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[bookmark: _Toc137107480]Introduction
This marketing strategy for the UK Hilton East-midland Airport Hotel describes different strategies. It will be of assistance to the management team of the hotel in developing the business and brand. The plan will be directed by SOSTAC, the 4Ps, and Ansoff's Matrix. The analysis of the situation, the formulation of goals, the formulation of strategies, the application of tactics, the taking of actions, and the measurement and control of the results can all be aided by these frameworks. These frameworks will manage essential parts of hotel marketing and help with decision-making.
Word count: 93.
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Company: A micro-study of Hilton East-midland Airport Hotel will be provided via a SWOT analysis (Hilton, 2023). The research will highlight the hotel's advantages, such as its standing, location, and customer service, as well as its weaknesses, such as its outdated infrastructure or meagre amenities. Threats like new competitors or economic downturns and opportunities like new travel patterns or partnerships will be emphasised. 
Customers: Customer groupings, as well as their needs and preferences, will be identified through segmentation and targeting. Using SimilarWeb, customer profiles can disclose internet behaviour, booking trends, and preferences (Reidhead, 2020). The hotel will use this data to target various clientele groups and develop customised experiences to increase client satisfaction. Hotel can used customer email for advertise and offer some value packages for family or individual. Hotel can give free gift as a souvenir with hotel logos, so they can take home and remember the brand.
Competitors: Using a perceptual placement map, the Hilton East-midland Airport Hotel will be contrasted with its competitors. By mapping important characteristics and advantages, the hotel may identify its USP and distinctiveness (Zeng, 2021). By analysing competitors' pricing leadership, distinction, and emphasis, Bowman's strategy clock can assist the hotel in creating effective competitive strategies.
Partners: The Hilton East Midland Airport Hotel is aware of the value of B2B relationships, partnerships, and franchises (Ma, 2021). Strong industry ties can result in combined marketing efforts, new customer categories, and cross-promotion.
Climate: PESTLE does a macro analysis of the external environment. Factors related to politics, economy, society, technology, law, and the environment are assessed (Ma, 2021). The hotel will be able to modify its plans as a result of this research's identification of opportunities and difficulties related to market, industrial, regulatory, and social trends.
Marketing mix: Product, pricing, promotion, and place are all assessed as part of the marketing mix to make sure they are in line with business objectives and consumer preferences. This analysis will assess the hotel's pricing, marketing initiatives, and distribution strategies. To meet client needs and accomplish marketing objectives, it will identify areas for improvement and make changes to the marketing mix.
Word count: 353.
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The Hilton East-Midland Airport Hotel has set as its SMART target, for the upcoming fiscal year, a rise in market share of 10% (Kotler et al., 2020). Customers can be attracted to and kept with the help of targeted marketing. Enhancing the individual experience of each customer through personalization and superior service will be essential. Branding and communication strategies that are well thought out will also contribute to growth. The success of the hotel and its position in the market is directly attributable to the achievement of this marketing objective, which is specific, measurable, practical, pertinent, and time-bound.
Word count: 99.
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Hilton East-midland Airport Hotel will change its value proposition to improve its brand reputation and resolve unfavourable feedback (Jobber and Ellis-Chadwick, 2020). Ansoff's matrix will guide the hotel's strategy. Targeting new customer categories and geographic regions is the strategy. The hotel hopes to boost its brand reputation and word-of-mouth by reaching more people.
This technique requires marketing mix changes. To enhance client satisfaction, the hotel may add or upgrade amenities (Ghauri, 2014). Competitive pricing and additional client incentives can be implemented. Promoting the hotel's strengths, unique offerings, and good guest testimonials will counter unfavourable opinions. Targeted marketing strategies across channels will reach specific customer categories. The hotel's advantageous position near the airport will attract travellers.
Hilton East-midland Airport Hotel hopes to improve its brand reputation, attract new customers, and become the region's top hotel by aligning the marketing mix with the new value proposition and using Ansoff's matrix technique (Fill, 2019).
Word count: 152.
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The hotel will manage situational analysis difficulties using the RACE (Reach, Act, Convert and Engage) methodology.
Reach: The hotel will enhance its digital marketing and web presence to broaden its reach. To do this, the hotel's website must be optimised for search engines, its social media presence on Facebook, Instagram, and Twitter must expand, and targeted online advertising must be used to attract potential customers (Eid and Agag, 2020). By collaborating with travel websites and influencers, the hotel may reach a wider audience.
Act: The hotel will invite visitors to make reservations or inquiries. A faster booking procedure, clear and appealing calls-to-action on the website and social media platforms, and the presentation of only available online promotions or bundles are a few examples of how to do this (Chaffey and Ellis-Chadwick, 2019). To inspire confidence and boost conversions, the hotel can also use customer reviews.
Convert: The hotel will concentrate on turning visitors into reservations. Incentives or discounts for direct bookings, focused email marketing campaigns, and top-notch customer support throughout the reservation process can all be examples of this (Bowie et al., 2017). To draw customers, the Hilton East-midland Airport Hotel must effectively express its distinctive value proposition.
Engage: To increase client loyalty and repeat business, the hotel will prioritise engaging marketing strategies. Offering special loyalty programmes, developing a comprehensive customer relationship management (CRM) system to track visitor preferences and tailor upcoming mailings, and aggressively responding to client comments and inquiries on social media and review platforms are a few examples of how to achieve this (Chang, Ku and Chen, 2019). The hotel will remain top-of-mind for future travel requirements with the use of targeted email newsletters, blog postings, and social media updates.
Areas for improvement may be seen in the hotels social media, email marketing, and Similarweb results (Salem, 2020). The hotel might have posted inconsistently on social media, ignored opportunities for consumer participation, or run poorly-performing email marketing. The hotel will use social listening tools to actively monitor and respond to customer feedback, implement a content calendar to ensure regular and pertinent social media updates, optimise email campaigns with personalised content and compelling offers, and use Similarweb insights to enhance its online marketing strategies.
Word count: 367
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[image: A picture containing screenshot, text, line, diagram

