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Hilton Hotel
[bookmark: _Toc136978048]Introduction
This marketing plan aims to revamp the Hilton Hotel's advertising strategies in new york city. Organized by the Hilton hotel management, it identifies a significant problem - the reduction in occupancy rates because of the aftermath of the pandemic. It indicates a modern communications strategy to boost the resort's patronage(Nguyen,2022). The plan uses Sostac (situation, objectives, strategy, tactics, actions, control) for comprehensive marketing control, the 4 Ps (product, price, place, promotion) for a holistic advertising and marketing mix, and Ansoff's matrix for strategic selection. This plan outlines how those established frameworks may be tailor-made to address Hilton NYC's unique, demanding situations and opportunities in the current financial climate.
[bookmark: _Toc136978049]Situation analysis
Company: Hilton NYC's swot analysis suggests:
Strengths: Hilton NYC enjoys robust brand popularity, a top vicinity, and gives top-notch providers and accommodation. It has a devoted consumer base and a powerful loyalty application (hilton honors).(MBASkool,nd)
Weaknesses: High operational expenses and reliance on global tourism, which has been appreciably affected by the pandemic(Spies,nd)
Opportunities: Accelerate the digital transformation and develop personalized offerings and experiences. Sustainable and health-focused services can also be explored.(Statista,2022)
Threats: elevated competition, unpredictable pandemic-related restrictions, and converting client choices(Statista,2022)
Customers: Our primary market phase is business travelers, observed by tourists. Using similar web records, we look at a boom in home tours and a developing hobby in neighborhood stories and wellness-focused facilities( Nguyen,2022). The age group, most energetic online degrees from 25-45, indicating our digital advertising should be catered to this demographic.
Competitors: The perceptual positioning map locations hilton nyc in the 'excessive great - high price' quadrant. Competitors, which include grand hyatt and Raffles, are intently placed, at the same time as holiday lodges and satisfactory Western cater to the 'medium pleasant - medium fee' segment. Bowman's method clock indicates a 'differentiation focus' for Hilton to capitalize on its strengths( NYSE HGV2022)
Collaborators: Hilton collaborates with various airways (for Hilton honors), neighborhood excursion operators, and event management companies. B2b relationships with corporate clients for commercial enterprise conferences and occasions are crucial. The franchising model enables Hilton to make its bigger footprint without massive capital expenditure(Hilton Annual Report,2022)
[bookmark: _Toc136978050]Climate: pestle analysis indicates:
Political: regulatory adjustments within the hospitality enterprise submit-pandemic. 
Financial: Financial recovery, rising inflation affecting patron spending. Sociocultural: extended recognition of health and sustainability. Technological: function of digital technology in personalizing the guest's enjoyment(Marketline,2022)
 Prison: modifications in legal employment guidelines affecting staff costs. Environmental: accelerated demand for green practices.
Marketing mix: Hilton NYC makes a specialty of presenting top-notch services (products), competitive pricing inside its class (fee), accessible through various channels, in particular digital (place), and promotes commonly via online systems, partnerships, and loyalty packages (advertising).
Targets
Our smart objective is: "to growth Hilton NYC's occupancy fee by using 15% over the next 365 days by using improving digital marketing strategies, focusing on domestic enterprise travelers and tourists while emphasizing health-targeted services and sustainable practices."(Spies,nd
Strategy
Hilton NYC's new value proposition emphasizes its dedication to the properly-being of visitors, its better sanitation and hygiene requirements, and progressive, health-centered services. Furthermore, Hilton will differentiate itself by integrating sustainability efforts into its operations and consumer reviews, showcasing it as an environmentally accountable emblem(Mishra,2008)
The Ansoff matrix suggests adopting a product improvement method for our present-day markets. We will enhance our current offerings and introduce new services that attraction to our customers' well-being and sustainability options, together with health retreats and sustainable eating options( Spies,nd)
Changes in the marketing mix will include:
Product: enhanced hygiene requirements, new well-being offerings, and eco-friendly alternatives.
Price: the advent of cost applications around well-being and sustainability while keeping a rate that aligns with our brand picture(Kotler,2000)
Place: More virtual presence to attain our goal demographic successfully, improve the reserving experience, and provide virtual tours.
Promotion: emphasize well-being and sustainability in our messaging, use social media structures for customized engagements, and collaborate with well-being and environmental influencers to increase our attain. We are going to additionally give a boost to our b2b partnerships to provide different company wellness packages. (Marketingweek,nd)
Tactics
The use of a race (reach, act, convert, engage) framework, our tactics will span diverse factors of the communications blend:
Reach: We can enhance our SEO method and use sem to grow our virtual visibility. Partnerships with influential bloggers and travel websites will help us reach a broader audience. (Westgate Resorts,nd).
 Social media advertisements could be optimized, specifically on platforms popular with our target demographic, like Instagram, LinkedIn, and Twitter (Westgate Resorts,nd).
Act: Our website will be revamped for a different intuitive consumer interface and include digital excursions of our facilities. We will use focused content marketing to encourage capability customers, specializing in wellness, safety, and sustainability issues. Electronic mail advertising may be customized, with content tailored to patron possibilities. (Westgate Resorts,nd).

