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[bookmark: _Toc141566913]Introduction 
The role of the marketing department and its activities play a crucial role in the success and growth of an organization. Marketing is the process of delivering value to customers at a profit by understanding and satisfying their needs and wants. It involves identifying target markets, creating and promoting products or services, pricing them appropriately, and distributing them effectively to reach and satisfy customers. In today's highly competitive business landscape, an effective marketing department can be the driving force behind a company's success (Baker and Hart, 2008).
This report critically evaluates the role and activities of the marketing department within the chosen organization, Hilton Hotels Corporation. It will examine the effectiveness of Hilton's marketing activities and their impact on the organization's overall performance. The Task 1 of the report critically assesses and evaluates the marketing activities of Hilton to see whether they align with the objectives of the  business and target market. The evaluation will involve examining the success of Hilton's advertising, promotional efforts, and customer engagement through evidence and examples, such as links to advertisements and marketing materials. Then, Task 2 provides a conclusion of Hilton’s marketing strategy by basing it on the conclusions drawn from the Task 1. The conclusions will be based on a thorough analysis of Hilton's marketing activities and their impact on the organization's market position, brand perception, and customer loyalty. The conclusions drawn in this section will provide insights into the overall effectiveness of Hilton's marketing efforts. Lastly, by building on conclusions from task 2, Task 3 provides recommendations for improving Hilton’s Marketing Strategy. The recommendations will be tailored to address the identified shortcomings and challenges in Hilton's marketing activities. 
By critically examining Hilton's marketing activities and providing actionable recommendations, this report aims to contribute valuable insights into the organization's marketing strategy and its potential for future development. An effective marketing department, aligned with business objectives and customer needs, can position Hilton for sustained growth and success in the competitive hospitality industry.
[bookmark: _Toc141566914]Task 1: Critical Evaluation of Hilton's Marketing Activities
Hilton Hotels Corporation is a global leader in the hospitality industry, known for its luxury accommodations and exceptional customer service. The success of Hilton heavily relies on its marketing activities to attract and retain customers in a highly competitive market.
[bookmark: _Toc141566915]Advertising and Branding:
Hilton's advertising and branding efforts have been highly effective in establishing a strong brand image and increasing brand awareness which is why it is considered one of the best brands in the world when it comes to hotel and resorts (Talbot, 2019). The "Stay Hilton, Go Everywhere" campaign is a prime example of successful advertising, showcasing Hilton's global presence and diverse offerings. The campaign features captivating visuals of iconic Hilton properties worldwide, appealing to travellers seeking luxurious and memorable experiences (Hilton, 2023a). 
Furthermore, Hilton's focus on personalized advertising has been instrumental in attracting different customer segments. The "Expect Better, Expect Hilton" campaign targets business travelers, emphasizing the convenience and sophistication of Hilton's business amenities (Hilton, 2019a). On the other hand, the "It's Our Time" campaign through their midscale Tru by Hilton brand targets millennials, highlighting Hilton's vibrant lifestyle and social spaces (Samuely, 2017). Such targeted marketing ensures that Hilton's message resonates with specific customer groups, leading to increased customer loyalty and satisfaction.
[bookmark: _Toc141566916]Digital Marketing and Customer Engagement:
Hilton has been proactive in embracing digital marketing strategies to engage customers and drive bookings. The Hilton Honors loyalty program is a standout initiative that fosters customer engagement and rewards brand loyalty. Through the program, Hilton offers exclusive benefits and personalized experiences to its loyal customers, encouraging repeat stays and word-of-mouth referrals.
Moreover, Hilton's website and mobile app provide a seamless booking experience for customers, making it easy for them to explore hotel options, view real-time rates, and make reservations. The incorporation of user-generated content, such as guest reviews and photos, enhances transparency and builds trust among potential customers (Chang et al., 2019).
Hilton's social media presence is also commendable, leveraging platforms like Facebook, Twitter, and Instagram to engage with customers and share captivating content. The #HiltonStory campaign, featuring user-generated content from Hilton guests, fosters a sense of community and inspires travelers to create their own memorable experiences (Hall, 2014).
[bookmark: _Toc141566917]Corporate Social Responsibility (CSR) Initiatives:
Hilton's commitment to CSR has been integrated into its marketing strategy, contributing to the organization's positive reputation. The "Travel with Purpose" program focuses on sustainability, community development, and philanthropy (Hilton, 2023b). For instance, the "Soap Recycling" initiative partners with Clean the World to recycle discarded soap from Hilton hotels, reducing waste and providing hygiene products to those in need (Hilton, 2019b).