Description automatically generated]The schedule for the marketing channels was influenced by several factors. First, we looked at the communication preferences of the target audience. These statistics came from market and customer surveys. Customer feedback, conversion rates, reach, and engagement were utilised to assess channel performance (Jones and Comfort, 2021). By taking into account market trends and best practices, our channels correspond to current marketing strategies. The schedule also considers seasonal patterns and significant occasions for our target audience. In addition to responding to the interests and behaviours of the target market, the channel calendar maximises reach, engagement, and conversions.
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The achievement of success will be judged by metrics and KPIs. These include increasing revenue and profits, acquiring new customers, analysing how customers feel about a brand, and keeping existing customers (Kotler et al., 2020). We will look into things like website traffic, conversion rates, how engaged people are on social media and campaign-specific metrics. Analysis of the marketing strategy and adjustments based on the data will be made easier with regular reports and analytics. 
Word count: 76
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The marketing strategy is threatened by competition, customer preferences, and a shifting business climate. We provide numerous solutions to get around these challenges. Keep an eye on market developments and consumer behaviour to remain flexible and change your marketing plan. Second, promote customer loyalty by providing customised service. Third, expand engagement and reach via digital media. Digital media is the most effective way to communicate with people modern deanage. Finally, spend money on market research to uncover fresh opportunities and improve audience segmentation. The Hilton East-midland Airport Hotel will be able to overcome these recommendations and expand responsibly.
Word count: 99.
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Situation analysis
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Description
SWOT analysis to determine the hotel's strengths (reputation, location, service
quality), weaknesses (outdated facilites, restricted amenities), opportunities
(growing tourism patterns, partnerships), and threats (new competitors, economic
downturns).

Customer segmentation and targeting uilizing SimilarWeb 1o assess intemnet
behaviour, booking habits, and preferences. Personalizing marketing for consumer
satisfaction.

Hilton East-midland Airport Hotel's perceptual positioning map compared to
competitors. Bowman's strategy clock to evaluate compefitor  strategies and
formulate winning strategies.

B2B alliances, collaborations, and franchises with airlines, travel agencies, and
hospitality organizations for cross-promotion and new client segments.

Politcal, economic, social, technical, legal, and environmental PESTLE study.
Identifying marke, industry, regulatory, and social trends for adaptable strategies.

Analyzing goods, pricing, promotion, and place to ensure consumer satisfaction.
idenifying and adjusting to meet client wants and marketing goals.
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Objectives

* The  Hilton  East-
Midland Airport Hotel
. . has set as its SMART
ObJectlves target, for the upcoming
fiscal year, a rise in

market share of 10%
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Strategy

« This method involves marketing mix modifications. The hotel may
improve amenities to satisfy customers (Ghauri, 2014).

« Implement competitive pricing and client incentives.

* Promote the hotel's assets, unique offerings, and positive reviews to
offset negative reviews,

* Channel-targeted marketing will reach certain customer groups.
« Travellers will like the hotel's airport location.
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Conclusion

+ Competition, customer preferences, and business climate change threaten
the marketing approach. We offer many solutions to these issues.

* Monitor market trends and consumer behavior to adapt your marketing
plan.

+ Customized service builds client loyalty. Third, increase digital engagement
and reach.

« Finally, fund market research to find new prospects and improve audience
segmentation.

«The Hilton East-midland Airport Hotel will responsibly expand
notwithstanding these advice.
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Introduction

«This UK Hilton East-midland Airport Hotel marketing. strategy
describes several strategics.

« It will help hotel management grow the business and brand.
+ The 4Ps, and Ansoff's Matrix guide the plan.

* These frameworks help analyze the situation, set goals, create
strategies, use tactics, take actions, and monitor and control results.

+ These frameworks will manage hotel marketing essentials and aid
decision-making.




