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Abstract
	This report presents an innovative strategic marketing plan created by the author following the micro and macro analysis done on Hilton. The author details the strategic marketing plan in this report using framework such as SMART and SOSTAC, as well as relating to the previous SWOT and PESTLE analysis done. The report entails the strategic marketing plan in terms of how it can be executed, how Hilton can benefit from the plan and the practicality of the curated strategic marketing plan. The author concludes that the strategic marketing plan created is able to help Hilton boost their bookings growth through the increase of its metasearch channels rankings. The author also provides recommendation on how to leverage on the strategic marketing plan, in order to make the most profit out of it.


Contents

Introduction	4
Hilton Hotel Strategic Marketing Plan	5
SMART Framework Application on Hilton Hotel Strategic Marketing Plan	6
SOSTAC	7
Situation	7
Objectives	8
Strategy	8
Tactic	9
Action	9
Control	10
Recommendation	11
Conclusion	11
References	12




[bookmark: _Toc103021891]Introduction

Following a previous analysis done on Hilton, the micro and macro environment of Hilton can be determined. Therefore, a strategic marketing plan can be curated following the assessment of Hilton. A strategic marketing plan examines the company's long- and short-term goals, as well as the strategies it will use to achieve them (Ahmed, 2019). The strategic marketing strategy also takes into account the company's present financial status as well as market developments and consumer preferences. It is important to remember that the strategic marketing strategy changes as the time goes, which means it is never finalised. It is necessary for a firm to continually update its strategic marketing strategy with fresh tactics and concepts in order to maintain its competitive advantage. To fulfil its objectives, a company's marketing tactics must be adjusted in response to changes in its competitive position, industry trends, customer behaviour and mood, and the company's overall positioning.
	In order for the strategic plan to work, it is necessary to consider the current competitive position of the company, as well as its goals for the future, as well as its potentials and the competitive landscape it encounters (Baker, 2003). Marketing planners must thus become proficient in a variety of methods for analysing external trends and the manner in which their firm has traditionally responded to them. In order to develop a strategic plan, frameworks such as SMART and SOSTAC needs to be taken into consideration as it helps structuring the plan to be as best as possible. In this report, the author will use the two frameworks to create an innovative strategic marketing plan for Hilton. 
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The author has come up with a strategic marketing plan for Hilton Hotel which is stated as “Increase Hilton Hotel Metasearch channels’ ranking through constant updates and offers in order to achieve 70% bookings growth in the upcoming year end.” 
Metasearch channels bring together information from a variety of sources into a single, easy-to-use, and comparable portal, allowing users to avoid the time-consuming task of sifting through several websites (Erichsen, 2018). It's a great way for hotels to improve their revenue stream. In 2018, 72.5% of travellers used metasearch engines to find their vacation destinations (Medina, 2018). Despite being one of the largest hotel chains in the world, the name Hilton won’t pop out first when searching for hotels through search platform like Google, TripAdvisor and Kayak. If typed in “Hotel in Cardiff” via Google for instance, hotels’ names that will come up are Premier Inn, Mercure Cardiff and Cardiff Marriott Hotel as shown and proven in Appendix 1. This is because those hotels regularly update their content and make offers. One of the greatest measures of a site's relevance and an essential factor in improving search engine rankings is frequently updated content (MTU, 2022).
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Appendix 1.
How this will benefit Hilton? Metasearch sites provide Hilton the opportunity to connect with customers it would not otherwise be able to contact via conventional way. People who don't care about a certain brand or simply want to save money go to metasearch engines to get the best deals or to compare prices. Metasearch is often used by travellers who aren't dedicated to a single booking site. As a result, Hilton has a chance to turn them into repeat customers. It is also more cost-effective compared to when listing on OTA’s (Online Travel Agencies) which have commission rates between 15-30%. In comparison, direct bookings secured through Google’s pay per stay model cost 10-15% (Catala, 2022). This strategic marketing plan can be done by posting relevant and new photos of the hotels and make offers quarterly, or every 3 months.
