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[bookmark: _Toc137567385]Introduction:
The purpose of this marketing strategy is to describe the tactics that could be employed to improve Hilton Hotels' market position and brand recognition. It is intended for the Hilton Hotels marketing team and other stakeholders who wish to optimise the property's efficiency and profitability through the implementation of successful marketing campaigns and initiatives. This publication's intended audience is the marketing department. This marketing strategy will utilise the SWOT analysis to evaluate the hotel's strengths, vulnerabilities, opportunities, and threats. To identify and target specific client categories, market segmentation and targeting will be implemented, and the 4 Ps method will be used to analyse and optimise the marketing mix. 
[bookmark: _Toc137567386]Situation Analysis:
[bookmark: _Toc137567387]SWOT Analysis:
Strengths:
· Strong brand recognition internationally.
· A diverse hotel portfolio is required.
· Focus closely on customer service and satisfaction.
Weaknesses:
· In some locations, the presence is limited.
· Variability in service quality is conceivable (Kenton, 2023).
Opportunities:
· Sustainable and environmentally favourable practises are growing in popularity.
· Tourist experiences will be enhanced by technological advancements.
Threats:
· The disadvantages of alternative accommodation options.
· Customer preferences and expectations are evolving (Enochson, 2023).
[bookmark: _Toc137567388]Segmentation and Targeting:
Segmentation:
· Business travellers prefer convenient and pleasant lodging. 
· Luxury travellers seek out exceptional experiences and services.
Targeting:
· With roomy lodgings, recreational activities, and family-friendly features, the Hilton’s hotel may attract families.
Customer Profile:
· Business travellers who value effectiveness, productivity, and efficiency.
· Those looking for premium facilities, hotels, and activities.
[bookmark: _Toc137567389]Competitors
[bookmark: _Toc137567390]Perceptual Positioning Map:
· To get an understanding of the global luxury brand market, Hilton employs a perceptual positioning map (Enz & Thompson, 2011).
[bookmark: _Toc137567391]Bowman's Strategy Clock:
· Bowman's Strategy Clock suggests that Hilton caters to customers with both a high-end and a budget-conscious travel mindset (Smarter, 2023).
[bookmark: _Toc137567392]Collaborators:
· The expansion of Hilton's B2B contacts and influence in the hospitality sector is facilitated by the hotel chain's partnerships with airlines, travel agents, and regional tourist groups.
[bookmark: _Toc137567393]Climate (PESTLE Analysis):
· Political: Hilton must monitor local government initiatives and regulations that may have an impact on business operations and expansion strategies.
· Economic: As consumer spending and currency exchange rates fluctuate, so may Hilton's rates.
· Social: Hilton's emphasis on sustainability, volunteerism, and wellness may appeal to environmentally conscious travellers (Edrawmax, 2023). 
· Technological: Hilton may enhance client service by implementing mobile check-in/check-out, personalised suggestions, and seamless communication channels.
· Legal: The hotel's operations are affected by national legislation. To prevent government and NGO interference, the hotel must adhere to all employee, customer, and other rules.
· Environmental: Hilton's environmental responsibility is demonstrated by its efforts to reduce waste, conserve energy, and collaborate with environmental groups. This point has a lot of importance with respect to PESTLE analysis (Mathews, 2016).
[bookmark: _Toc137567394]Marketing Mix:
· Product: Hilton offers extended-stay, luxury, and full-service hotels. The company offers meals, fitness, business, and entertainment for tourists.
· Price: Hilton charges by hotel type and location. Promotional pricing, packages, and loyalty awards attract and retain customers.
· Place: Hilton placed hotels in urban, resort and transit hubs to attract a diversity of visitors. 
· Promotion: Hilton advertises its hotels and services on social media, digitally, and via travel agents. 
· People: Hilton's well-trained, customer-focused workforce delivers excellent service. The brand creates a welcoming environment to retain customers (Carniel, 2023).
[bookmark: _Toc137567395]Objectives:
This marketing campaign's SMART objective is to increase Hilton's total brand recognition among affluent vacationers seeking environmentally responsible and spiritually elevating trips by the end of the subsequent fiscal year. This will be measured through brand awareness surveys, social media engagement analytics, website traffic, and a rise in direct appointments from the targeted audience. The objective is to produce quantifiable financial benefits, such as increased revenue and a stronger brand presence for Hilton in the area targeted by Hilton (Holdings, 2020).
[bookmark: _Toc137567396]Strategy:
The Hilton plan will be structured similarly to Ansoff's. Through market expansion, it is suggested that new consumers be targeted with existing products. Hilton will pander to luxury travellers interested in holistic health, eco-friendly vacations, and life-changing experiences. Hilton will pander to luxury travellers interested in holistic health, eco-friendly vacations, and life-changing experiences. The new value proposition and this strategy help the company attract a broader spectrum of customers (Cascade, 2023).
[bookmark: _Toc137567397]Changes to the Marketing Mix:
If these modifications to the marketing blend are implemented, The Hilton Hotel will be in a better position to promote itself as a luxury travel brand that is both environmentally conscious and innovative. These modifications will aid in attracting and retaining the target market, enhance public perception of the brand, and ultimately stimulate economic expansion. Routine evaluations and modifications to the marketing mix will be required to maintain a competitive advantage and effectively respond to the target market's continually shifting demands and preferences (Aldebert, et al., 2017).
[bookmark: _Toc137567398]Tactics:
The Hilton Hotel will implement the RACE model associated with the communications mix to surmount obstacles and improve communication.

