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Introduction

According to Chaffey and Smith (2017), a marketing plan's purpose is to describe strategies for engaging the audience to attain the objectives of the business. The marketing plan goal is to ensure that activities of marketing are structured, timely and relevant for attaining the objectives of the organisation. The marketing plan is further considered an advertising strategy that a company will integrate for selling its service or product. This marketing plan is for Hilton Hotel. This assessment will highlight the SOSTAC framework for situational analysis as well as describe the objectives of marketing. The assessment will further highlight the various frameworks, including PESTLE, SWOT, Bowman's Clock and many others.
[bookmark: _Toc129268270]Situation Analysis 
[bookmark: _Toc129268271]5Cs
[bookmark: _Toc129268272]Company: SWOT Analysis 
Strengths 
· Hilton London Kensington offer effective schemes for consumer retention (Hilton, 2023a)
· The business has a strong property portfolio.
· The hotel further offers a high level of customisation that is attained through technological implementation. 
Weaknesses
· Hilton London Kensington is suffering from high debts level
· The business has a small market share
· The hotels offer a lack of flexibility. 
Opportunities
· Hilton London Kensington can improve its focus on research and development.
· The business can further focus on developing a strategic alliance
Threats 
· The competition is high in London, which can impact business sells
· Ethics issues in a hotel can also impact the hotel's image. 
[bookmark: _Toc129268273]Customers: Segmentation and Targeting
The target market of Hilton London Kensington consists of guests with high incomes who value different cultures (Similar Web, 2023). This is reflected in the services that are offered by the hotel, which caters to the varied preferences and tastes of the guest. The service hotel caters for tourists, heads of state, musicians, business clients, conference guests and actors.

[bookmark: _Toc129268274]Competitors


A perceptual positioning map can be used to understand how customers perceive Hilton Hotels relative to its competitors. By plotting Hilton Hotels and its competitors on a two-dimensional graph based on price and quality, Hilton can identify areas where they can differentiate themselves from competitors. Additionally, Hilton Hotels can use the Bowmans Strategy Clock to evaluate their competitive position relative to the market, considering factors such as price, product differentiation, and market share. (see foto1)


Bowman’s Strategy Clock
From Bowman's Clock, it is assessed that Hilton Hotel follows a focused differentiation strategy. The Hotel offers high-value products at high prices. (see  foto 2)



[bookmark: _Toc129268275]Collaborators
Hilton London Kensington has generated B2B relationships with booking companies so that they can drive bookings towards their hotel (Hilton, 2023b). Hilton has partnered with Dominvs Group to develop new hotels in London and Bath and provide better services (Hilton, 2019).
[bookmark: _Toc129268276]Climate: PESTLE 
Political Factor
· The government hold high power over the hospitality industry (Buttle et al., 2016)
· Travel bans can negatively impact this industry
Economic Factor
· In 2020, the economic output of the hospitality industry was 42% lower in comparison to 2019 (Parliament UK, 2022).
· The GDP is expected to increase, as well as the inflation rate, due to which hospitality organisations need to improve their measures so that they can attain good sales. 
Social Factor
· Consumer demands are constantly changing (Ostrom et al., 2015)
· The guest is demanding services that are sustainable which is putting pressure on hotels. 
Technological Factor
· Technology has generated high benefits for the hospitality sector (Lau, 2020)
· Guests can book a hotel online without worry, and it has positively impacted the sector. 
Legal Factor
· The hospitality sector in the UK has to abide by Hospitality Legislation imposed by the government (Mohsin et al., 2016)
· Health and Safety Act and COSHH are some guidelines that this sector has to follow. 
Environmental Factor
· Hotels are under pressure to reduce their environmental impact (Chung, 2020)
· The government is developing strategies for reducing waste that is generated by this sector.
[bookmark: _Toc129268277]Objectives 
The marketing plan objectives are as follows: 
· To promote marketing strategies by 30% by the mid of 2023. 
· To improve hotel capacity for serving guests and increase the quality of services by 40% by the end of 2023.
· To utilise effective marketing channels and improve guest engagement by 20% by the mid of 2023. 
[bookmark: _Toc129268278]Strategy 
Hilton London Kensington seeks to develop loyalty among consumers by fulfilling their needs and requirements (Hilton, 2023). The business offers a friendly, efficient and warm environment to guest as well as employees so that the requirements of guest is fulfilled. The hotel differentiates its services from competitors on the basis of quality by maintaining its standards and implementing systems of IT into different elements of service provision. Digital hospitality is considered the primary source of competitive edge for the hotel. The business believes in delivering its value proposition by generating value for owners, consumers and shareholders as well as employees. The business also has a Hilton Honors program that aids in attracting guests towards the hotel. The hotel seeks to develop loyalty from the consumer by aiming to provide better quality services. This aids the business in targeting their consumer. For the new marketing tactic, the business will focus on providing promoting its services and attaining better marketing channels to attract the target market. 
[bookmark: _Toc129268279]Tactics 
[bookmark: _Toc129268280]Marketing Mix
[bookmark: _Toc129268281]Product
The core product of this hotel is its services. The business further option place for meetings and events to be held. The hotel has almost 11 meeting rooms with flooring and patterns that are inspired by London gardens and an atrium that is ideal for a break (Hilton, 2023d). The lounge and Avenue Bar serve light bites through their seasonal, delicious dining menu. The hotel further offers gym and swimming pool facilities (Hilton, 2023c)
[bookmark: _Toc129268282]Place (Distribution)
Hilton London Kensington hotel is located in London. This hotel operates under Hilton Hotel and Resorts, which is a huge name and operates in almost 100 countries. The hotel presence entails travellers' delight and destination of business. The hotel is located in such a place that it is easily accessible for business individuals and travellers.
[bookmark: _Toc129268283]Price
The pricing strategy which the hotel utilises is the premium pricing strategy. This can reflect their luxury reputation and image of Hilton London Kensington. Through this pricing strategy, the business is able to retain its high-quality and top-class amenities. Further, business scales their prices up based on customised services that guest requires.
[bookmark: _Toc129268284]Promotion
The hotel utilises travel magazines to promote and market its services. The hotel further utilises digital channels, which aid in boosting the business's online presence. The business further utilises unique promotional activities that will aid them in standing out from its competitors. The hotel further offers membership to the guest.
[bookmark: _Toc129268285]Action 
The marketing strategy's success is based upon proper planning, which assists in successful implementation. The Gantt Chart has been utilised for proper planning of the marketing strategies of Hilton Hotel. The marketing channel that the business will focus on is Instagram and Facebook. These channels will aid in attracting guests towards the hotel.
[image: ]
[bookmark: _Toc129268286]Control 
To improve the marketing plan of the business, the hotel will work on selecting the appropriate marketing strategies for the business. The hotel will assess the development and measure the marketing strategies that are utilised by the consumer. The hotel will further invest in marketing methods to attract consumers. To control its marketing plan, the hotel will also focus on attaining feedback from employees and consumers.


[bookmark: _Toc129268287]Conclusion
In a nutshell, it can be summarised that Hilton Hotel in London requires an effective marketing plan that will aid in attracting consumers towards the brand. Through an effective marketing plan, the business would be able to focus on the requirements of the consumer and utilise various strategies for increasing brand awareness. The business needs to improve its focus on digital marketing methods.
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Foto1
Perceptual Positioning Map
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Figure 1: Bowman's Strategy Clock
Source: Echchakoui, 2018









Component B: Presentation
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