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[bookmark: _Toc135410756]Component A-Marketing Plan
[bookmark: _q18o1p2qtuj5][bookmark: _Toc135410757]Introduction
The purpose of the marketing plan is to define different strategies to engage the audience for achieving business objectives. The goal of the marketing plan is to ensure marketing activities are relevant, structured, and timely to achieve the desired objectives of the company. The present marketing plan focuses on the Hilton Hotels and the purpose of this marketing plan is to provide an innovative solution for dealing with rapid changes in the market during this post-pandemic period. This marketing plan is to be presented to the board of directors of Hilton Hotels along with the use of the Ansoff matrix, 5 C’s, RACE framework and SWOT analysis. 
[bookmark: _wqxwxli1ppl0][bookmark: _Toc135410758]Situation analysis
5 ‘C’s
Company: SWOT Analysis 
	Strengths 
	Weaknesses 

	· Huge consumer base 
· Satisfied employees and a positive workforce 
	· Bad reviews about the ambience of Hilton Hotels on social media are a major weakness. 
· During the technological advancement, Hilton Hotel faced a data breach. 

	Opportunities 
	Threats 

	· Social media marketing 
· Expansion to developed countries 
	· High competition 
· Russia-Ukraine Conflict 


Customers: Segmentation and targeting 
Segmentation 
As stated by Dolnicar (2022, p. 862), the four types of segmentation behavioural, demographic, psychographic and geographic help to divide the group of customers as per their attributes. Hilton Hotel follows demographic and psychographic segmentation and divides its customers as per their age, gender, income and lifestyle. Hence, people belong to 25 to 40 with luxurious lifestyles are the target customer of Hilton Hotels 
Targeting 

	Age 
	25 to 40 years old 

	Gender 
	Male. Female and LGBTQ+

	Income 
	Medium to High 


Competitors: Perceptual positioning map 
Positioning 
[image: ]
Figure 1: Positioning map
(Source: Developed by the author)
Bowman's strategy clock 
As opined by Almutairi (2023, p. 410), Bowman's strategic clock is the marketing positioning of a company as per the inherent approach towards market adaptation. The eight positions of the clock are low-price & value-added, low price, focused differentiation, differentiation, monopoly pricing, risky high margins, hybrid, and loss of market share. Hilton Hotel follows the hybrid approach which allows the company to manage a moderate differentiation from its competitors along with dynamic prices to attract customers. 
[image: ]
Figure 2: Bowman’s strategic clock 
(Source: Developed by the author)
Collaborators: Demonstrations of awareness of your organisation's B2B Relationships, Partnerships, and Franchises
Hilton Hotels manages its operations through collaboration with B2C relationships which refers to the firm directly providing services to the customers. Hilton Hotels also has a partnership with exclusive global sponsor BringMe for operating the business in 122 countries with 7000 properties, (hilton.com, 2023). 
Climate: PESTLE
	Factors 
	Description 
	Impact 

	Political 
	Post-Brexit situation 
	Affect the supply chain relation of Hilton Hotels 

	Economical 
	High inflation 
	Reduce customer numbers 

	Social 
	Changing customer trends 
	Affect the annual income of Hilton Hotels 

	Technological 
	Advanced technology 
	Allow Hilton Hotels to use a digital marketing strategy 

	Legal 
	Employee Act 1996 
	Satisfy employees need 

	Environmental 
	Sustainability 
	Positive brand image 


Marketing Mix
	Product 
	Hospitality service 

	Price 
	Competitive Pricing 

	Place 
	U.K and 122 countries 

	Process 
	Digital media marketing to attract customers 

	Physical evidence 
	7000 properties 

	Promotion 
	Social media advertising 

	People 
	Knowledgeable and skilled employees 


[bookmark: _8sam2rr444f8][bookmark: _Toc135410759]Objectives
	Objectives 
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time-bound 

