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The main purpose of this marketing plan is to identify the issues and marketing opportunities for the Hilton Hotel. According to Lindley, 2023, with the help of this marketing plan, the hotel can effectively communicate with its key stakeholders and potential customers. This marketing plan will help Hilton Hotel to define creative and innovative strategies to effectively engage with its audience to accomplish all the business objectives and goals. This marketing plan is prepared for the Hilton Hotel to attract its target audience and create a competitive advantage in the relevant marketplace. In this marketing plan, various key elements and frameworks have been utilized such as situational analysis which includes SWOT and PESTEL analysis along with the marketing mix of the company and Ansoff Matrix to understand the competition in the market.

[bookmark: _Toc135144456]Situational analysis
Company: SWOT analysis 
Short analysis helps to analyze internal factors of the organization that has the power to influence the performance of the company. This analysis includes strengths, opportunities, weaknesses and threats of the Hilton Hotel which helps to understand the effectiveness of the company.
	Strengths

	Opportunities 


	·  Market development and high stock performance 
· Hilton clean stay program for Covid 19
· Brand Acknowledgment
· Interesting items and administration quality
· Effective supplier relationship
	· Expanding business to overseas market
· Social media presence
· Innovative technologies

	Weaknesses

	Threats 


	· Poor customer feedback or rating
· Dependency for revenue on the US market 
· Lack of developed network
	· Covid 19 and Ukraine war impact 
· Franchise risks
· Exceptional rivalry
· Increasing wages




Customers: 
Segmentation and Targeting Strategy:
Geographic Segmentation: Popular locations, such as capitals or larger cities with a high number of target customers.
Demographic segmentation: Luxury lifestyle, high-class business, and society. 
Psychographic Segmentation: Individuals who like to spend on luxury and express their high-class status.
Target Market: Honeymooners, Leisure travelers, Corporate, Extended stay, and families.
Customer profile: The main target customers of the Hilton Hotel is high-class businessmen/women and upper-class societies who want to experience luxury facilities at a high premium price (Hitesh Bhasin, 2018). 
The brand focuses mainly on the strategy of training pricing, providing catering, and high-profile social classes. It utilizes differentiating approaches to make all services promising for its consumers, based on quality, integrating IT systems and maintaining the highest level of standards. 

Competitors: 
Hilton Hotel has various competitors, and with the help of a perceptual positing map, all the competitors have been demonstrated here. 
[image: ]
Figure 1: Hilton’s Competitors
Source: (online.visual-paradigm.com, 2023)



Collaborators: 
Hilton Hotel has created a B2B relationship regarding content partnership with BuzzFeed (Stories From Hilton, 2020). This allows customers to seamlessly plan and book holidays.
To make its operations more sustainable, Hilton Hotel has also created partnerships and collaborations with civil society, Government and other providers and founders in the community.
The company has created partnerships with almost 26 airline transfer partners (UpgradedPoints.com, 2021). Allowing customers to transfer point out of Hilton and into Hilton.
Hilton Hotels have also created effective alliances with ICOM groups, Sony Pictures, and other players of different industries.

Climate: PESTLE Analysis
	Political factor
	The conflict between Russia and Ukraine has created significant descriptions of the government and political stability.
Cost of living crisis (Sharma & Heidari, 2019).
Government regulation related to tax and businesses.

	Economic Factor
	High level of inflation.
Income level of consumer
Employment rate

	Legal Factor
	Rules and regulations of government (Dudovskiy, 2019).
Workplace health and safety law
Equal opportunity law
Rules and regulations related to visitor data privacy and protection

	Technological Factor
	Technology advancement
Digitalization
Robotics
IT technology (Dachyar & Sahir, 2020)

	Environmental Factor
	Increasing awareness of sustainability
Sustainability-related laws and regulations
The increasing rate of Sustainable products and eco-friendly practices.

	Social Factor
	Changing buying behavior of consumers
Upgrading the lifestyle of consumer
Customer differences and taste
A crisis like Covid-19
Restrictions on tourism and travel in various Nations (Yan, 2022).



