[bookmark: _heading=h.gjdgxs]
[bookmark: _heading=h.6vucbeisuzi8]
[bookmark: _heading=h.y2fwjz1znfze]Marketing plan written for
[bookmark: _heading=h.29yzvr8j63ug]
[bookmark: _heading=h.79lbyt7kjkks](Hilton Hotel)
[bookmark: _heading=h.8arc39fgc4aa]
[bookmark: _heading=h.g95mul47bzkn]Student Name:Sebastiao Clemente Fernandes
[bookmark: _heading=h.e3g828kcy339]
[bookmark: _heading=h.hgihqeo0buz1]Student ID number:2243325
[bookmark: _heading=h.83nx4zsyynay]
[bookmark: _heading=h.xjxqs7l5uik3]Module Name: Marketing Essentials BMIH4005
[bookmark: _heading=h.2f3m4sse6a9s]
[bookmark: _heading=h.ailf16z24x4i]
[bookmark: _heading=h.etr6ltqglao2]

[bookmark: _heading=h.2fyu7eu5eu4e]Table of Contents
Introduction	3
Situation Analysis	4
Objectives	6
Strategy	6
Tactics	6
Action	7
Control	8
Conclusion	10
References	11
‌	12
Appendices	13

[bookmark: _heading=h.lvxmh89y2kte]
[bookmark: _heading=h.xqscfrbbay0j]










[bookmark: _heading=h.yziv0cro7kc6]

[bookmark: _Toc137097121]Introduction
The following marketing plan that will be developed is focused on Hilton Hotels. The marketing plan will help in the evaluation of various aspects of the hotel such as the stakeholders, customers, and the role that marketing plays for the hotel. In addition to this, several frameworks have been applied such as SWOT which will help in the internal analysis and PESTLE for assessing the external environment of the Hilton Hotel and also the marketing mix which will be analysing the 4P’s of marketing. The marketing plan will also be discussing the strategies and USP of the hotel.
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5 'C's
Company: SWOT analysis (Microanalysis)
	Strengths
	Weaknesses

	Hilton hotels have an excellent international presence as it is operational in six different continents
	The number of competitions in the market is high

	Opportunities
	Threats

	The company has the opportunity to expand its business to other international locations.
	A pandemic such as Covid 19 can pose a major threat to the hospitality industry.


Table No.1: SWOT analysis of Hilton Hotel

Customers: Segmentation and Targeting/ Customer Profile
Customers of the hotel are mainly from the UK, USA and Canada. The average age of the customers ranges from 25-34, where 51% of the customers are female. The customers of the Hilton Hotel are mostly journalists and Bankers (Similarweb, 2023).
Competitors: There are various other dominant hotel chains in the industry among which the top three competitors of Hilton Hotel are Marriot, Hyatt, Marriott and IGH (Hilton, 2023). 

	Porter's Five Forces

	Competition in the industry
	The hospitality industry has high competition

	Power of suppliers
	The power of the suppliers is high

	Power of the customers
	Customers also hold significant power

	“Threat of substitution”
	As there are numerous other hotels in the industry the threat of substitution is significant

	“Threat of new entrants”
	As the investment required to enter the industry is high the threat of new entrants is moderate.



Table No.2: Porter’s Five Forces of Hilton Hotels

The perceptual map highlights that Hilton Hotels have high prices and the quality of service is also premium. Similarly, the price of Marriott and Hyaat are also in the high segment where the quality of services is high. (refer to Appendix 1)
Bowman's strategy highlights the positioning of the Hilton hotel which it uses to gain a competitive advantage. (refer to Appendix 2)
Collaborators: The main collaboration was with Buzz Feed was done in the year 2020.
Hilton in the year 2020 partnered with BuzzFeed to produce effective travel content (Stories From Hilton, 2020). 
Climate: PESTLE (Macro analysis) 

[image: ]
Table No.3: PESTLE analysis of Hilton Hotel

[bookmark: _Toc137097123]Objectives
The aim of the marketing plan is to increase their online traffic in social media channels after the recent pandemic.
	Specific
	Measurable
	Achievable
	Relevance 
	Time-bound 

	To increase its overall online traffic
	By assessing the monthly visitors to its website
	Implementing effective digital marketing channels
	To help the company to focus more on the conversion rate
	4 months 

	To increase its engagement in social media channels
	By observing a quarterly increase in social media accounts
	By producing attractive content on a regular basis 
	To escalate its brand awareness 
	3 months


