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Introduction
In order to expand into the hospitality sector, Hotel Hilton intends to open a location in Singapore. To the fact that almost all hotels are booked in advance during peak season, Singaporeans face a shortage of accommodations, and tourists who arrive without reservations must endure the disappointment (Chen et al., 2011). Hotel Hilton is opening a new location to accommodate the company's expansion, growth, and customer requirements to alleviate this disappointment. The Hotel Hilton marketing strategy, as well as the company's SWOT analysis and marketing mix (the four Ps), will be discussed in this report.
Situation Analysis
Situational analysis is the process by which an organization's management determines the impact of internal and external environmental factors on business performance (Munoz and Huser, 2008). This study will used SWOT analysis for situational analysis that is as follow:
	Strengths
· Since 1919, Hotel Hilton has been operating in the hospitality sector; Cisco, Texas, was where they started their journey. Since then, they have opened more than 570 hotels worldwide (Reidhead, 2020).
· They have a lot of knowledge in this area; As a result, a lot of research and marketing is pointless for them because they can figure out where they stand in the market by looking at how well their previous hotel did.
· They offer attractive schemes and quick deals to their regular customers, such as spas; services at a salon, a luxurious stay, etc. are their appealing plans.
· They have huge properties all over the world, including 85 countries and six continents.
· Hotel Hilton is the largest hospitality network, with numerous hotels, resorts, and other establishments.
· This brand employs more than 169,000 individuals worldwide (Yu et al., 2021).
	Weaknesses
· Although there are Hilton Hotels in almost every country in the world, they are primarily focused on the US market (Yu et al., 2021).
· They have a significant debt over their brand name in addition to their high profitability.
· They have a global reputation as a brand; Nonetheless, they lack sufficient global share value.
· Because of its size, it takes a long time to be flexible and put certain processes into action (Reidhead, 2020).

	Threats
· Terrorism is always a threat at the international level because of dynamic policies.
· There are micro- and macro-economic factors unique to each nation.
·  Engaging in unethical practices as a result of a lack of managerial oversight over all hotels
	Opportunities
· They can open more hotels and resorts outside of the countries where they already operate.
· The establishment of efficient marketing and other strategies for the organization necessitates the formation of strategic alliances.
·  To outperform their international rivals, research and development programs could be implemented more effectively and wisely (Richard and Cleveland, 2016).
· • Hilton Hotels are known for being expensive and providing opulent services. As a result, they could target the mid-range market by offering cheap deluxe rooms, which would help them grow their business (Richard and Cleveland, 2016).


Objectives
The goals of the marketing plan are very clear, and it is expected that this function will be done in order to reach the right goals set by the management of the company. Hotel Hilton already operates a location in the city of Singapore, and they intend to open a second location to boost profitability and business growth. This is the company's primary goal, and they are taking a number of steps to achieve it, such as conducting market research; establishing a hotel, the acquisition of sufficient employees capable of achieving the organization's objectives, and fulfilling the company's expectations could all be accomplished.
Strategy
By keeping in mind, the importance of the technology the Hilton Hotel is not only using print media but also the digital media for advertising purposes. This will help the organization to attract more customers.
Marketing Mix
The 4Ps—price, promotion, product, and place are the components of this strategy. The organization's clear objective toward the market, its customers, its customers, etc., are developed through this measure (Dominici, 2020). These 4Ps for Hilton Hotel are as follow:
· Price: It shows how much the new product from the company costs (Goi, 2019). The public will be able to purchase the hotel's rooms, food, and other services, such as a spa, salon, and gaming facilities, in this scenario. establishing reasonable costs for the hotel, food, and other items. will attract a large number of customers instead of charging high prices (Pomering et al., 2011). Because they are expensive hotels, their rates are quite high in comparison to those of mid-range hotels. However, they might be able to attract a lot of customers to a hotel by lowering prices early on (Chen and Chen, 2013).
· Product: The Hilton hotel offers a variety of services, such as a spa, saloon, entertainment, gaming zone, pick-up and drop, cab service, and rooms to stay (Saidani and Sudiarditha, 2019). These are provided to customers by Hotel Hilton to boost productivity and project a positive image in the Singapore market.
· Place: Hotel Hilton is a part of the hospitality industry, and the location of the hotel is very important in the Singapore market. In terms of hotels, Hilton doesn't need to take any special steps to build their goodwill in the market because they already have a good reputation with customers (Dev et al., 2008). They have chosen a central location to build another hotel in Singapore so that tourists can easily get there (Birnik and Bowman, 2007).
· Promotion: The method by which an organization markets its goods and services is known as promotion (Johnson and Vanetti, 2005). In light of this scenario, Hilton has promoted their new Singapore hotel using digital and print media to provide tourists with adequate amenities. Display shows, sponsoring particular events, and other methods of promotion have also been utilized (Lee and Hung, 2009).
Action
The GANTT Chart for this plan is as follow:
	Tasks
	3 Weeks
	6 Months
	2 Weeks
	4 Weeks

