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[bookmark: _Toc120971015]Introduction 
In this study, following a situational analysis of a chosen hotel organisation's internal and external business environment, the current report will assess a marketing strategy to help the hotel function in the UK hotel industry. In the post-pandemic tourism industry, where its marketing strategy anticipates generating new clients, Hilton hotel have been chosen as the top option.
[bookmark: _Toc120971016]Situation Analysis 
[bookmark: _Toc120971017]5 'C's
[bookmark: _Toc120971018]Company: SWOT analysis (Microanalysis)
	Strengths
· Distinct aesthetic and distinctive character (Hilton, 2022)
· Well trained staff
	Weaknesses
· Dependency on intercontinental tourism (Subawa et al., 2020)
· High-cost structure
 

	Opportunities
· Expand business chain (Hilton, 2022)
· Introduce partnerships with local brands
 
	Threats
· Highly competitive environment (Subawa et al., 2020)
· Tight labour market Post Covid-19 (Sharma and Srivastava, 2018)


Table 1: SWOT Framework
[bookmark: _Toc120971019]Customers: Customer profile's
Name: Manila Pinto
Gender: Female
Age: 35 years old
Annual income: £51,570
Industry: Sales and Marketing
Position: Marketing manager
Motivations
· Workaholic
· Likes to take a vacation twice a year for relaxing and a family woman
Goals
· To take a vacation twice a year with the children and her husband
· Wants to find a place where she can be offline
Fears
· Not being able to go on a trip with her husband at the same time and having to change family plans
[bookmark: _Toc120971020]Competitors: Porter's five forces 
	Porter’s Five Forces
	Magnitude

	Competitive rivalry
	Very High

	Threat of new entrants
	Moderate

	Bargaining power of Customers
	Slightly high

	Bargaining power of suppliers
	Low

	Threat of substitutes
	High


Table 2: Porter’s Five Forces
The above table declares that rivalry in the hotel industry is fierce where many hotels provide almost similar services that customers can avail of at varying prices and amenities (Sharma and Srivastava, 2018). The increased pace of digital technology has given opportunities to both customers and the hotel for increasing the bargaining power of customers and barriers to new entrants.
High Service
Expensive
Low Service
Cheap

Hilton Hotel
Bulgari Hotel
Park Plaza
Premiere Inn
Travel Lodge
Budget Hostel

Figure 1: Perpetual Map 
[bookmark: _Toc120971021]Collaborators
The UK hotel business has undergone significant upheaval since the Covid-19 pandemic started. According to Subawa et al. (2020), employee stress is greatly impacted by the workforce shortage, which is now the factor affecting the sector the most. Hilton Hotel can opt for franchising, as it will receive ongoing support like leveraging staff and training programs. Further, it will establish a reputation and strong brand recognition will develop.
[bookmark: _Toc120971022]Climate: PESTLE
	Factors
	Impact

	Political
	Threat of Brexit entry and sudden lockdown measures by the UK government has affected sales (Hix, 2018).

	Economic
	The UK suffered a huge breakdown in the economy during the pandemic breakdown (Yakubiv and Boryshkevych, 2018).

	Socio-cultural
	A sudden increase in cravings to visit tourist destinations after the resuming of services has offered new opportunities to UK hotels (Bentall et al., 2021).

	Technological
	The advanced technological infrastructure offers several opportunities for operating businesses in the industry (Bentall et al., 2021).

	Legal
	There are few regulations like complying with data safety rules for visitors, which should be followed by the hotels, and any kind of violation might cost millions (Yakubiv and Boryshkevych, 2018).

	Environmental
	Hotels consume many natural resources and the adverse climatic conditions have pressurised the hotel business where their sales fluctuate extensively (Bentall et al., 2021).


