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[bookmark: _Toc126875731]Component A
[bookmark: _Toc126875732]Introduction
[bookmark: _Toc126875733]Marketers in hospitality are creating campaigns to remain competitive and ensure long-term viability. Hilton leads with its global presence and high-end accommodations/services. This article examines Hilton's marketing strategy, specifically in the UK, and its success in the luxury market. By catering to customer needs, Hilton maintains consumer loyalty. The research focuses on Hilton Hotels, a frontrunner in the luxury hotel industry.

Situation Analysis (5 c’s)
[bookmark: _Toc126875734]Company: SWOT analysis (Micro analysis) 
Strengths
· Airports, central business districts, and parks are preferred due to their proximity to major thoroughfares and large populations.
· The hotels cater to big groups, including business travellers, vacationers, and those in town for conferences (Jin et al. 2019).
· A symbol of excellence and refinement, appreciated by consumers all around the world.
· Excellent customer service and a focus on providing only the best in goods and services.
Weaknesses
· There should be less of an emphasis on price and more on comfort and elegance.
· Concentrate on a niche market that specialises in working with notable people.
· The hotel’s size prevents it from providing the kind of personalised service that its guests deserve.
Opportunities
· Increase market share.
· Introduce services at more affordable prices.
· Development of a service offered at a low cost.
· Developed a deeper understanding of the target market (Benzaghta et al. 2021).
Threats
· Conflict on a regional and international scale.
· The marketing campaign’s main objective should be to make people more aware of the overall degree of safety in the UK at this time of heightened terror threat.
· Cost of labour rising, business earnings falling.
[bookmark: _Toc126875735]Customer: Segmentation and Targeting
Hilton Hotels sells luxury products and services in the UK. It is more competitive since it meets the high-end market’s quality and complexity standards. It ranks well and grabs 23% of the global luxury market (Saura et al. 2020). The corporation uses geographical segmentation by focusing on strong economies in Europe, the US, Australia, China, and the Middle East. 
[bookmark: _Toc126875736]Competitors
Competition is fierce in the UK hotel market. The market has a large number of seasoned competitors. Since the Hilton Hotel’s niche market is somewhat unprofitable owing to the abundance of competitors, this is a serious problem for the company. If a rival does not provide innovations that consumers find particularly appealing, however, most customers in this business will continue to remain with their established service providers.
[bookmark: _Toc126875737]Collaborators
In recent years, Hilton World wide’s announcement this month that it will be partnering with two European hotel organisations, Accor and Strong point, to provide internet bookings and reservations and a B2B framework for discount gaining has boosted the contemporary commercial centre. 

[bookmark: _Toc126875738]Climate: PESTLE (Macro analysis)
Political factors
Economic growth and investment are supported by the UK’s stable political and legal environment. Due to its low tariffs, the present political climate is ideal for hotel sector growth.
Economic factors
The UK is a global economic powerhouse. Business outsourcing from other economies has also accelerated economic development. The government has invested more in the hotel business as a means of economic diversification; thus, its future looks bright (Harb et al. 2019).
Social
Hilton Hotels has a leg up in the UK market because to the growing number of eco-conscious tourists who choose to use the services of environmentally responsible businesses like those offered by Hilton.
Technology
UK hotels have thrived due to high levels of technology application in economic operations. Hilton Hotel offers high-quality and various internet services to its clients thanks to high-speed internet.
Legal factors
Hilton Hotels should investigate the laws of the nations in which it operates. The organisation has to be aware of administrative shifts and make the necessary trade modifications. 
Environmental factors
Climate change is a threat to the Hilton hotels. The success of a corporation in a country is determined by the standards of that country (Amoako et al. 2022).

[bookmark: _Toc126875739]Smart Objectives
Specific
The main objective of the chosen company is to improve customer services.
Measurable
Their system of checking in on development and evaluating outcomes is transparent (Tien et al. 2019).
Achievable
They have established realistic but successful customer service targets.
Relevant
All of the employees will be in agreement with their mission.
Time-bound 

Revenue maximisation
Hilton has introduced flexible, reasonable pricing in response to demand in local property markets and taking into account the demand elasticity of various client categories, with a focus on those that deliver the maximum profit (Morgan et al. 2019).
Operational effectiveness
Through the implementation of new procedures and the refinement of old ones, the organisation hopes to maximise the benefits it receives from its investments in time, money, and other assets.
Value proposition
Hilton’s goal is to increase customer loyalty, and to do so, the company focuses on providing exceptional service and going above and beyond to fulfil the needs of its guests (and ultimately loyal).

