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[bookmark: _Toc137389150]INTRODUCTION 
Attracting and retaining global customers in today's competitive business environment is a complex challenge (Dev et al., 2015). This strategic marketing strategy is developed specifically for the esteemed Hilton Hotel at St. George's Park to enhance its market position and ensure its continued growth l by integrating conventional and cutting-edge marketing strategies. Hilton, a global hotel corporation founded in 1925, has 19 brands and over 6,900 properties in 122 countries and territories (Hilton, 2023). The plan integrates well-known marketing frameworks such as 4Ps, SWOT, and PESTEL to provide a comprehensive approach to Hilton's marketing efforts. This concise plan functions as a guide for achieving Hilton's business objectives.
[bookmark: _Toc137389151]SITUATION ANALYSIS
Here we will conduct the situation analysis of the Hilton hotel using 5 "C" farmwork. 
1. [bookmark: _Toc137389152] COMPANY: SWOT ANALYSIS (MICROANALYSIS)
Table 1: SWOT analysis
	Factor
	Details

	Strengths
	High A high rate of customer retention, solid leadership, and highly personalized services.

	Weaknesses
	Substantial reliance on the domestic market, a limited share of the global market, and organizational rigidity.

	Opportunities
	Expansion into international markets, increased investment in R&D, and development of a portfolio of hotels that appeal to various market segments.

	Threats
	Ethical issues among some officials, expensive pricing for certain programs, and a shortage of talent in the workforce.



2. [bookmark: _Toc137389153]CUSTOMERS: SEGMENTATION, TARGETING, CUSTOMER PROFILES
The Hilton Hotel at St. George's Park caters primarily to foreign and domestic visitors visiting Burton upon Trent, United Kingdom. This includes luxury-seeking vacationers, business travellers, families, and lone travellers. Additionally, the hotel caters to locals seeking upscale dining and spa services. University students needing affordable housing are a secondary target market for Hilton, which offers dormitory accommodations.
3. [bookmark: _Toc137389154]COMPETITORS: PORTER'S FIVE FORCES
TABLE 2: PORTER'S FIVE FORCES ANALYSIS
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4. [bookmark: _Toc137389155]COLLABORATORS: B2B RELATIONSHIPS, PARTNERSHIPS, FRANCHISES
Hilton collaborates with suppliers, travel agencies, online travel platforms, and local tourism organizations. These alliances allow Hilton to expand its reach, improve consumer satisfaction, and enter new markets. Its franchising model enables rapid brand expansion with minimal risk and investment capital.
5. [bookmark: _Toc137389156]CLIMATE: PESTLE ANALYSIS
TABLE 3: PESTLE ANALYSIS
	Factor
	Details

	Political
	Hilton operates in a politically stable environment but must adhere to numerous regulations.

	Economic
	Hilton is affected by economic factors such as consumer spending, unemployment rates, and interest rates.

	Sociocultural
	There's an increasing preference for sustainable and eco-friendly operations, immersive travel, and digital services.

	Technological
	Opportunities to adopt A.I. and machine learning for better service delivery and operational efficiency.

	Environmental
	Hilton is committed to sustainability and aims to reduce its carbon footprint, water consumption, and waste.

	Legal
	Must comply with each country's legal norms, including data protection, labour, and health and safety regulations.



[bookmark: _Toc137389157]OBJECTIVES
SMART Target: The primary objective of this marketing plan is to increase the Hilton Hotel's social media presence by 25 percent, its customer engagement by 20 percent, and its occupancy rate by 15 percent within one year.
[bookmark: _Toc137389158]STRATEGY
The distinctive selling proposition of the Hilton Hotel at St. George's Park is its combination of premium hospitality services with a distinct fusion of comfort and luxury. Strategically, Hilton distinguishes itself through its extensive offerings, including deluxe amenities such as indoor pools, executive lounges, spa services, and a variety of on-site culinary options.
Our value proposition will be conspicuously communicated via digital platforms, emphasizing our concerted effort to increase our social media footprint, a key instrument for reaching our technology-oriented target audience. Our strategy places a premium on attracting luxury-seekers, international visitors, business travellers, and locals desiring upscale dining and wellness experiences. As such, our positioning emphasizes our dedication to providing every visitor with an exceptional, quality-driven stay. Using Bowman's Strategy Clock as a guide, Hilton Hotel aligns with the 'Differentiation' strategy, positioning itself as a provider of distinctive, high-quality experiences that justify a premium pricing structure.
[bookmark: _Toc137389159]TACTICS (MARKETING MIX)
The marketing mix comprises an evaluation of Product, Place, Price, and Promotion. It will provide a strategic approach to expand the reach, customer engagement, and occupancy rate of the Hilton Hotel at St. George's Park.
Product: The Hilton Hotel at St. George's Park offers opulent accommodations synonymous with comfort and elegance. In addition to accommodations, the hotel provides an indoor pool, executive lounge, spa, restaurants, and various services to ensure a pleasant stay. The product offering will be improved through the incorporation of more customer feedback, the enhancement of service quality, and the ongoing modernization of amenities.
Place (Distribution): The hotel is strategically situated in St. George's Park, a prominent location with convenient access. Customers will be reached via digital platforms, particularly for reservations and inquiries. Websites, mobile applications, and online travel agencies will be the primary distribution channels, providing global consumers with convenience. There will be an increase in the hotel's presence on global booking platforms, and SEO strategies will be implemented to enhance online visibility.
Price: The pricing strategy is predominantly premium, which is justified by the service's high quality and the experience's exclusivity. Recognizing the various consumer segments, the hotel will introduce a range of prices for its various offerings. Different consumer segments (such as business travellers, tourists, and families) will be targeted through the creation of packages. Utilizing dynamic pricing, prices will be adjusted based on demand, seasonality, and occupancy rates. All pricing and package information will be clearly displayed on the hotel's website, reserving platforms, and marketing materials.
Promotion: Using the RACE (Reach, Act, Convert, Engage) framework, an integrated marketing communication strategy will be employed for promotion. Our promotional activities will consist of social media platforms, email marketing, content marketing, and influencer partnerships. The objective is to create engaging narratives about the Hilton experience, engage potential consumers, and increase bookings. Offline collaborations with travel agencies and local event hosting will drive local engagement. Utilizing personalized, targeted promotional campaigns and user-generated content will be essential strategies for increasing consumer engagement.