Hilton's CSR efforts not only align with customers' growing preference for socially responsible brands but also contribute to employee satisfaction and loyalty. By actively promoting its CSR initiatives through marketing channels, Hilton showcases its commitment to creating a positive impact on society and the environment.
[bookmark: _Toc141566918]Events and Sponsorships:
Hilton's involvement in high-profile events and sponsorships has been instrumental in enhancing its brand visibility and credibility. For example, Hilton's partnership with the GRAMMY Awards has helped position the brand as a supporter of arts and culture as Hilton has partnered with GRAMMY awards for 35 years (GRAMMYS, 2022). Additionally, Hilton's sponsorship of major sporting events like the Olympics and UEFA Champions League has facilitated global exposure and engagement with diverse audiences (Long, 2013).
Hilton's marketing activities have been highly effective in achieving business objectives, enhancing brand awareness, and engaging customers. The organization's advertising and branding efforts have successfully positioned Hilton as a leading global hospitality brand. Digital marketing initiatives and customer engagement strategies have fostered loyalty and repeat bookings (Morgan, 2016). Hilton's commitment to CSR and involvement in events and sponsorships have further strengthened its brand reputation.
Through a customer-centric approach and innovative marketing campaigns, Hilton has successfully differentiated itself in a competitive market. The examples and evidence provided demonstrate the impact of Hilton's marketing activities on customer perceptions and overall business success. Hilton's marketing department has been a driving force behind the organization's growth and will continue to play a pivotal role in shaping its future developments.
While Hilton has been successful in many of its marketing endeavours, there have been instances where its marketing department faced challenges and learned valuable lessons from their experiences. 
[bookmark: _Toc141566919]Hilton's Diversity Campaign:
In 2018, Hilton campaign, which aimed to promote the Hilton Honors loyalty program were met with criticism as it failed to address the problem of racism faced by its black guests and its hiring practices (Woodyard, 2020). The  campaign featured a series of ads showcasing the experiences and benefits of being a Hilton Honors member. However, the campaign received criticism for its lack of diversity and inclusivity in its ad content (Sperance, 2020).
Hilton's marketing team recognized the importance of representing diversity and inclusivity in their advertising to resonate with a broader audience. Following the backlash, the company swiftly adjusted its marketing approach and started featuring a more diverse range of individuals in its advertisements, reflecting its commitment to welcoming guests from all backgrounds.
Hilton's Digital Data Breach Incident:
Hilton faced a major data breach, where cybercriminals gained unauthorized access to the hotel chain's payment card information. Data of about 3.7 million were put at risk due to lack of proper cyber security standards and negligence (Adegunwa, 2023).  The incident affected a significant number of customers, leading to concerns about data security and customer privacy. It was also fined for $7 million as a result of not having the right kind of protection of its customers (Osborne, 2017). 
The data breach incident highlighted the critical importance of safeguarding customer data and the need for robust cybersecurity measures. Hilton's marketing department took this incident as an opportunity to reinforce their commitment to data security in their communications with customers. They assured customers that their data protection measures had been strengthened, regaining trust and demonstrating their dedication to customer safety.
Hilton's "Stop Clicking Around" Campaign:
In 2016, Hilton introduced the "Stop Clicking Around" campaign, aimed at promoting direct bookings on Hilton's official website (Seidel, 2016). The campaign featured a series of humorous ads, encouraging customers to book directly with Hilton to access exclusive benefits and discounts. While the intention behind the campaign was to increase direct bookings and reduce reliance on third-party booking platforms, it also unintentionally created a negative impression of the online travel agencies (OTAs).
 The "Stop Clicking Around" campaign highlighted the delicate balance between promoting direct bookings and maintaining healthy partnerships with OTAs. Hilton's marketing team realized the importance of maintaining positive relationships with third-party platforms and later adjusted their messaging to emphasize the benefits of booking directly without disparaging OTAs.
[bookmark: _Toc141566920]Task 2: Conclusion on Hilton's Marketing Strategy
Hilton's marketing activities have played a pivotal role in establishing the company as a global leader in the hospitality industry. Through its customer-centred approach and emphasis on delivering value, Hilton has successfully built lasting relationships with its customers and achieved a strong brand reputation. The marketing department has been proactive in sensing market trends and responding to customer needs, which has contributed to its overall effectiveness.
One of the key strengths of Hilton's marketing strategy is its ability to deliver value to customers, as demonstrated by the various dimensions of value highlighted in the marketing basics model. The company offers different price points and packages, catering to customers seeking both economical and luxurious experiences. This diverse pricing strategy allows Hilton to attract a wide range of customers, maximizing its market reach.
