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Introduction
The purpose of the marketing plan is to improve the brand reputation of Hilton by applying suitable marketing strategies and tactics. Before, developing suitable marketing strategies for Hilton, a situational analysis will be conducted by identifying the strengths and weaknesses of the organisation, targeting its key customers and competitors, evaluating the external business environment, and others. Furthermore, suitable channels for marketing will be identified along with bringing some modifications to the marketing mix elements of Hilton Hotels. 

The main body
Situational Analysis
As a part of situational analysis, the strengths of Hilton include having a good customer base with well-trained employees. However, it has a few poor reviews and cases of data breaches that can increase the threats of legal cases and stay behind the competition. Besides, it can grab opportunities to expand globally by using social media marketing (Chang et al., 2019). The main customers are people of the age group 15-70 having stable economic backgrounds preferring long stays and frequent travel. They prefer attractive discounts and comfortable stays. Hilton focuses on competitive prices to target more customers. The competitors are mainly Premier Inn and Holiday Inn among others. Regarding Bowman's clock, it focuses on differentiation and monopoly pricing increasing room fares during peak seasons. It lost its market share during the pandemic and is currently focusing on a low-pricing strategy (Hilton, 2023). The collaborators of Hilton include B2B businesses such as staff outsourcing, food wholesalers, and mobile applications for hotel booking. The business however operates in a politically stable environment that has given it the opportunity to improve economic growth. Low interest rates however have impacted the business. Social factors of people wanting to travel post-covid have been beneficial wherein Hilton focused on improving technology to enhance booking procedures. It must however focus on waste management and employment laws.
Objectives
A SMART target is developed to effectively conduct the marketing plan of Hilton and accomplish its goals effectively. With regard to the Specific goal, the organisation wants to increase its sales and profitability. With regard to the Measurable goal, Hilton wants to increase its social media followers by 8000. The Achievable goal of the organisation is to improve brand reputation by effectively communicating brand messages. With regard to the Relevant goal, Hilton wants to maximise its competitive advantages. With regard to Time-bound, the organisation wants to accomplish its marketing target within the next 12 months. The success of the marketing plan will be measured after the complete execution of the plan through the application of suitable KPIs.
Strategy 
The new value proposition of Hilton Hotels could be seen in its services such as loyalty programs, social and sustainability responsibility and bringing in more technologies and innovations. This can change the brand reputation caused because of bad reviews. Moreover, from the Ansoff Matrix, Hilton will focus on two strategies such as market penetration and product development (Schuckert et al., 2019). This indicates that the hotel will focus on its current market. The value propositions will help it to overcome the weakness and improve brand recognition. Besides, in the future, in order to grow it must follow the strategy of market development. As a part of the marketing mix, Hilton Hotels will bring changes in promotional, pricing strategy. It will promote by emphasising providing discounts, loyalty programs etc. Moreover, it will improve the existing pricing strategy to provide more accurate and competitive pricing. However, it can change the emphasis to digitalization in order to convey the value proposition's message (Hilton, 2023). Hilton may attract more international clients with this method. For marketing mix, Hilton offers all hotel services at competitive pricing and is available in different convenient locations. People can also opt for online booking and it promotes through websites, SEO and social media.
Tactics
Hilton needs to bring some modifications and improvements in its 4Ps of the marketing mix to improve its marketing tactics. In terms of the product element of Hilton, it can be stated that the organisation is categorised as a full-service hotel that offers a range of hospitality services including, lodging, accommodation, food, retail facilities, and others (hilton, 2023). Hilton moreover provides luxurious and unique experiences to its customers through effective hospitality services; however, the organisation should keep a strong focus on increasing its online services to customers, like online booking after VR experience, payment, room services, and others. In terms of price, Hilton offers its services at higher and premium prices due to its luxury offerings. However, Hilton is gradually focusing on targeting new emerging markets to gain more customers. In this case, the company needs to consider a competitive pricing strategy along with its premium pricing strategy. In this case, the organisation can offer some basic hospitality services, like single room booking, double room booking, and others at competitive prices (Nagle and Muller, 2018). However, it can apply a premium pricing strategy while offering deluxe rooms, suites, restaurant services, spas, and other luxurious facilities. To gain more global customer base and increase sales, Hilton needs to focus on the place element by expanding its business in new emerging markets, such as China and India. Moreover, Hilton can strengthen its global presence by increasing its chains in metro business hotels, luxury hotels, and airport hotels. In terms of promotion, Hilton needs to have a strong focus on its social media marketing approaches. To reach a large number of global customers at a time, the use of popular social media channels, like Facebook, Twitter, Instagram, and others is effective. The organisation should publish unique advertising on social media to attract more customers (Evans et al., 201).
Action
In the first 2 months, the marketing team of Hilton will focus on publishing its advertising content in the print media and television commercials. It will help the organisation to be aware of its local and regional customers regarding its offerings. The success of these marketing channels will be measured by evaluating the return on the marketing investment. In the third month, Hilton will schedule email marketing to directly interact with customers. It will allow the organisation to communicate its offerings and marketing messages directly with customers. The success of this marketing channel can be measured by applying the Click-through Rate KPI (Golightly, 2022). For the next 3 months, social media marketing channels including Facebook, Instagram, and Twitter will be scheduled. The success of these channels will be measured through likes on posts and applause rate
Control
The Marketing ROI KPI will be used to measure the success of print and television channels and advertisements. The return from marketing investment will help understand the success of using these channels. Click-through Rate KPI will be used to measure the success of the email marketing strategy. It will help to measure the number of people who clicked the link in the company's email. The maximum click numbers will indicate the success of this marketing channel. To measure the success of social media marketing channels, the likes and comments on social media posts will be counted. Moreover. The Applause rate will be utilised to track positive interactions (Olafson, 2021).
Conclusion
The marketing plan has included each important aspect which will allow Hilton Hotels to accomplish its marketing objectives and improve its brand reputation. The change has been conducted on the 4 Ps of the marketing mix of Hilton to bring more efficiency to its marketing strategy. Moreover, the action plan and control strategy has been presented in the marketing plan. Furthermore, it is recommended to Hilton keep its strong focus on online marketing strategies to further reach more target customers.
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Appendix 1: SWOT
	Strength:
· Good customer base.
· Excellent workforce.
	Weakness: 
Data breach case.
A few bad reviews.