[bookmark: _Toc137389160]ACTION
According to the Gantt chart, the implementation of the marketing plan will be structured and meticulously scheduled. During the initial phases, we conduct exhaustive market research, which informs our strategy decisions (Pavlou & Stewart, 2020). The user behaviour analytics determines the optimal engagement periods for our marketing channels, such as social media, email marketing, and website promotions. The final phase involves collecting feedback, essential for our iterative process, to fine-tune our marketing strategy (Kumar, 2020).
	Activity
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Preparation
	
	
	
	
	
	
	
	

	Market Research
	
	
	
	
	
	
	
	

	Marketing Channels Schedule
	
	
	
	
	
	
	
	

	Gathering Feedback
	
	
	
	
	
	
	
	


FIGURE 1: GANNT CHART OF MARKETING ACTIVITIES
[bookmark: _Toc137389161]CONTROL
Our unique selling proposition (USP) comprises our superior service quality, unparalleled comfort, and one-of-a-kind experience (Kumar, 2020). These characteristics translate to advantages such as increased customer satisfaction, a positive brand image, and customer loyalty. A variety of metrics are used to assess success. Acquiring new customers, maintaining a positive brand image, and increasing profits are the most important quantifiable indicators of success (Pavlou & Stewart, 2020). In addition, consumer feedback and engagement rates across marketing channels will be crucial indicators of our strategies' efficacy. By utilizing these metrics, we can evaluate the success of our initiatives and make the necessary adjustments for continuous development (AL-Sultana and AL-Da'ami, 2018).

[bookmark: _Toc137389162]CONCLUSION
The Hilton Hotel at St George's Park's suggested marketing plan capitalizes on development opportunities while addressing current issues. The hotel seeks to thrive in a competitive industry by refining its value proposition, intensifying digital marketing efforts, and adopting a customer-centric strategy. Despite the challenges posed by global pandemics, the hotel can utilize the digital space to appeal to a wider range of customers. To succeed, Hilton Hotel must continue to innovate, capitalize on its strengths, address its weaknesses, and maintain its adaptability in the dynamic environment of the hospitality industry. By implementing the enumerated strategies and continually evaluating performance, the Hilton Hotel at St. George's Park can increase customer satisfaction, strengthen its market position, and attain sustainable profitability.
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Appendix 1: HILTON HOTEL AT ST GEORGE'S PARK

[image: Hilton at St George's Park, Burton upon Trent – Updated 2023 Prices]
(Source: Hilton; 2023)

Appendix 2: Hilton Hotel's position in Bowman's Strategy Clock
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(Source: Bowman & Faulkner, 1996)
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Factor  Details  

Threat of New Entrants  Low, due to high capital requirements and the reputation of  existing hotel chains.  

Bargaining Power of  Suppliers  Moderate, with many suppliers available but some unique  resources may hold higher power.  

Bargaining Power of  Customers  High, as customers can easily switch to competitors if not  satisfied.  

Threat of Substitute  Products  High, due to availability of altern ative accommodation  providers (e.g., Airbnb, B&Bs).  

Competitive Rivalry within  the Industry  High, with several well - established brands in the hotel industry  offering similar services.  
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INTRODUCTION

- This strategic marketing strategy is developed for Hilton Hotel at St.
George's Park to enhance its market position and ensure its continued growth
by integrating conventional and cutting-edge marketing strategies.

* Hilton, a global hotel corporation founded in 1925, has 19 brands and over
6,900 properties in 122 countries and territories (Hilton, 2023).

* The plan integrates well-known marketing frameworks such as 4Ps, SWOT,
and PESTEL to provide a comprehensive approach to Hilton's marketing
efforts. This concise plan functions as a guide for achieving Hilton's business
objectives.
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SITUATION ANALYSIS

Factor
Strengths

Weaknesses

Opportunities

Threats

* COMPANY: SWOT ANALYSIS (MICROANALYSIS)

Details
High A high rate of customer retention, solid leadership, and highly
personalized services.