Convert: We can leverage analytics to understand consumer behavior higher and satisfactory-song our conversion strategies. Promotions and unique reductions could be provided to visitors showing excessive engagement. Real-time chat assistance may be brought to reply to queries and expedite the reserving system.
Engage Post-live; customers can be invited to share their stories through critiques and surveys, contributing to service improvements(Maina, 2020). Social media may be used for interactive engagements like contests and stay q&a periods. Hilton Honors will be enhanced to offer distinct advantages tied to our wellness and sustainability tasks.(ReserchGate,nd)
The current communications approach of Hilton NYC needs more clean attention on digital channels. It underutilizes social media for interactive engagement and misses possibilities to promote its well-being and sustainability efforts. Electronic mail marketing is used however lacks personalization. The similar web results imply a need for better SEO and sem strategies as internet site visitors progress. (Westgate Resorts,nd).

Steps to introduce:
1.	Enforce a comprehensive search engine optimization and sem strategy.
2.	Overhaul website design for a better person experience and incorporate virtual tours.
3.	Intensify social media engagement with personalized, interactive content.
4.	Introduce real-time chat assistance at the internet site to assist with bookings.
5.	Decorate email advertising with customized content material and special gives.
6.	Strengthen partnerships with influencers inside the well-being and sustainability sectors.
[bookmark: _Toc136978051]Control
Success could be measured using several metrics and critical overall performance indicators (KPIs). Occupancy rates can be a primary KPI, aiming for a 15% increase in step with our smart goal. Revenue growth and profitability will also be assessed. New customer acquisition rates, in addition to customer retention rates, may be tracked to recognize the effectiveness of our strategies in attracting and keeping visitors(Lee,2020). We will also measure the effectiveness of our digital campaigns through metrics like internet site visitors, social media engagement costs, email open and click-on-through prices, and conversion prices. Brand sentiment evaluation will gauge customer attitudes toward Hilton NYC, especially concerning our recognition of well-being and sustainability. Comments through opinions and surveys will offer similar insights into client perceptions. (Westgate Resorts,nd).

[bookmark: _Toc136978052]Conclusion and recommendation
This advertising and marketing plan aims to decorate Hilton NYC's attraction in a challenging climate by focusing on well-being, sustainability, and an enhanced digital approach. The primary mission lies in adapting to evolving purchaser expectancies and the increasingly competitive landscape. Implementing the proposed strategies calls for careful coordination and a willingness to innovate. It is recommended that hilton nyc invests in purchaser analytics to monitor changing behaviors and preferences continuously. Similarly, fostering a culture of innovation and sustainability inside the organization could be pivotal in the hit execution of this plan. Continually refining the plan based on feedback and marketplace modifications is vital to ensure Hilton NYC's enduring success in the dynamic hospitality industry(Deloitte,nd)
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Hilton NYC Marketing
Plan:INTRODUCTION:

* Purpose: To present a comprehensive
marketing plan for Hilton NYC.

