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In terms of developing the marketing plan, Hilton Hotel has been opted for since it is one of the leading hotels worldwide. It is an American multinational hospitality organisation, and it has a franchise business portfolio of hotels and resorts (Reidhead, 2020). In this marketing plan, the major issue faced by the organisation will be taken into account, considering the situation analysis of the hotel. To resolve the issue, smart objectives will be structured along with proper strategy and project management methodology. New strategies in terms of the marketing mix will be recommended to the company, and ways to measure success will be discussed.
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Company 
· In terms of strengths, Hilton Hotel has worldwide recognition. The hospitality organisation has a huge customer base.
· The major weakness of the organisation is its lack of decision-making and leadership.
· In terms of opportunity, the hotel organisation has a huge opportunity to expand its business across various new countries (Chang, Ku, and Chen, 2019).
·  Huge market competition and a lack of global marketing strategy are major threats to the organisation. The company is threatened to enter new markets. 
Customer 
Regarding market segmentation and targeting, it can be found that the Hilton Hotel follows demographic segmentation to target its potential customers. The hotels and resorts associated with the hospitality organisation mainly target every individual who wants a luxury lifestyle, and the hotel organisation charges premium pricing for its services. However, the hotel organisation follows a geographic segmentation strategy to focus on building hotels in various locations so that it can target customers better (Çetin, Ultav, and Funda, 2019).
Competitors (Bowman's strategy clock)
 Considering Bowman's strategy clock, it can be found that there are mainly eight positions, such as value-added, low price, hybrid, focus differentiation, differentiation, risky high margins, monopoly pricing and loss of market share. Considering this strategic lock, the major competitors of the Hilton Hotel are Marriott, Holiday Inn, IHG, Hyatt, and Loews hotels. 
Collaborators 
Considering the distribution channel or collaborators, it can be found that the Hilton Hotel has a worldwide distribution channel, and the company has its own webshop where customers can buy products as per their requirements. Additionally, the company has a number of suppliers who strengthen the business.
Climate 
In terms of the business environment, it can be found that the hotel organisation has been affected by political instability, tax and government rules and regulations. In economic terms, the company has been affected by interest rates, inflation and exchange rate in various countries and regions (Kopuz and Bal, 2023). In social aspects, it can be found that the company offers high pricing and follows demographic segmentation. In terms of technology, it can be found that the company is highly technologically developed, and it offers advanced luxury and comfort to its customers. The company is quite sustainable and follows CSR policies that make the hotel industry reputable in the market. Lastly, in legal aspects, the hotel organisation follows wage laws employment laws. 
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SMART objectives for mitigating major issues of the hotel are: 
	Objective 
	Specific 
	Measurable 
	Attainable
	Relevant 
	Time-bound 

	To improve decision-making.
	To identify the importance of the decision. 
	To weigh the evidence for making a decision by 70%. 
	To review the decision. 
	To take action. 
	To make effective decisions within two months. 

	To improve leadership.
	To identify the strengths and weaknesses of the elders. 
	To develop skills by 80%. 
	To brush up on skills.
	To determine goals.
	To be a good leader within four months. 

	To gain a competitive advantage. 
	To find out major competitors. 
	To develop differentiation by 60%.
	To target a niche. 
	To consider new strategies. 
	To develop business within six months. 
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Considering the major issues faced by the hotel organisation, it is extremely important for the hotel to create a value proposition. Here are the five major stages that might help the business to create a value proposition, such as; first of all, the business has to understand its potential customers considering its market segmentation. The company needs to understand the needs of the customers and how the hotel can offer the service to them; the hotel business needs to be more specific, it should be more unique, and lastly, the hotel organisation needs to test its value proposition (Desai and Vidyapeeth, 2019). In order to create more value opposition towards the customers, the hotel organisation needs to target its potential customers and should take their feedback. This might help the hotel to resolve the issues of the customers, and thereby the business will be developed automatically. 
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There are a number of project management methodologies, such as Agile methodology, Waterfall methodology, Kanban methodology, Scrum methodology, hybrid methodologies etc. Considering the major issues faced by the hotel organisation, the Kanban methodology will be followed. This methodology will be helpful to focus on the cyclical process of the organisation, and thereby it will be possible to optimise the entire workflow (Alaidaros, Omar, and Romli, 2021). This project methodology will help to improve the workflow of the hotel organisation by visualising it.  Additionally, this methodology will help to monitor the progress and to analyse the flow so that it can be possible to make continuous improvements.
[bookmark: _33z3nuhsjhxq][bookmark: _Toc127455841]Tactics
The marketing mix (4Ps)
Product strategy 
 In terms of product development, it has been found that Hilton Hotel offers luxurious comfort services to its potential customers, and it targets people considering their demographic aspects, including income, age, gender, race and various other characteristics. In order to resolve the issue faced by the organisation, the hotel organisation should understand its niche and should try geographic market segmentation to target customers differently for different regions. This might help the organisation to develop its business.
Price strategy 
Considering the pricing, it has been found that the hotel organisation uses a premium pricing strategy for its customers and offers them luxurious services (Lahtinen, Dietrich, and Rundle-Thiele, 2020). Since the company has been facing issues related to market competition, the company should develop its business with a differentiation pricing strategy so that it can consider the prices of other hotels. It will help the business to set a comparable price.
Promotion strategy 
In terms of business promotion, the hotel organisation is already quite active on its website and various other social media to display the services it offers. Since the company is dealing with market competition and a lack of global entry strategies, the company should attract more customers and considering this, the hotel organisation should increase its engagement with potential customers and should offer more discounts and offers to them (Asdi and Putra, 2020).
Place (distribution) strategy 
In terms of distribution or place strategy, it can be found that the hotel organisation is a leading business, and it can be found in many countries. However, the company has been suffering from the competition and a lack of global interest strategy, restricting it from developing business in various regions. In this regard, the company should use a diversification strategy to diversify its business culture and develop a new business model.
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Gantt chart 
	Activity
	1st month
	2nd month
	3rd month
	4th month
	5th month
	6th month