[bookmark: _Toc137567399]Reach:
· Utilise social media platforms such as Instagram, Facebook, and Twitter to expand your sphere of influence and increase your company's visibility among the target audience.
· Utilise partnerships with prominent figures to reach a larger audience with information about Hilton's eco-friendly and transformative experiences.
· You can target specific consumer segments with tailored advertising campaigns by focusing on their interests and preferences.
· To enhance the client experience, the hotel's website should include compelling information about Hilton's environmental initiatives and all-inclusive wellness packages (Chaffey, 2022).
[bookmark: _Toc137567400]Act:
· Make the hotel website as user-friendly as possible.
· Utilise engaging content, such as blogs and videos, to highlight the exclusive activities and perks available to Hilton hotel guests during their stay.
· Incorporate call-to-action icons and enticing booking incentives to increase direct bookings and conversions (Choi & Chu, 2018).
[bookmark: _Toc137567401]Convert:
· Launch specialised email marketing campaigns aimed at past customers and prospective consumers who have previously shown an interest in environmentally responsible and transformative travel.
· Allow visitors to take advantage of exclusive offers and discounts that are exclusive to direct bookings.
· Streamline the procedures required for online booking, provide transparent pricing information, and allow customers to customise their experience (Huang & Hsu, 2019).

[bookmark: _Toc137567402]Engage:
· Encourage participation and brand loyalty by connecting with people on social media and promptly responding to their reviews, comments, and inquiries.
· Share user-generated content that promotes the Hilton brand's environmental initiatives and commends guests' outstanding stays at Hilton hotels.
· Create a customer loyalty programme that recognises and rewards consumers for their continued business and encourages them to return.
· Hilton must evaluate the effectiveness of its current communications and social media presence in order to identify areas for improvement. Analyse information such as engagement rates, follower expansion, website traffic, and email open rates. Determine where the content strategy could be enhanced, where interaction opportunities were lost, and where the messaging may not align with the target audience's interests and values (Enz & Siguaw, 2019).
[bookmark: _Toc137567403]Control:
· Hilton Hotel may utilise a number of metrics and key performance indicators (KPIs) to evaluate the efficacy of its marketing plan. Here are some possible examples:
· Acquisition rate as a percentage of the entire designated market population.
· Awareness surveys and sentiment analysis of customer ratings can be used to gauge consumer familiarity and satisfaction with a brand.
· As a consequence of targeted marketing, direct bookings and revenue have increased.
· Indicators of social media activity, including the number of favourites, shares, and remarks.
· ROI and profitability ratios are examples of monetary measures of marketing's impact.
[bookmark: _Toc137567404]Conclusion:
The Hilton Hotel's marketing strategy confronts obstacles such as increasing brand recognition, attracting upscale, environmentally conscious visitors, and differentiating themselves from the competition. Developing and disseminating experiences that are both enduring and transformative. Improving internet advertising strategies in order to more effectively engage customers. Increase collaboration and service delivery by collaborating with eco-friendly enterprises and community organisations. Utilising a systematic strategy for managing customer comments and ratings to enhance the public's perception of the organisation. Marketing indicators must be recorded and reviewed on a regular basis in order to make decisions based on factual data.


[bookmark: _Toc137567405]Appendix:
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Gantt Chart (Web, 2023)
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