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[bookmark: _Toc134625787]Introduction
In its marketing strategy, a company lays out the steps it will take to get information about its products and services.  This paper will demonstrate Hilton Hotel's proficiency in corporate marketing and management. The report will also look at how the hotels are affected by the outside world. To further optimise sales and boost profitability, it is essential to demonstrate the company's usage of digital marketing and customer engagement (Strauss, 2014). This hotel will benefit greatly from the new marketing strategy. And all required measures and requisite criteria will be met to realise this marketing strategy.
[bookmark: _Toc134625788]Situation Analysis
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Company: 
SWOT Analysis:
Strengths: Its name is known all around the globe. Hilton Hotels & Resorts, together with 12 more hotel brands, make up Hilton Worldwide. When it comes to customer loyalty programmes, Hilton's HHonors is among the finest in the business.
Weaknesses: Hilton's primary flaw is its reliance on the American market. There are over 142,000 people employed at Hilton. Hilton's ability to survive financially has suffered as a result of its excessive workforce (Reidhead, 2020).
Opportunities: Hilton may take advantage of the plethora of social media outlets available today by staffing up with dedicated social media managers. By placing ads on these websites, Hilton may reach a wider audience and generate more revenue.
Threats: The Hilton Hotel chain has been around for over a century and now has locations in a wide variety of countries. However, if it doesn't adapt quickly enough to new technologies, it might stunt its future development (Gehrels, 2013).   Hilton effectively cut off millions of potential customers in Russia due to war. 
Customers
Hilton's strategy for growing into emerging market segments involves focusing on places where the company's ideal customers congregate. Middle-aged and retired upper-class people with a lot of discretionary wealth are Hilton's target demographic. Furthermore, Hilton Resorts and Hotels generally serves customers who are looking for a luxurious vacation (Clarke, 2017). Hilton Worldwide's positioning strategy is multi-segment, meaning that the company aims to appeal to several types of clients with its various brands.
Competitors
Hyatt, Marriott, InterContinental Hotels Group (IHG), Loews Hotels, and Holiday Inn are all rivals of Hilton. Hilton has a greater Client Net Promoter Ranking than its competitors. Hilton Resorts' competitive edge stems, in large part, from its digital hospitality (Leonidou, 2013). With an already-established clientele and intimate familiarity with the market, the Hilton Hotel Longue has a leg up on any potential rivals.
Collaborators
Because of their partnership, Hilton is able to provide American Express cardholders with discounted room prices. Hilton has also partnered with major airlines like Delta and United to provide guests with a shared reward programme. A new service called "Alexa for Hospitality" is the result of a collaboration between Hilton and Amazon. There were about 2,000 franchised Hilton hotels throughout the world in 2021, including the DoubleTree, Hampton, and Embassy Suites brands (Nozdreva, 2021).
Climate
Hilton has made significant efforts in recent years to establish itself at the forefront of the green hospitality and tourism industry. The business plans to treble its spending on social effects and halve its impact on the environment by the year 2030 (Baran, 2016). Enhanced safety and security measures have been put in place at all Hilton locations as a response to the COVID-19 epidemic.
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The SMART objective of the marketing initiative is to raise Hilton Hotel's earnings by 5% and the cost will also be increased. The industry has a solid reputation, which might help them reach their aim. Effective advertising can bring in this demographic. Hilton Hotel has to boost its bottom line by 7 per cent. It's possible to accomplish this in the next six months (Ferrell, 2021).
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Hilton's goal is to increase client loyalty by consistently exceeding their expectations and adapting to their evolving needs. The Ansoff matrix is a technique used to compare and contrast four potential growth strategies for a company (Loredana, 2016). Hilton Hotels hopes to alter its value proposition by differentiating itself from rivals with a focus on innovation and the provision of cutting-edge resort experiences (Hussain, 2013). The Hilton Hotel chain has an opportunity to revolutionise the hotel industry by using cutting-edge technology like augmented reality tours, intelligent room amenities, and smartphone check-ins. Hilton Hotels might also try to attract new clients by creating products and services that meet their needs. Hilton Hotels' Market Development plan entails penetrating untapped regional markets (Loredana, 2016). Ultimately, Hilton Hotels may want to broaden its business operations by expanding into related fields. It may enter the short-term rental industry or provide ancillary services like event management and corporate travel administration.
[bookmark: _Toc134625792]Tactics
Communications Mix plan to address Hilton Hotels' situational analysis findings. Using a variety of channels to convey a unified and persuasive message to the intended audience is central to the Communications Mix strategy. Hilton utilises both print and broadcast media to reach its intended audience with its promotional offers. This advertising campaign makes use of a narrow range of promotional tools, such as print and online ads in publications read by top executives, including Forbes, Fortune, The Economist, and the Financial Times (Todorova, 2015). Sales promotions are an integral part of Hilton Hotels & Resorts' marketing strategy, as they are of importance to the hotel industry as a whole.
Hotel rewards programmes like Hilton Honors provide members with perks like free internet, extended checkout times, and room upgrades. More than fifty million people throughout the world are Hilton Honors members right now (Eagle, 2014). With the help of influencers that share the hotel's vision, goal, and customer base, Hilton Hotels can produce engaging content that attracts new customers.  This marketing campaign targets Hilton Honors members and new members who are interested in acquiring this company's services.