	To improve decision-making.
	
	
	
	
	
	

	To identify the importance of the decision. 
	
	
	
	
	
	

	To improve leadership.
	
	
	
	
	
	

	To identify the strengths and weaknesses of the elders. 
	
	
	
	
	
	

	To find out major competitors.
	
	
	
	
	
	

	To gain a competitive advantage. 
	
	
	
	
	
	


 
For this project management, it is important for the hotel organisation to communicate effectively with their employees to make informed decisions (Desai and Vidyapeeth, 2019). Regarding this, making decisions and developing leadership skills are extremely important, and in this concern, providing orientation programs to the employees so that they can offer better services to the customers is extremely required. This can help the hotel organisation to resolve the major issues faced in the market and the company will be able to gain a competitive advantage (Rahman et al., 2019).
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In terms of measuring success, the hotel organisation should continuously monitor the progress, and if the organisation finds that there are no such issues related to decision-making, it can be mentioned that the project management is successful. Additionally, if the hotel organisation finds that the management of the organisation has developed leadership skills and if they find new customers and positive attitudes towards the brand, it can be mentioned that the project management is successful (Panno, 2020). Increasing profitability can also ensure the success of project management. 
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It can be concluded that project management is of utmost importance and making a marketing plan is crucial for mitigating challenges faced by an organisation. In order to improve a marketing plan and to resolve the challenges it is important to have clear communication among the team members and a clear vision that can help to develop the entire project management effectively. In this marketing plan, SMART objectives have been structured along with proper strategy, and Kanban project management methodology has been selected. New strategies in terms of marketing mix have been recommended to the company, and ways to measure success have been discussed. Lastly, it is important for every organisation to consider decision-making and leadership aspects for developing the business.
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           Introduction ● The report is going to present the marketing plan of the Hilton Hotel . ● A marketing plan is a strategy that is used by a company to market its product to customers (Nguyen, 2022 ) .
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                                       Marketing Plan Target Market ● Hilton hotel targets customers whose income is high and has value for multiculturalism . ● This hotel will cater to customers who have different tastes and choices such as business clients, tourists, actors and musicians .


image9.png
Product

® The facilities which
will upgrade products that
are offered to people will

be made available .
Place

® The services of the
hotel will be available to
clients on different

Medias.





image10.svg
           Product ● The facilities which will upgrade products that are offered to people will be made available . Place ● The services of the hotel will be available to clients on different Medias .
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                        Price ● The products and services of the Hotel are of premium quality and this reflects the attributes they have different prices according to comfort, service and level of exclusivity .


image13.png
Promotional strategy

° The hotel wil publish

adverts m selected locations and media .

° The organization will take part
n exhbitions that wil take place i

different parts of the world (Ferrell er al

%.2021).
\‘

e
2] j





image14.svg
           Promotional strategy ● The hotel will publish air adverts in selected locations and media . ● The organization will take part in exhibitions that will take place in different parts of the world (Ferrell et al . 2021 ) .
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                       Conclusion ● It is concluded that Hilton Hotel has planned an effective marketing plan for its business to grow and cater to the needs of people with different tastes and preferences .
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