* Objective: Enhance Hilton NYC's market
position and boost occupancy rates.

* Target Audience: Hilton NYC management
and stakeholders.

* Key Areas: Situation analysis, objectives,
strategy, tactics, and control.

* Duration: 5-minute presentation
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Situation Analysis
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SWOT Analysis Findings:

Strengths: Strong brand reputation, prime
location, loyal customer base.

Weaknesses: High operational costs,
reliance on international tourism.

Opportunities: Digital transformation,
personalized offerings, sustainability.

Threats: Increased competition,
pandemic-related restrictions, changing
customer preferences(Jain,2004)

&

PESTLE Analysis Findings:

Political: Regulatory changes in the
hospitality industry.

Economic: Economic recovery, rising
inflation affecting consumer spending.

Sociocultural: Increased focus on health
and sustainability. (Expedia.nd)

Technological: Role of digital technology
in personalizing the guest experience.

Legal: Changes in employment laws
affecting staff costs.

Environmental: Increased demand for
eco-friendly practices(Statista,2022)
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SITUATIONAL

mm Customer Segment: —

* Primary: Business fravelers.

e Secondary: Tourists.

* Age Group: 25-45 (active online
demographic).

* Preference: Local experiences and

wellness-focused amenities(Marketing
Mix.nd)

me Competitive Landscape: —

* Direct Competitors: Grand Hyatt, Raffles.

¢ Indirect Competitors: Holiday Inn, Best
Western.

¢ Positioning: Hilton NYC in the "high quality
- high price" quadrant(Spies.nd)
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Increase occupancy rate

Specific: Increase the
occupancy rate of Hilton
NYC.

Measurable: Achieve a 15%
increase in occupancy rate.

Attainable: Based on market
analysis and industry trends.

Relevant: Aligned with the
overall goal of boosting
revenue.

Time-bound: Achieve the
increase within the next 12
months(NHGV,2023)
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OBJECTIVES:
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* Emphasize commitment to guest well-being and
enhanced sanitation standards(Kotler,2000)

¢ Offer innovative wellness-centered services and
experiences.

¢ Incorporate sustainability practices to showcase
environmental responsibility (Spies.nd)

= New Value Proposition: ———

» Strategy: Product Development.

* Approach: Improve existing services and
infroduce new offerings aligned with wellness
and sustainability.

* Examples: Wellness refreats, sustainable dining
options, eco-friendly amenities(Marketline,2022)

MARKETING
STRATEGY
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RACE
FRAMEWORK:

THE SMART INSIGHTS RACE PLANNING FRAMEWORK

Build an agile, strategic approach to digital market
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Reach - Utilize SEO and SEM strategies to increase digital visibility and attract potential customers.

- Collaborate with influential bloggers and fravel websites fo reach a wider audience. (Misra,2008)

- Run targeted social media ads on platforms popular with the target demographic.
Act - Revamp the website with an intuitive user interface and incorporate virtual tours of the hotel.

- Create engaging and inspiring content to showcase wellness, safety, and sustainability.
- Personalize email marketing campaigns to cater to individual customer preferences.
Convert - Implement analytics to understand user behavior and optimize conversion strategies.
- Offer promotions and special discounts to highly engaged visitors. (Loter et.al 1991)
- Introduce real-time chat support to facilitate seamless bookings.
Engage - Encourage guests to share their experiences through reviews and surveys.

- Utilize social media for interactive engagements, such as contests and live Q&A sessions.

- Enhance Hilton Honors program to provide exclusive benefits tied fo wellness and sustainability.

Key Steps - Improve SEO and SEM strategies fo drive more targeted traffic to the website.
for - Enhance website design and functionality for a better user experience.(MBASkool,nd)

- Increase engagement on social media through interactive content and influencer
collaborations.

Improvements
- Personalize email marketing campaigns to cater to individual customer preferences.

