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Abstract. This study aimed at examining how the strategy of five-star hotels in Banten
Province can maintain its branding due to the Covid-19 pandemic. The Covid-19 pandemic has
led to a decrease towards the number of room occupancy rates and average length of staying
for majority of guests. Besides, this study used a SWOT analysis to find out various internal
and external factors which could affect the hotel condition during the Covid-19 pandemic.
Acoording to the SWOT analysis results, the results of weighting and ranking, the Internal
Strategic Factors Analysis Summary (IFAS) value was 0.23, and the External Strategic Factors
Analysis Summary (EFAS) value was -1.00. Regarding the results of the IFAS and EFAS
calculations, it showed that the recommended grand strategy was a defensive strategy in the
form of a rebranding strategy. Hence, this research concludes the rebranding strategy form
could be in the form of making announcements to the public such as staying at hotels is safe,
and hotels always apply strict health protocols, implement "pay now stay latter" by selling
staying vouchers to prospective visitors with a pay-now system, staying later as well as making
special long stay packages for foreigners who will return to their countries, but they are
hampered by the lock down policy or restrictions on large-scale community activities. As a
result, there will not provide public transportation in the country or abroad. Therefore, the
hotels still can survive and get income during the pandemic.

1. Introduction

The Covid-19 pandemic has hit all worldwide countries since it was firstly discovered in Wuhan,
China at the end of 2019. Therefore, it has come as an interesting topic and a serious discussion for all
levels of government and society around the world. In Indonesia, the impact of the Covid-19 pandemic
has spread to various sectors such as the economic sector, the education sector, the industrial and trade
sectors and other aspects. In the industrial sector, many industries cannot run its projects in regards to
the initial target. The hotel industry comes as one of industrial sectors hit by the Covid-19 outbreak
which shows the hardest impact in this context. Besides, many hotels have to close their business
because there are no longer more visitors coming, and the food and beverage business are also unable
to operate its activity. Thereupon, apart from the fear of spreading the virus, it also provides
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recommendations from the government to stay at home, work from home, and study from home
causeing the hotel to experience symptoms of bankruptcy.

Based on data gained from the Indonesian Hotel and Restaurant Association, there were 1,642
hotels in Indonesia which were closed due to the Covid-19 pandemic in 2020. Of the amount
mentioned, the highest number of closed hotels was in West Java Province. From the aforementioned
report, there were around 501 cloed hotels followed by Bali with 281 hotels and Jakarta with 100
hotels. Regarding the Central Bureau of Statistics (BPS) data in Banten province, the decrease in the
number of Room Occupancy Rates (ROR) for star hotels in Banten Province in January 2020 reached
49.05 percent or decreased by 2.91 points compared to December 2019. In January 2020, the largest
decrease of ROR occurred in five-star hotels which amounted to 19.28 points from December 2019.
Meanwhile, ROR in five-star hotels decreased to 29 percent or 1.53 points from January 2020. For the
number of RTML both foreign and Indonesian guests at star hotels in Banten was recorded at 1.24
percent or decreased by 0.12 points compared to January 2020. By seeing from the origin of hotel
guests, this decrease was due to RTML from foreign guests as much as 0.04 pints. and RTML
Indonesia by 0.12 points. In addition to the decrease in the number of ROR and RTML, based on the
data obtained from the Indonesian Hotel and Restoration Association, the decline in hotel visitors fell
by almost 60 to 70 percent during March 2020. In regrads to the aforementioned statementent, it
caused the hotel revenues, especially in five-star hotels, to decline while every hotel has to bear high
operational costs such as routine operations and maintenance costs towards electricity, air conditioning
cleaning and others including employee work insurance payments.

Several previous researchers had conducted research related to hotel branding including Justin
Mathew Pang (2020) through the use of qualitative method in order to research a topic of study related
to hotel branding in Singapore. The results of the study explained that the service in this hotel came as
the most significant aspect through its supporting products, facilities, information, implicit and explicit
services. Besides, Md Yusuf Hossein Khan, Sheikh Md. Abdul Hakeem and Nikola Naumov (2018)
analyzed the use of branding and market segmentation from a hotel marketing perspective. Following
this, the results of the study indicated that the application of marketing could increase organizational
value and customer interest as well as providing a good level of service to meet consumer needs. The
existence of branding was able to increase customer loyalty. In addition, Donagh Davern, Leo Jago,
and Margaret Deery (2019) examined the influence of employer branding in attracting and retaining
talented employees with a particular focus on millennial staff. The results showed that human
resources had an influence on marketing to increase sales. Additionally, Tevfik Demirciftci and Ismail
Kizilirmak (2020) researched strategic branding in hospitality concerning on “Case of Accor Hotels”
using the branding literature review method. The Accor Hotel group strategy was analyzed based on
online distribution, online marketing, sustainable development programs, loyalty programs and digital
marketing. Henceforth, as the results of this study, the Accor Hotel Group bought the Fairmont Group
to become stronger in the luxury segment and become stronger in the Asian and US markets.
Kiritharan Nair and P. Amresh (2016) examined the Development of Strategic Plan for Hotel
Industries through the use of SWOT analysis. The purpose of using SWOT analysis was to assess the
strengths, weaknesses, opportunities and threats involved in a scheme or in a business venture. Using
the swot analysis method was able to show excellence in the hospitality industry. The results showed
that staff management and industrial development came as part of the strategic planning scheme.

