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This marketing plan for the Hilton Hotel at East Midland Airport takes advantage of market opportunities while addressing competition challenges. Using Ansoff's grid, SOSTAC, and the 4Ps, it serves as a strategic plan for stakeholders. Using these models, the strategy analyses the hotel's marketing environment, identifies areas for development, and creates strategies to bolster its competitive edge. Targeted communication, consumer segmentation, and the marketing mix are all included in this strategy. The goal of these tactics is to increase the market share and competitiveness of Hilton Hotels.
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Company 
The SWOT analysis of the Hilton Hotel at East Midland Airport details the hotel's advantages, disadvantages, and approaches to competition. With a strong brand and a global presence, the company has loyal customers and excellent service quality. But there are issues due to old infrastructure and little room variation (Nozdreva and Churakova, 2021). Opportunities include market expansion, technological adoption, business conferences, and sustainability. Risks include competition, demand fluctuations, economic downturns, and laws enacted during natural disasters. 
Customers 
The consumer segmentation of Hilton Hotel-East Midland Airport is intricate. Its demographics include business, leisure, and event attendees. Travellers who are interested in events, luxury, and the environment are psychologically pulled to the hotel (Yin, Fang and Cheng, 2022). Hilton attracts conference attendees, families, and frequent travellers. In a cutthroat industry, Hilton can reach a diverse range of consumers because of this adaptable strategy.
	Customer Segmentation
	Targeted Customer Profiles

	Demographics
	Business travellers, leisure tourists, event attendees

	Psychographics
	Luxury seekers, eco-conscious travellers, and event enthusiasts (Bowie et al., 2017).

	Behaviour
	Frequent travellers, family vacationers, conference attendees





Competitors
Perceptual positioning mapRadisson	
Holiday Inn	
Marriott	
High Price
Low Price 
Low Quality 
High Quality 




Hilton	

Sheraton	







Bowman Strategy Clock: The strategy adopted by using Bowman Strategy Clock showcases Hilton's hybrid approach, which strikes a balance between value and differentiation to give the hotel a competitive advantage in the market (Bojanic and Reid, 2017).Hilton Hotel-East Midland Airport

[image: Bowman's Strategy Clock - What is Bowman's Strategy Clock?]
Figure: Bowman Strategy Clock
Source: (Bojanic and Reid, 2017) 
Collaborators
The Hilton Hotel in East Midland Airport collaborates with a variety of businesses, including airlines and event organisers. These agreements enable resource pooling and client reach, thereby building a network that is conducive to the expansion of businesses (Bowie, 2017). The hotel's ability to expand regionally and globally while maintaining its excellence is made possible by the franchising idea.
Climate
The macro analysis of the Hilton Hotel at East Midland Airport reveals important components. Variations in the economy have an impact on tourist behaviour, but political stability is essential for maintaining business operations. The preferences of customers shift as culture evolves, and technological advances lead to better service (Lebedieva et al., 2023). Legal compliance helps support health and safety, while environmentally sustainable practices follow trends that are friendly to the environment.
Marketing Mix
	Marketing Mix Element
	Strategy

	Product
	Quality enhancement, sustainability.

	Price
	Competitive pricing, and value packages.

	Place
	Strategic locations, online booking.

	Promotion
	Digital marketing, loyalty programs.
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The SMART goal of this marketing strategy is to increase the market share of Hilton Hotel - East Midland Airport by 10% in a year by utilising targeted marketing and enhancing the guest experience. A clear, measurable, achievable, significant, and time-bound objective. It aims to increase the hotel's competitiveness in a challenging market as well as revenue and profitability (Fachada, 2023). Hilton has established a strategic plan that prioritises product quality, pricing, distribution, and promotions to achieve sustainable growth and market presence. 


















