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[bookmark: _Toc137327312]Introduction 
In UK, Hilton Hotel’s marketing plan also focuses on customer loyalty and brand awareness by arranging different educational campaigns, to benchmark competitors, and to increase the experience of the customers. The value is provided to the guests with convenient and comfortable staying, backed by customer service, and specified from different ranging amenities and commitments to the sustainability in the hotel management of Hilton Hotel. In the marketing mix of the hotel Hilton, services and products include meeting rooms, on-site restaurants, pricing strategies, a swimming pool, comfortable and aesthetic rooms, pricing strategies, and mix of promotional strategize to advertise, increase sales, and invest in public affairs and well-fare projects. The prime goal of the Hilton Hotel is to increase sales and generate revenue while maintaining quality as well as regulating customer satisfaction with the services.
[bookmark: _4i7ojhp][bookmark: _Toc137327313]Situation analysis 
[bookmark: _Toc137327314]The 5 Cs of the Hilton hotel business in the UK 
[bookmark: _2xcytpi][bookmark: _Toc137327315]Company
Strengths
1. The hotel has great brand image.
2. To improve and enhance customer experience utilization of continuous innovative technologies (Yu, Kang and Kim, 2021).
3. High retention rates
4. The hotel has different 450 franchises in 78 different regions. 
Weaknesses
1. Poor ratings and reviews by the previous users of Facebook and Trustpilot platforms. 
2. The revenue basically depend on the US market (Zeng, 2021). 
Opportunities
1. The company has to adapt to advanced and hybrid partnership to plan the hybrid activity. 
2. To expand in the international market, hotel has to merge in the international market of Asia. 
Threats
1. The company has been affected negatively by the economic uncertainties.
2. Fluctuations in the existing currency market to affect the overall profitability (Mwiti, 2020). 
[bookmark: _Toc137327316]Customers
[bookmark: _3whwml4]The hotel offers services to a wide range of the customers with vast range of services and commodities. Target customer also represent middle and senior aged experts with high level of income to belong with upper social class. Additionally, Hilton Hotel and Resorts also target individuals with luxury lifestyle to charge premium prices.
[image: ]
Different hotels has some special features otherwise there are common amenities included in the hotel services as bars, restaurants, meeting spaces, and fitness clubs etc (Antunica, 2021). 
[bookmark: _Toc137327317]Competitors
[bookmark: _Toc137327318]Position 
[bookmark: _2bn6wsx]The value proposition of the company of Hilton hotel emphasized on the customer satisfaction. The management are instructed and trained to welcome guests with smile and provide exceptional services to them. 
[bookmark: _Toc137327319]Strategy clock
The strategy clock of Hilton is in the mid-class as it provide services and packages of staying to both upper class and middle class customers with the valued package and services (Ristova, 2022). 
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[bookmark: _Toc137327320]Collaborators
The collaborators of the Hilton hotels include Partnerships, investors, and B2B relationship with different traveling franchises. For example, the company Hilton has collaboration with travelling airlines, restaurants, and tourism agencies to provide better experience to the customers.  
[bookmark: _qsh70q][bookmark: _Toc137327321]Climate
The tool of PESTLE analysis is used to assess and evaluate the business strategies to focus on different factors to affect the business process as a whole. PESTLE analysis includes Political, Environmental, Economic, Social, Technological, and Legal concerns with respect to the business activities and success (Mohamed Sadom et al., 2020). 
PESTLE analysis includes six main factors to affect the business’s operational activities. 
Political Factors:
Leaving the EU market, the UK has limited assets to the customers by minimizing revenues of the hotel. For example, Corona led to ban on the travelling which severely impact the business (Baneva et al., 2023). 
Economic Factors:
Most of nations have to decrease its interest rates to increase the chance of the investment by the businesses in the country. Loans and other business credits area also available at very low rates. 
Social Factors:
The income of people also change the spending habits of the customers so, the priority also change with the basic or luxurious lifestyle depending on the social status (Ierko and Rudyk, 2020). 
Technological Factors:
The technology also updated its services by increasing value proposition to provide excellent services.  
Legal Factors:
All the legal rules and regulations must be followed by the countries to avoid any legal activities according to the government policies. 
Environmental Factors:
In the recent era, environment plays an essential role in the business operational activities to help companies in avoiding NGOs and other governmental sectors (Jeong et al., 2023). 
[bookmark: _3as4poj][bookmark: _Toc137327322]Objectives 
To increase the brand awareness and customer loyalty by the hotel Hilton, it includes in the objectives of the company. 
· Increase conversion rate of the users on online platforms by 25% in Q3 of 2023.
· Increase the sales by non-room services by £37 by the end of 2023.
· 10% increase in the regular booking by the year of 2023.
· [bookmark: _1pxezwc]New booking with 5% increase by the next year (Ma, 2021). 
[bookmark: _Toc137327323]Strategy 
[bookmark: _49x2ik5]To provide affordable, convenient, and comfortable amenities and room services to include in the value proposition of Hilton Hotel with provided value to the features and services to increase the overall customer service. 
The hotel management provides well-equipped and comfortable guests rooms with competitive prices is included in the first and foremost priority. To improve the guest experience, the hotel management is continuously striving to update room designs, mobile check-in for the customer convenience, and the use of latest and advanced technology to update and improve the customer experience. The hotel also invested in the increase of the value preposition (Ristova, 2022). The management invested in the training and education of the employees to improve and increase their skills and expertise in service providing to the guests. Moreover, the value proposition of the Hilton hotel also provides comfortable, convenience, and affordability to provide a range of services and other commodities to increase the overall customer experience with differentiating strategy to provide high and quality services over money (Deng, 2022). 
[bookmark: _2p2csry][bookmark: _Toc137327324]Tactics 
Product
The hotel offers products according to the customer’s demands and needs. The hotel has different services available according to the selected package in the hotel company as provided services and rooms to both high classes as well as the middle class who has other priorities and cannot afford luxury services (Jeong et al., 2023). 
Place
The hotel has both traditional and online appearances to reach a vast range of customers. Customers feel more convenience booking online tickets than calling and reserving rooms. Advanced and technology-based check-in and check-out also increase the popularity of the hotel Hilton. 