	Selection of right Place
	

	
	
	

	Development of Hotel
	
	
	
	

	Set Prices 
	
	
	
	

	Print Promotions
	
	
	
	

	Digital Advertising
	
	
	
	


After developing the hotel, we can shift towards the marketing plan. And can design different strategies to execute this plan.
Control:
The development of an efficient marketing strategy aims to improve the organization's start and establish an efficient path to success (Abdullaev and Nabieva, 2021). The organization can better carry out its responsibilities by taking the initial steps of planning, executing, and creating a marketing plan. This marketing plan includes all of the features and functions that play a crucial role in establishing an effective market image, making it possible to achieve goals set by upper management.The most significant opportunity for Hotel Hilton is to establish a strong presence in the Singapore market by opening a second hotel there. The plan has been well put together and executed, and it will meet the management's needs. The methods it uses to advertise its goods and services are also very efficient and focused on the end result. The company uses a combination of print and digital media, with local newspapers advertising the products and services offered by the new Singapore hotel, while digital media platforms will draw customers by displaying the unique and artistic design of the company.
Conclusion
According to the findings of this report, a well-thought-out marketing strategy is absolutely necessary for establishing a favorable reputation for a brand-new product or for a brand-new business entity. The market plan is typically prepared for effective assumption evaluation based on specific specifications. In this scenario, Hotel Hilton has made the decision to open a new hotel in Singapore in order to provide sufficient services like a stay that is both luxurious and comfortable, facilities for food and beverages, club amenities, and other amenities.
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Marketing Mix of Hilton Hotel (Cont.)

Place

* Hotel Hilton is a part of the hospitality industry, and the location of the
hotel is very important in the Singapote market.

* In terms of hotels, Hilton doesn't need to take any special steps to build
their goodwill in the market because they already have a good reputation
with customers

* They have chosen a central location to build another hotel in Singapore so
that tourists can easily get there
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Product

* The Hilton hotel offers a vasiety of services, such as a spa, saloon,
entertainment, gaming zone, pick-up and drop, cab service, and rooms to
stay

These are provided to customers by Hotel Hilton to boost productivity and
project a positive image in the Singapore market.
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Promotion

* The method by which an organization markets its goods and services is
known as promotion

* Hilton has promoted their new Singapore hotel using digital and print media
to provide tousists with adequate amenities.

* Display shows, sponsoring particular events, and other methods of
promotion have also been utilized
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Gantt Chart
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Control

* The increase in financial position of the hotel
* The increase in number of guests in the hotel
* The increase in engagement of clients through different marketing tools
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Hilton Hotel

Hilton Hotel is a well known five star hotel

Since 1919, Hotel Hilton has been operating in the hospitality sector; Cisco,
Texas, was whete they started their journey.

They have huge properties all over the wotld, including 85 countries and six
continents.

Tt is planning to open a new branch in Singapore
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Marketing Mix of Hilton Hotel

* The 4Ps—price, promotion, product, and place are the components of this strategy

* The organization's clear objective toward the market, its customers,its customers, etc,, are
developed through this measure (Dominici, 2020).

* These 4Ps for Hilton Hotel are as follow:
Price

Place

Promotion

Product
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Price
It shows how much the new product from the company costs (Goi, 2019).

The public will be able to purchase the hotel's rooms, food, and other
services, such as a spa, salon, and gaming facilities, in this scenatio.

As Hilton Hotel is an expensive hotel the management can devise certain
packages to attract new customers

By introducing new offers it can also build strong customer base
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