Table 3: PESTLE Analysis
[bookmark: _Toc120971023] Objective
· To increase average non-room revenue per visitor by 40 by introducing AI-featured equipment in the hotel gym within the fiscal year of 2022-2023
[bookmark: _Toc120971024] Strategy
[image: ]
Figure 2: Bowman’s Strategy Clock
(Source: Weston and Nnadi, 2021)
The post-pandemic situation has changed the ways of doing business for hotels in the UK. According to Lee et al. (2019), customer preference has been changing lately and this has made Hilton hotel redefine its marketing plan by aiming at growing their non-rooms revenue per guest. Thus, they intend to introduce new services that would meet the customer's requirements. Thus, Hilton Hotel will aim at wellness-focused activities that will comply with the visitor's health and safety protocols. Further, it will utilise the technology by developing an AI-operated gym within its hotel space along with additional features. According to Bowman's Strategy Clock, Hilton Hotel will follow position 4, which allows for Differentiation as shown in the above figure (Weston and Nnadi, 2021). To give customers the highest level of perceived value is the goal. The value proposition will be higher credit to this differentiating strategy's creation of some distinctive customer benefits.


[bookmark: _Toc120971025]Tactics
[bookmark: _Toc120971026]Marketing mix
[bookmark: _Toc120971027]Product
Hilton Hotel is introducing AI in the gym. AI allows the gym to predict the suitable health activities of the visitors and helps to collect the information in a more efficient manner (Marcial, 2021). This feature will allow for taking care of visitors' health and monitoring gym-related data.
[bookmark: _Toc120971028]Place
Tourists could get a quick overview of the gym on an online site. In addition, they could get information about the gym from traditional media (Jarek and Mazurek, 2019). Nowadays people are looking for the best-featured hotels to spend their holidays on online sites and this channel offers them a quick peek at the hotels and their features. Visitors could check the details of Hilton Hotel from the online sites and could operate its high-tech gym feature through book this hotel.
[bookmark: _Toc120971029]Price
Hilton Hotel offers various price options for visitors according to the duration of using the gym. Visitors could easily access the high-tech gym according to their capability (Bhattacharya et al., 2019). The AI-featured gym would easily calculate the expenses while maintaining transparency and tourist would pay the bill at checkout time. The UK tourism market is a highly competitive market and these features would attract the tourist more effectively than other hotels.
[bookmark: _Toc120971030]Promotion
The promotion of this hotel will be more effective by following the RACE framework. Firstly, the Hilton Hotel managerial team need to increase the reach of the website visitors by creating awareness about the best features of this hotel then a specialised team need to interact with the consumers and influence them to book their slot with them (Tien et al., 2020). Finally, the team of Hilton hotel need to build a long-term good relationship with its consumers. All these steps will help Hilton hotel to promote its services and engage more consumers.
[bookmark: _Toc120971031]Action
	Objective
	Preparation

	Market research
	Marketing channels schedule
	Gathering feedback

	To increase average non-room revenue per visitor and by introducing AI operated gym in the hotel within the fiscal year of 2022-2023
	Implementation of high-tech technologies in the gym and creating awareness among consumers about this unique feature with different usage charges through different media (Jarek and Mazurek, 2019). Nowadays people are super active in social media and creating a social media campaign would spread the information among consumers. 
	It is important to identify the focus consumers who could surely book their slot in Hilton by knowing these kinds of existing features (Peyravi et al., 2020). Details about the consumer's age, financial status, preferred features in a hotel could help Hilton for increasing consumer engagement.
	This objective will be achieved within 8 months. This is because implementing AI system will require pilot testing, which will be finalised only if the pilot test is successful. 
	It has been found that people are well cautious about their health and this feature attracts more consumers, as Hilton get more profit as compared to other time. Tourist gives their review that they feel even healthier while this trip, as they enjoy their holidays with their physical activities.