Marketing Mix
Products: Hilton offers unrivalled personalized and unique services, spas, a chain of luxury hotels, and executive services such as vacation hotels extending stay suites, are some of the major services provided by the Hilton Hotel.
Price: The company utilizes a premium price strategy to provide high-quality services to its customer because at this price company provides various value-added services like restaurants, spas, dynamism, and breakfast services (Addison, 2019).
Place and distribution strategy: Worldwide Hilton includes small towns hotels, capital/larger cities hotels, airports hotels, metro business hotels, vacation and holiday hotels, and luxury hotels. Therefore, customers can choose according to their requirements. Hotels can be booked through the official website of Hilton Hotel.
Promotion: Hilton Hotels has in place trade exhibition and tour promoters. Also, each marketing campaign is developed against a specific target consumer insight (Forbes, 2019).

[bookmark: _Toc135144457]Objectives
The SMART objective includes specific, measurable, achievable, relevant, and time-bounded goals for the company. The main goals of this marketing plan are as follows:
· Increase the 10% of direct booking of Hilton Hotel to 15% in quarter 2.
· Increase yearly revenue by 30%.
· Increase customer traffic on the official website of the organization to 10% by the end of 2023.

[bookmark: _Toc135144458]Strategy
Ansoff matrix: Ansoff Matrix has been utilized here to present the strategies that could be utilized by Hilton Hotel.
Market Penetration: In this strategy, the company can innovate and make required changes in its services and products to provide something new to its customer in existing markets. For example, Hilton Hotels can reduce its prices of alternative services for better customer traffic. (Super Heuristics, 2021). 
Market Development: The company can expand its business in emerging economies. The company can create new channels and markets for its products and offerings. 
Product Development: The Hilton Hotel can provide alternative options to its customer for new changes such as the organization can offer a completely sustainable experience for its customer.
Diversification: In emerging economies, Hilton can open micro-Hotel concepts, or high-end pod hotels near airports. (Peterdy, 2023).

[bookmark: _Toc135144459]Tactics
Advertisements:
· Hilton Hotel can create creative, emotive, eye-catching, musical TV advertisements to attract the attention of the customer.
· Hilton Hotels can also promote its services with the help of podcasts. The new generation are the main podcasts consumers; thus, this could help reach the younger generation.
Digital Marketing/Direct marketing:
The social media platform is a very significant method to promote services and products.
With the help of social media campaigns, email marketing organizations can effectively promote their services and offers and increase sales by offering promotional codes.



Public Relations:
Hilton Hotels can promote various approaches through campaigns and strategies to create an effective and positive view of the brand through effective partnerships with journalists’ newspapers and organizations (Sahu, 2021).
Personal selling:
With the help of brand ambassadors, representatives, and receptionists of the Hilton Hotel, an organization can personally sell its services and different offers to its customers.
Sales promotion:
With the help of coupons, offers, and contests Hilton Hotel can provide sale promotion of its services and offers.

[bookmark: _Toc135144460][image: ]Action

[bookmark: _Toc135144461]Control
Gross profit ratio is a profitability ratio that helps Hilton Hotel to measure the profit that is making in a fiscal year. This is a very good KPI to measure the performance of the organization in terms of its revenue and profit (Jalan, 2022).
Website click rate is a KPI that can also be utilized by the Hilton Hotel to measure the customer traffic on the official website of the company (‌Zhou & He, 2018).

[bookmark: _Toc135144462]Conclusion
Coming to the end, an effective marketing plan has been presented for Hilton Hotel. Various recommendation strategies and practices have been presented that can be utilized by Hilton Hotel for creating effective approaches and frameworks to implement a great communication system between the organization and customers. With the help of this marketing plan Hilton Hotel will be able to accomplish all its targets and objectives in terms of revenue, customer traffic, and services. External and internal environment are major factors of this marketing plan, these factors are also the biggest challenges. To mitigate these challenges, market research would be the best option recommended for Hilton Hotels.
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