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[bookmark: _Toc137060001]Introduction
The report aims to identify an opportunity for Hilton Hotels and to recommend a strategy to grasp the opportunity. The report is prepared for Hilton Hotel which is a US-based multi-national hotel company. It will implement SWOT, PESTEL, Ansoff matrix, and RACE framework to analyze the situation and to recommend actions for Hilton Hotel. SWOT and PESTEL will be used to analyze the external and internal business environment. The Ansoff matrix will be used to suggest a strategy to follow whereas the RACE framework will be used to recommend actions that Hilton Hotels should take for promotion.
[image: Hilton | Engineering Technical Consultants]
Logo of Hilton Hotel and Resorts.


[bookmark: _Toc137060002]Situation Analysis
[bookmark: _Toc137060003]Company: SWOT Analysis
· Strengths: It has a strong brand image and operates in 122 countries resulting in higher revenue.
· Weaknesses: Overdependency on the US market for generating revenue.
· Opportunities: It can expand into developing countries to increase revenue.
· Threats: The industry is highly competitive and the threat of legal cases as the industry is sensitive to lawsuits.
[bookmark: _Toc137060004]Customers: Segmentation and Targeting
The segmented market for Hilton Hotels can be people who travel often, businesspeople and aged from 10 to 70 years old living anywhere around the globe. However, targeting makes it narrower. The target market is customers pursuing luxury, and love to express status and achievement ages ranging from 35 to 70 years.
[bookmark: _Toc137060005]

Competitors
[bookmark: _Toc137060006]Perceptual Positioning Map
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Hilton Hotel charges a higher price and provides a five-star quality experience whereas ritz Carlton is similar in its value proposition but falls short.
[bookmark: _Toc137060007]Bowmans Strategy Clock
Hilton Hotel follows ‘focused differentiation’ in the bowman’s strategy clock. Because it charges a higher price for services and has a strong brand image that gives people status even if the utility is the same as non-branded products. 
[bookmark: _Toc137060008]Collaborators
Hilton Hotel has more than 4000 suppliers globally and maintains a positive relationship with them (Ponnapureddy et al., 2020). Thus, its operation runs smoothly. Moreover, in 2023 Hilton and Buzz Feed partnered to allow customers to book and plan vacations in Hilton through buzz feed (Hilton, 2023a). Also, Hilton partnered with Pleton Interactive to provide a wellness experience in its 5,400 hotels globally (Hilton, 2023b).
[bookmark: _Toc137060009]Climate: PESTEL
· Political: The current Ukraine-Russia conflict will hamper operations in those areas. Also, the exit of the UK from Europe can reduce sales in the UK.
· Economical: UK’s inflation rate is 10.1% which can increase operational costs (Trading Economics, 2023).
· Technological: Online booking, automated check-in and out system, and service automation are shaping the industry (Nieves and Segarra-Ciprés, 2015).
· Social: The rising income level of people is increasing the demand for luxury services.
· Environmental: Issues such as the usage of renewable energy and reduction of waste are impacting the operation of Hilton.
· Legal: Employment law, and discrimination law mainly impact Hilton hotel
[bookmark: _Toc137060010]Objectives
From the situation analysis, it can be found that the industry is highly competitive. Also, the expectation of customers from hotels is changing due to technological trends. Moreover, Hilton Hotels is extensively dependent on the USA for generating revenue. Thus, the aim is to outcompete competitors, innovatively serving customers and diversifying revenue generation. The aim can be summarized into one sentence using the SMART objective which is
· To increase the market share of Hilton in Europe and Asia region by 2% by the next 3 years incorporating technologies and improving customer satisfaction by 5 points in the next 2 years.
[bookmark: _Toc137060011]Strategy
The new value proposition for Hilton Hotel will be innovatively offering a unique customer experience. The innovative and unique value proposition will focus on enhancing the way customers are served which will result in higher sales in outside regions of the USA. 
[image: Breakdown of Ansoff Matrix, including Products on the X-axis and Markets on the Y-axis]For this, Hilton Hotel will use a product development strategy under the Ansoff matrix. Because Hilton will focus on improving its services by providing new offerings in existing Europe and Asian markets.