Table 4: Action plan
[bookmark: _Toc120971032]Control
AI-operated gym is the key feature of Hilton hotel that makes this hotel exclusive in the concerned industry (Vlačić et al., 2021). After the Covid-19 pandemic, this industry is trying to improve its features and many hotels are introducing gym convenience with a special feature. In this situation a fully AI-operated gym could make the feature with different remuneration charges will make the Hotel unique among other hotels in the area (Hosseini et al., 2022). Tourists could easily take care of their health by knowing their physical condition. The entire process would be less complicated for both consumers and team Hilton. These features would attract more consumers with a fitness mindset, and it could implement a positive impression about its features in the market to attract more consumers. This plan will be considered successful, if the total inflow of boarders in Hilton is increased by at least 2% in each month from the plan’s initiation.
[bookmark: _Toc120971033]Conclusion 
It could be inferred from the above task that increases the profit of Hilton by were tourist is the main marketing plan to achieve. There are some existing challenges in implementing this plan, such as huge revenue, technologically advanced employees and on. To mitigate these challenges, it would be beneficial to start an employee-training programme and reduce the excess cost of Hilton. These two recommendations would be beneficial in mitigating these issues.
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                          SITUATION ANALYSIS           Strengths  ● Employees are dedicated ● Focused attributes for faster development Opportunities  ● Further expansion facilities ● Collaboration with local brands Weaknesses  ● Cost is high for development ● Tourism expansion is limited. Threats  ● Competition is high ● Labour market limitation ● Low investment rates           Segmentation Targeting ● Gender : Female ● Age : 35 years old ● Industry : Sales and Marketing ● Position : Marketing manager ● The target customers would want  to take a trip with their children  and spouses twice a year . They wish  to locate a location where they may  be alone . They are unable to go  with spouses at the same time and  must adjust family arrangements .                       Porter’s Five Forces Impacts Competitive rivalry Very High Bargaining power of Customers Slightly high Threat of substitutes High The threat of new entrants Moderate Bargaining power of suppliers Low                          PESTLE Factors  Impact  Political Brexit Economic The pandemic disturbed the economy Socio - cultural Exploring new destinations as a social trend Technological Social media promotions Legal  Laws and legislations are in favour of the tourists Environmental  Hotel waste causes environmental threat
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                     TACTICS                     Product AlI inclusive hotel gym Place 360 - degree quick overview of the hotel premises Price Multiple price ranges for customer convenience Promotion The RACE framework will be used for promotion. How To Use The RACE Framework For Digital Marketing Planning  (oxfordcollegeofmarketing.com)  (Smartinsights.com 2010)
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               STRATEGY • Changing customer preferences • Utilising advanced technology • Introducing wellness programs • Following position 4 in Bowman’s Strategy Clock • Differentiation Strategy    (Sketchbubble.com 2017)
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               CONTROL • AIl inclusion in the gym would be customer - centric . • Gym convenience could speculate the competitive advantage . • This could attract health - conscious customers to the Hotel .    (Germa nyfitnes s.blogs pot.com 2021)
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                                                          ACTION                    Objective Preparation Market research Marketing channels schedule Gathering feedback To include an  AIloperated  gym in the  hotel during the fiscal year 2022 - 2023, the hotel's average non -  room income per guest will be increased by £40. Implementation of  high -  tech technology in the gym and raising  customer knowledge of  this unique feature with varying use fees via various media ( Jarek and Mazurek , 2019).  People nowadays are  quite active on social  media, thus launching a social media promotion will help  spread the word among customers.  It is critical to select the target consumers who would  undoubtedly book a room at  Hilton if they were aware of these current amenities ( Peyravi et al  ., 2020). Details regarding the client's age, financial situation, and  preferred hotel characteristics might assist Hilton in enhancing consumer involvement. This objective is expected to be met within 4 months.  It has been discovered that people are really concerned about their  health, and this feature  draws more customers  since Hilton makes more  money than in the past.  Tourists report that they experience even healthier on this trip since they enjoy their  vacations with physical activities.
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               CONCLUSION • The profit increase in the hotel would be observed following the marketing plan . • Theories have been used to achieve its aims and increase its market share and create a revenue after the pandemic .    (myranggo.com 2019)
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