	To expand the business 
	Important to increase the sales and income of the business  
	By analysing the sales margin of the business and the growth process of Hilton Hotels all over the world 
	By using effective marketing strategy and digital media marketing by using the latest technology and social media platforms 
	Required for increasing sales and developing brand image 
	6 months 

	To develop a customer base 
	Important to build a loyal customer base and improve the brand recognition to hold a strong position within the market 
	Through positive feedback from customers 
	Improving the services of Hilton Hotels 
	Needed to gain competitive advantage 
	8 months to 1 year 


[bookmark: _76kns110fihv][bookmark: _Toc135410760]Strategy
Ansoff matrix 
As stated by Kurniawan et al., (2020, p. 129), market penetration, product development, market development and diversification are the four factors of the Ansoff Matrix that allow a business to determine the market and product growth strategies. Currently, Hilton Hotels is facing the issues of poor feedback from customers regarding the poor ambience. Hence, market penetration can be the most effective option for Hilton Hotels to improve the ambience and service. As per the views of Clarissia (2020, p. 18), market penetration focuses on expanding sales with the already existing product in the existing market. Therefore, this is the safest option for Hilton Hotels to expand the business with their known product and with a piece of detailed knowledge about the market. This knowledge can help Hilton Hotels to improve their hospitality services and hotel rooms with the help of the latest technologies to satisfy the needs of customers and provide an effective service to them. 
[bookmark: _20umndd0fftl][bookmark: _Toc135410761]Tactics
Hilton Hotels uses different social media platforms such as Facebook, Instagram, Pinterest and Twitter for communicating with its customers. The major issues which have been faced by Hilton Hotels in the present time are the poor reviews of customers regarding the ambience of the hotels. Hence, the application of the RACE model can be used by Hilton Hotels to improve communication with customers. 
RACE framework 
The four phases of the RACE framework are research, action & planning, communication & relationship building and evaluation, (Rautela, 2021). 
	Research 
	In this first stage, Hilton Hotels needs to identify how different social media platforms and other digital platforms can be used effectively to reach customers. The role of AI to build customer relationships can be applied by the firm for recognising customer trends and demands so that by using the latest technology those needs can be satisfied. 

	Action & Planning 
	In this phase, Hilton Hotels needs to develop an effective marketing plan by using digital platforms to meet the customer's needs and communicate with them. Different effective strategies can be used in this stage such as discounts, offers and additional customers to attract customers. The firm can also use third parties such as social media influencers for promoting the business on social media. 

	Communication & Relationship Building 
	Hilton Hotels can collect data from different sources of social media and identify the trends of customers. This can help the firm to improve the discount and offer strategies more so that they can attract more customers. Along with this, the rooms which are needed by the customers can be also identified in this stage hence Hilton Hotels can provide an outstanding experience to the customers. 

	Evaluation 
	In this stage, Hilton Hotels can build a strong customer base by providing them with the required service and achieving the desired goals of the company to get positive feedback about the company in social media platforms. 


[bookmark: _3ua24hx40m98][bookmark: _Toc135410762]Action
	Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 8
	Week 9
	Week 10

	Conduct market research
	
	
	
	
	
	
	
	
	

	Identifying the customer trends
	
	
	
	
	
	
	
	
	

	Analysing the resources to choose the required information
	
	
	
	
	
	
	
	
	

	Managing and controlling all the marketing activities
	
	
	
	
	
	
	
	
	

	Review the activity
	
	
	
	
	
	
	
	
	


The above marketing activities can allow Hilton Hotels to overcome the issues faced by the customers within the specified period and hold a strong position in the market. Different marketing channels such as advertising, social media marketing, email marketing, search engine optimisation, display advertising and influencer marketing can be used for completing the overall task. 
[bookmark: _u6np1qukpy8n][bookmark: _Toc135410763]Control
Hilton Hotels can follow the below-mentioned metrics for measuring the success of the proposed marketing plan and resolving the issues. 
	Sales volume 
	As described by Chaffey and Smith (2022), an increasing sales margin indicates the effectiveness of the marketing strategy of the company that leads the firm to attract customers. 