Table No. 4: Smart Objective of Hilton Hotel

[bookmark: _Toc137097124]Strategy
The new value proportion of Hilton Hotels is to achieve the maximum returns and value out of their resources through constantly improving and developing their new as well as the existing process (Work Theater, 2023). Therefore, the value proportionate to the organisation will be delivered through social media campaigns on digital platforms like Facebook and Instagram. Hence, the company is different as it focuses on improving its use of resources and mostly focuses on delivering quality services to its customers. therefore, using the differentiation strategy of Bowman's strategy clock the company can focus more on using its services or products differently from its competitors by adding on higher values (Almutairi, 2023). the value proportion will significantly assist the company to position itself by adding more value to its services which will enhance the overall engagement with its target customers.            
[bookmark: _Toc137097125]Tactics
Marketing mix: 
Product - The company Hilton Hotel is a top-notch multinational that falls under hospitality and luxury services. The company has a chain of hotels locating itself in more than six continents with over 584 hotels. The company has multiple categorisations of their rooms, from economy to premium rooms, along with multi-cuisine restraints and bars (Tien, 2019). Thus, the company serves its hotels for special occasions, business conferences and meetings. The rooms of the hotels are crafted with advanced amenities and modern diligence, along with exotic food and drinks. The company also provides its customers with exclusive discounts and membership cards, along with flexible room options and free Wi-Fi. 
Place (Distribution) – Hilton Hotels has been continuously aiming to bring more transparency in engaging with its customers and has created a global presence in its industry. The company also provides a navigation map on its online website in order to help its customers to locate their hotels in a specific area (Hilton.com, 2023). In addition to this, the company also provides airport pick services. Thus, the company uses the process of hybrid distribution, since it's important for the organisation to effectively engage with worldwide costumes. Apart from telephone reservations, the company avails its services on other third-party websites such as Expedia, Booking.com and Travel Web. The company is also a part of GDS (Global Distribution System).
Price –  The company has evidently focused on adopting the premium pricing strategy for all its area. Since the company is mostly engaged with charging high-end prices for its services and product that are perceived with additional characteristics and premier features. Assessing the environment of the market of different areas, the pricing range of the company varies between £86 to £343 which has been displayed on their official website (Hilton.com, 2022).  
Promotion – The company uses various marketing channels in order to advertise itself along with the various services that they offer such as social media marketing, billboards, and television marketing. Thus, the strategy of the company focuses on sustaining and creating a strong relationship with its customers in order to maintain their loyalty and their high-quality services. Therefore, the company mostly engages with media advertisement and print in order to communicate with its target customer segment and marketing messages (Talbot, 2019).     
[bookmark: _Toc137097126]Action
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Table No. 5: Gantt Chart of Hilton Hotel Marketing Activities.

Marketing through the use of TV has been limited to the months of March through August as these months have the highest number of visitors in the UK. July and August in particular are considered to be the peak season of tourism in the UK (UK Travel Planning, 2020). Similarly, the use of radio has been highly focused on these months and has been targeted at people who belong to an older demographic. The hotel has embraced social media to reach younger customers and market its offerings.
[bookmark: _Toc137097127]Control
With more than 548 top-notch hotels across six major continents, the USP of the company is its luxury services and delivery of standardised promised services (Aeberhard et al., 2020). The company also provides various benefits like membership cards and discounts along with new advanced amenities added to their rooms and services. Thus, the success rate of this marketing plan can be measured by assessing the increase in the number of new customers. Thus, it will evaluate the company's constructive attempts to boost sales and profitability. Thus, the market development plan will assist the corporation focus on its present marketing and provide more commercial chances to increase earnings.   

[bookmark: _heading=h.s5p026z3574p][bookmark: _Toc137097128]Conclusion
To conclude, while initiating the marketing plan there were many challenges that hindered the process for instance, time management was a prominent challenge which significantly affected the planning of various activities and led to the re-scheduling of many activities. Another disruption in the allotment of the budget initially affected the overall cost of the marketing plan. In order to mitigate these challenges, it is recommended to create a time management plan to effectively pursue each activity in a given time. therefore, it is also recommended to create a budget plan in order to avoid any form of exceeding budget.   
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Product: The categorisation of rooms of hilton hotel differs
from economy to deluxe (Tien, 2019)

Place: Hilton hotel is based in over 548 hotel and provides with
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Price: Hilton hotel use the premium pricing strategy and %
engaged with charging high-end prices (Hilton.com, 2022).

Promotion: The company uses multiple marketing channels

like social media marketing.




image14.png
onmicions P

o e o b i e St i |





image15.png
Control

The main USP of the company is its luxury product and
standardised services (Aeberhard et al, 2020).

The company provides multiple benefits like discounts and
membership cards.

The success rate of the marketing plan will be measured
through observing the increase in customer

‘The market development strategy assisted the company to

focus more on existing market.
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Conclusion

Challenges .

e Time Management
e Exceed of budget for various activities.

Recommendation

e Creation of Schedule and Developing time management skills
e Creation of Budget plans
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Factor Impact
Political Political instability and wars can have a negative impact
Economic | Economic instability and inflation can increase the cost of operation
(Chiang et al., 2020)
Social Changing the preferences of the customer and focus on sustainability
can impact the decision-making of the customers
Technological | The provision of online bookings have a positive impact on the
experience of the customers
Legal Adherence to Health and safety act and the food safety act will allow
the hotel to be free from legal issues (Hse.gov.uk, 2020).
Environmental | A pandemic such as COVID could adversely affect the business.
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