Price
The pricing segmentation includes affordable costs of the staying and other services as meeting rooms and other in-door facilities. There are segments and variety of the offers and deal for different customers as senior citizens, employees, and AAA members etc. Seasonal promotions and packages are also included in offers to attract customers (Antunica, 2021).
Promotional Strategy
1. Enhance Social Media Presence:
· A comprehensive audit of Hilton Hotel with current social media platforms of Facebook and Twitter etc to reach vast range of customers. 
· Identification of gaps and loopholes to improve the frequency and relevancy of the hotel management (Arpul, Bloshchynska and Dotsenko, 2020). 
· Establishment of the social media platform to ensure a consistent posting of the target audience interest and preferences. 
2. Optimize Email Marketing Campaigns:
· Automation of the content through customized email to experience recipient. 
· Email are mobile-friendly and easier manner to capture and receives attention of customers. 
3. Improve Website Performance and User Experience:
· SEO services to optimize the website with relevant keywords, descriptive URLs, and tags. 
· The user experience is enhanced by the simplification of navigation, mobile responsiveness, and layout of the website to attract users (Gibson and Martin, 2022). 
[bookmark: _Toc137327325]Action for marketing plan 
[bookmark: _ihv636]Hilton Hotel, UK management used Gannt chart to create the schedule of all the activities and marketing research with the conduction and identification of the most effective channels to attract vast range of customers. 
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The combination of market research is used to formulate and generate marketing schedule along with increasing its ROI and reach its targeting customers/ 
[bookmark: _Toc137327326]Control
Control measures to access the success of the marketing plan as follows:
1. Sales analysis: To analyze and measure the sales data before and after marketing plan implementation in the business strategy. To determine the plan of the business to generate the increase revenue. To identify the trends and patterns to refine the future marketing plan. 
2. Customer feedback: An important control measurement tool and technique to provide insight and understanding of the marketing plan. Different online reviews, surveys, and social media to provide feedback (Niemela, 2019).
3. Return on investment (ROI): It is a tool to measure the return of the marketing investment is defined as ROI. The cost of the marketing plan help to generate revenue, ROI can also be used to calculate the marketing plan with cost-efficient startegy for all level of sectors in the society to enjoy the travelling. 
[bookmark: _32hioqz][bookmark: _Toc137327327]Conclusion 
The primary and value proposition of the Hilton Hotel is to provide affordable still comfortable services to their potential guests. This include low strategy with low price and perceived value. Customer loyalty and brand awareness are included in the value proposition of the hotel strategy. The company must use a range of the targeted promotional campaigns, customer segmentation, and collaboration with the partners to increase the sales and revenue of the hotel company. Exceptional customer service with advanced and in-door amenities to attract customers through both conventional and e-marketing channels. The 4Ps includes in the marketing mix of place, promotion, price, and product to accomplish the business strategies of the organization guided by RACE model. 
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Appendices Bowmens startegy clock 
The primary and value proposition of the Hilton Hotel is to provide affordable still comfortable services to their potential guests. This include low strategy with low price and perceived value. 
There is a distinct value of Hilton Hotel to specify its brand from other competitive leading brands in the target market which increases its brand loyalty. Amenities include free Wifi service, breakfast, reward programs, and fitness club to attract more potential customers. Moreover, the hotel brand image and reputation depends on the consistency and reliability to continue the perception of the value to the guests. The strategy clock position of the Hilton Hotel place it in a situation where it includes both premium and affordable prices of the market to attract more vast range of the potential guests globally. 
[bookmark: _Toc137327330]Appendices Pestle Analysis 
[bookmark: _Toc68301339]POLITICAL FACTORS
Government policies has direct impact on the operational activities of Hilton. The management must be concerned about the health, atmosphere, and safety of the customers and employees. The company also respect and obliged all the tax related procedures and responsibilities as strengths will impact the hostel stuff along with other taxation overhaul to undertaken in order to apply the lower rates of taxes to the company owners by the government. 
[bookmark: _Toc68301340]ECONOMIC FACTORS
The customers are the potential assets of Hilton Hotel across the world. The consumer behavior will be incorporated by the individuality, products, and business benefits because it attaches the priority of the latest and advanced market to the Asian, European, and American according to the social requirements but the company also has to face difficulties in occurrence of Covid-19 with travelling ban globally. 
[bookmark: _Toc68301341]SOCIAL FACTORS
There are sometimes also have shortage of room’s availability but it is not the case of Hilton. The peak seasons always prefer pre-reservation as hotel Hilton has understanding and insight of the customer’s needs and requirements. Guests become never get bored as different packages and activities are always available in the marketing strategy of Hilton. In India, Hilton has opened its franchise as it is situated on the Chandigarh highway. 
[bookmark: _Toc68301342]TECHNOLOGICAL FACTORS
Hilton Hotel also can be reached through multimedia platforms of emails, blogs, phone, and travel agencies through the utilization of the technological changes. With adequate room services, guests are provided with the best experience. There is also advanced technologies available with respect to the innovation and trends in the society. SWOT Analysis is an online and make more customers and it also recommend 5-star hotels to travelers across the globe. Website also included reviews and remarks by the previous users. 
[bookmark: _Toc68301343]ENVIRONMENTAL FACTORS
The success of the hotel mostly depends on the contribution of the atmosphere and environment. There are many reasons of the travelling to the other regions of the world. The hotel provide services to their customers to please them. 
[bookmark: _Toc68301344]LEGAL FACTORS
The safety and security is the main concerning issue in the 20th century. With high crime rates, a hotel has to take extra precautionary measurements to provide secure and safe travelling experience to the potential guests. All the customers are informed of the legal rules of the hotel and all the laws and menus. The calorie of the products and food items are also written for the health and diet conscious guests. 
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Introduction