	Customer acquisition cost 
	This allows determining the efforts of Hilton Hotels which are needed to generate customer conversion. 

	Website traffic generated 
	Higher traffic generation indicates that the company is aiming to increase market outreach, (Ferrell et al., 2021). 

	Increase of profit 
	Positive feedback from customers from different social media channels. 

	Brand perception 
	Increasing profit means the firm can meet customer trends. 


[bookmark: _nhwwz26w08nc][bookmark: _Toc135410764]Conclusion
Thus, it can be concluded that this present marketing plan identifies the contemporary issue which has been faced by Hilton Hotels. The business is currently facing the issues of negative feedback from customers regarding the ambience. Therefore, this marketing plan focuses on overcoming this issue with the application of different tools and techniques. Different models and frameworks are included in this assignment which allows the firm to adopt effective strategies and follow customer trends. The models such as Ansoff matrix, PESTLE and Bowman’s strategic clock have been mentioned in this writing along with the positioning map for the brand to hold a strong position in the market. 
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[bookmark: _Toc135410844]Component B: Presentation 
[bookmark: _nxyj45kk9xrs][bookmark: _Toc135410845]Introduction 
This presentation discusses the marketing plan for Hilton Hotels in detail to overcome the issues of negative feedback from the customers about the ambience of the hotel. The aim of this presentation is to provide an innovative solution for Hilton Hotels to overcome the issue. 
[bookmark: _goiw72tvnsi1][bookmark: _Toc135410846]Situational analysis 
As per the SWOT analysis of Hilton Hotels it has been identified that the major strength of the firm is the high consumer base and the satisfied employees. However, the weaknesses of the brand are poor reviews of the customers and data breach issues. Hilton Hotel currently follows the psychographic and demographic segmentation which allows the firm to divide the customers as per their age, income level and characteristics. The target customers of Hilton Hotels are people from 25 to 40 years both male, female and LGBTQ+ who belong to the medium to high-income group. Therefore, the firm follows high-price and high-quality service. As per Bowman’s strategy clock, it has been suggested that Hilton Hotels can follow the hybrid approach for managing the differentiation within the company to attract customers with dynamic pricing. The PESTLE analysis indicates that the firm is facing issues in this post-pandemic and post-Brexit issue regarding managing its supply chain. As per the marketing mix, the product of Hilton Hotels is its hospitality service and the firm follows a competitive strategy to gain a competitive advantage in the market. 
[bookmark: _2qzg2tkqpwt3][bookmark: _Toc135410847]Objectives and strategy
The objectives of Hilton Hotels are to expand the business and build a strong customer base to increase the annual revenue. On the other hand, as per Ansoff Matrix Hilton Hotels can follow the market penetration strategy by improving its existing product in the existing market to meet the customer's needs. 
[bookmark: _1c06x09f3xs1][bookmark: _Toc135410848]Tactics 
As per the views of Sobande (2021, p. 133), the RACE framework includes four stages of action, act, convert and engage for meeting the customer's needs by applying an effective marketing strategy. Hence, in this process, Hilton Hotels can use different social media platforms to identify the needs of customers and improve their services to meet their needs. 
[bookmark: _z28at71vhwit][bookmark: _Toc135410849]Action and control 
Hilton Hotel can follow the steps of developing market research, identifying customer needs, analysing resources, and managing, controlling and reviewing the overall marketing activities to overcome the identified issue. By measuring the sales volume, consumer acquisition cost, website traffic generation and increasing profit the overall marketing can be controlled. 
[bookmark: _m5acihq3azf8][bookmark: _Toc135410850]Conclusion 
Thus, it can be concluded that this presentation describes the marketing plan for Hilton Hotels that can help the company to overcome the issue of negative feedback from the customers. The application of the Ansoff matrix, RACE model, PESTLE and Bowman’s clock model has been discussed in this presentation for implementing the marketing plan successfully. 
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