Module Title: Marketing Essentials BMIH4005
Hilton Hotel
Name: Alina Lacramioara Nedea 
Student ID: 2245138


Table of Contents
1	Introduction	3
2	Situation analysis	3
2.1	SWOT Analysis	3
2.2	Segmentation and Targeting	5
2.3	Competitors	5
2.4	Collaborators	6
2.5	PESTLE Analysis	6
2.6	Marketing Mix	7
3	Objectives	8
4	Strategy	8
5	Tactics	8
5.1	Reach	9
5.2	Act	9
5.3	Convert	9
5.4	Engage	9
6	Action	10
7	Control	10
8	Conclusion	11
9	References	12
10	Appendices	14



Introduction
Conrad Hilton founded the Global Hilton Hotel Inc., a hospitality and resort company (Bardi, 2021). This business serves customers globally and specialises in full hotel services. Hilton Holdings Inc is one of the biggest international companies in the hospitality industry. The firm has achieved considerable popularity within the sector because of its amazing attractiveness to travellers worldwide. With strategically placed locations all around the United Kingdom, Hilton establishes itself as a prestigious and unique brand in the hospitality industry, where it offers a variety of services, including rooms and suites (Hilton, 2023). The main focus of this report is developing a strong marketing plan and communication strategy for Hilton Hotel to successfully negotiate the current market climate.
Situation analysis
SWOT Analysis
Strengths
Well-recognised brand: One of the world's biggest and most well-known hotel brands, Hilton Hotels and Resorts, is known for providing great guest services. Hilton Hotels have operations in more than 122 countries (Bhanji, 2022). In many places throughout the globe, Hilton stands out as the definition of dependability, providing its visitors with unmatched security and comfort.
It has a huge customer base from all over the world. The company also emphasises customers' comfort and security by providing high-quality services.
Weaknesses
Diversified staff impacting operations: Employees are essential to the day-to-day operations of businesses. However, if the staff grows too much, it might burden the company. The overwhelming number of workers from various backgrounds has turned out to be a disadvantage for Hilton, as it becomes difficult for the company to support the financial strain brought on by such a sizable staff.
Mixed positive and negative reviews by customers: Even though positive reviews help the company establish a strong reputation, negative reviews can damage the hotel's reputation severely. Customers' trust and loyalty decline due to negative reviews.
Has been involved in a data breach: Hilton ran into a problem with the security of the cash register system. Additionally, the business had a data breach that exposed its credit card information. As a result, the hotel chain was forced to pay a substantial penalty of $70,000 in the beginning of 2018 to resolve this issue. The fallout from this occurrence seriously damaged customers' faith in the business and its products (Hilton, 2023).
Opportunities
Consider social media marketing: The Hilton Hotel may hire specialists in social media management who can market the company's image on well-known websites like Facebook, Twitter, and Instagram. By strategically utilising social media, Hilton may be able to increase its client base, which will increase sales.
Merger and acquisition: Given its market dominance, Hilton is in a good position to seek mergers and acquisitions and take advantage of the chance to buy smaller businesses. By forming these partnerships, Hilton can grow its clientele and increase its revenue.
Technology incorporation for ease: Hilton may consider incorporating cutting-edge technology like artificial intelligence and machine learning to maximise its operational efficiency.
Threats
Competition: There are numerous competitors in the market which provide similar services as Hilton Hotels. 
Inflation and disturbed economic situation: Economic disruptions and inflation affect Hilton Hotel negatively as a result of a decrease in the spending of customers. 
Changing laws and regulations affect Hilton Hotels in many ways, including staff shortages due to changing immigration policies. 
Segmentation and Targeting
Targeting and segmentation are essential tactics Hilton Hotels use to successfully reach and serve particular consumer segments. Hilton targets people who are young and active by concentrating on the age group of 25 to 34 years in terms of demographic segmentation (SimilarWeb, 2023). Additionally, Hilton's target market is often made up of middle-class to upper-class individuals who are able to pay for the hotel's luxurious amenities. In terms of psychology, Hilton strives to entice customers wanting an opulent vacation by appealing to both leisure and business travellers. Finally, Hilton recognises the benefits of building and maintaining a loyal client base and targets those who appreciate convenience, comfort, and high-quality services and those who show brand loyalty.
