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[bookmark: _heading=h.1et59lhq8m1r][bookmark: _Toc128582002]Introduction 
The following slides present brief information about the Hilton Hotel for which the marketing plan has been carried out. Furthermore, the slide presents the marketing efforts developed by the company and the overall marketing plan. 
[bookmark: _heading=h.g9l0t1qolahq][bookmark: _heading=h.sqyevoo6trh][bookmark: _Toc128582003]Company profile
Hilton Hotel is an American multinational hospitality brand with over 2,000 hotels across the country. The company is known as the second largest hospitality company in the world as the company has a secure position in the hospitality industry within its nation and world. Hilton hotel operates in more than 122 countries providing the best quality hotel services (Hilton Hotel, 2022).  
The company offers a wide range of accommodations through luxurious hotel rooms, food, entertainment and so on. The company employs more than 159.000 employees who have great skills and are professional in their respective fields. The company widely operates in the hospitality industry where it has gained a high brand image around the world. 
[bookmark: _heading=h.d6p21jte0czt][bookmark: _heading=h.peofr8k4zz3m][bookmark: _Toc128582004]Marketing efforts
The marketing efforts of the Hilton Hotel include marketing campaigns on digital platforms as they believe it can directly communicate and connect with its targeted customers. The marketing strategy of the company generally includes positioning its brand in a secure place at the global level and a place where excellent service is offered (MAINA et al., 2022). The company widely used digital marketing strategy to elevate its brand image, increase sales, and revenue and generate high performance from it. 
[bookmark: _heading=h.i5pvad9lpul2][bookmark: _heading=h.4gurb5tzhd3k][bookmark: _Toc128582005]Conclusion
[bookmark: _heading=h.nf20108bkrnh][bookmark: _heading=h.2bfltbhfkdht][bookmark: _heading=h.di3hefxbjbhw][bookmark: _Toc128582006]To sum up, here it can be said that Hilton Hotel is the leading hospitality brand which has a diverse collection of luxurious hotel services. The marketing activities of the company mainly include improving its brand image and the performance of the company in the market.



Component 2 – Marketing Plan
[bookmark: _heading=h.g0lvp2o74bnq][bookmark: _Toc128582007]Introduction
A marketing plan can be defined as the systematic plan fostered by the company to implement marketing efforts into its products, services and overall brand. It is an operational document set by the particular company which shows how an organisation is planning to promote its products and services. 
The primary purpose of a marketing plan is to advertise the products and services offered by the brand and to gain profit from it (Westwood et al., 2022). In this regard, the following is a marketing plan for Hilton Hotel, an American multinational hotel company through the help of SOSTAC, a marketing tool. 

[bookmark: _heading=h.kab7tdvwrndr][bookmark: _Toc128582008]Situation Analysis
5 'C's
Company 
	Strengths 
	Weaknesses 

	· Global brand 
· Stable Financial Position 
· Diverse products and services 
	· Negative reviews 
· Data breaches 


	Opportunities 
	Threats 

	· Technological development 
· Improved customer service 

	· Political instability and threats from terrorism 
· Ethical issues 
· Uncertain changes in the macroeconomic environment 


Table 1 (SWOT analysis of Hilton Hotel )
Source (Self-Created) 

Customers: Hilton Hotel is one of the top global hotel brands and has different forms of customers who differ based on their preferences. The company has a  huge customer base and they use strategic processes during the segmenting and targeting of the company. 
Segmentation: As a part of segmentation the company uses demographic segmentation to segment its customers based on their regional location (Hwang et al., 2022). The company segments its customer base based on its location at the international and national levels. 
Targeting: Hilton Hotel as a part of the targeting uses demographic segmentation where they target the customers based on their preferences, age, interest and so on.  However, the company targets customers who pursue a luxury lifestyle and accordingly set the prices for it. The company targets customers who have a standard lifestyle and seek luxury. 

Competitors
	Bargaining power of Customers 
	Hilton Hotel has a huge customer base. Having such customers the company gets high threats from its customers where they demand affordable prices of services of high quality. 

	Bargaining power of Suppliers 
	The suppliers of the company include more than 4000 global suppliers who have low power over the company. This is so because the supplier's supply services which lack uniqueness. 

	Threats from new entrants 
	There are various emerging companies in the hotel industry but Hilton Hotel is one of the strongest brands that can experience low threats from new entrants. 

	Threats from substitute 
	Other hotel leading companies can substitute the Hilton Hotel products and services as the customers have uncertain preferences. Having such, the company can have high threats from the substitute of services.

	Competitive rivalry 
	Leading hotel companies like Mariott, Sheraton, and Premier Inn are the top companies which can be high competition for the company. 


