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Introduction
Marketing plan is a strategy adopted by a business to achieve some selling objectives. Hilton hotel is one of the biggest names in hospitality industry and it is trying to achieve a 5% customer base growth in Liverpool UK in the upcoming years after COVID-19 pandemic. Hilton is yet to get a strong grip in Liverpool’s hospitality industry because there are other top competitors there. This assignment will plan a strategy to achieve the marketing goal by linking discussion with a number of theories like 5C’s, SMART objectives, 4P’s marketing mix, and GANTT chart etc. 
Situation analysis 
The situation analysis of Hilton will involve the use of 5C’s that will discuss the environment within which this company functions.
Company 
Within Hilton itself, there is an internal micro environment that impacts on the company functionalities (Cespedes and Piercy, 2021). This can be discussed by SWOT.
	Strength 
· Strong reputation of Hilton. 
· Massive capital. 
· World-class management. 
· Strong grip on the market (Cespedes and Piercy, 2021). 
· Very high quality servicing. 
	Weakness 
· Extremely expensive services. 
· Only meant for high income customers (Ferrell et al., 2021). 
· Lack of strong marketing in Liverpool.

	Opportunity 
· Can achieve stronger customer base in Liverpool.
· Can offer high quality services. 
· Can beat competition. 
	Threat 
· Strong competition. 
· Strict regulation. 




Customers
Segmentation and targeting of customers show that Hilton has traditionally targeted people in metropolitan cities that have affluent high income customers who are somewhat older. In UK, Hilton’s target population is living in large cities (Ferrell et al., 2021). So, Liverpool is a great target. Hilton’s target customers are people with minimum annual income of £80,000 and average age above 35 in Liverpool. 
Competitors
A perceptual positioning map can display competitors of Hilton in Liverpool in a map based on quality and pricing. 
						High quality 
								 
					Ibis			Sheraton 
					Ritz Carlton			Hilton 
		Low price							High price
								Travelodge

						Low quality 
 Figure 1: perceptual positioning map
The above perceptual positioning map shows that Ibis and Ritz Carlton are offering similar or higher quality than Hilton at a significantly lower pricing. Hence, they are winning the competition in Liverpool. 
Collaborators
Hilton partners up with some companies to spread its servicing among the customers. It has a number of suppliers that provide products such as bedding, sheets, and other types of furniture. For Hilton, its partners are James and Rose, IKEA, and target etc. Hilton sources wholesale products from them at bargain price (Fifield, 2022). 
Climate
A PESTLE analysis can be conducted to analyse external environment of Hilton. For Hilton to get a firm grip in Liverpool, politics and economy of UK have been quite stable since Brexit. Economy of UK has rebounded after 2 years of COVID-19 pandemic (Fifield, 2022). 4.1% GDP growth has been observed in 2022 (Greenley, 2022). Liverpool was one of the main beneficiaries of UK economic growth. Hilton can also utilise advanced affordable technology to market its products to this city. Lastly, Hilton needs to comply with employment laws like Employment rights Act 1996 and Equality Act 2010 to ensure equitable treatment of employees (Greenley, 2022). 
Objectives
Hilton aims to achieve a 5% growth in its customer base in Liverpool in the next 5 years, which is the objective of this SMART plan. This goal is quite achievable with the use of digital marketing and precise targeting of the audience. Hilton will focus on an annual growth of 4% for next 5 years to achieve the target customer base. The company will need to reduce the pricing by little bit to compete with its top competitors like IBIS and Ritz Carlton. 
Strategy
The value proposition of Hilton can be explained by value proposition canvas that involves value proposition and customer profile. The value proposition can be divided into gain creators, pain relievers and services (Morgan et al., 2019). Hilton’s pain relievers are its regular hotel service where customers get to stay in hotel accommodation for £70 a night (Cespedes and Piercy, 2021). Its services range from accommodation, dining to organising events for average £150 a day. Gain creator of the company involves renting out penthouse and suite apartments that can cost as much as £500 a day (Ferrell et al., 2021). But to achieve the marketing objective, Hilton will charge a reduced £60 a night for its accommodation to achieve 5% sales growth a year. Its penthouse cost will reduce to £450 a day. It will target both middle and high income customers to achieve this goal. The customer segment will also involve younger audience of age 30 and above in Liverpool city area. 
Tactics
At this stage, the marketing mix of Hilton can be assessed to see how its marketing elements are stacked. 4P’s of marketing model can be used here: 
Product: Hilton is currently offering a few types of services for its customers. They are accommodation, dine-in, event organisation like conference, indoor sporting events and penthouse (Fifield, 2022). Through organising these services, the company is able to achieve its goals of profit making. But since entering the Liverpool market, Hilton has so far failed to get a firm grip because of intense competition and issues with product management. To achieve the new marketing objective of getting a 5% growth in customer base, it needs to improve its product management. 
Price: Currently, Hilton is one of the most expensive hotels in Liverpool with its high quality services offered at a very high rate. Only Sheraton charges more than Hilton. But its competitors such as Ibis and Ritz Carlton charge far less in comparison but provide much better servicing. Hilton charges minimum £70 a night for its hotel accommodation of a customer (Fifield, 2022). The company charges £210 for a double room and £500 for a penthouse. This charging is 7% higher than Ritz Carlton that provides similar quality. 
Place: Hilton has over 20 branches in Liverpool (Fifield, 2022). The branches are in the city centres so that the customers are easily able to check into the hotels and secure the services. The reason that Hilton has managed to get its services in large cities is that it wants to get the maximum number customers possible. 
Promotion: The advertisement of new value promotion will mostly happen over online media and also traditional marketing. As Hilton has over 1.5 million followers on Facebook, the company will be able to do free marketing to these customers (Greenley, 2022). RACE model that stands for Reach, Act, Convert, and Engage can help here (Greenley, 2022). On digital media like Facebook, Hilton will initially display the offerings to inform customers at reach stage. Then, customers will be offered some free of cost facilities like eBooks at Act stage (Greenley, 2022). Then, at Convert stage, customers will pay for receiving services. In last Engage stage, they will become regular paying customers. 
Action
A GANTT will be used to display marketing activities like below:
	Activities 
	1st month 
	2nd month 
	3rd month 
	4th month 

