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Introduction
Hilton is a multinational hospitality company that franchises and manages a diversified portfolio of resorts and hotels across the globe (Hilton, 2023). With the following marketing plan, the focus will be on using different frameworks and tools for evaluating the environment the company is operating. Some of the major frameworks used in the essay include SOSTAC, the 4 Ps of marketing, the Bowmen strategy clock and the Ansoff matrix.  

Situation Analysis
5 'C's




Figure 1 SOSTAC model
Model: (Reed FIDM 2014)
Company 
	Strengths
	Weaknesses

	· Among the largest global hotelier brands
· Global brand presence (Linxi 2021). 
· Large customer base
· Diversified brand portfolio
	· Dependence on the US market
· Limited market share
· Inadequate performance in managing operations (Kopuz. and Bal, 2023)

	Opportunities
	Threats

	· Market expansion
· Development of strategic alliances
· Introducing mid-level budget options 
· Focuses on merger and acquisitions 
	· Intense competition
· Entry of different international brand  
· Stagnated growth
· Political and economic turbulence in many countries due to Covid (Santoki and Parekh 2020). 



Customers: 
The process of market segmentation is referred to as the process where the target market is divided into groups or segments (Dolnicar 2020). 
Geographic segmentation
The strategy related to geographic segmentation of Hilton majorly emphasises building the hotels, especially in those locations which are popular among the target market. Taking into consideration London, the brand is found in prevalent travel and business locations, including Trafalgar Square, Canary Wharf and Tower Bridge. 
Demographic segmentation
Hilton targets customers from a high-level and upper-social class; business professionals are the specific demographic segment on which the brand focuses. Moreover, the brand targets customers that prefer a luxury lifestyle and are willing to pay premium prices for the products and services (KHAN, HAKEEM and NAUMOV 2018). 
Psychographic Segmentation
The primary nature of the psychographic segment used by the brand involves pargeting ambitious individuals who are pursuing expressing their high status and achievement by staying in a luxury hotel. Moreover, people who prefer high-quality services and luxurious stays are the targeted market for the brand.  
 

Competitors


	Bargaining power of buyers	 (High)
	· Various options are available
· Switching cost is low
· Easy availability of cheap hotels and motels 

	Bargaining power of suppliers (Low)
	· Several suppliers are present
· The hotel industry does not require unique items (Arifin et al., 2019). 

	The threat of substitute products (High)
	· Various budget-friendly options are present
· The majority of the players offer similar services (Yoong and Lian 2019)

	The threat of new entrants (Low)
	· Huge capital required 
· Existing players increase challenges
· Relatively challenging to achieve economy of scale

	Rivalry among the existing firms (High)
	· Intense competition present 
· Low product differentiation costs
· The loyal customer base for already existing players (Cheng 2019). 



Perceptual positioning map



















 

Bowman's strategy clock




Figure 2 Bowmen strategy clock
Source: Echchakoui (2018)
Referring to the Bowmen strategy clock Hilton in Cardiff adopted focused differentiation; with this, the core focus is on combining high value and high prices. With this strategy, the company is making a high profit and achieving a strong brand image. 
Collaborators:
Hotel has collaborated with different travel agents to make sure that customers should be provided with ease of booking. This is helpful in providing high-quality customer service and engagement. 
-Climate: 
	Political factors
	· Stable political environment
· Increases in taxes impacted the industry
· Support from the government. 

	Economic factors
	· Challenges due to economic recession because of pandemic
· Stable economic environment 

	Social factors
	· Increase in travelling (Roy and Chowdhury 2021).
· Seeking a budget-friendly hotel

	Technological factors
	· Increase in the adaptation of advanced technology
· Emphasising providing innovative services 
· Customers expect technology-based services (Reidhead 2020).  

	Legal factors
	· Compliance with government regulations 
· Devotion towards environmental regulations

	Environmental factors 
	· Increase in carbon footprint 
· Shift towards using biodegradable items



Objectives
SMART target: 
The fundamental focus of the marketing plan is to increase the customer base alongside attracting new customers. Below mentioned are the objectives which shall be accomplished through the marketing plan.
· Increase in existing customer base by 15% by Nov. 2023.
· Improve customer engagement by 10% by Aug. 2023.
· Increase the global expansion of the brand by 3% by 2025. 

Strategy
The value proposition is defined as the statement that is helpful in communicating the benefits of the products or services to the customers. In the case of Hilton Cardiff, the value proposition focuses on providing high-quality and exceptional hospitality and personalised services to its customers. For example, Guests who stay at Hilton hotels receive points and special privileges through the loyalty programme Hilton Honors. The program's goal is to reward and recognise devoted consumers with additional benefits. Moreover, Hilton Cardiff is constantly investing in technology to enhance the guest experience. This includes features like digital check-in and keyless room entry.



Tactics
(350 Words)
Product 
Hilton, as a global brand, provides its services across the globe of them, including Oman, San Francisco, the United Arab Emirates, Dallas and New Orleans. Hilton, as a well-renowned hotel, focuses on providing high-quality service to guests. That focus is on providing a diversified range of services that includes special event services, swimming pools, lounges, gyms, bars and gift shops. With that, membership discounts and other facilities are also provided. 
Place (Distribution) 
Hilton hotel in Cardiff can be easily located by the tourist, it has been made sure that the location should be easily accessible not only by the locals but by the international tourists as well. Along with this, information related to the location can also be accessible through the official website alongside the social media pages of the brand.
Price 
Hilton Cardiff adopted a premium pricing strategy because of the fact that its products and services are perceived as of high quality. In order to increase the existing customer base, the focus will be given to providing budget-friendly services to the target audience; therefore, competitive pricing will be adopted.
Promotion 
Promotion is considered a crucial component of the marketing mix. In the case of Hilton Cardiff, the core emphasis will be on using social media platforms for advertising related to the services and products of the brand. In addition to that, premium magazines will also be used for advertising the brand among the target audience. 

Action



Control
Control in the marketing plan is considered important because it is helpful in enhancing the performance of the company alongside also is helpful in accomplishing the set goals and objectives (Ferrell, Hartline and Hochstein 2021). In the case of the current marketing plan, KPIs will be set, which will be helpful in monitoring the success of the plan. With that, it will be made sure that online traffic on the website and different social media platform will be monitored. Furthermore, the return on investment will also be evaluated to assess the success of the plan. 
Conclusion
With the aforementioned discussion, it is identified that the developed marketing plan would be effective for the brand in increasing its performance. With this, it is suggested that focus needs to be given to the effective use of social media in order to accomplish the objectives of increasing the existing customer base. 
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