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[bookmark: _Toc1201540496]INTRODUCTION
The study is to create a marketing strategy for Hilton hotel (Huckestein, D. and Duboff, R., 1999). During and after the 2019 pandemic, the hotel industry had some difficulties in attracting and keeping customers (Bhattacharya, C.B., Smith, N.C. and Vogel, D., 2004. Therefore, this marking plan will help Hilton hotel to maintain and draw more customers. The Hilton hotel is one of the most famous hotel brands in the world. The main theories and framework we shall use in our study are SOSTAC analysis (Reed, F.I.D.M., 2014.) and 4PS analysis. SOSTAC analysis includes situation
analysis,objectives,strategy,tactics,Actions and Control. Product,Price,Place and Promotions also known as 4PS are the components of the marketing mix.
[bookmark: _Toc796098731]SITUATION ANALYSIS
[bookmark: _Int_WoudzYxx]It's also known as 5Cs. Situation analysis is the process by which a corporation analyzes both internal and external factors affecting it before a project is initiated. This analysis aids in identifying the nature and magnitude of a crisis and in evaluating the tactics and techniques currently being employed to address the issue. The 5Cs includes;Company,customers,competitors,collaborators and climate (Subotić, M., Vulić, M.,(2021).
Company.
The Hilton hotel Is among the biggest hotels in in the world located in the Virginia, USA. It was founded in 1919 by Conrad Hilton. The geographical area of the Hilton hotel provides a suitable working environment since it's along the border of Maryland.
SWOT analysis for Hilton hotel (Piercy, N. and Giles, W., 1989).
          
	STRENGTHS
	WEAKNESS

	· Located on the long border of Maryland. Maryland is among the largest states and so many people can access the hotel.
· Hilton hotels have many units that support tourists and conferencing.
· Provide services that meets customer satisfaction.
	· Emphasis on dealing with famous people.
· The Hilton hotel offers an expensive menu thus local people cannot afford it.
· The Hilton hotel majorly offers luxurious services.

	OPPORTUNITIES
	THREATS

	· Provide accessible products
· Expand sales volume
· Create cost efficient services
	· Increase insecurity
· The Hilton hotel faces competition from other hotels e.g., Marriott hotels.
· The cost of labor increases while profit declines.




Customer
A company's chances of success in the service industry are reducing as the size of the market grows. Market analysis increases the company's expertise in accordance with the needs of the consumer to attain an elevated level of customer satisfaction. The affluent sector of the market is served by Hilton Hotels in the UK with its costly and luxury, prestige-evoking goods, and services. The business has become more competitive by focusing more narrowly on the high-end market because of its success in satisfying customers' demands for quality and elegance.
Competitors.
The Hilton hotel faces competition from many other hotels in the region. This analysis is discussed under the porters five forces. The porters' five forces include; entry of new competitors, competitive rivalry intensity, substitute products,bergaining power of buyer, bargaining power of suppliers.

	Entry of new competitors.
	Competitive rivalry intensity.
	Substitute products.
	Bargaining power of buyer.

	Bargaining power of supplier.


	Due to their greater industry knowledge, founded hotels can apply the finest strategies to reduce costs and increase earnings. Since new businesses sometimes operate under the names of older existing firms, acquisitions and mergers appear to be the only means to enter this industry. And thus, this poses a threat to the Hilton hotel.

	Mostly in the UK, there is fierce competition in the hotel sector. Certainly, this poses a serious challenge to the Hilton Hotel because its narrow market segment and elevated levels of competition restrict its capacity to prosper. However, many consumers in this sector choose to continue with their current service providers unless a competitor makes adjustments that are very alluring to consumers (Hill & Jones, 2008).

	Because it would be impossible for a non-hotel company to provide the services provided in this industry, this threat is low. The Hilton Hotel is enticing because it can blend brilliance and elegance in a way that no other hotel in the United Kingdom can.

	Due to the substantial number of hotels in the UK, the buyers in the hotel business have significant bargaining power (Enz, 2009). The advantages provided by the customer's preferred hotel are easily accessible in another hotel.
	In the UK, suppliers have little negotiating power due to the highly expanding economy, and this allows the hotel sector to access the global market for goods and services, which tends to reduce the influence of suppliers (Watson et al., 2007). As a result, the Hilton Hotel has access to a range of vendors who provide the best services and items to match its requirements for quality as well as its clients' needs.




Collaborators.
Collaborators are businesses or other institutions that can help the corporation accomplish its goals (Park, E.J., 2000). The Hilton Hotel integrates a range of top-notch leisure and business services into the Brayford Hotel, including opulent suites, a branded destination restaurant and bar, and a ballroom without pillars that is designed to hold huge meetings.
Climate.
These are external factors that affect the operation of the industry. It is also known as PESTEL analysis. PESTEL analysis is a tool used to get a broad view of the environment in which an industry operates( Shatskaya, E., Samarina, M. and Nekhorosheva, K., 2016.). It includes political, economic, social, technological, environmental, and legal factors.
	Political factors
	Economic factors.

	social cultural
	Technology
	Legal factors.
	Environmental factor

	The United Kingdom benefits from a steady political atmosphere and legal system that encourage economic growth and innovation. In this sense, the current situation now is extremely favorable for the hotel industry to grow because there are few barriers, which improves the business climate (Enz, 2009).

	The United Kingdom has one of the most robust sectors on the planet. Because the state has boosted the industry's investment as a key source of economic diversification, the hospitality industry has a bright future (Watson et al., 2007).

