategy and focusing on adapting to the new normal in the face of soaring occupancy rates and increasing cancellations. In this report, the international hotel chain, Hilton will be thoroughly analysed internally and externally using 4 models, on its current environment and on how they had reacted after the Covid-19 outbreak.
	Hilton is a well-known and well-liked hotel chain with a forward-thinking approach that makes it a global leader in the hospitality industry today. Hilton was founded in 1919 by Conrad Hilton, and its current CEO is Christopher, J. Nassetta. Hilton Hotels is a worldwide hotel and resort chain. This company mostly caters to business visitors, but it also has luxury resorts in some of the most popular tourist locations in the globe. In addition to its $14.96 billion in net assets and $8.906 million in sales, Hilton offers 18 premium brands and 6,100 properties with almost 923,000 rooms in 113 countries and territories spread across six continents (Nassetta, 2019). Great Place to Work and Fortune have named Hilton the Best Big Company to Work For in 2021, despite this being one of the most difficult periods in the history of the hospitality sector (HILTON, 2021).


PESTLE ANALYSIS OF HILTON (SOCIAL & LEGAL ASPECTS)

The PESTLE Analysis is a prominent method for finding the external forces. Using this tool, it is possible to identify and analyse the most important elements influencing the current business climate (Shatskaya, 2016). The acronym stands for Political, Economic, Social, Technological, Legal, and Environmental (PESTLE) factors.  For company planning, marketing planning, strategic planning and product creation, this tool is a must-have in order to have a complete picture of external issues, different parts of the business should work together. Every one of these elements may be thoroughly investigated and analysed. Opportunities and threats may be identified in a SWOT Analysis using the PESTLE components, together with external micro-environmental variables and internal drivers. In this report, only the social and legal aspects of Hilton will be analysed.
1) Social aspects:
Global and international marketplaces are heavily influenced by socioeconomic variables. Success in business will be determined by the breadth and depth of this field's investigation. Markets' understanding of consumers and what motivates them is directly influenced by these elements (Yusop, 2018). As a result of the recent COVID-19 pandemic, our social interactions have changed substantially. A lockdown in 2020 and today are both examples of this. We still consider other individuals to be potential sources of contagion. Face coverings and social distancing will be mandatory over the coming years. In addition, the fear has also been inseminated into the people’s mind on how dangerous the virus is and how important hygiene is. When questioned what would entice them to travel again, the majority of leisure travellers desire more health and safety measures, according to the McKinsey Consumer Leisure Travel Survey, which polled 3,498 tourists from 5 nations in April 2020. (Krishnan et al., 2020). 
Therefore, Hilton has taken these aspects into consideration for their up-and-coming plans. For example, a new cleaning and customer service programme for meetings and events was launched by Hilton hotels during the coronavirus epidemic. The thorough study and input from meetings, events, and entertainment gatherings inspired Hilton EventReady with CleanStay. RB (the maker of Lysol in the United States and Dettol in other countries) and the Mayo Clinic Infection Prevention and Control team collaborated on the Hilton CleanStay with Lysol protection programme to improve our current methods and implement a focus on cleanliness that is visible throughout the entire stay. With smaller group gatherings becoming safer, Hilton believes hybrid events will become a major part of their events business in the future, and organisers will continue to push virtual attendance, allowing them to reach many more people than they did pre-COVID (Wood, 2021).
2) Legal aspects:
In the last recent years have seen a significant increase in the number rules and regulations relating to all areas of operations, especially the covid -19 compliances, standard operating procedures, waste disposals, consumer protection and so on. Hospitality businesses throughout the world have been adversely affected by government regulations (Kong et al., 2021). Accommodations and dining establishments can't make a profit if there aren't any visitors. Following worldwide steps to supress the epidemic, cancellations in the hotel business have once again become the norm (Mao et al., 2021). Hilton said its losses totalled $720 million and triggered permanent cost-cutting measures (Hawley, 2021). There was no domestic tourism to aid the hotel business at the local level as more strict measures were taken at the destination level, with most establishments closed and, in some cases, outright lockdowns. Policies promoting "stay-at-home" and "social distance" were strengthened, resulting in the closing of several establishments.
However, as travel restrictions has slowly been eased, Hilton continues to follow covid-19 protocols as Hilton has always put the safety and well-being of its guests and employees first. With regard to COVID-19, Hilton has been constantly following guidelines from the CDC, WHO and public health agencies to inform their hotel and corporate office policies and procedures. Individuals in Hilton properties will continue to have a policy with respect to guests' face coverings that align with American Hotel & Lodging Association (AHLA) guidance, either in accordance with CDC guidelines or local rules and regulations (HILTON,2022). Hilton Team Members will continue to wear face coverings when interacting with guests in public, indoor areas. Hilton also asks for their guests' responsible cooperation during this time and strongly encourage those who aren't fully vaccinated to wear face coverings indoors and for all to social distance wherever feasible (HILTON, 2022). 