Furthermore, Hilton's focus on performance value has been evident in its commitment to providing the latest features, functionality, and quality in its properties and services. From modern amenities to cutting-edge technology, Hilton strives to exceed customer expectations and differentiate itself from competitors. This emphasis on performance value has contributed to customer satisfaction and loyalty.
Emotional value is another aspect that Hilton incorporates into its marketing activities. The company has successfully associated its brand with positive emotions and experiences, such as comfort, luxury, and relaxation. Through emotional branding, Hilton has created a strong emotional connection with its customers, making them more likely to choose Hilton over other options.
In terms of relational value, Hilton places a high emphasis on providing top-notch customer service and building trust with its guests. This approach has led to repeat business and long-term customer relationships. Hilton's loyalty program, Hilton Honors, is an excellent example of how the company fosters relational value by rewarding loyal customers and incentivizing repeat bookings.
While Hilton's marketing activities have been generally effective, there have been instances where the company faced challenges and lessons were learned. One such example is the "Opportunity is a Beautiful Thing" campaign, which received backlash for its lack of diversity. In response to this criticism, Hilton acknowledged the oversight and committed to improving diversity and inclusivity in its advertising campaigns. This experience highlights the importance of cultural sensitivity and representation in marketing initiatives.
Another challenge arose with the "Stop Clicking Around" campaign, where Hilton aimed to promote direct bookings. However, the campaign inadvertently created a negative image of online travel agencies (OTAs). Hilton learned from this experience that while encouraging direct bookings is essential, maintaining positive relationships with OTA partners is equally important for maximizing distribution channels and reaching a broader audience.
Additionally, the data breach incident in 2015 exposed vulnerabilities in Hilton's data security measures. This event served as a wake-up call for the company to prioritize data protection and privacy. Hilton took swift action to address the breach, strengthen its cybersecurity, and enhance its data protection protocols. This experience underscored the criticality of safeguarding customer information and maintaining their trust.
Hilton's marketing activities have been instrumental in solidifying its position as a leading player in the hospitality industry. The company's commitment to delivering value, focusing on customer needs, and building lasting relationships has been the driving force behind its success. However, the evaluation of Hilton's marketing activities also revealed areas where improvements can be made, such as enhancing diversity and inclusivity in advertising, adopting a more delicate approach to direct booking promotion, and reinforcing data security measures.
[bookmark: _Toc141566921]Task 3: Recommendations for Improving Hilton's Marketing Strategy
Based on the conclusion discussed in the section 2, there are a number of marketing strategies that can be used by Hilton.
[bookmark: _Toc141566922]Embrace Inclusive and Diverse Marketing Campaigns:
Hilton should prioritize inclusivity and diversity in its advertising campaigns to resonate with a broader audience and foster a sense of belonging among potential guests. By featuring diverse representation in its marketing materials, Hilton can appeal to different demographic segments and demonstrate its commitment to equality and social responsibility. A successful example of inclusive marketing is the "Share the Love" campaign by Airbnb, which showcased a diverse range of hosts and guests from various backgrounds, resulting in a 25% increase in bookings from underrepresented groups (Airbnb, 2022).
[bookmark: _Toc141566923]Implement a Multi-Channel Direct Booking Approach:
While promoting direct bookings is crucial for maximizing profits and customer relationships, Hilton should adopt a delicate approach to avoid damaging relationships with online travel agencies (OTAs). Instead of directly competing with OTAs, Hilton can incentivize customers to book directly through its website by offering exclusive perks, such as free Wi-Fi or room upgrades. Marriott International successfully implemented a multi-channel approach by offering loyalty program members lower room rates when booking directly, resulting in a 13-30%% increase in direct bookings (O’Neill, 2022).
[bookmark: _Toc141566924]Leverage Data Analytics for Personalized Customer Experiences:
Hilton can harness the power of data analytics to gain insights into customer preferences, behaviours, and needs. By analyzing guest data, Hilton can create personalized marketing campaigns, tailored promotions, and customized experiences that resonate with individual guests. Marriott Bonvoy's "Bonvoy Moments" program is a successful example of data-driven personalization, offering unique experiences, such as backstage passes to concerts or culinary workshops, to loyalty program members based on their interests (Marriott International Inc., 2021).
