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[bookmark: _Toc267]Executive Summary
The Hilton is a household brand in the hospitality industry since it is one of the biggest hotels in the world. When it comes to marketing, the findings of this study are the most significant (The entrepreneurial marketing plan, 2018; Morgan, Whitler, Feng, & Chari, 2019).). In order to develop a clearly defined marketing goal that is backed by evidence, the paper has used the SOSTAC and SMART frameworks. In this case, it was determined that the main purpose was to satisfy the customers. The structures and ideas presented below clearly demonstrate that this is the case and that clients will be completely delighted with the results.

[bookmark: _Toc101818164][bookmark: _Toc17912]1.0Introduction
A hotel marketing strategy is a comprehensive plan that outlines how marketing efforts will help your facility attract guests, sell rooms, and achieve profitable growth (Cavalieri et.al. 2020). A successful marketing strategy will be aligned with the hotel's goals, identify high-value consumers, communicate why the resort is the greatest location for their next vacation, and prioritise the best channels to reach them (Hilton CEO, 2020). Equally, it will describe the "why" and "what" the hotel intends to achieve in its strategic planning document (Aghazadeh, 2015). A corresponding marketing plan will take into account existing financial and non-financial resources, as well as the information on "when" and "where" the hotel must operate in order to be successful.
It is necessary to use the SOSTAC and SMART frameworks in order to develop a successful marketing plan (SOSTAC marketing planning model guide, 2021). SOSTAC is a planning model that was first developed in the 1990s to assist with marketing planning by PR Smith, who is also a co-author on eMarketing Excellence. 
SOSTAC stands for:
· Situation – where are we now?
· Objectives – where do we want to be?
· Strategy – how do we get there?
· Tactics – how exactly do we get there?
· Action – what is our plan?
· Control – did we get there?
SMART stands for Specific, Measurable, Achievable, Relevant, and Time-Bound. By specifying these criteria, you may make it simpler to ensure that your objectives can be achieved within a certain time frame (Ogbeiwi, 2017). Because it does not rely on generalisations or guesswork, it is much easier to keep track of progress and identify missed deadlines when using this strategy (Amaresan, 2020; Hayden & Deng, 2013).
[bookmark: _Toc101818165][bookmark: _Toc26213]2.0Main Findings
The conclusion of internal and external auditing should lead to the identification of customer satisfaction as a strategic marketing goal that will benefit the hotel in some way. Everything Hilton does is driven by the desire to provide complete customer pleasure (Chen & Yemen, 2014). The organization is driven by loyal, satisfied customers who generate recurring business. Clients can earn loyalty points, save money on rack rates, and receive complimentary upgrades on everything from breakfast to Wi-Fi in their rooms by taking advantage of services such as Hilton Honors.
Customer loyalty is significantly impacted by customer satisfaction, and customer happiness is strongly influenced by the quality of the customer service provided. An online survey of consumer loyalty found that 56 percent of respondents believe that providing excellent customer service is either extremely or very important in earning and maintaining their loyalty to a company (Ertuna et.al. 2022; Business Insider, 2020).). Even so, we're not just talking about the basic minimums when it comes to customer service requirements here. We're talking about customer service that goes above and beyond the call of responsibility. It all comes down to aligning with the objectives, requirements, concerns, and ambitions of the client. It all comes down to providing a high-quality service that improves their quality of life.
[bookmark: _Toc101818166][bookmark: _Toc3951]3.0 SOSTAC Marketing Plan
The inventive approach, differentiated service offerings, and exceptional customer service that have contributed to Hilton's success are only a few of the aspects that have contributed to the company's success (Davahli et al., 2020). The ability of the firm to attain incredible margins via low-cost ways, as well as its ability to maintain good service procedures as a consequence of its service distinctiveness, are two other factors that contribute to its success (Reed, 2014). A SOSTAC Marketing Plan for the hotel is provided below. It is intended to aid the establishment with its international expansion.

[bookmark: _Toc11665]3.1Situational Analysis
Hilton is one of the most well-known hotel brands in the world, with sites in more than 100 countries across the globe. It also serves as a significant source of employment. Every hotel strives to provide its visitors with an enjoyable and memorable stay (Chen & Yemen, 2014). The ability of a company to establish strong brands, gratify customers, and deliver premium services is the foundation of its business strategy (World Economic Forum, 2018). The primary goal of the hotel is to ensure that its clients are satisfied. It also emphasizes the importance of marketing and public relations as a critical component of business development.