Table 2 (Porter's Five forces)
Source (created by the learner) 


Collaborators
Hilton Hotel, a multinational hotel brand has taken an initiative to collaborate with other entities to work in partnership and gain profit from it. However, the company has collaborated with RB, the maker of Lysol and Dettol to develop team member training which eventually help the company to improve its cleanliness initiatives and provide guests with safer check-in and check-out (Jia et al., 2022). 
Since one of the objectives of the hotel company is to offer its guests improved service with sanitation and cleanliness, the company has partnered up with such members to enhance its cleaning methods. 
Climate
	Political 
	There are several political factors which affect the business operations of Hilton Hotel. Uncertain rules and regulations regarding trading systems, political stability, tax policies and so on are the political factors which affect the business operation of the company. Brexit, like the political environment, affects the business to carry out their activities between the EU and UK region (Bailey et al., 2022). 

	Economic 
	The GDP growth of the US is expected to grow by 3.18 per cent which imposes an opportunity for the business to have economic intervention (Hu et al., 2022). 

	Social 
	Due to the Covid-19 pandemic customers have developed more perception regarding precautionary measures. On this, the customers tend to purchase only when there is a safety protocol. Thus, this affects the customer purchasing behaviour of Hilton Hotel. 

	Technological 
	The internet penetration rate in the US is expected to be 92 per cent which can impose an increase in online bookings for the company (Yang et al., 2023). 

	Legal 
	Legal laws like The Federal Trade Commission and so on are to be considered by the company to smooth the functioning of the company. 

	Environment 
	Environmental concerns regarding the hotel companies indirectly affect the Hilton Hotel to maintain its environmental impacts.  


Table 3 (PESTLE analysis of Hilton Hotel)
Source (Self-Created) 
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Objectives
SMART target 
	Specific 
	Measurable 
	Attainable 
	Resources 
	Time 

	Increase sales and revenue 
	Measuring sales goals, boosting booking rates 
	It is attainable 
	New trendy services, competition analysis 
	2 months 

	Increase brand awareness 
	Social media engagement, enhancing search engines 
	It is attainable 
	Social media platforms 
	2 months 

	Strengthening relationships with customers 
	Improving customer service, offering personalised services 
	It is attainable 
	Email marketing strategy (Liu et al., 2022). 
	2 months 


Table 4 (SMART objectives)
Source (Self-Created) 
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Strategy
Hilton Hotel makes use of its reputed brand and diverse collection of hotel services to attract its customers. The company wishes to build a healthy relationship with its customers and to build strong loyalty with customers (Wang et al., 2023).  
Thus to make this happen the company develops products and services which fulfil the wants and needs of its targeted customer. Having such, the organisation creates its value proposition. 
[bookmark: _heading=h.6rdixt7xtobf][bookmark: _Toc128582011]
Tactics
Marketing mix: 
Products: Hilton Hotel being one of the hospitality brands offers luxurious rooms, high-class restaurants, and a relaxed hotel atmosphere. The company offers a range of accommodations through food, hotel services, entertainment and so on. 
Price: The pricing strategy adopted by the company is the premium pricing strategy which involves high-level prices for services offered (Works et al., 2023).  This is so because the company sells high-class and luxurious products and services which drives them to price its offering at a premium rate. 
Place: Having defined products and services the company sells its offerings through the help of online booking as it is easily accessible to its customers. It also aids in improving customer service (Lee et al., 2022). 
Promotion: Hilton Hotel widely uses a digital marketing strategy where the company promotes its products, services and overall brand through the use of digital tools and media. The hotel publishes and advertises its products and services on its selected social media platforms (Banyeva et al., 2023). 





[bookmark: _heading=h.mz0ftdxjr4zh][bookmark: _Toc128582012]Action

	Marketing activities 
	Week 1 
	Week 2 
	Week 3 
	 Week 4 

	Preparation 
	
	
	
	

	Market research 
	
	
	
	

	Marketing channels schedule 
	
	
	
	

	Gathering feedback 
	
	
	
	


Table 5 (Gantt Chart) 
Source (Self-Created) 

[bookmark: _heading=h.io1howpceejp][bookmark: _Toc128582013]Control
The performance of the overall marketing efforts is to be measured with the use of a KPI or Key performance indicator which critically measures the different phases of the plan while bringing out the lacking areas. It aims to bring out the effectiveness of marketing activities (Gavalas et al., 2022).  The USP of the Hilton Hotel includes its luxurious hotel services which are suitable for customers who seek a luxurious lifestyle. 


[bookmark: _heading=h.tm6d5f4av57n][bookmark: _Toc128582014]Conclusion 
To sum up, here it can be said that the overall marketing plan greatly discusses all the potential areas of the defined marketing plan. Hilton Hotel offers a range of hotel services which can be used as its strength to increase sales and revenue. However, the marketing plan greatly discusses all the marketing efforts which are suitable for the business. 
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