[bookmark: _Toc151048605]Strategy 
The Hilton Hotel in East Midland Airport can modify its value proposition so that it is more suitable for the existing market conditions which is product development as per Ansoff matrix. This transition involves a commitment to providing excellent customer service, being environmentally responsible and utilising cutting-edge technology (Chang, Ku and Chen, 2019). According to Ansoff's matrix, the method emphasizes market development and revitalising the value propositions that are being provided to existing client categories. For the marketing mix to become more customer-centric, significant changes are required.
Enhancements to the products as well as price reductions will lead to increased quality and competitiveness. Both brand visibility and engagement can be increased via the use of creative digital promotions and strategic placement (Zeng, 2021). These alterations are being made to enhance Hilton's leadership position, customer base, and loyalty. The Hilton Hotel intends to continue its expansion by establishing a strong footprint in the highly competitive industry it operates in.
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To compete, Hilton Hotel - East Midland Airport must undergo a comprehensive revamp of its communications mix. To solve situational analysis concerns, this strategic shift is required. The thorough plan looks at the hotel's email, social media, and SimilarWeb communication strategies (Similarweb, 2023). Determine where the hotel can make improvements to increase engagement and brand awareness in the cutthroat industry.
Producing relevant, eye-catching material will reinvigorate social media presence. To appeal to the target demographic, this content will place a strong emphasis on user-generated content and actual customer experiences (Zhou et al., 2021). A tactic like this increases hotel involvement and trustworthiness.
Another essential component of the new communication mix will be. Hilton will use data analytics to personalise email adverts based on customer preferences. These ads will highlight special offers, upcoming occasions, and loyalty programmes with compelling calls to action and mobile friendliness (Niemelä, 2019). More information will be available from SimilarWeb's statistics on website traffic, search volume, and visitor behaviour. By analysing these data points, patterns and preferences will become apparent, which may be utilised to improve the website's usability. This will involve improving the website's design and content for popular search queries as well as bolstering search engine optimisation (Shin, 2022). These strategies will increase online visibility and draw more users.
Throughout seasonal promotions and events, a social media content plan will ensure a consistent online presence (Іerko and Rudyk, 2020). Partnerships with travel bloggers and influencers will increase Hilton's audience and sway consumer decisions. Community and engagement are fostered with interactive content, competitions, and surveys. The plan aims to enhance and optimise the marketing message by leveraging customer feedback and assessments obtained through many sources. Hilton's dedication to achieving customer happiness will be demonstrated by its quick and courteous handling of unfavourable evaluations and its deliberate dissemination of positive comments and endorsements through its marketing channels.
By rapidly answering questions, chatbots on the website and social media will enhance customer service (Shin et al., 2021). Quick adjustments will be possible with data analytics to assess these strategies, allowing for a dynamic and adaptable response to the cutthroat market.
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Gantt chart 
[image: ]
Figure: Gantt chart
Source: Author
Decisions based on the Gantt chart were essential to the alignment and coordination of marketing efforts. By visually displaying work timelines and dependencies, the chart made resource allocation, deadline management, and job prioritisation much more effective. It assists in the organisation of marketing operations, from the development of content through the execution of promotional programmes, with the goals of minimising bottlenecks and maximising efficiency (Nozdreva and Churakova, 2021). Because of this proactive response to changes in the market, the Hilton Hotel at East Midland Airport was able to rapidly and effectively adjust to new circumstances and execute new projects.
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The level of success can be measured using key performance indicators. Examples of this include gaining new customers, altering how consumers view your brand, and increasing profits. Other key performance indicators (KPIs) include market share growth, bookings, and digital engagement (Lebedieva et al., 2023). The effectiveness of the plan will be evaluated regularly, which will make it possible for the Hilton Hotel - East Midland Airport to adapt its marketing strategies to the ever-evolving competitive environment.
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The marketing strategy of the Hilton Hotel at East Midland Airport is designed to overcome the intense competition by enhancing the customer experiences, communication, and marketing mix. Plans need to be examined and altered to better meet the requirements of the clientele to achieve success in this cutthroat sector. To maintain its agility and responsiveness, Hilton is required to continually assess performance relative to key performance indicators. In this competitive environment, the proposed initiatives aim to bolster Hilton's position while also maintaining the company's growth and profitability.
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	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong Brand
	Limited Room Variety
	Market Expansion
	Intense Competition

	High Service Quality 
	Seasonal Demand.
	Business Conferences
	Economic Downturn (Businesswire, 2022).