Substantial reliance on the domestic market, a limited share of the global
market, and organizational rigidity.

Expansion into international markets, increased investment in R&D, and
development of a portfolio of hotels that appeal to various market
segments.

Ethical issues among some officials, expensive pricing for certain
programs, and a shortage of talent in the workforce.
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SITUATION ANALYSIS

* CUSTOMERS: SEGMENTATION, TARGETING, CUSTOMER PROFILES

+ The Hilton Hotel at St. George's Park caters primarily to foreign and domestic
visitors visiting Burton upon Trent, United Kingdom.

+ This includes luxury-seeking vacationers, business travelers, families, and lone
travelers. Additionally, the hotel caters to locals seeking upscale dining and spa
services.

* University students needing affordable housing are a secondary target market
for Hilton, which offers dormitory accommodations.
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SITUATION ANALYSIS

* COMPETITORS: PORTER'S FIVE FORCES

Factor

Threat of New Entrants
Bargaining Power of Suppliers
Bargaining Power of Customers
Threat of Substitute Products

Competitive Rivalry within the
Industry

Details

Low, due to high capital requirements and the reputation of existing
hotel chains.

Moderate, with many suppliers available but some unique resources
may hold higher power.

High, as customers can easily switch to competitors if not satisfied.
High, due to availability of alternative accommodation providers
(e.g., Airbnb, B&Bs).

High, with several well-established brands in the hotel industry
offering similar services.
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SITUATION ANALYSIS

* COLLABORATORS: B2B RELATIONSHIPS, PARTNERSHIPS, FRANCHISES

* Hilton collaborates with suppliers, travel agencies, online travel platforms, and
local tourism organizations, among others.

+ These alliances allow Hilton to expand its reach, improve consumer satisfaction,
and enter new markets. Its franchising model enables rapid brand expansion with
minimal risk and investment capital.
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SITUATION ANALYSIS

* CLIMATE: PESTLE ANALYSIS

Factor
Political

Economic
Sociocultural
Technological
Environmental

Legal

Details
Hilton operates in a politically stable environment but must adhere to numerous
regulations.
Hilton is affected by economic factors such as consumer spending, unemployment rates,
and interest rates.
There's an increasing preference for sustainable and eco-friendly operations, immersive
travel, and digital services.
Opportunities to adopt Al and machine learning for better service delivery and operational
efficiency.
Hilton is committed to sustainability and aims to reduce its carbon footprint, water
consumption, and waste.
Must comply with each country's legal norms, including data protection, labor, and health
and safety regulations.
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OBJECTIVES AND STRATEGY

> SMART Target

The primary aim of this marketing plan is to enhance Hilton Hotel's social media presence by
25%, significantly boost its customer engagement by 20%, and increase the hotel's occupancy rate
by 15% within a span of one year. -

> STRATEGY

Hilton Hotel's position in Bowman's Strategy Clock
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TACTICS (MARKETING MIX)
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*  Opulent accommodations ||+ Predominantly premium pricing || * Strategically located in St. || *Integrated marketing
synonymous with comfort and  justified by high quality and g George's Park with y communication strategy using the
elegance exclusivity convenient access RACE framework
+ Indoor pool, executive lounge, || + Introduction of price range for || + Digital platforms for || *Focus on social media platforms,
spa, restaurants, and various | different consumer segments reservations and inquiries email marketing, content
services + Targeted packages for business | *+ Websites, mobile §| marketing, and influencer
+ Incorporation of  customer || travelers, tourists, and families applications, and  online | partnerships
feedback, enhancement of service | + Dynamic pricing based on [ travel agencies as primary | *Engaging narratives about the
quality, and modemization of § demand. seasonality, and | distribution channels Hilton experience to increase
amenities occupancy rates « Increased presence on || bookings

global booking platforms and
SEO strategies for enhanced
online visibility

«Offline collaborations with travel
agencies and local event hosting for
local engagement

*Personalized. targeted promotional
campaigns and  user-generated
content for consumer engagement
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CONTROL

» Unique Selling Proposition (USP) includes superior service quality, unparalleled comfort,
and one-of-a-kind experience.

» Advantages of USP: Increased customer satisfaction, positive brand image, and customer
loyalty.

» Metrics for success: Acquisition of new customers, maintenance of a positive brand image,
and increase in profits.

» Important indicators: Consumer feedback and engagement rates across marketing channels.

» Evaluation and adjustments: Utilizing metrics to assess the success of initiatives and make
necessary adjustments for continuous development.
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CONCLUSION

++ The marketing plan for Hilton Hotel at St. George's Park leverages development
opportunities while addressing current challenges.

+ Strategies include refining the value proposition, intensifying digital marketing efforts, and
adopting a customer-centric approach.

+ Despite global pandemics, the hotel can utilize the digital space to attract a broader customer
base.

+ Key success factors: innovation, leveraging strengths, addressing weaknesses, and
adaptability.

+ Implementation of strategies and continuous evaluation will lead to increased customer
satisfaction, strengthened market position, and sustainable profitability.
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