	The current administration is focused on national development and has implemented environmental sustainability programs (Hill & Jones, 2008). Given that consumers are becoming more informed, this gives Hilton Hotels a significant competitive advantage in the UK market, as consumers are becoming more concerned about the environment (Hill Jones (Hill Jones, 2008)

	The UK is renowned around the world for its advanced levels of technological integration into most economic sectors. In fact, the country can be recognized internationally for the effectiveness of its economic processes thanks to a variety of technological support systems (Enz, 2009). The backbone and network of the UK's technology for information and communication are also praised. The success of the hotel business in the UK has been attributed to the elevated levels of technical application present in economic operations.

	Hilton hotel has laws governing its Staff and customers. During the 2019 pandemic, the hotel lay down strict rules on how to enter and maintain yourself while in the hotel.

	The Hilton hotel considers the numerous demands for governmental and environmental actions to guarantee the lowest possible pollution levels.



Objectives
The aim of the marketing plan is to improve competitiveness in the UK and draw more customers.
[bookmark: _Toc576273379]Strategy.
In marketing, value prepositions are the incentives or benefits that clients or customers are being promised   after purchasing a particular company's products. Its serve as a mission statement between customers and company.it enable the customer to purchase goods and services from the company. The Hilton hotel created an excellent value proposition to customers not only to feel much special but also to make their products unique from others.
Bowmans clock strategy.
This strategy makes it simple for the Hilton hotel to comprehend how businesses compete in the market (Echchakoui, S., 2018). This marketing strategy makes a much easier to understand how to create and preserve a competitive edge in a market-driven economy.
[bookmark: _Toc1233027035]TACTICS
[bookmark: _Toc1667826442]Marketing mix 
 A marketing mix is a group of variables that can be managed by a business to persuade customers to buy its items. It includes product, place, price, and promotions. 4PS (E. Jerome McCarty 2020) is another name for it.
 PRODUCT
 A "product is a good or service being marketed to some targeted individuals. The hotel industry offers goods and services such as accommodations, conference halls, swimming pools, restaurants, vacations, and travel services. Hilton Hotels & Resorts lays the foundation for amazing travel adventures and values each visitor that enters its sites.
PRICE
This is the value at which a product or service is sold. 
New members at the Hilton hotel receive a welcome bonus of 1500 points on their first stay and 3000 bonus points on their next two stays. Members of Hilton Honors also receive additional benefits like free Wi-Fi, exclusive discounts, and many other things. The reimbursement amount ranges between 900 and 2000 dollars. It sometimes gets higher, especially during festive seasons.
PLACE: 
The geographical area of this hotel is more suitable since it borders the Atlantic Ocean, North Carolina, and Maryland, and so people from those states can access it. It's located in the heart of Redmond.
PROMOTIONS
The marketing's job is to create a suitable brand image in customers' minds so that they will become engaged to promote and make customers aware of the products. The marketing manager at Hilton Hotels needs to express their products and services in a way that creates brand positioning (Vom Brocke, Zelt, and Schmiedel, 2016). The industry promotes their customers, especially on holidays and weekends, by giving discounts.
[bookmark: _Toc1608405079]Actions.
Gannt chart of marketing activities.
	activities
	wk1
	wk2
	wk3
	wk4
	wk5
	wk6
	wk7
	wk8

	preparation
	
	
	
	
	
	
	
	

	Market research
	
	
	
	
	
	
	
	

	Marketing channel schedule
	
	
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	
	
	



[bookmark: _Toc1324643009]Justification.
The company's main marketing channels include the internet and online marketing. Now, guests can benefit from the hotel's amenities, as well as its style and layout, and any running specials.The hotel magazine gives readers a more thorough look at the deals and services the industry has to offer. The hotel constantly promotes its goods and services on both its own website and other websites. The use of intergrated ICT services in Hilton has enable smooth operations since customers can access some services like booking etc., online

[bookmark: _Toc1330124975]Control.
Unique selling preposition (USP) is a term used in marketing that sets one product or brand apart from its competitors' offerings. The features includes;quality,affordability, and social connection. The benefits of USP are; comparison with competitors, income generation, make company to be fame, improve promotion. The use of digital in marketing has contributed a lot to customer satisfaction. selecting a room on their mobile, and proceeding directly to their room, where their phone serves as the key. Luckily, because so many of our hotels are outfitted for digital arrival via the Hilton Honors app, we are far ahead of the competition. The most often used platforms for business promotion in Hilton hotel are Facebook, Instagram, and YouTube because most of the intended clients are active there (Parvez, S.K., 2018). Although the Hilton hotel has programs in place to reward loyal clients, more must be done to ensure that they are valued. To achieve this, customer relationship management should be used so that guests view the hotel as a strategic partner.
[bookmark: _Toc2134550768]Conclusion.
This study looked at the UK-based Hilton Hotels' existing marketing approaches. The analysis shed light on the hotel's present competitive advantages, threats, and prospects. The report went a step further and offered suggestions for dealing with both opportunities and shortcomings. Overall, the hotel's present business plan is successful in keeping it attractive in the upper upscale market. However, the hotel faces difficulties because its strategy won't allow it to fully take advantage of the chances that are opening as a result of the rise in middle-class income earners around the world (Clarke & Chen, 2012). In order to increase the hotels' competitiveness, the report offered many suggestions for broadening their marketing strategies. The most challenging problem is the basic knowledge of marketing and pressure from work. The Hilton Hotel should offer training to staff doing marketing to improve their skills.
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Marketing mix

* A marketing mix is a group of
variables that can be managed
by a business to persuade
customers to buy its items. It
includes product, place, price,
and promotions





