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Introduction
[bookmark: _Toc137572087]The London Hilton on Park Lane is a well-known luxury hotel in the center of London, England. It is located on the famous Park Lane and provides spectacular views (Hilton, 2023). The growing desire for sustainable and eco-friendly travel options is marketing opportunity for the hotel. Travelers are actively seeking hotels that prioritise sustainability in response to growing worries about climate change and environmental impact. The marketing plan for hotel will aim to position the hotel, preferred choice for travelers looking for luxurious and responsible lodging options, promoting sustainability and responsible travel practices within the hospitality industry. SOSTAC, 4P’s, and Ansoffs matrix will be utilized. 
Situation Analysis and Marketing Mix
5 ‘C’ is a marketing technique for analysing situations (David, 2022). The hotel has a great brand recognition and provides a variety of amenities and services to clients. However, it must adapt to shifting consumer preferences and meet the growing demand for environmentally friendly travel. Affluent travelers looking for premium rooms and experiences are the hotel's target consumers. With the advent of sustainable tourism, there is a growing proportion of environmentally concerned travelers that prioritise eco-friendly practises. Other luxury hotels may also promote themselves as environmentally friendly, putting the property in competition. Competitors may already have sustainability programmes in place or are contemplating similar initiatives, so the London Hilton hotel must distinguish itself and explain its distinctive approach to sustainability. To improve its sustainability efforts, the hotel can engage with local sustainability-focused organisations and eco-tourism groups (Lund-Durlacher et al., 2019). The hotel can tap into their expertise and gain access to their networks by partnering with these organisations. Travelers are increasingly more aware of their environmental effect and actively choosing hotels that share their beliefs. This hotel can capitalise on this trend by addressing sustainability head-on. Highlight environmentally friendly elements such as energy-efficient lighting and water-saving equipment. Place an emphasis on locally sourced and organic ingredients, as well as vegetarian/vegan cuisines. Promote eco-friendly event facilities and services, such as recycling programmes. Pricing should be comparable to other luxury hotels in the area, with a focus on the added value of sustainable practises and projects. Create unique packages that highlight the hotel's ecological qualities, such as "Green Getaway" packages. Make certain that hotel's sustainability message is communicated through all online and offline channels, such as the hotel's website, online travel agencies, and travel agents. Collaborate with eco-tourism organisations, sustainable travel companies, and local businesses to broaden your reach and attract environmentally concerned travelers. Include sustainable messaging in all promotional materials, such as brochures and commercials. Create compelling content highlighting the hotels sustainable practises and encourage guests to use dedicated hashtags to discuss their eco-friendly experiences. Participate in or sponsor sustainability-related events.
[bookmark: _Toc137572088]Objectives, Strategy and Tactics 
[bookmark: _Toc137572089]Creating a marketing plan for the Hilton hotel to promote demand for sustainable and eco-friendly travel options. In the following six months, increase bookings by 20%. Collect at least 20 positive internet reviews that mention the hotel's sustainable and eco-friendly initiatives. Create and implement a thorough marketing approach that promotes hotel options, emphasising their benefits and unique features. Respond to rising customer demand for environmentally friendly travel options by offering environmentally friendly solutions to guests and advertising the hotel's commitment to sustainability. Within the following six months, boost bookings for sustainable and travel options, while frequently assessing progress and altering methods. By analyzing market choices, Ansoff's matrix assists hotels in identifying growth potential. Its four strategies are as follows: market penetration, market development, product development, and diversification (Meldrum and McDonald, 1995). The relevant strategy in this case is market development (Dawes, 2018) explore finding new markets for current products or services is part of market development. The hotel caters to a niche market of travelers that value sustainability and eco-friendliness in their travel choices. They intend to gain market share by portraying themselves as a top sustainable hotel. They can attract environmentally conscious travelers who are looking for more sustainable options. Effective waste management practises, such as recycling and minimizing trash generation, will highlight the hotel's dedication to sustainability. Pursue recognised green certifications, Green Globe, to demonstrate credibility for environmentally friendly practises. Provide and invest in environmentally friendly amenities like biodegradable packaging and energy-efficient systems. As part of its RACE strategy, the hotel can employ numerous new communication strategies. These strategies can assist the hotel in efficiently promoting its sustainability initiatives and attracting environmentally concerned guests.  