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Figure 1: SimilarWeb, 2023.
Competitors
Hilton Hotel has many competitors in the market. In terms of high quality and high price, the major competitors of Hilton Hotel include Six Senses and Marriott. On the other hand, in terms of high quality and low price, the major competitor is Holiday Inn which provides affordable services to visitors (Bontrager, 2021). 
[image: ]
Collaborators
Hilton Hotels regularly collaborates with a range of partners to enhance its offerings and better serve customers. These partnerships include eateries, banks, payment processors, other hotel brands, and booking sites like BuzzFeed. By collaborating with these organisations, Hilton hopes to test out cutting-edge ideas and benefit from their experience. Such partnerships make it easier to share and incorporate different talents and viewpoints, which helps create distinctive and memorable experiences for visitors. These joint initiatives are in line with Hilton's goal to constantly improve and offer top-notch services in the fast-paced hospitality sector (Xie et al., 2020).
PESTLE Analysis
Political Factors: The introduction of a 12.5% value-added tax (VAT) that targets hotels particularly has had a significant effect on the financial environment of the sector. However, the political landscape continues to be stable, providing hotels with a solid foundation for operating under established norms and laws (Neate, 2021).
Economic: Despite the pandemic's hurdles and inflation, the hospitality industry has produced a sizable £130 billion in income. However, hotels are struggling to find enough employees, which puts a lot of strain on their capacity to continue operating and provide top-notch services (Middleton, 2022).
Social: Hospitality businesses are essential to their local communities social and cultural fabric. Nevertheless, rising travel expenses have decreased consumer confidence, making it harder for hotels to draw customers (Middleton, 2022)
Technological: Technology breakthroughs like the Internet of Things (IoT) and Artificial Intelligence (AI) have greatly benefited the hotel sector. These developments have enabled hotels to improve visitor experiences, optimise operations, and use digital marketing techniques to draw in clients (Buhalis and Moldavska, 2022).
Legal: The hospitality industry is governed by a number of rules and regulations implemented by the UK government. Compliance with these regulatory criteria is crucial for hotels to maintain moral and legal business practices (Neate, 2021).
Environmental: Hotels produce enormous amounts of garbage and dramatically increase their carbon footprint. Hotels are increasingly implementing Corporate Social Responsibility (CSR) activities to reduce their environmental effect and advance sustainability as they become more aware of the need to do so (Buhalis and Moldavska, 2022).
Marketing Mix
Product: Hilton Hotels offers a variety of services and amenities to enhance the guest experience, along with a loyalty program and memberships.
Price: Hilton adopts a premium pricing strategy, positioning itself as a luxury brand in the market.
Place: Hilton Hotels strategically selects locations near key attractions, such as central rail stations and shopping centres, like Trinity Shopping Centre in Leeds.
Promotion: Hilton utilises collaborations, traditional marketing tactics (e.g., billboards), and digital marketing strategies (e.g., social media, website) to promote its brand and attract customers.
Objectives 
The main objectives of Hilton Hotel are related as follows:
· Enhance customer engagement by 15% using Instagram within one year of operations.
· Improve customers’ website experience and enhance interaction by 15% within one year of operations.
· To increase the hotel's revenue by at least 12% within one year of operations.
Strategy 
The primary strategy for the current hotel is to focus on engaging new customers with the help of social media platforms and marketing tactics with also giving discounts and sales promotions. Hence, there is a need to address the development of hotels in different means.
According to Ansoff Matrix, the hotel needs to expand sales in the existing markets and focus on a market penetration strategy. Therefore, it will help enhance and increase brand loyalty (Quadri-Felitti et al., 2022). In this matrix. There are many diversification options from which the hotel needs to choose in order to gain a good reputation among customers (Grünig et al., 2019). 
The main aim of this strategy is to attract more customers to generate more revenue in terms of retaining old and new customers, in terms of also increasing brand value and addressing the problems related to a lack of customers (Martins, 2020). 
Tactics 