In addition, this research focuses to examine how the strategy of five-star hotels maintained
their branding due to the COVID-19 outbreak towards their recovery strategies after the COVID-19
outbreak ended, especially in five-star hotels in Banten Province. Previous researchers have suggested
that hotel branding strategy is the most effective strategy.

2. Method

This research analysis approach used descriptive qualitative analysis. As a reason, this research was
carried out to find out a detailed description of a symptom or phenomenon. This research aimed at
analyzing the object of the development strategy by focusing on the strengths, weaknesses, threats,
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and opportunities towards branding of the 5-star hotel sector in Banten province after the Covid-19
pandemic.

Sources of data collected were obtained from interview technique. The target of the informant
object in collecting data through interview techniques was not limited from the start, but it depended
on the level of data saturation which had been collected. The informants who had been appointed
could be interviewed with several related information regarding the strategy for developing a five-star
hotel brand after the occurrence of Covid-19. Hence, the data collection from interviews weere done
manually or using stationery to gain more accurate information and data.

The assumption formed to determine the strategic factors for increasing branding in five-star hotels
in Banten Province used a SWOT analysis approach. SWOT analysis was utilized to formulate
holistically in the decision-making process based on the scope of internal and external factors
(Rangkuti, 2013). Therefore, the decision-making process through SWOT analysis could be structured
systematically and used as a scope for certain policies, objectives, developments and strategies (Nizar,
2018).

3.1. SWOT Analysis Model

SWOT analysis is a form of combination towards internal and external factors to identify various
decisions made systematically on the strategy of a company. The logic of decision making through
SWOT analysis is based on 4 assessment criteria, namely factors which can maximize strengths and
opportunities as well as factors which can minimize weaknesses and threats. The SWOT analysis
assessment criteria determine the position index internally (IFAS) and externally (EFAS) used in the
combination of decision-making and development policy strategies in a company.

Table 1. SWOT Analysis Position Index

No. Description Score

A Internal Factor Analysis
1 Strength Factor Analysis X, XXX
Weakness Factor Analysis X, XXX
Position Index A X, XXX

B External Factor Analysis
1 Opportunity Factor Analysis (Opportunities) X, XXX
2 Threat Factor Analysis (Treaths) X, XXX
Position Index B X, XXX

Source: Rangkuti (2015)

Furthermore, table 1 shows the SWOT analysi tabel. According to Sjafrizal (2014), the
incorporation of SWOT analysis between internal strengths and weaknesses as well as external
opportunities and threats can form a cartesian diagram which is identified into several forms of SWOT
analysis strategies. Those are factors to support the expansionary strategy, factors to support the
defensive strategy, factors to support the adjustment-oriented strategy, and factors to support the self-
defense strategy.
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EFAS

3. Internal Adjustment OPPORTUNITY 1. Growth Oriented
Oriented Strategy
WEAKNESSES STRENGHTS
IFAS IFAS
4. Self-Defense Strategy 2. Defensive Strategy
THREATS
EFAS

Figure 1. SWOT Analysis Diagram

Source: Sjafrizal (2014)
Quadrant I: Strategy by utilizing elements of strength to seize opportunities (S-O Strategy) or called as
an expansive strategy
Quadrant II: Strategy to utilize strength to minimize threats (S-T Strategy) or defensive strategy.
Quadrant III: Strategy to minimize weaknesses to seize opportunities (W-O Strategy) or internal
adjustment oriented.
Quadrant I'V: Strategy to overcome internal weaknesses in order to reduce threats from outside aspect
(W-T Strategy) or called as self-defense strategy.

3. Result and Discussion
To determine the hotel branding strategy due to the COVID-19 pandemic, it could be analyzed using a
SWOT analysis. The steps taken include analyzing internal and external factors.

4.1. Internal Factors Analysis
Internal factor analysis aimed at analyzing the strength and weakness factors. The factors of strength
and weakness in the company in this study are explained in the following parts briefly.