Conduct market research to learn about the tastes, motives, and expectations of your target audience when it comes to sustainability (Huang and Rust, 2020). To obtain insights and identify unique selling points, identify rivals' sustainable practices and communication methods. Eco-friendly practices, such as energy-efficient lighting, water conservation measures, should be implemented thoroughly. Collaborate with local suppliers who place a premium on sustainability, such as organic and locally produced food. (Zerfass et al., 2018) tells create an encompassing sustainability message that is consistent with the hotel's brand and values. Redesign the hotel's website and other marketing materials to emphasise its dedication to sustainability. Utilize social media tools to engage audiences and provide real-time updates on sustainable practises. Create compelling and instructional content, such as blog entries and films, to educate guests about environmentally friendly travel options. Create tailored marketing strategies aimed at environmentally aware travelers. Use eco-tourism websites and periodicals, as well as other platforms and channels that appeal to this population. Track indicators like website traffic, social media participation, and consumer feedback to evaluate the effectiveness of communication tactics on a regular basis (Musonera and Weber, 2018). To assess the impact of sustainability measures on visitors' decision-making processes, monitor customer perceptions and perform surveys. Redesign the hotel's website to highlight sustainability measures such as green certifications, energy-saving practises. Create specialised landing pages with information on the hotel's sustainable programmes, local partnerships, and satisfied guest testimonials. Update social media sites on a regular basis with engaging content. Create blog posts and articles for the hotel's website that focus on sustainable travel. Collaborate with local influencers or eco-bloggers to share their hotel experiences. Send targeted emails with unique offers. Collaborate with local organisations and charities that are concerned with sustainability, (NGOs) or community initiatives. Allow guests to participate in sustainable activities like as community clean-up initiatives.
 Action and Control
[bookmark: _Toc137572090]Cost per click (CPC), click-through rate and conversion rate. Increased website traffic, lead generation, and reservation bookings. Throughout the year will be used to maintain visibility and reach a larger audience. Open rate, click-through rate, and conversion rate. Direct bookings, repeat customers, and income earned all increased. Regular email campaigns with special promotions are sent out throughout the year. Organic search traffic, keyword ranks are all employed. Increase organic traffic through increasing website exposure in search engine results pages (SERPs). SEO activities should be continual and adaptable to seasonality and changing search trends. (Panno, 2019) describes financial performance measures the hotel's success. Overall revenue, profitability, and return on investment. Customer feedback ratings and internet reviews, for example, can help measure how well the hotel meets expectations (Song et al., 2022). Strategies such as targeted marketing efforts, partnerships with travel agencies, internet advertising can aid in acquisition of new customers (Rita Lopes and Porto Beatriz Casais, 2022). Measuring energy efficiency, reducing waste, and implementing environmentally friendly practises can all indicate the hotel's dedication (Iris and Lam, 2019). Metrics, market share, average competitor rates, and guest satisfaction ratings can reveal the hotel functioning in comparison to its competitors (Paulose and Shakeel, 2021).
Conclusion 
The aim was to increase demand for environmentally and socially responsible travel solutions. Raising consumers' awareness about the hotel's sustainability activities was one of the most difficult challenges. Ecofriendly practices, hotel has put in place and advantage of choosing sustainable solutions may not be known to many guests. Guests adopt sustainable behaviors, so it was difficult to distinguish the hotel as a leader in sustainable tourism. Energy efficiency systems, efforts to reduce garbage and the provision of ecofriendly services, inform guests of the hotel's sustainability activities should be highlighted by promotional materials (Han et al., 2019). Include sustainability information into communication channels. (Sultana, Amin and Islam, 2022) tells work with local enterprises and organizations who support green travel will be beneficial for hospitality sector. 
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TASK Metrics START END