The main tactic used for this marketing plan is mainly using the RACE model to define and elaborate on marketing strategies. Hence, this model will help determine brand advocacy with the ongoing process. Therefore, there is a need for this model to mainly define that customer loyalty is possible with the help of building relationships and links.
Hence, in the Hilton Hotel, there is a need to make and build relations to retain new and old customers and make revenue. It is a marketing funnel which is used the help of creating awareness of the brand. 
Reach
There is a need to think of ways in order to reach visibility and brand awareness with the help of all digital and physical channels. With the help of this, the brand will be in the customer's eyes, and they will talk about the hotel with each other. Hence, with the help of the website and social media platforms, emails and print media, there is a need to spread the word (Rahayu et al., 2018). 
Act
In the second stage, there is a need to pay close attention to the website visitors through the clicks from the marketing tactics used. Hence, this marks the next step of the journey: seeing the amenities, rooms, pictures, hotel restaurants, bars and other pictures while clicking on the posts. Hence, it will help to increase bounce rates and website clicks (Lanzinho, 2022). 
Convert
In this stage, the essential step is related to mainly ensuring that all the marketing and promoting prospects can ensure to deliver to the customer. Hence, it depends on booking a room, calling the hotel, asking for prices, booking the table and subscribing to special offers in the mail, which will help convert and generate commercial value for the hotel (Harifiet al., 2022).
Engage
In the last stage, it means that the customers should be retained. It is a long-term process which is built on customer relationships. Engaging with customers on social media, newsletters, and advertising is necessary to repeat the business (Olorunsola et al., 2022).
Action 
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Hence, the above graphical representation of the Gantt chart shows or indicates mainly market research and marketing strategy, which will need whole 12 months in order to perform this marketing plan (Hardin et al., 2012). Hence, there is a need for 12 months to mainly highlight the need for showing different marketing strategies that need more than six months to work, which makes this hotel's marketing strategy need 12 months at least to work. Therefore, the marketing plan's success will help determine the customers and profits it will generate with it. 
Control 
In this section, the main KPIs or metrics in order to be used are mainly related to how many clicks on the websites, conversion rates, social media liking, customer lifetime value and bounce rates. Hence, increasing all these metrics means the marketing plan is successful (Peters et al., 2013).
However, there is a need to focus on old customers, which will be done with this marketing plan to maintain customer loyalty and satisfaction. The terms of customer loyalty and customer satisfaction will also be maintained in new customers in order to retain the customers, which needs engagement through different platforms (Ling-Yee, 2011). 
Conclusion
To sum this up, the main problems faced by the individual were many digital marketing techniques from which there was a need to choose. Hence, also picking an authentic marketing technique is needed. Hence, there was also a lack of consistency in the plan.
To counter these problems, there is a need for consistency and focus on time with doing and performing tasks according to the chart made. There is also a need to be specified with the marketing techniques in relation to unique and specific while targeting the customers also. 
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SITUATION ANALYSIS

Collaborators

= Collaboration with booking agencies such as BuzzFeed, restaurants, bank payments and other hotel brands (Flilton, 2023)

= Aim s to pilot new solutions and fulfil unmet needs

= Share and channel different point of views and strengths (Xic ef al., 2020)
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= Enhance customer engagement by 15% using Instagram within one year of operations.

= Improve customers’ website experience and enhance interaction by 15% within one year of operations.

= To increase revenue of the hotel by at least 12% within one year of operations.
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Ansoff matrix
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RACE Model
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KPIs will be,

= Unique visitors and value per visit
= Followers on social media

= Shares, comments and likes

= Lead conversion rate

= Sales, revenue and profit

= Customer satisfaction and loyalty
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