Hilton Hotels can keep its subscribers abreast of its latest deals, promotions, events, and service enhancements by sending them customised and relevant emails. The use of sales promotion provides tangible benefits for Hilton Hotels & Resorts in the form of increased revenue and higher room utilisation. By gathering and analysing consumer data and adapting products based on this information, Hilton Hotels can forge lasting connections with its clientele. Hilton Hotels can boost its website's traffic and user engagement with a more holistic strategy (Thornberg, 2014). They may run ads specifically aimed at their target audience, improve their website's user interface and design to encourage visitors to spend more time on the site and add calls to action to encourage customers to take the next step and book a room. 
The Hilton Hotels Corporation has plenty of scope for development in the areas of website design, brand cohesion across all channels of communication, and analytics-driven evaluation of the success of marketing initiatives. When it comes to room for development, Hilton Hotels has some work to do on its website. Such as they have lacking adequate functions for booking and contact. (Chang, 2019). They used analytics to determine the success of their advertising efforts and worked to ensure brand cohesion across all company communications.
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The hotel's aims and the demographics of its guests will determine the timing and distribution of its marketing efforts. To get the greatest outcomes, it is crucial to consistently assess performance and adapt strategy accordingly. It will take seven weeks to collect data from the target audience. Based on the findings, a marketing strategy will be developed. After then, people can share their thoughts. Input will be used to determine what adjustments need to be made.
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Customer engagement metrics provide insight into how successfully communicated messages are received by their intended audience. What makes the products of the leading hotel chain stand out from those of similarly priced rivals is referred to as the company's unique selling proposition (Pride, 2019).  The success of a marketing effort may be gauged in large part by looking at the campaign's return on investment. Having well-defined targets at the commencement of a marketing effort is crucial for keeping tabs on the proper KPIs. For instance, RevPAR (Revenue per Available Room). This key performance indicator (KPI) monitors the hotel's cost and availability performance by calculating the average daily income earned per available room.
[bookmark: _Toc134625795]Conclusion
The company is an expert in marketing, so customers can be certain that they will receive quality products and have a pleasant stay at one of their hotels. The strategies and tactics mentioned in the marketing strategy can be costly and time-consuming.  This is the single most important facet of every company. The Hilton Hotel typically employs a combination of strategies and tactics to address marketing issues related to this plan. Market research to determine customer wants and needs, creating a unique selling proposition, running strategic ads and promotions and encouraging customer participation in social media and loyalty programmes are all examples. The capacity of the Hilton Hotel to host guests from all over the planet has contributed significantly towards the hotel's prosperity.
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Specific, measurable, attainable, relevant, and time-bound all describe the characteristics of a SMART goal. The steps that will be taken to accomplish a SMART target are laid out in detail. The SMART goal of the marketing campaign is to increase Hilton Hotel profits by 7%.  The sector has a high level of credibility, which may help them in their efforts. Attracting this demographic necessitates targeted advertising (Strauss,  2014). Hilton Hotel's bottom line must increase by 7%. This can be accomplished within the next six months.
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Four potential growth strategies for Hilton Hotels were analysed using the Ansoff matrix. The Hilton Hotel Group is in a position to use cutting-edge technology to completely transform the hotel business. Hilton Hotels aims to raise the quality of its value proposition by differentiating itself from rivals. It's inextricably linked to offering cutting-edge getaways and a dedication to innovation (Hussain, 2013). It's possible the company may start offering services related to short-term rentals, such as event planning and business travel booking.
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Using cutting-edge technology like augmented reality excursions, smart room utilities, and smartphone check-ins. Furthermore, Hilton Hotels may strive to attract new clients by offering products and services that meet their needs. Hilton Hotels' Market Development strategy includes entering underrepresented regional markets (Ferrell,  2021). Finally, Hilton Hotels may aim to diversify its business activities by joining similar businesses. 
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The use of many channels to transmit a cohesive and persuasive message to the target audience is central to the Communications Mix strategy. Hilton uses both print and broadcast media to reach its target demographic with its promotional offers. Hilton Hotels & Resorts makes extensive use of sales promotions, which are a standard component of the hotel industry's promotion mix (Nozdreva, 2021). This marketing effort focuses mostly on print and online advertisements in magazines read by high-level executives.
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Free internet, later checkout times, and improved rooms are just some of the perks that frequent guests of hotels with reward programmes like HHonors enjoy.  By tailoring and sending specific emails. Subscribers to Hilton Hotels' newsletter will be the first to know about the hotel chain's latest deals, events, and service upgrades. They could advertise to people in their target demographic, make their website easier to use so that people spend more time there, and add invitations to action to urge people to proceed with the following action and make a reservation. 
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Objectives of the Marketing Plan