[bookmark: _Toc126875741]Tactics
[bookmark: _Toc126875742]Marketing mix
Product
The Hilton brand, of which the Hilton hotel chain is a part, provides a variety of hospitality services in many different countries. Hilton’s main target market consists of businesspeople, in addition to convention and vacation guests. In order to broaden their customer base, Hilton has worked with a number of other companies. Transportation (aeroplanes, car rentals, online platforms, trips), retail (restaurants, shops), community service (prepare travel), and repair are all included (American Express).
Pricing
The pricing structure that the Hilton company uses for its many different types of hotels is helpful for our investigation. For instance, Hilton resorts often avoid being in close proximity to airports in favour of more attractive surroundings. This might be why the group’s five-star hotels are able to charge such exorbitant charges to its A-list guests (Quesenberry, 2020). 
Place
The focus of the company has shifted in recent decades to developing nations. As developing countries continue to attract more foreign investment, more and more premium service providers like these are opening business there. Across its many brands, the Hilton family of hotels employs a wide range of promotion and distribution strategies (Lahtinen et al. 2020). 
Promotion
[bookmark: _Toc126875743]The Hilton group has collaborated with various organizations, offering booking priority to them. Partnerships with payment banks, diverse restaurants, and high-end publications and websites promote Hilton hotels. Marketing is a vital aspect of this strategy (Adams et al. 2019).
Action
[bookmark: _Toc126875744]To enable customers worldwide to easily book rooms, Hilton must have tight control over its distribution channels. Hilton's website and phone service allow bookings, and they are included in GDS systems such as Sabre, Amadeus, Worldspan, and Appolo. Hilton also utilizes third-party vendors such as Expedia, Travels-web, Booking.com, and HRS to increase bookings (Rana et al. 2021).
Control
[bookmark: _Toc126875745]To enhance its service, Hilton needs to hire experienced staff and offer flexible vacation time. As a franchise, Hilton saves on building costs (Davenport et al. 2020), receiving franchise fees, and can increase market share by utilizing technology, global reach, and partnerships to boost demand and revenue.
Conclusion
Based on the evaluation of Hilton's marketing strategy, it is clear that the company has the potential to become a leading hospitality firm worldwide. Effective marketing can connect with customers and communicate the brand's value, helping Hilton achieve its goals and boost market share. Marketing can support Hilton in numerous ways and is essential for success in the industry.
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INTRODUCTION



• The Hilton Hotel’s sustained performance in the high-end sector



suggests that the present marketing strategy is bearing fruit.



• The basic purpose of marketing is to attract new customers and keep



existing ones happy by meeting their needs.



• This presentation will focus on Hilton Hotels and Resorts, a global



leader in the luxury hotel business, to investigate this hypothesis.
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SITUATION ANALYSIS



Strengths



● A diversified holding of international



companies and trademarks.



● Superior results for stockholders



(Adams et al. 2019).



Opportunities



● Expansion into new international



markets (Fahmi et al. 2022).



● Hybrid event vendor collaboration.



Weaknesses



● The reliance of sales on the British market.



● Excessive amounts of debt (Lam and Li,



2019).



Threats



● The United Kingdom is experiencing a



severe lack of available workers (Fratu,



2020)



● Dangers taken on by the franchisee.
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OBJECTIVE



• A pleasurable stay for guests is what the Hilton hotel strives to provide to its patrons as its primary



objective (Yaghtin, Safarzadeh and Karimi Zand, 2020).



• The goal of hotel management is to attract a steady stream of tourists and other customers to a given



establishment during the course of a whole year (bin Abdul Lasi and Salim, 2020).
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objective(Yaghtin,SafarzadehandKarimiZand,2020).
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STRATEGY 



• Opportunities in international travel and tourism have made the hotel industry



more important in recent years (Tarsakoo, and Charoensukmongkol, 2020).



• The role that industry plays in people’s daily lives and in the nation’s economy



is crucial (Sapian and Vyshnevska, 2019).



• Technology has also made great strides in the industrial sector over the years,



therefore it is vital that all industry participants stay up with the times



(Agzamov, Rakhmatullaeva and Giyazova, 2021)



• Hilton Hotels mostly constructs hotels in well-travelled destinations (Kumar et



al. 2020).



• The brand’s ideal consumer is a well-to-do, middle-aged or elderly professional



(aged 26-60) from a privileged background (Rejeki, 2021).
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image12.emf



MARKETING MIX



Price



• Hilton hotel pricing structure benefits inquiry



• Resorts located in picturesque locations rather than airports



• Luxury hotels may charge high prices forVIP services



Place



• Prioritizing emerging countries (India, China) for high-end



service companies



• Marketing and distribution methods used by Hilton brands



• High-quality service is a priority, seeks suitable locations for



new accommodations (Paley, 2021).



Product



• Hilton hotels part of Hilton business providing worldwide



hospitality services



• Targets business, convention, and leisure travellers



• Cooperated with airlines, vehicle rentals, online platforms,



cruises, retail, hospitality, and banking sectors to increase



client base (Samiee and Chirapanda, 2019).



Promotion



• Prioritizes bookings for enterprises, NGOs, and academic



institutions



• Promoted through payment institutions, eateries, high-end



magazines, and client-feedback websites (Saura, Palos-



Sanchez and Blanco-González, 2020).
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CONCLUSION



• Hilton has the potential to be the world's most successful hospitality



company.



• Marketing is important for engaging with customers and conveying brand



value.



• Effective marketing can help achieve objectives and milestones.



• Marketing can help Hilton Hotels increase market share.










CONCLUSION

• Hilton has the potential to be the world's most successful hospitality

company.

• Marketingisimportantforengagingwithcustomersandconveyingbrand

value.

• Effectivemarketingcanhelpachieveobjectivesandmilestones.

• MarketingcanhelpHiltonHotelsincreasemarketshare.
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