SWOT ANALYSIS OF HILTON (STRENGTHS)

A SWOT Analysis is a typical technique used to examine a company's internal environment and is part of the strategic planning process. A SWOT analysis aids in strategic planning and decision-making by providing a forward-looking bridge to creating strategic options (Schooley, 2021). Strengths, Weaknesses, Opportunities, and Threats. In this report, only Strengths in SWOT will be used to analyse Hilton. Strengths can be defined as the characteristics of a business which give it advantages over its competitors.
	Despite the external challenges affecting the business during the pandemic era, Hilton maintains its position as one of the leading hospitality providers in the business. One of Hilton’s strengths in recent years is a strong global brand and properties portfolio. A total of 6,478 properties with 1,019,287 rooms are part of Hilton's global hotel and resort portfolio, according to Hilton (2021). The company is able to reap the benefits of economies of scale because of its wide range of operations, allowing for further expansion. To add to its financial advantages, the company has vast property holdings. Rent or lease payments are eliminated when a property is owned, which lowers operating costs. In times of crisis and economic uncertainty, a corporation might sell a portion of its assets to avoid going bankrupt. This is called assigning properties the function of insurance or cushioning.
	After Covid-19, Hilton CleanStay for Covid-19 is Hilton's second pandemic strength. In order to assure guest safety and encourage travel in the fight against the pandemic, Hilton established a cleaning programme based on hotel disinfection and cleanliness across 18 brands (HILTON, 2021). The initiative attempts to safeguard hotels from Covid-19 hazards. Hilton CleanStay's mission is to give guests with confidence and peace of mind in their rooms, restaurants, fitness centres, and other public areas. It was created to address changing consumer demands during the COVID-19 epidemic. Consumers are more concerned about hygiene than ever before, and faith in cleaning standards is vital to reviving tourism (Magers, 2020). Hence, Hilton’s move has given them the competitive edge over other hotels in the industry by adapting in the pandemic era.

	Finally, Hilton’s loyal customers are what keeping them in the business during the pandemic. Hilton's loyalty programme has approximately 50 million members across 18 brands and 6,400 hotels globally (Lock, 2021). Every £1 spent at Hilton hotels earns new members 10 points. Customers can also get the best deal in the market if they book through their website. Following data from over 40 million members, Hilton noticed that guest tastes are shifting as options grow and brand loyalty becomes more essential but tougher to achieve. This requires long-term thought and action on all digital fronts, with mobile playing a significant part in providing the experiences visitors seek. Leveraging a well-designed and implemented loyalty programme may help Hilton maintain existing customers while attracting new ones. According to Bain & Company and Harvard Business School, "a 5% increase in client retention improves profitability by 25% to 95%." (Gallo, 2014).



MCKINSEY 7S FRAMEWRORK OF HILTON (SHARED VALUES)

Analysis of an organization's present status may be done using the McKinsey 7S model, which gives a multidimensional framework for doing so (Jurevicius et al., 2021). A reaction to the significant dissatisfaction felt by executives in dealing with management issues relating to strategic and organisational aspects, the model was created. The framework goes beyond the simple assumption that "structure follows strategy" since it ties strategy to the other five aspects as well as to structure. Strategy, Structure, Systems, Skills, Staff, Style, and Shared Values are the 7S of Mckinsey's 7S strategic framework. Only Hilton's "Shared values" will be examined in this study. The foundation of a company's culture is defined by its shared values, which are the organization's essential beliefs and ambitions.
Most companies have a mission, vision, and values statement at their heart. Hilton is no exception. Even yet, Hilton has a unique way of integrating these into the daily job experience. To be the world's most hospitable organisation, Hilton aims to create memorable experiences for guests, meaningful opportunities for employees, great value for owners, and a good effect on the communities in which we live and work (HILTON, 2022). Furthermore, their mission is to spread the warmth and light of hospitality across the world by providing great experiences for every hotel, every guest, every time. Hilton's values are laid out in its name, "HILTON" which stands for hospitality, integrity, leadership, teamwork, ownership and now (HILTON, 2022).
Hilton, for example, has a Code of Conduct in place to guarantee that the company's core principles of honesty and accountability are upheld (Lamo, 2019). All team members are expected to adhere to this specific set of rules and guidelines. Employees and supervisors are expected to uphold the highest standards of ethics and adhere to corporate rules, regulations, and policies at all times. Anonymous allegations of ethical or standard violations can be made through a hotline, which is forwarded to the Legal Compliance Team for review. The 'no-punishment' policy of Hilton encourages a work environment in which workers are not afraid to seek help and guidance or voice issues in good faith without fear of retaliation.
Hilton's goal, vision, and values are carried out through an active management style (Lamo, 2019). Hilton executives must be ethical role models who lead by example in all phases of their business. Leaders treat all team members with the same respect as guests as part of their Hospitality for All commitment. They should build a culture of trust in which employees feel heard and empowered to speak up. Leaders must set and help members achieve clear, achievable, and engaging goals. Leaders must invest in and coach their teams to help them grow personally and professionally. The last expectation is for leaders to build meaningful interactions and connections within their teams. Hilton's mission, vision, and values are undeniably embedded in its culture.