	Global Presence
	Ageing Infrastructure
	Technology Adoption
	Legal Regulations

	Loyal Customer Base
	High Operational Costs
	Sustainable Practices
	Natural Disasters
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	Factor
	Description

	Political
	Government taxation, stability, and regulations impacting hotels and airports.

	Economic
	The economy, fluctuating currencies, and the spending habits of consumers all have an impact on travel and hospitality, particularly disposable income and budgets for business trips (Lebedieva et al., 2023).

	Social
	Choices made by guests and travel habits are influenced by social norms, demographic shifts, shifts in lifestyle, and cultural trends.

	Technological
	The visitor experience, online booking systems, operational efficiency, and security all alter as a result of technological advancements.

	Legal
	Observe all applicable laws, employment policies, health and safety regulations, as well as any sector-specific norms that may impact the hotel's operations.

	Environmental
	Environmental standards, environmentally responsible business practises, and efforts to reduce the hotel's ecological impact and carbon footprint are all important considerations.
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Similarweb
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Figure: Similarweb Data
Source: (Similarweb.com, 2023)
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Concerns relating to marketing the Hilton Hotel at East Midland Airport are the focus of this marketing plan. The SOSTAC, 4Ps, and Ansoff's grid are all utilized in the stakeholder plan.
[image: ]
Customers are segmented at the hotel according to demographics, psychographics, and behaviors. The target demographics include those coming for business, leisure, and events (Yin, Fang and Cheng, 2022). As a result of its B2B, airline, and franchise partnerships, Hilton possesses a significant network of business associates.
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To expand Hilton Hotel's market share by 10% within the next 12 months through targeted marketing initiatives and efforts to improve the customer experience.
[image: ]
Hilton plans to enhance its value proposition by giving priority to sustainability and customer service. By placing a strong emphasis on market penetration and development, Ansoff's matrix will aid in the company's growth (Shin, 2022). The desired price, distribution channels, promotions, and product quality will all be enhanced by changes to the marketing mix.
[image: ]
In order to develop its brand and stay competitive, Hilton will use a variety of communication strategies. Personalize the business email marketing efforts, beef up your presence on social media, and refine digital strategy by using the data from Similarweb (Nozdreva and Churakova, 2021).
[image: ]
In order to achieve SMART objectives, the marketing channel schedule should be guided by market research, data analytics, and industry trends (Lebedieva et al., 2023).
[image: ]
Key performance indicators (KPIs) include market share, consumer satisfaction, the number of positive online reviews, and revenue growth. Monitoring these indications will determine whether or not you are successful (Bowie, 2017).
[image: ]
This marketing strategy advises increasing customer experience and targeted marketing to increase the hotel's competitiveness. The Hilton Hotel at East Midland Airport faces challenges, but this plan suggests overcoming them.
[image: ]
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Situation analysis

« Company: SWOT shows opportunity for Hilton.

« Customers: The hotel divides consumers by demographics,
psychographics, and behavior (Zhou et al., 2021). Business,
leisure, and event guests are targeted.

« Competitors: Marriot, Sheraton. Radisson and Holiday Inn.

« Collaborators: Hilton has a large network of collaborators
through B2B, airline, and franchise arrangements (Yin, Fang
and Cheng, 2022).

« Climate: Negative impact of PESTLE factors
« Marketing mix: Needs to improve placing strategy
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Conclusion

« Hilton Hotel - East Midland Airport faces obstacles, but this
marketing plan suggests improving customer experience and
targeted marketing to boost competitiveness.

« Gantt chart will play an important role.
« Each of the SOSTAC is important.
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