	Opportunity:
Expanding globally.
Enhancing social media marketing.
	Threats:
Legal cases.
Higher market competition.
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	Political factors
	Political stability.
Different turmoils country-wise.

	Economic factors
	Low interest rates.
GDP.

	Social factors
	Post-covid travels.
Competitive pricing.

	Technological factors
	Online booking.
Online payments.

	Legal factors
	Employment law.
Licensing and regulation.

	Environmental factors
	Waste management.
Carbon emissions and footprint. 



Appendix 3: Perpetual Map
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Figure: Perceptual Positioning Map
Source: (developed by the author)
Appendix 4: Bowman’s Clock
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Figure: Bowman’s strategy clock
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Conclusion

» The marketing plan has included each important aspect which will allow Hilton
Hotels to accomplish its marketing objectives and improve its brand reputation.
The change has been conducted on the 4 Ps of the marketing mix of Hilton to
bring more efficiency to its marketing strategy
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THE PURPOSE OF THE MARKETING PLAN IS TO
IMPROVE THE BRAND REPUTATION OF HILTON
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Specific goal, the organisation wants to
increase its sales and profitability.

the Measurable goal, Hilton wants to
increase its social media followers by 8000.
The Achievable goal of the organisation is to
improve brand reputation by effectively
communicating brand messages

Relevant goal, Hilton wants to maximise its
competitive advantages

Time-bound, the organisation wants to
accomplish its marketing target within the
next 12 months.