The marketing campaign's SMART goal is to increase Hilton Hotel's profits by 7%. 

The sector enjoys a high level of credibility, which might aid their efforts. Attracting this group requires targeted advertising (Strauss,  2014). 

The bottom line for Hilton Hotel needs to grow by 7%. In the next six months, this can be done.







Specific, measurable, attainable, relevant, and time-bound all describe the characteristics of a SMART goal. The steps that will be taken to accomplish a SMART target are laid out in detail. The SMART goal of the marketing campaign is to increase Hilton Hotel profits by 7%.  The sector has a high level of credibility, which may help them in their efforts. Attracting this demographic necessitates targeted advertising (Strauss,  2014). Hilton Hotel's bottom line must increase by 7%. This can be accomplished within the next six months.
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Strategy

The Ansoff matrix was utilised to evaluate four distinct expansion options for Hilton Hotel. 

By setting oneself apart from the competition, Hilton Hotels wants to improve its value offer.

It goes hand in hand with a commitment to new ideas and the delivery of state-of-the-art vacation options (Hussain,  2013). 







Four potential growth strategies for Hilton Hotel were analysed using the Ansoff matrix. The Hilton Hotel Group is in a position to use cutting-edge technology to completely transform the hotel business. Hilton Hotels aims to raise the quality of its value proposition by differentiating itself from rivals. It's inextricably linked to offering cutting-edge getaways and a dedication to innovation (Hussain, 2013). It's possible the company may start offering services related to short-term rentals, such as event planning and business travel booking.
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Utilising cutting-edge technology such as augmented reality excursions, smart room utilities, and smartphone check-ins.

Additionally, Hilton Hotels may attempt to attract new customers by developing products and services that satisfy their requirements. 

Hilton Hotels' Market Development plan incorporates penetrating underserved regional markets (Ferrell,  2021). 

Ultimately, Hilton Hotels may wish to diversify its company operations by entering related industries. 







Using cutting-edge technology like as augmented reality excursions, smart room utilities, and smartphone check-ins.Furthermore, Hilton Hotels may strive to attract new clients by offering products and services that meet their needs. Hilton Hotels' Market Development strategy includes entering underrepresented regional markets (Ferrell,  2021). Finally, Hilton Hotels may aim to diversify its business activities by joining similar businesses. 
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Central to the Communications Mix strategy is the utilisation of multiple channels to communicate a unified and persuasive message to the target audience. 

With its promotional offers, Hilton utilises both print and broadcast media to reach its target audience (Nozdreva,  2021). 

Hilton Hotels & Resorts heavily utilises sales promotions, a standard element of the hotel industry's promotion blend. 







The use of many channels to transmit a cohesive and persuasive message to the target audience is central to the Communications Mix strategy. Hilton uses both print and broadcast media to reach its target demographic with its promotional offers. Hilton Hotels & Resorts makes extensive use of sales promotions, which are a standard component of the hotel industry's promotion mix (Nozdreva,  2021). This marketing effort focuses mostly on print and online advertisements in magazines read by high-level executives.
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Members of hotel loyalty programmes,

 Such as HHonors receive benefits such as complimentary internet, extended checkout times, and room upgrades. 

By sending relevant and personalised emails, 

Hilton Hotels can keep its subscribers apprised of its most recent discounts, promotions, events, and service enhancements. 









Free internet, later checkout times, and improved rooms are just some of the perks that frequent guests of hotels with reward programmes like HHonors enjoy.  By tailoring and sending specific emails. Subscribers to Hilton Hotels' newsletter will be the first to know about the hotel chain's latest deals, events, and service upgrades. They could advertise to people in their target demographic, make their website easier to use so that people spend more time there, and add invitations to action to urge people to proceed with the following action and make a reservation. 
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