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[bookmark: _Toc129008317]Introduction
[bookmark: _Toc129008318]This marketing plan revolves around the aim of allowing the Hilton to recover effectively from the aftermath of the pandemic and attract a new market segment to boost its sales and operations. Hilton Hotel has been selected to be evaluated, which is marked as a global luxury brand and serves as a full-service hotel with luxurious amenities (Hilton Hotel, 2023). The aim is to shed light on the strategies that will help revive the position and brand image. The use of internal and external analysis frameworks (the 4 Ps of the Marketing Mix, Bowmans Strategy Clock) along with the application of the SOSTAC model (appendix 1), will help yield desirable outcomes. 
[bookmark: _Toc129008319]Situation Analysis: talking about the 5 Cs framework in marketing, it can be identified as follows:
  Company: SWOT analysis (Micro analysis):
      To determine the internal situation of the company, the use of SWOT analysis is appropriate as it helps identify organisational capability (Benzaghta et al., 2021). For the Hilton Hotel, this is the SWOT analysis:
       Strengths: Hilton serves as a worldwide recognized brand operating in 122 countries; the company is known for providing great treatment to the workers (Kopuz and Bal, 2023).
       Weaknesses: the hotel chain marketing is weak; it specifically targets a particular set of customers.
       Opportunity: the company can enhance its presence on social media channels, also invest in digital technology and target a new set of customers for brand regeneration (Cetin et al, 2019).
       Threats: the industry is highly competitive; luxury experience may limit the attraction of the middle class.
  Customers: Segmentation and Targeting/ Customer profiles can be identified as follows: in the segmentation category, under the demographic factor middle to senior-aged professionals are targeted along with the high earners. 
According to Similarweb, the highest proportions of people going on the Hilton website are in the 25-34 age distribution gap (35.63%) and in the 35-44 age distribution gap (21.28%) with the people over 65 years old (4.17%) being the lowest proportion (see appendix 2).
On Similarweb the gender distribution of people accessing the Hilton website is male 46.63% and female 53.37% (see appendix 3). 
Under the geographic factor, targeting is realized for the people of the UK with London specifically; under the behavioral factor, the targeted customers are the ones that prefer a luxury hotel experience, while travelling for business and leisure purposes; under the psychographic factor are targeted ambitious individuals who wish to express their high standards by staying at a luxury hotel.
[bookmark: _Toc129008321]    Competitors: on the Perceptual Positioning Map (appendix 6), Hilton hotel has been well situated amongst the competitors, being a five-star hotel with high quality services.
[bookmark: _Toc129008322]        Bowman’s Strategy Clock (appendix 7) is useful as it helps understand the way companies usually compete in the marketplace. For Hilton, it can be said that to revive its brand image and reach a newer target segment, the brand should focus on focused differentiation that will help create real value for the services. 
    Collaborators: the Hotel chain has collaborated with BuzzFeed, which is a digital media company, to boost consumer travel experience and streamline direct-booking benefits (Hilton Hotel 2020). 
[bookmark: _Toc129008323]    Climate-PESTLE (Macro analysis):
         Political: the Hotel suffered from staff shortages because of Brexit; the laws and regulations in the UK are favorable for the hospitality industry.
         Economic: in 2021, the GDP of the UK was 3.131 million USD (World Bank 2023); the hotel industry contributes well to the UK economy.
         Social: social media usage by the consumers has elevated (Voramontri and Klieb 2019); there has been a change in consumer preferences.
         Technological: technological advancements such as the use of online booking and artificial intelligence.
         Legal: compliance with Health and Safety Act, Consumer Protection Law and Employee Safety is important (Hu et al., 2021).
[bookmark: _Toc129008324]         Environmental: hotel needs to focus on sustainability, growing focus on ethical consumerism (Boronat-Navarro and Perez-Aranda 2020).
Objectives: according to Similarweb, on the channels overview category, the worldwide website traffic from desktop is 373.4 k and from mobile 463.8 k achieving a number of total visits of 837.3 k (see appendix 5).
 In order to achieve the SMART target, the hotel brand needs to focus on customer engagement activity by the third quarter of 2023 using promotional activities while elevating the website traffic by 15% with the aim of improving the ranking of the hotel within the second quarter of 2023, also to collaborate with influencers to boost profits and consumer influx by 30% within the next 12 months.
[bookmark: _Toc129008325] Strategy:
     Leroi-Werelds et al. (2021) provided that customers usually perceive the value of services offered by a hotel brand that helps maintain and develop long-term sustainable relationships. At Hilton, the hotel's value proposition revolves around its customer by redefining the travel value and boosting the agenda of travelling with a purpose. However, the organisation is now aimed at targeting a newer set of customers and attracting them to travel with luxury. It will also target consumers that have a sound concern over sustainability and are also looking for a personalised approach to travel. The company will also attract consumers through reward stays, the Hilton Honour Experience, digital key, digital check-in and other services. 
[bookmark: _Toc129008326]Tactics:
[bookmark: _Toc129008327]   Marketing Mix:
     According to Nikbin et al. (2022), the use of a marketing mix serves as an effective tool to place the right strategy and helps the business focus on strengths and reveals exceptional offerings to the customer. 
         Product:
     The Hotel is known to provide with a range of exceptional services such as extended stay suites, the focus on the Hilton Honor Program and the special services provided to loyal customers. The Hotel serves its customer with advanced amenities, as the rooms are crafted well with modern diligence. It also offers food and drinks and a tempting menu to delight its customer. The hotel chain also provides exclusive membership discounts and requests on-arrival services to delight its customer (Reidhead 2020). 
          Price:
      Since the hotel mainly targets consumers who prefer to enjoy the luxury experience, therefore, the company focus on a premium pricing strategy. The strategy will remain the same for the new marketing as it aligns well with the hotel's brand image, reputation and services.
           Place: Hilton Hotel operates worldwide in almost 100 countries serving guests with its myriad of rooms. The main source distribution channel is the company’s website which is easier to access and reaches a wider audience base (Chang et al., 2019). 
            Promotion:
      Hilton hotel focuses on both traditional and digital marketing strategies. However, to ensure a reconnecting state with the customer, an increasing focus on the use of digital channels is important to communicate the brand message to the target audience (Soneji et al., 2019). To achieve this, the organisation will mainly focus on influencer marketing, social media channels, and content marketing. 
      RACE is a marketing framework that helps marketers to plan their activities, under it stands Reach, making use of Instagram and Facebook to reach and portray the experience that will be delivered to the customer. SEO is also a useful approach; Act where a giveaway contest will be run on social media along with a focus on influencer marketing; Convert where through the focus, a wider consumer base will be generated and greater leads will be secured. Focus will also be on data-driven marketing strategies, customer touchpoints will also be emphasised. Under Engage, the business will also focus on initiating loyalty programs and will also ensure to development of long-term relationships with the customer. 
[bookmark: _Toc129008328]Action Plan:
The Hotel will form a separate team that will entirely focus on keeping the target audience engaged and focus on innovative and unique tactics to enhance customer traffic through different marketing channels (see appendix 4).
The framework used for creating a marketing plan for the Hilton hotel brand is the Gannt chart (see appendix 8).
[bookmark: _Toc129008329]Control:
     To measure the marketing plan’s success, there are various metrics that can be employed. The first metric that is under focus is the number of customers that will be acquired using the marketing tactics. Moreover, the number of likes and saves will also be kept into account to ensure that adequate insights into the success of marketing are witnessed. The number of clicks on the website will also be analysed along with the positive reviews and attitudes of the customer towards the brand will be used to control the marketing.
[bookmark: _Toc129008330]Conclusion:
     Based on this analysis, it can be said that the marketing plan for Hilton hotel will be able to acquire a new set of customers and will cope well with the challenges pertaining to the situation and competitors. Thus, a new marketing team will be developed to cater for the changing needs and preferences. 
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Appendix 1: the SOSTAC model
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Appendix 2: Age distribution of people accessing the Hilton Hotel website
(Souce: Similarweb 2023)
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Appendix 3: Gender distribution of the people accessing the Hilton Hotel website
(Source: Similarweb 2023)
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Appendix 4: Marketing channels analysis 
(Source: Similarweb 2023)
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Description automatically generated]Appendix 5: Channels overview for the Hilton Hotel
(Source: Similarweb 2023)
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Appendix 6: The position of the Hilton Hotel on the Perceptual Positioning Map
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Appendix 7: Bowmans Strategy Clock model
(Souce: Echchakoui 2018)
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Appendix 8: The Gannt chart for the Hilton Hotel brand 
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Introduction