n UK. Hilon Hofel markefing plan o focuses on customer loyally and brand awareness by
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Srength
1.The hotelIs famous globally.
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Opportunity

1.11s very essential fo adapt fo hybrid
partnership and events with technology
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streams fo revenue [Maina and Ofico,
2022).

Company: SWOT Analysis

Weakness
1. Poor reviews and rafings with respect.
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media of Facebook and Trustplof.

2. All the revenue dependence on Us.
market.

Threat
1.The revenue and profitablity can
negatively affect the econormic
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fluctuations can lead fo the financial
performance and overall profitabllty.
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The main and prime objectives of Hilton is
fo enhance customer experience by
providing convenient and aesthefic rooms,
free WIF, quality room services, and
amenities 1o their potential clients (Santoki
and Parekh, 2020).
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The strategies of the business with creating value

position

To provide @ comfortabie and converient experience fo he customers on hotel staying.

The main focus o the hotel marketing management fo give respect 10 fhe guests and
welcome therm wilh worm gestures fo make iem feel ot home.
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The markefing strategy includes targeted customers of both who seek fraveling for
business purpose or personal vacations af an affordable prces.

To provide rellable and consstent experience with comiort, and innovation 1o be.
mainfained by the management includes n the brand valus proposiion.
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experience luxury 1ay and foom services i affordable price.
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avelers [0 avold fime 10 seek long roules 10 teach fousm places and ofher
shopping bazars efc {Damnjanovic, Lonacaric and Diaci, 2020).
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Product

Products of the hofel Hiton includes
rooms and amenties.
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convenience o the customers.
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Place

The hotel located in urban and suburban
areas to minimize the time travelling to the,
main subs and shopping malls efc.

Online booking has also made it easy for
the customers to book online rooms and
also check-out with online payments.

Promotion
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advenced emal marketing,
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booking i future (Chang et a, 2015
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