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[bookmark: _Toc129268879]Introduction 

This marketing plan is designed to identify an issue or marketing opportunity for Hilton Hotels and create a communication strategy that will help the brand succeed in the current climate. The plan is being prepared for Hilton Hotels, and it will analyse the micro and macro environment to provide new direction for the business. The plan will utilize the SOSTAC framework to ensure that all aspects of the marketing plan are covered, including situation analysis, objectives, strategy, tactics, action, and control. Additionally, the plan will utilise industry research and evidence to support its recommendations. By the end of this plan, Hilton Hotels should have a clear understanding of its marketing goals and the communication strategies necessary to achieve them.


[bookmark: _Toc129268880]Situation Analysis:
Company: Hilton Hotels is one of the largest hotel chains in the world with a portfolio of 18 brands and over 6,600 properties in 119 countries. The brand is known for its luxury accommodations, exceptional service, and loyalty program, Hilton Honors. However, like many businesses in the hospitality industry, Hilton has been impacted by the COVID-19 pandemic. The pandemic has led to a decline in travel and occupancy rates, resulting in reduced revenue for the company.

SWOT Analysis:

Strengths: -Strong brand recognition and reputation -Diverse portfolio of brands and properties -Effective loyalty program, Hilton Honors -Global presence and distribution network -Strong financial position

Weaknesses: -Dependence on business and leisure travel -High competition in the industry -Reliance on franchising -Heavy reliance on third-party booking platforms

Opportunities: -Growth potential in emerging markets -Expanding portfolio to include lifestyle brands -Increased focus on sustainability and eco-friendly practices -Expansion of the Hilton Honors program

Threats: -Intense competition from other hotel chains and home-sharing platforms like Airbnb -Political instability and economic downturns in key markets -Shifts in consumer preferences and behaviors due to the pandemic -Rising costs and supply chain disruptions.

Customers: Hilton's customers are typically high-end leisure and business travelers seeking luxury accommodations and exceptional service. The brand's target market includes affluent individuals, families, and corporate clients. Hilton uses segmentation to tailor its marketing efforts to different customer groups, including business travelers, leisure travelers, and groups and events.

Competitors: Hilton faces strong competition from other hotel chains such as Marriott International, Intercontinental Hotels Group, and AccorHotels. To analyze Hilton's competitive position, a perceptual positioning map and Bowman's strategy clock can be used. The perceptual positioning map shows how customers perceive Hilton in comparison to its competitors, while Bowman's strategy clock provides insights into Hilton's strategic position relative to its competitors.

Collaborators: Hilton has a wide range of collaborators, including franchisees, third-party booking platforms, and travel agents. The brand also has partnerships with airlines, credit card companies, and other businesses to offer joint promotions and loyalty programs. These collaborations are essential to Hilton's distribution network and marketing efforts.

Climate: The COVID-19 pandemic has had a significant impact on the hospitality industry, and Hilton is no exception. The pandemic has led to a decline in travel and occupancy rates, resulting in reduced revenue for the company. In addition to the pandemic, Hilton must consider other macro-environmental factors such as political, economic, social, technological, legal, and environmental (PESTLE) factors that may impact its business operations. These factors can include changes in consumer behaviour, government regulations, and shifts in market trends.

[bookmark: _Toc129268881]Objectives 
The objective of this marketing plan is to increase occupancy rates and revenue for Hilton Hotels by implementing a targeted communication strategy that leverages the brand's strengths and responds to the challenges presented by the COVID-19 pandemic. This will be achieved through the development of targeted messaging that appeals to Hilton's target market, the implementation of innovative marketing tactics that differentiate Hilton from its competitors, and the establishment of strategic partnerships and collaborations that expand the brand's reach and increase brand loyalty. The goal is to increase occupancy rates by 10% and revenue by 15% within the next 12 months.
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Hilton's value proposition centres on providing luxury accommodations and exceptional service that cater to the needs and preferences of its high-end leisure and business travellers. To differentiate from its competitors, Hilton will focus on the following key areas:

1. Personalised experiences: Hilton will leverage its loyalty program, Hilton Honors, to provide personalized experiences for its guests. This includes offering customized room preferences, local experiences, and exclusive perks and benefits.
2. Sustainability: Hilton is committed to sustainability and eco-friendly practices, and will communicate this through its marketing messaging and initiatives such as reducing waste and energy usage.
3. Innovation: Hilton will leverage technology and innovation to enhance the guest experience, such as mobile check-in and keyless room entry.

To communicate its value proposition, Hilton will utilize a mix of traditional and digital marketing tactics such as social media, email marketing, and targeted ads. These tactics will be tailored to specific customer segments to ensure relevance and effectiveness. For example, business travelers may be targeted with messaging around Hilton's meeting and conference facilities, while leisure travelers may be targeted with messaging around local experiences and amenities.