When it comes to marketing, Hilton depends heavily on customer data. Business-to-consumer marketing allows the firm to have a deeper knowledge of its consumers' behaviours, which is critical to its success (Hoque et.al. 2020). When customers utilise Hilton's services, the firm has access to their personal information and uses it for marketing purposes. Customers' behaviour and motives may be inferred from the information gathered via surveys and other means. An in-depth analysis of its SWOT aspects reveals that the company's assets include a global brand icon, expert research, a well-known name, and a lengthy history of providing high-quality service (Ertuna et.al. 2022; Chen, Wang, & Chu, 2011). The most significant disadvantages are the high maintenance costs and the high danger of growth. As a consequence of the expansion of tourism, the demand for housing is predicted to increase, resulting in an increase in family income (Cavalieri et.al. 2020). There are two dangers that the organisation must deal with: competition and the impact of Covid-19 on the hotel industry (Tong et.al. 2021). As opposed to creating a brand around a practical product, the company has focused on creating a lifestyle brand (Hueng & Kucuckusta, 2013). 
[bookmark: _Toc7901]3.2 Objectives
In congruence with the above information Hilton’s SMART marketing objective is: To achieve a 95% customer satisfaction within the next one year. This is extremely feasible given from the standpoint of market trends, since with an improvement in customer satisfaction, the more consumers are predicted to buy services from the hotel thus contributing to the growth of income. If this target is fulfilled, then the hotel anticipates an increase in market share, brand loyalty, competitive advantage, greater brand buzz, more customers, and most important of all, an increase in revenue.
The objective is SMART as it offers a Specific which target which is enhancing customer satisfaction to the highest levels possible. It is Measurable as it offers a specific target percentage which can be evaluated through research such as survey of cutomer insights. Equally, it is Achievable as it aligns with the company’s goals to improve customer experience and align services with customers’ needs. In line with this, Hilton has already proved that it has the capacity to offer high level and unmatched services that meet all the clients’ needs thus eliciting customer satisfaction. The objective is Relevant as it makes sense in line with the situation and analysis of the organization. It conforms to the organizations mission and strategy and creates a basis for positive growth which is the company’s ultimate goal. Lastly, the objective is Time-Bound as it offered a time line within which the company should strive and ensure it is fulfilled. 
Sell- Sales and Market Share 
Since its inception, Hilton has serviced millions of customers worldwide, becoming one of the most popular and successful hospitality organizations globally (Schimanovich, 2021). As of 2021, Hilton had made approximately $5.7 billion from sales in the U.S. It held a market share of 6% (Chen & Yemen, 2014). A customer satisfaction objective will be the basis of increasing the market share to over 10%. 
Serve – Customer Service
 	This organization's outstanding level of customer service offers a variety of proactive services that are fast, courteous, and convenient to use (Wang, 2016). The SMART objective will push the organization to offer the absolute best services. 
Sizzle – WOW factor 
Chris Nassetta, the man behind Hilton's "WOW" factor, came up with the concept of offering guests with services that are really one-of-a-kind (Hao, Xiao, & Chon, 2020). The SMART objective will push the organization to invent more concepts of improving services delivery and business operations. 
Speak – dialogue or trialogue 
Through social media and their website, Hilton realises the value of engaging with their clients (Chang et.al. 2019). The SMART objective will ensure that Hilton dedicates time and resources to listening to their clients’ needs and concerns and aligning their services with the said needs. 
Save – quantifiable efficiency gains 
The investment share capital at Hilton has yielded enormous returns (International Labour Organization, 2010). Through the SMART objective Hilton will continue to yield greater returns in comparison to the market situation and competitors. 
[bookmark: _Toc24976]3.3 Strategy
Take a look at Hilton's STP, OVP, sequencing (credibility before visibility), integrations, and tools to get a sense of how the company intends to market itself. In order for the company to provide services that are demographically suitable, it should segment the population based on specified characteristics and choose individuals from among those segmented. If the hotel wants to establish itself as a well-known brand, it must invest in marketing and advertising campaigns (Cavalieri et.al. 2020). Customer experiences with the services they get should be shared publicly so that the company may learn how to enhance the services they provide in the future. They should also place a strong emphasis on offering great customer service in order to improve their brand's reputation and visibility in the marketplace. Their marketing approach should include promotions, public relations, and social media marketing, all of which should be integrated.