Advertising 

Online Ad campaigns 33.4 July June

Campaigns/Promotions Promotional code July June

brochures Click rate July June

Sesonal Events 2 June February

SEO July  June

Sat, 07/01/2023
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Infroduction

The London Hilton on Park Lane is a well-known luxury hotel in the center of
London, England.

Growing desire for sustainable, eco-friendly travel options is marketing
opportunity for the hotel. Travelers are actively seeking hotels that prioritise
sustainability in response to growing worries about climate change and
environmental impact.

Marketing plan position the hotel, preferred choice for fravelers looking for
luxurious and responsible lodging options, promoting sustainability and
responsible fravel practices within the hospitality industry.




image5.png
Situational Analysis

With the advent of sustainable tourism, there is a growing proportion of
environmentally concerned travelers.

Adapt shifting consumer preferences and meet the growing demand for
environmentally friendly fravel.

Other luxury hotels already have sustainability programmes, so the London Hilton
hotel must distinguish ifself and explain its distincfive approach fo sustainability.

The hotel engage with local sustainability-focused organisations and eco-tourism

groups.

Travelers are aware of their environmental effect and actively choosing hofels, Hotel
can capitalise on this frend by addressing sustainability.
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Marketing Mix

Product
Price
Highlight environmentally friendly  Should be comparable to other luxury
elements hotels
Promote recycling programmes Create unique packages
Promotion
Place Sustainable messaging In all promafional
Make sure hofel's sustainability message is materials
communicated fhrough alloniine and offine
channels Create compelling confent highiighting fhe hotels
sustainable practises
Collaborate with eco-fourism orgar Paricipate In or sponsor sustainabilfy-related
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Objective

Creating a marketing plan to promote demand for sustainable and eco-
friendly fravel options

In following six months, increase bookings by 20%

Collect at least 20 positive internet reviews that mention the hotel's sustainable
and eco-friendly initiatives

Create thorough marketing approach that promotes hotel options.

Respond to rising customer demand.
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Strategy (Ansoff's market
development)

The hotel caters o a niche market of fravelers that value sustainability and
eco-friendliness in their fravel choices and afiract who are looking for more
sustainable options.

Intend fo gain market share by porfraying themselves as a fop sustainable
hotel.

Pursue recognised green cerifications
Effective waste management practises
Provide and invest in environmentally friendly amenities
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Tactics

Conduct market research to learn about the tastes
Identify rivals' sustainable practises and communication methods

Practises, such as energy-efiicient lighting, water conservation measures, should be
implemented thoroughly

Collaborate with local suppliers who place a premium on sustainability
Create an encompassing sustainability

Utilise social media fools fo engage audiences
Track indicators like website traffic, social media participation
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Research and identify
target audience
Design and create
online ad campaigns
CTR

Engagement rate,
reach, impressions,
specific campaigns or
promotions

Open rate, click-
through rate, Regular
email campaigns,

Organic search traffic,
keyword rankings,
SERP

Action

July August

Online Advertising

Utilized throughout the year to maintain visibility and reach a wider audience

Social Media Marketing

Regular checking each month

Regular email campaigns can be sent throughout the year, with specific promotions aligned
with relevant events or seasons.

Search engine optimization
SEO ongoing
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Control

Financial Performance
Customer Satisfaction
New Customers Acquisition

Measuring energy efficiency
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Conclusion

The aim was fo increase demand for environmentally and socially responsible
travel solutions

Energy efficiency systems, efforts fo reduce garbage and the provision of
ecofriendly services, inform guests of the hofel's sustainability activities should
be highlighted by promotional materials

Work with local enterprises and organizations who support green fravel will be
beneficial for hospitality sector
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