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In order to ensure the strategic marketing plan curated is as best as possible, it is important to determine whether the strategic objective is SMART or not. Specific, measurable, attainable, realistic (or relevant), and time-bound goals are referred to as "SMART" objectives (Doran, 1981). When George T. Doran came up with the SMART model back in 1981, he described what he called the "objective necessary criteria" for a meaningful and successful aim. Employees and managers may devise a strategy to boost output and productivity while also advancing the mission of the company by using SMART goals. The strategic marketing plan created in the report is specific in the part where it details the plan specifically by aiming to increase Hilton’s booking by 70%. The figure 70% came after analysing Hilton’s past revenue growth. According to Lock (2021), Hilton’s revenue increased by 34% from the year 2020 to 2021. Hence, it is not impossible for Hilton to double this through the listing on Metasearch Channels. It is measurable, since the marketing plan can be measured through KPI’s such as the number of bookings received through Metasearch Channels and the growth of hotel’s bookings. It is achievable and realistic as several other competitors in the industry has adopted the method. Finally, it is timely as it has an end date which is by the upcoming year end.
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Strategic planning should emerge from the basic but logical framework of the SOSTAC planning system, which applies to every type of strategy, regardless of the level at which it is implemented (corporate, marketing, total communications, or merely advertisement). As a result of its inception in the 1990s by writer and public speaker PR Smith, the SOSTAC framework has earned a prestigious reputation as the framework of choice for businesses of all sizes, including multinational corporations and start-up enterprises all over the globe (Swan, 2022). The SOSTAC process is divided into six major components: the situation, objectives, strategy, tactics, action, and control.
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	Situation relates to questions such as "where are we now?" in relation to market orientation, competitive strengths, unmet consumer advantages, standing as a follower or leader, and so on (Smith, 1990). This question may be addressed by scenario analysis, such as SWOT analysis, which provides deep view into the firm's internal environment. The PEST analysis technique may be used to define the external environment. These models will allow the marketing team to assess the conditions and type of competition among enterprises in the same sector, as well as the circumstances surrounding consumer marketplaces. Situation analysis is then extended to determine the firm's competitive advantage by evaluating present rivals and their impact on potential future activities (Schlegelmilch, 2016).
	Through micro and macro analysis, the situation of Hilton can be determined. In Hilton’s SWOT analysis, Hilton's powerful worldwide brand and property portfolio is one of its primary assets. Because of its diverse businesses, the firm may profit from economies of scale, enabling for additional development. Therefore, in terms of its market positioning, Hilton is one of the leading hospitality providers in the business. In the case of PESTLE, one of the external factors affecting Hilton is the substantial change in social interactions due to the pandemic. People have been instilled with anxiety about how frightening the virus is and the value of social distance. However, Hilton has taken steps to overcome this by implementing Hilton CleanStay programme to give focus on cleanliness throughout the entire stay.
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	Objectives refers to question such as “where we want to be?”, which covers both marketing objectives such as market share, and communication objectives like level of awareness of the brand (Smith, 1990). This should be identified and defined within a specific time frame so that they can be measured and monitored.  When looking at a company's overarching vision statement, it's crucial to understand the objectives of each department and how they all contribute to the overall vision statement. It is also crucial to note that the objectives should be written in a way that adheres to the SMART rule (Cowley, 2016).
	Hilton’s mission as stated on its official website is “To fill the earth with the light and warmth of hospitality by delivering exceptional experiences – every hotel, every guest, every time” (Hilton, 2022). This shows that Hilton aims to deliver the best service possible and intended that people around the world gets to experience them. This mission statement is aligned with the strategic objective curated as in order to share the goodness of Hilton’s Hotel with the world, it is important to have a strong market presence, and it can be done by improving Hilton’s metasearch channels ranking.
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	In strategy, "How do we get here?" is a question that should be answered before any of the tactical actions like advertising, sales, marketing, and public relations can commence (Smith, 1990). Essentially, it provides an explanation as to how the company will be able to reach its desired goals or accomplish the outcomes needed by the digital marketing strategy, any company offering products or services has a marketing plan that specifies how it will communicate with its clients in order to raise awareness and, ultimately, sell certain items. According to Powell (2020), all the considerations that go into choosing the suitable audience or customers within a certain economy for specific items are included in marketing target strategies. 