[bookmark: _Toc10400]3.4 Tactics
Marketing mix is the fundamental panning material for value capture and creation. Here the relevance of marketing mix and its implementation in Hilton:
· Product: This is the business's value proposition to the target audience (The entrepreneurial marketing plan, 2018). Hilton Hotel is primarily a high-end hotel service provider. Some of the most important things that Hilton Hotel need to provide include corporate conferences, business excursions, special ceremonial arrangements, athlete accommodations, public figure accommodations, seasonal tours, and swimming facilities.
· Place: It has to do with the product's accessibility and affordability. Hilton's final plan should be based on this one controllable variable. There are several outlets of this hotel in the most commercially active sections of the city. Hilton’s branches should be situated in highly accessible places with public amenities such as malls.
· Price: Pricing may be divided into four categories: economy, penetration, skimming, and premium. Economy pricing is the cheapest option. There is need of a premium pricing plan in place at Hilton Hotel. 
· Promotion: Customers and value propositions are here. Some of the promotional techniques Hilton Hotel should use include: App Engagement, Brand Ambassadors, Online promotion, Search Engine Optimization, Digital Campaigns, and Billboards.
[bookmark: _Toc27944]3.5 Action
The following are some of the activities the hotel can engage to achieve success in service promotion:
Advertising: It is essential that the hotel conduct advertisements in order to promote itself. Sponsorships in sports, brand ambassadors, outdoor billboards, and real-time advertising are all necessary additions. This should be done by the marketing department. 
Service Promotion: The Hilton Hotel needs to launch a sales campaign by partnering with various transportation services, visa processing businesses, tourist attractions, and club memberships. This should be done by the marketing department.
Public Relation: In order to maintain positive public relations, Hilton Hotel needs to engage in a broad range of CSR initiatives, such as donating to humanitarian funds, sponsoring extinct local sports, local celebrations, and even direct life experiences. This should be done by the public relations department.
[bookmark: _Toc15576]3.6 Control
Adequate assessment and monitoring is required to ensure that the staff is able to accomplish all of these goals. To determine whether the organization is on the correct track, it is necessary to look at each phase of the action plan. The whole team will be able to produce their best work once these measures are in place. 
The efficiency of the new strategy will be evaluated based on key performance indicators such as revenue growth and net profit margins, among others. In addition, we intend to conduct a study of our consumers to see if their demographics are compatible with the services we provide (Hilton worldwide revenue by segment, 2021). Reporting problems with our services may be done via any of the several social media networks that we maintain. Our goal is to increase customer satisfaction and service quality by assembling a team of specialists to deal with online complaints and other consumer concerns.
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Customer service was identified as the most important training topic by employers in the tourist and hospitality sector in a number of surveys. Customer satisfaction, employee engagement, organizational performance, and a destination's competitive position are all dependent on these characteristics.
Whether or not to establish a learning organisation is something that must be decided by employers; otherwise, their firm may suffer as a consequence of their choice to engage in employee training. Employers get a return on their investment in training in the shape of more motivated and higher-quality employees. Customer loyalty will increase as a result of this investment, and the firm will see increased profits as a result of it. Employees that are cautious opt for firms that place a high value on training.
There are a variety of alternatives available for ensuring service quality and recovering when things go wrong. Understanding that customers desire to be heard is a vital component of business development. They want an apology, a solution, and, in certain cases, money, as well as regular follow-up and comfort from you. With the proper handling of an issue on social media, a potential social media critic may be converted into an enthusiastic advocate for the firm.
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Most luxury hospitality service companies throughout the world rate Hilton as being amongst the world's most prominent brands, which is true both domestically and globally. With intense competition and more financial flexibility on the part of competitors, Hilton has been forced to cede its prior dominant position in the hotel industry. However, because of the integrated marketing mix and positioning plan that have been built, Hilton may be able to return to its prior position quite quickly in the marketplace. The Hilton Hotel and Resort, which is separated into many areas, is a popular destination for business travellers, business conferences, the wealthy, and celebrities, among many others. Following the development of a firm knowledge of what your target audience wants, you can begin developing your value proposition.
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