Figure 1: Ansoff Matrix (Source: Peterdy, 2023)
In the marketing mix, the way Hilton Hotel provides services to its customers may need to change. Because the usage of technology will improve the overall customer service procedure of Hilton Hotel. Also, the price will increase compared to improved service. 
[bookmark: _Toc137060012]Tactics
[bookmark: _Toc137060013]Marketing Mix
· Product: Hilton Hotel provides service rather than a physical product.
· Price: It follows a value-based pricing strategy as it is a luxury brand.
· Place: It is present in all continents with its 7165 hotels globally from which customers can take service (Statista, 2023).
· Promotion: It largely uses online promotional tools e.g. social media for promotion and traditional tools as well.
[bookmark: _Toc137060014]RACE Model
The RACE model will be followed to implement the strategies. Under the RACE model in each phase, Hilton Hotel will follow different communication tactics to address the issues identified in the situation analysis.
· Reach: In this stage, the hotel’s message will be placed to the target customers. For this, content regarding the hotel’s service will be promoted on different platforms. For example, video content showing how customers are served in Hilton hotels will be shared on social media. It will ensure higher reach.
· Act: In this stage, the customers will be encouraged to take action. For example, a link to the hotel website can be promoted on social media, and clicking on the link audience will land on the hotel’s website. Besides, the promotion of content may motivate customers to visit the hotel physically. 
· Convert: In this stage, the audiences are converted into customers. For example, after landing on the booking page, Hilton Hotels can establish a chatbot on its website which will direct customers on how to book a hotel easily. Thus, it will ensure conversion. Also, an AI-based push notification system to its customers to directly convert them. Clicking on the interested notifications, Hilton Hotels can convert its app/website users into customers. 
· Engage: In this stage, Hilton Hotel will follow the actions that will ensure long-term customer relationships. For example, Hilton Hotels can establish a voice assistant service in its hotels. By asking questions, in the voice assistant customers can know their answers and be guided to get a full customer experience. Besides, newsletters via email can be sent to the customers to inform them about new services and offers so that they make purchases (Cowley, 2018).
[bookmark: _Toc137060015]

Action
The following Gantt chart is showing the necessary activities that will be carried out for promoting the services and products of Hilton Hotel.[image: ]

Ads on TV, Radio will be placed because consumers watch and listen to the radio. 89% of the UK population listens to the radio every day (RadioToday UK, 2022). Thus, it will increase brand exposure as these will be done frequently. Tele sales and digital platform sales will be done throughout the year to increase bookings and visits to the hotel. While personal selling the available offers will be told to customers. Discounts will be offered for a limited time to encourage immediate purchase and similarly, all sales promotional activities will be done for a limited time. Hosting events, billboards, and content marketing will be done throughout the year because these activities will generate high awareness and sales. 
[bookmark: _Toc137060016]Control
To measure the success of each activity, the number of sales will be measured. For example, if telemarketing is done, the number of sales generated from each sales call will be measured to measure the effectiveness of this channel. It will also measure how many new customers are acquired by indicating an increment in the revenue of the company. To measure brand awareness, a brand awareness survey will be conducted which will also show how customers perceive the brand.
[bookmark: _Toc137060017]Conclusion
The company has strong market positioning but rising competition, and dependency in the US for generating sales are major challenges. The company targets travelers and business persons primarily and secondarily it targets people of all ages who travel. The company is positioned as a high-quality service provider at a higher price, a luxury brand compared to its competitors. Hilton will use a product development strategy for new value propositions and will engage in different traditional and digital marketing activities. 
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Advertising 

Tv How many views.  March August
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PPC Click rate November November

Personal selling

Tele Sales Number of Sales November November

Selling through Digital Channels Number of Sales November November
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Sales promotion

Offering Discounts Number of Sales November May
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Public relations

Billboards Brand Awareness Survey November November

Content Marketing Social Media Engagement November November

Sponsoring Events Brand Awareness Survey August  November

Hosting Events Number of Sales November November

Direct marketing

Distributing Leaflets Number of Sales January April
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Q Hilton highly depends on US market for
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