Marketing is an essential aspect for business to survive in the

challenging era.
It helps revive brand image and reputation.

Therefore, a marketing plan using SOSTAC model is

presented for Hilton Hotel.

The plan will help identify the internal capabilities and the

external environmental conditions.
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Channels overview
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Situation Analysis

* This is the first step of the model, which identifies the current brand position.

« For determining internal capabilities, SWOT is used.

Strengths
“Worldwide recognised brand operating in 122 couatries.
“Huge customer base.

~Provides great treatment to the workers (Kopug and Bal 2023)

Weakness
~The hotel chain marketing i weake

It specifically targets  particular set of customers.

~Some guests of the hotel rated the hotel as being poor in terms of

Opportunity
~The company can enfance itspreseace on social media channels
tavest in digital technology:

Target a new set of customers or brand regeneration (Ceta et .,
2015),

Threats
~The industry is highly competitive.
~There has been a change in consumer preferences.

“Luxury experience may limit the attraction of the midde class.

O
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Situation Analysis

It is also important to identify the segmentation and targeting of the brand.

This helps specifically tailor the marketing strategy to the identified consumers

Segmentation Targeting

Demographic Middle to senior-aged professionals are targeted.
High-earners

Geographic Targeting people of the UK, specifically London.

Behavioural Prefer huxury hotel experience

Uses social media to make travel decisions

Travel for business and leisure purposes.

Psychographic Ambitious individuals who wish fo express their high

standards by staying at a luxury hotel.
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Situation Analysis

* For the determination of the external factors, PESTLE framework is sufficient

« The UK political and economic environment is supportive for the hotel industry.

Poliiesl

~The hotel suffeed from staffshortages 2s  esult of Brexit
“The laws asd regultions in the U are fsvousble for the hospitalty ndusty.

Economic

122021, e GDP of the UK was 3.131 rillion USD (World Bask 2023).
~The hotel industry contributes el to the UK economy.

Social

~Social media usage by consumers has elevated (Woramonts 2nd Klish 2019).

~Thare has been a change in consumer prefarences.

Technological

“Technological advancements such 3s the wseof onlins booking and arificial itelizence.

Legal

~Compliznce with Health and Safety Act, Consumer Protection Law and Employee safety law is
important (Ha etal, 2021).

Enviroamentsl

~Hotel needs to focus on sustainabilty
~Growvin foeus on sthical consumerisn (Bozonst:Navarro and Pérex-Aranda 2020).
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Situation Analysis

« In terms of positioning, the brand has been well-positioned amongst the competitors.

« Itis a five-star hotel with high-quality services.

High Quaiey

e
-

ssuerinn

Low Quatiy
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Objectives

- Itis now important to identify the core objective that arc envisioned by the firm.
« Thercfore, the sct objectives arc as follow:

¥ To foeus on customer cngagement activity by the third quarter of 2023 using promotional activitics.

¥ To clevate the website traffic by 15% with the aim of improving the ranking of the hotel within the
second quarter of 2023.

¥ To collaborate with influencers to boost profits and consumer influx by 30% within the next 12

months.
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Strategy

To achieve the objectives, strategy is to be set.

The strategy will ensure that the brand stay focused and

looks in the forward direction. Hilton,

The hotel will create value proposition around the

customer to redefine travel values.

The brand will work with the mission, “Travel with

purpose”.

This will initiate a personalized approach to travelling.
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Tactics

« To get there, it is important to look at the marketing mix for the Hilton Hotel (Nikbin ef al. 2022).

Product ~Focus on exceptional and unique services.
Hilton Honour Program is an atiracting feature.
“The rooms are well-crafted with modern amenitis.

-A deficious meny awaits for the customer.

Price ~The hotel follows 2 premium pricing strategy and will continue
t0do so.
~This reflects the reputation and status of the hotel.

Place ~The hotel has a global presence.
“The marketing will mainly focus on the consumers of London,
UK to target them specifically.

Promotion. ~The promotional tactics needs to adhere to digital channels.
“Influencer marketing i a sitable approach. O

~Focus on content creation will help revive brand image.
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Control

To have insights into weather the objectives are achieved, control measures are set.
Since, the focus is on digital channels, therefore, digital metrics will be used.

The number of website clicks will be taken into account.

Additionally, the number of likes and share will also be monitored.

The increase in online booking, and positive reviews will be evaluated.

An increase in profitability of the business.
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Conclusion

To ensure the success of the marketing plan, a team will be hired.
The team will ensure safe delivery of the objectives.
This will help regencrate the brand and will revive brand positioning.
It will provide with a robust competitive advantage.

Thus, with the proposed plan, beneficial outcomes are envisioned.
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