	The way Hilton’s strategic marketing plan can be implemented is by regularly update their photos and offers of their hotel. This can be done by quarterly uploading the hotel’s latest photos on the metasearch channels as well rewarding customers who made the bookings through the channels. The photos uploaded should be relevant and attractive in order to attract potential guests. To achieve the strategic objective curated, a KPI of Hilton’s received booking, and Hilton’s year end revenue needs to be set. This will then be compared with the same KPI of Hilton’s last year in order to track the growth. With these actions, the objective increasing Hilton’s booking growth can be achieved.
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The particular information that will be utilised throughout the implementation phase to choose the optimal marketing mix and communication channels are defined under tactics. Consumers, procedures involved, and the capacity to connect with tangible evidence are all important considerations in a digital marketing strategy (Stephenson, 2020). Sections such as this one is critical in digital marketing since it explains how to communicate effectively through digital media platforms. In this strategic marketing plan, the channel used is the metasearch channels such as Kayak, TripAdvisor and Google Hotel Finder.
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The minute details of the tactics are defined by actions, and they are in charge of ensuring that every plan or strategy is executed perfectly. There will be a variety of checklists and guidelines, procedures to follow, as well as the necessity for training prior to execution of a digital marketing strategy in this area. Lists and guidelines, systems and procedures, a structure of duties to be performed, employee education and motivation and internal marketing are all included (to ensure excellent execution). To execute the strategic marketing plan, a schedule needed to be implemented. In this strategy, Hilton has to update its photos and offers on a quarterly basis. Posting a nice and relevant picture of the hotel’s property may attract people to come, as well as helping the algorithm to put Hilton on top of the metasearch channels. How Hilton appears on the internet should be attractive enough to draw the attention of more customers, showing their location, accommodation services, and other products. 
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Control entails the measurements and metrics used to assess the efficacy of the techniques employed to achieve the defined goals. Control also entails re-modifying strategies and activities when the desired outcomes are not achieved. This is an example of a risk reduction method. What has to be assessed (which Objectives/KPIs), by whom, how often, and at what expense (Customer Surveys and NPS), and the reporting procedure are all critical considerations during the control phase (if there is any issue spotted). Monitoring and analysing whether Hilton is making progress toward the strategy's objectives is critical to the company's success.
By completing an audit every month, Hilton is able to evaluate its performance. After the efforts have been made, the corporation has auditors who may regularly evaluate the organization's development in order to assess if there has been a gain in customer base. Sales KPIs should be tracked by someone with the knowledge of recent market changes, competitive actions, and the previous marketing campaigns. Hilton needs to assign a credible staff in managing and keeping track of the company’s KPI. An increase in the sales will be a clear indicator that Hilton is succeeding it achieving its objectives using the strategies laid out.
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	In addition to the innovative strategic marketing plan created, Hilton should reward customers who opt for direct bookings instead of booking for online travel agencies, who charges extra costs. Direct bookings are like gold in the travel industry because the hotel does not have to share any portion of its profits with third parties, which is also ideal for a hotel’s profitability. Plus, the more information a hotel knows about a visitor, the more prepared it is to provide customised services. Opportunities to benefit from customer sentiment and implied demands may be missed if guests do not explore and book directly via a hotel's own website. These are the reasons why it’s very important to reward direct bookings and return guests. Hilton may offer them discounted costs, special discounts, upgrades, or even a little personalized gift in their room as a way of thanking them. Initiatives like this have the potential to make direct booking and repeat visitors feel special, therefore encouraging them to return again and again and to refer their friends to do the same.
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	There are several places where you'll find Hilton hotels as one of the biggest in the globe. It's their goal to be the world's premier hospitality company, not only in the hospitality industry itself. Analysing Hilton Hotel's Situation, Objectives, Strategy, Tactics and Action has been done using the digital marketing model. The SOSTAC model aided in the investigation of the company's assets, assets, threats, and opportunities available to it at any given time. Hilton's SWOT and PESTEL analyses were used to examine the macro and micro environments in which the company operates, as well as the opportunities for improvement inside Hilton. When it comes to reaching out to your target audience, digital marketing is a huge step forward. This may be done by employing many strategies, such as social media marketing, websites, adverts, and so on. Nevertheless, Hilton needs to enhance bookings growth by increasing their presence on metasearch channels. As a result, Hilton will be able to further their market dominance and maintain their position as the world's top hotel.
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