Overall, Hilton's value proposition and targeted messaging will position the brand as a leader in luxury accommodations and exceptional service, while also appealing to the evolving preferences and values of its target market.

[bookmark: _Toc129268883]Tactics:
Product: Hilton Hotels will focus on providing luxury accommodations and exceptional service to its target market. This includes offering personalized experiences through its loyalty program, Hilton Honors, as well as innovative amenities such as keyless room entry and mobile check-in. Hilton will also focus on sustainability and eco-friendly practices to appeal to environmentally conscious travelers. To differentiate from its competitors, Hilton will introduce new lifestyle brands such as Canopy and Tru by Hilton that cater to different customer segments and provide unique experiences.

Place: Hilton Hotels will utilize a mix of distribution channels to reach its target market. This includes direct booking through its website and mobile app, as well as partnerships with online travel agencies such as Expedia and Booking.com. Hilton will also leverage its strategic partnerships with airlines and credit card companies to offer joint promotions and loyalty programs. Additionally, Hilton will expand its reach by targeting emerging markets such as China and India, where demand for luxury accommodations is growing.

Price: Hilton Hotels will utilize a pricing strategy that balances customer value with revenue goals. This includes offering a range of price points to appeal to different customer segments and market demand. Pricing will be based on market research and analysis of the marketing environment to ensure competitiveness and profitability. Hilton will also leverage its loyalty program to offer exclusive discounts and benefits to its members.

Promotion: Hilton Hotels will utilize a mix of communication strategies to promote its brand and offerings to its target market. This includes utilizing the RACE (Reach, Act, Convert, Engage) framework to guide its communication efforts. To reach its target market, Hilton will leverage social media platforms such as Instagram and Twitter to showcase its properties and offer targeted promotions. Hilton will also utilize email marketing and targeted ads to reach its existing customer base and potential new customers. To convert and engage customers, Hilton will focus on providing personalized experiences and exclusive benefits through its loyalty program. Additionally, Hilton will engage with its customers through community initiatives such as sustainability and charity partnerships.

Overall, Hilton Hotels will utilize a comprehensive marketing mix and communication strategy to differentiate from its competitors and appeal to its target market. By focusing on personalized experiences, sustainability, innovation, and strategic partnerships, Hilton will position itself as a leader in luxury accommodations and exceptional service.

[bookmark: _Toc129268884]Action:
To implement the marketing tactics outlined in the plan, Hilton Hotels will utilize a Gannt Chart to schedule marketing activities and track progress. The Gannt Chart will include a timeline of activities such as website and social media updates, email marketing campaigns, targeted ads, and strategic partnerships. The schedule will be informed by market research and analysis of customer behavior and preferences, as well as the marketing environment and industry trends. The schedule will also take into account the timing of key events such as holidays and seasonal demand. By utilizing a Gannt Chart, Hilton Hotels will ensure that marketing activities are executed on time and within budget, and that progress is tracked and reported regularly to ensure that the marketing plan is achieving its objectives.

[bookmark: _Toc129268885]Control:
To measure the success of the marketing plan, Hilton Hotels will utilize a range of metrics to evaluate the impact of its marketing activities. These metrics will include:
1. Occupancy rates: This will be a key indicator of the effectiveness of the marketing plan in increasing demand for Hilton properties.
2. Revenue: Revenue will be closely monitored to ensure that the marketing plan is achieving its objective of increasing revenue by 15%.
3. Customer acquisition: The number of new customers acquired as a result of the marketing plan will be tracked to evaluate the effectiveness of the plan in expanding Hilton's customer base.
4. Brand awareness: Attitudes towards the brand will be measured through customer surveys and social media sentiment analysis to gauge the impact of the marketing plan on brand perception.
5. Loyalty program membership: The number of new members joining Hilton Honors as a result of the marketing plan will be tracked to evaluate the effectiveness of loyalty program initiatives.
By monitoring these metrics and comparing them to baseline data, Hilton Hotels will be able to evaluate the success of its marketing plan and make adjustments as needed to ensure that its objectives are achieved.

[bookmark: _Toc129268886]Conclusion:
In conclusion, this marketing plan has identified the challenges and opportunities facing Hilton Hotels in the current climate, and developed a comprehensive communication strategy to address these challenges and leverage these opportunities. By focusing on personalized experiences, sustainability, innovation, and strategic partnerships, Hilton Hotels will differentiate from its competitors and appeal to its target market. Key recommendations include expanding the brand's reach in emerging markets, introducing new lifestyle brands, and leveraging the loyalty program to provide exclusive benefits to customers. By monitoring key metrics and making adjustments as needed, Hilton Hotels will be well-positioned to achieve its marketing objectives and succeed in the competitive hospitality industry.
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