4.1.1. Strenghts
Strength is the scope of internal strength which drives business development. In this case the factors
owned by the company are mentioned as follows.
1. Providing easy booking system both online and offline.
2. Providing online promotion.
3. Implementing health protocols.

The convenience of the booking system for hotels during the COVID-19 pandemic came as one
way for hotels to always keep attracting guests to come. Besides, this online booking system could be
done through the company website, social media or traveling applications such as agoda, traveloka,
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booking.com and others. Regarding the statement mentioned, it could be very beneficial for guests
owing to the fact that it was considered as practical and easy operational system and reduced the
contact with many people. In addition, the advantages of this online booking system showed that the
payments could also be made by transfering or using electronic money.

Another factor which beacme a strength was online promotion. From the aforementioned
statement, it was similar to the online booking system, and almost all five-star hotels in Banten
province had carried out online promotions through the social media or endorsed several influential
public figures so as to promote through their social media. Thereupon, the advantage of this online
promotion system could save on hotel advertising costs.

The following factor was the application of health protocols. All five-star hotels in Banten province
had implemented health protocols. Besides, the hotel goal was to minimize and avoid of spreading
corona virus. Meanwhile, the implementation of health protocols could include the obligation for all
employees and visitors to always wear masks, check body temperature and provide disinfectant liquid
at every significant point at the hotel. Therefore, the implementation of health protocols made visitors
feel safer when they were at the hotel.

1.1.2. Weaknesses

Weaknesses include internal weaknesses which can affect the business activity. The internal
weaknesses of five-star hotels in Banten Province during the Covid-19 Pandemic are mentioned as
follows.

1. Reducing hotel revenue.

2. Laying off some employees.

3. Showing amount of operational costs during the pandemic.

The factor which grew as a weakness of five-star hotels in Banten province was the reduced hotel
revenue during the Covid-19 pandemic. In accordance with data from the Central Bureau of Statistics
(BPS), there was a decrease in room occupancy rates and the average length of staying guests.
Regarding the aforementioned statmentent, it was due to the fear of the public to leave the house and
do activities outside so as not to contract the virus.

The second weakness factor faced by five-star hotels in Banten province was laying off several
employees. From the report explained, the reduced hotel income was not in accordance with the salary
costs which should be guaranted by the hotel to pay the employees. Besides, the following weakness
factor was the amount of operational costs during the pandemic including the amount of electricity,
water, facilities and infrastructure maintenance and worker insurance.

To sum up, the level of strengths and weaknesses of five-star hotels in Banten province could be
determined by weighting and assessing the strength and weakness factors as influencing factors for
business development. Internal factor analysis can be seen in Table 2.

Table 2. IFAS Matrix Table

Strenghts
No Variables Weight %3:;‘;1;: Rank Quantity
Providing easy booking system both
1| online and offline 4 0.18 ) 0.36
Giving promotion online 3 0,14 3 0,41
3 | Applying health protocol 4 0,18 3 0,55
Total 11 0,50 1,32
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Weaknesses

No Variables Weight 1%332;: Rank Quantity

1 | Reducing hotel revenue 4 0,18 1 0,18

2 | Laying off some employees 3 0,14 4 0,55
Showing amount of operational costs

3 during the pandemic 4 0,18 2 0,36

Total 11 0,50 1,09

IFAS Total 22 1,00 0,23

Based on Table 2, the main strength of five-star hotels in Banten province during the Covid-19
pandemic was the application of health protocols for all hotel employees and visitors with a score of
0.55. Meanwhile, the main weakness of five-star hotels in Banten province during the Covid-19
outbreak was laying off several hotel employees with a score of 0.55. therefore, the final result of the
internal factors in the IFAS matrix was 0.23.

4.2. Eksternal Factors Analysis
External factor analysis was conducted by processing external factors in the form of opportunities and
threats. These exterenal factors are mentioned as follows.

4.2.1 Opportunity

Opportunities can be used by companies to increase business. Opportunity factors may consist the

following aspects.

1. Testimonials from visitors’ reviews on online travel agent applications to convince visitors.

2. The saturation of the community as a result of the instructions for activities at home which can
make a lot of people want to travel immediately.

3. Support from Genpi, influencers, and the government through social media to invite tourists to
revisit the hotels.

Testinomy reviews from visitors on travel agent applications could provide confidence for
consumers remaining comfortable condition when they visited hotels and could get satisfactory
service. The second opportunity factor was the saturation of the community with instructions from the
government to carry out activities at home starting from working and studying at home. Regarding the
aforementioned statement, this saturation could make an alternative for hotels to be used as a
comfortable and safe staycation. The following opportunity factor was the support from Genpi,
influencers, and the government through social media in order to invite tourists to revisit the hotels. At
last, support given by Genpi and influencers through promotions using their social media could also
help provide information to the wider community regarding the information about the hotel and all
forms of package facilities offered by the hotel.