PORTER’S GENEREIC VALUE CHAIN OF HILTON (PRIMARY ACTIVITIES)

	Following interdependent operations from the procurement of raw materials or ideas to the ultimate delivery of a product to a consumer, Porter's value chain framework provides an analytic structure (Eby, 2018). Companies of all kinds may now use this model to see how the many actions that go into creating a new product are linked together. Organizations have two types of activities, "Primary" and "Support," based on Porter's thesis. There are five main activities in Porter's value chain, and they are: logistics, operations, logistics, marketing and sales and customer service.
1) Inbound Logistics
In order to maintain its status as one of the world's most prestigious hotel chains, Hilton employs a number of local suppliers in each location where it has a presence. The hotel's focus is on cuisine and beverage, interior design, and transportation. If you're in the food service industry, for example, you'll need to keep your food fresh by keeping it in the proper storage conditions once it's been delivered. For example, Hilton's catering staff employs color-coded stickers to notify them of the good's life span and its due date (Hensdill, 2008). Other hotel services likewise follow the same pattern.
2) Operations
When commodities are transformed into offerings for consumers, Hilton is at the stage of its operations. As an example, during operation, each available room will be cleaned once the previous clients have checked out in order to better accommodate future guests.
3) Outbound Logistics
This is the stage where the service is presented to potential clients. Both tangible and intangible forms are possible for this type of product. In Hilton's case, the marketed hotel rooms have to meet the expectations of clients (Kulgarin, 2014). Furthermore, in the food infrastructure, all meals should be prepared in a professional manner if a client requests a rare dish, and it should be delivered within minutes.
4) Marketing and Sales
Customers' demands and expectations are the focus of this stage's marketing communication and promotion approaches. By using phrases like "Never feel away from home, whether staying any of our hotels globally," Hilton is attempting to convey to guests that no matter where they travel, they will feel at home at one of the company's hotels.
5) Service
This stage covers everything from after-sales service to customer complaints and assistance to training and all in between. Everything a guest asks for or complains about is dealt with instantly in the hotel's database system for future reference.




RECOMMENDATIONS & REPORT CONCLUSION 

While no one wishes for the pandemic shutdown, it does present a unique chance for hoteliers to re-evaluate their business strategies. In the event of a pandemic, it is suggested that the Hilton hotel develop a "workcation" programme to allow residents to go away from their homes and work or home school in a different setting. In order to give guests a change of scenery for a few days, hotels like Rosewood London have already implemented this idea by providing bedrooms with workstations, butler assistance, versatile check-in and check-out periods and more (Inlander, 2021). As the number of people working from home is increasing time to time, it might be a good idea to profit from this by creating a workspace for people who needs a change of scenery from their home, while maintaining the standard operating procedures.
Second, digitization should be a top emphasis for Hilton. When it comes to the pandemic, the e-commerce business is the only one that actually profited. Hotel rooms are no exception to the trend of online purchases by those who aren't able to get out of the house. It is impossible for hotels to rely only on third-party platforms in a post-COVID tourism industry. An effective strategy for Hilton is to expand their online offerings across many channels and engage in effective social media and content development management. Finally, Hilton could revamp its dining areas to reduce social encounters to a minimum. A terrible mix of shared utensils, self-serve beverage stations, long food lines, and other points of contact makes it difficult for individuals to maintain a social distance and avoid being unwell. As a result, Hilton's traditional buffet will be replaced with separated seats and QR code-based menus as well as antibacterial surfaces.
In conclusion, tourism and the hotel industry will bounce back, but it may take longer than in other industries, and the comeback will be different with each component. Hilton has done well so far in terms of adapting to the changes causes by the pandemic with its programs and precautionary measures taken for their guests, but still a lot has to be done in order to regain customer’s trust for travel like before the pandemic happened. Domestic and international travel, as well as travel for business and pleasure, will all resume, but only at varying speeds. Structural adjustments are inevitable, especially in the areas of cleanliness and adaptability, and this will be the new reality.
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