- Continuously monitor and analyze analytics to optimize conversion strategies and improve
engagement.
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Changes to
Marketing
Mix
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- Enhanced hygiene standards and sanitation practices.
- Infroduction of new wellness services and experiences.

- Incorporation of eco-friendly amenities and sustainable
practices.(Deloitte,2022)

- Competitive pricing within the high-quality segment.

- Value packages and discounts tied to wellness and
sustainability offerings.

- Strategic pricing to align with the brand image and target
market.

- Greater focus on digital channels for bookings and
reservations.(Marketline,2021)

- Improved website design and user experience.
- Virtual tours to showcase the hotel's facilities and amenities.

- Emphasis on wellness and sustainability in marketing
messaging.

- Increased use of social media platforms for engagement and
promotions.

- Collaborations with wellness and environmental influencers.

- Strengthening B2B partnerships for corporate wellness
programs.(MBA Skoold,nd)
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CONTROL:

o Key Performance Indicators (KPIs):

* Occupancy Rate: Measure the percentage of rooms occupied to assess the effectiveness of the marketing strategies.

* Revenue Growth: Monitor the increase in revenue generated to evaluate the overall success of the marketing efforts.

* Customer Acquisition Rate: Track the number of new customers acquired to assess the effectiveness of marketing campaigns.
* Customer Retention Rate: Measure the percentage of repeat customers to gauge the loyalty and satisfaction of guests.

* Brand Sentiment Analysis: Analyze customer reviews and feedback to measure the perception of the brand and identify areas for

improvement(Deloitte,2022).

o Measurement of Success:

* Increased occupancy rate by 15% over the next 12 months.

* Positive shift in brand sentiment with an increase in favorable customer reviews and feedback.
* Growth in revenue and profitability indicating the effectiveness of marketing strategies.

* Acquisition of new customers and improvement in customer retention rates.

* Improvement in key metrics such as website traffic, social media engagement, email open and click-through rates, and conversion

rates.(Marketline,2022)
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Challenges:
Adapting to evolving customer expectations and preferences.
Increased competition in the hospitality industry.

Uncertainty due to pandemic-related restrictions and changing travel
patterns.(Mishra,2008)

Recommendations:

. Embrace innovation: Continuously monitor customer trends and preferences to

stay ahead of the curve. Introduce innovative services and experiences that
align with wellness and sustainability trends.

. Enhance digital presence: Invest in digital marketing strategies to reach and

engage with target customers effectively. Optimize website design, SEO, and
SEM to improve online visibility and drive traffic.(MBASkool,nd)

. Strengthen customer relationships: Focus on personalized interactions and

experiences to foster customer loyalty. Leverage customer data to offer tailored
promotions, rewards, and personalized communications.

. Collaborate with partners: Forge strategic partnerships with wellness

influencers, local tour operators, and event management companies to broaden
reach and offer unique experiences. Strengthen B2B relationships to attract
corporate clients.(NYSE HGV,2022)

. Monitor and adapt: Continuously track performance metrics and customer

feedback to assess the effectiveness of marketing efforts. Stay agile and make
necessary adjustments to strategies based on market trends and changing
customer preferences.

CHALLENGES AND
RECOMMENDATION:
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CONCLUSION:

* Restate the Central Elements:

* The Hilton NYC Marketing Plan aims to boost occupancy rates and enhance market
position.

e Strategies include a new value proposition, Ansoff's matrix approach, and changes to
the marketing mix.

* Tactics encompass reach, act, convert, and engage strategies across the communication
mix.

* Key KPIs will be measured to evaluate success, including occupancy rates, revenue
growth, and customer sentiment.

* Powerful Closing Remark: "In a dynamic and competitive market, our comprehensive
marketing plan for Hilton NYC positions us to thrive. By embracing wellness, sustainability, and
digital innovation, we are poised to deliver exceptional experiences that captivate our target
audience. With a commitment to excellence, we are confident in our ability to increase
occupancy rates, drive revenue growth, and establish Hilton NYC as a premier choice in the

hospitality industry. Together, let's embark on this exciting journey towards success."
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