4.2.2. Threats
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Threats come as the company external factors which can hinder the smooth development of the
business. Threat factors may consist of the following factors.

1. The pandemic period which is not yet clear enough to end

2. Regulations from the government to do work from home, study from home and stay at home.

3. Decrease in demand for meeting rooms and food and beverage production in hotel restaurants.

As the first threat factor, the covid-19 pandemic period is not yet clear enough to end. The impact
of the covid-19 pandemic occurred especially for five-star hotel companies. As a reason, many hotels
were forced to temporarily lay off their employees because of hotel policies to reduce operational
costs.

The following factor of the threat was certain regulations from the government to work and
study at home as well as stay at home to limit people's mobility so they could avoid of getting infected
with the Corona virus. However, the aforementioned statement came as a heavy burden for the hotel
owing to the fact it caused the decrease of guests’ visits and declained hotel revenues. Many hotels
ended up having to lower their prices or limit the number of rooms sold in order to survive. In
addition, the current threat factor was a decrease in the demand for meeting rooms and food and
beverage production. From the statement mentioned, it was due to the policy of government agencies
not to allow face-to-face meetings with the capacity of many people. Therefore, the decline in food
and beverage demand was also affected by the decrease in hotel guests, both staying and holding
meetings at the hotel.

Furthermore, the determination of the magnitude towards the opportunities and threats could be
recongnized by multiplying the weight followed by the rating of hotels. The magnitude of the
opportunities and threats faced could be seen from the weights and scores in Table 3. Besides, the
saturation of the community as long as the instructions for activities at home made the majority of
people have willingness to travel immediately which showed the highest opportunity with a score of
0.34. Moreover, the biggest threat faced by the hotels was the pandemic period which was not clear
enough to end with a score of 0.89. consequently, the total score on the external analysis factor
obtained was  -1.00.

Table 3. EFAS matrix Table

Opportunities

Variables Weight | Relative Rank Quantity
No Weight

Testimonials from visitors’ reviews on
1 | online travel agent applications to
convince visitors. 2 0,11 3 0,33

The saturation of the community as a
result of the instructions for activities at
home which can make a lot of people
want to travel immediately. 3 0,17 2 0,34

Support from Genpi, influencers, and the
3 | government through social media to

invite tourists to revisit the hotels. ) 0.11 y) 0.22
Total 7 0,39 0,89
Threats
Variables Weight | Relative Rank Quantity
No Weight
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The pandemic period which is not yet
clear enough to end 4 0.22 4 0.89

Regulations from the government to do
9 | work from home, study from home and
stay at home.

4 0,22 3 0,67
Decrease in demand for meeting rooms
3 | and food and beverage production in
hotel restaurants. 3 0,17 ) 0,33
Total 11 0,61 1,89
EFAS Total 18 1,00 -1,00

Determination of the grand strategy which could be adopted by five-star hotels in Banten province
could be determined through the grand strategy matrix based on IFAS and EFAS values. Regarding
the EFAS and IFAS scores, the grand strategy which could be applied was the S-T strategy or a
defensive strategy in the form of a rebranding strategy for five-star hotels in Banten Province.
Therefore, the rebranding strategies for five-star hotels are explained as follows.

1. Making an announcement to the public that staying at the hotel is safe, and the hotel always applies
strict health protocols.

2. Implementing "pay now stay latter" by selling vouchers to potential visitors with “pay now, and
stay later system”.

3. Creating a special long staying package for foreign nationals who will return to their country but
are hampered by the lock down policy or restrictions on large-scale community activities which
there will be no loger the operation of public transportation in the country or abroad.

4. Conclusion

The Covid-19 outbreak has given an impact on many sectors, especially the tourism sector and
hospitality sector. During the Covid-19 pandemic, five-star hotels in Banten Province have
experienced a decrease in the number of room occupancy rates and the average length of staying
guests. By using SWOT analysis, a defensive strategy is obtained in the form of a rebranding strategy
so that the hotel can still survive during the pandemic. Besides, the rebranding strategies which can be
applied include making announcements to the public that staying at hotels is safe and hotels always
apply strict health protocols, implementing "pay now stay latter", selling staying vouchers to potential
visitors with a pay-now system and stay later, and creating special packages of long staying for
foreigners who will return to their country but are hampered by lock down policies or restrictions on
large-scale community activities which as a result, there will be no loger the operation of public
transportation in the country or abroad.
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