[bookmark: _Toc141566925]Strengthen Data Security and Privacy Measures:
Given the increasing concern for data security and privacy, Hilton should continuously enhance its data protection protocols to safeguard customer information. Implementing advanced encryption technologies and regularly conducting security audits can instill confidence in guests and strengthen their trust in the brand. A survey conducted by IBM found that 75% of consumers would not purchase from companies they do not trust with their data, highlighting the critical importance of data security in building customer loyalty (IBM, 2018).
[bookmark: _Toc141566926]Capitalize on Influencer Marketing:
Hilton can leverage the power of influencer marketing to reach a wider audience and create authentic connections with potential guests. Partnering with travel influencers and content creators can showcase Hilton properties in a genuine and relatable way, encouraging more travellers to consider Hilton for their next stay. Marriott's "Bonvoy Boundless" credit card campaign collaborated with travel influencers to share their Marriott experiences, resulting in a 63% increase in credit card applications (Stauffer, 2023). 
Similarly, Four Seasons Hotels and Resorts partnered with travel influencers to create engaging content and share their luxury travel experiences at various Four Seasons properties worldwide. Through this collaboration, influencers showcased the exclusive amenities, world-class services, and breathtaking locations offered by Four Seasons hotels. The influencer marketing campaign aimed to highlight the unique experiences and personalized services that guests could enjoy at their properties (Four Seasons Hotels and Resorts, 2018).
The influencer marketing campaign by Four Seasons Hotels and Resorts led to a significant increase in brand awareness and engagement across social media platforms. The captivating content created by the influencers attracted a larger audience, resulting in higher engagement rates, such as likes, comments, and shares. Additionally, the campaign generated a notable increase in direct bookings and inquiries, as travelers were inspired by the influencers' experiences and sought to recreate similar experiences for themselves (Dallaire, 2018). 
[bookmark: _Toc141566927]Enhance Social Media Engagement:
Hilton should actively engage with its social media community to build brand loyalty and foster positive word-of-mouth marketing. Responding to customer feedback, sharing user-generated content, and creating interactive social media campaigns can amplify Hilton's online presence and increase customer engagement. A study by Sprout Social found that 80% of consumers are more likely to buy from brands they follow on social media, emphasizing the impact of social media engagement on consumer behavior (Gomez, 2021).
[bookmark: _Toc141566928]Implement Augmented Reality (AR) Experiences:
Incorporating AR experiences into the booking process can enhance the customer journey and elevate Hilton's digital marketing efforts. AR allows potential guests to virtually explore hotel rooms and amenities, providing an immersive and interactive experience that boosts customer confidence and increases direct bookings. For example, Marriott International introduced "VRoom Service," allowing guests to experience virtual reality tours of destinations before booking, leading to a 97% increase in room upgrades (Marriott International, 2015).
These recommendations align with the identified shortcomings in Hilton's marketing strategy and provide actionable steps to improve the organization's marketing activities. By embracing inclusive marketing, implementing a multi-channel direct booking approach, leveraging data analytics, strengthening data security measures, capitalizing on influencer marketing, enhancing social media engagement, and implementing AR experiences, Hilton can enhance its market position and achieve sustained growth in the competitive hospitality industry. Embracing these recommendations will allow Hilton to continue delivering exceptional value and experiences to its customers while maintaining a strong and positive brand image.
Conclusion 	
The critical evaluation of Hilton's marketing activities revealed both strengths and weaknesses in their approach to customer engagement and brand promotion. The marketing department's customer-centered approach, focusing on value delivery, market sensing, and responding, showcased their commitment to meeting customer needs effectively. Hilton's efforts to create lasting relationships based on customer value and satisfaction were evident through their emphasis on personalized experiences and exceptional service quality.
However, the evaluation also shed light on certain shortcomings. The lack of a comprehensive digital marketing strategy and insufficient integration of marketing activities across different platforms hampered their ability to maximize brand exposure and customer reach. The absence of a strong ethical foundation in their marketing practices raised concerns about transparency and authenticity in their promotional efforts.
To address these challenges, Hilton can draw inspiration from successful marketing strategies employed by industry peers like Marriott. Collaborating with travel influencers and leveraging user-generated content can boost brand visibility and engagement significantly. Implementing data analytics to understand customer behaviour and preferences better will enable personalized targeting and tailored offerings, enhancing customer experiences and loyalty.
Moreover, enhancing their digital marketing capabilities and embracing ethical marketing practices will reinforce Hilton's brand reputation and trust among customers. Investing in sustainable marketing practices can further align their brand values with the growing consumer demand for socially responsible businesses. By capitalizing on their strengths, learning from experiences, and adopting innovative and ethical marketing approaches, Hilton can position itself for continued success and solidify its position as a leading player in the competitive hospitality industry.
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