	Google marketing 
	
	
	
	

	Facebook marketing 
	
	
	
	

	TV and billboard marketing 
	
	
	
	

	Instagram marketing 
	
	
	
	



It can be seen from the chart that various sources will be used to conduct the marketing for Hilton across 4 months. 
Control
A few measurements will be used to gauge success of the company in next few years. Such as: 
· 8,000 new customers are being expected in 1st four months of conducting marketing. 
· In 1st year, minimum 6% growth is being expected compared to 2022. 
· A 3% rise in profit compared to 2022. 
· 300,000 people engagements on Facebook and Instagram being expected. 
Conclusion
Marketing is the primary business function to achieve business goals. Through setting up marketing plans and strategies, it is possible to achieve certain business objectives related to profitability, customer engagement and growth. Through the development of robust marketing strategies, the achievement of goals is possible. 


References
Cespedes, F.V. and Piercy, N.F. (2021) Implementing marketing strategy. Journal of Marketing Management, 12(1-3), pp.135-160.
Ferrell, O.C., Hartline, M. and Hochstein, B.W. (2021) Marketing strategy. Cengage Learning.
Fifield, P. (2022) Marketing strategy. Routledge.
Greenley, G.E. (2022) An understanding of marketing strategy. European Journal of marketing, 23(8), pp.45-58.
Morgan, N.A., Whitler, K.A., Feng, H. and Chari, S. (2019) Research in marketing strategy. Journal of the Academy of Marketing Science, 47, pp.4-29. 














[image: ]













[image: ]














[image: ]













[image: ] [image: ]

[image: ]

[image: ]



[image: ]


[image: ]


[image: ]
[image: ]
image4.emf



PESTLE



u Positive political environment in UK. 



u UK economy booming since COVID-19 (Cespedes and Piercy, 2021). 



u Over 4% growth achieved in latest financial year (Fifield, 2022). 



u Growing per capita income of Britons. 



u Growing disposable income of people (Ferrell et al., 2021). 



u Popularity of luxury hotels in UK. 



u Presence of advanced marketing tools (Fifield, 2022). 
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Segmentation and targeting 



u Older audience with higher income levels. 



u Affluent customers.



u Customers living in metropolitan areas (Greenley, 2022). 



u Customers looking for luxury and fun. 



u Businesspeople looking to host business events (Fifield, 2022). 



u Wealthy customers looking to rent penthouse. 
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Marketing objectives 



u Growing the customer base by 5%. 



u Customer growth to be achieved by next 5 years. 



u Increasing sales by 4% each year. 



u Boosting profitability. 



u Getting a firm grip on UK hospitality industry. 



u Beat competition. 
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Marketing mix 



u Product:



u Accommodation being the main service. 



u Suite renting and event organisation (Greenley, 2022).



u Penthouse renting. 



u Price:



u £60 a night for accommodation under new market plan. 



u Providing £450 a night for penthouse. 



u Place:



u In metropolitan areas of UK. 



u Promotion:



u Both traditional and digital methods. 
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Actions 



u Hilton to employ digital and traditional marketing platforms. 



u Main marketing platform to be Facebook. 



u 1.5 million followers in Hilton’s official page. 



u Facebook marketing to run for 1st two months. 



u Paid campaigning with targeting audience (Morgan et al., 2019). 



u Google marketing to happen on 1st month for London and Manchester areas.



u TV and billboard on 2nd month. 



u Instagram marketing in last 2 months. 
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GANTT chart
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Conclusion 



u Marketing plan is a significant course of action taken by every business to
achieve the objectives. Such plan needs to be supported by robust planning,
environmental analysis, customer and competitor research. thus, a business is
able to develop strategies to achieve its goals. Marketing tools such as
traditional and digital media should be properly used for goal achievement.
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Introduction 



u Marketing plan for Hilton’s growth objective. 



u Boosting sales and profitability. 



u Growing the customer base. 



u Doing a comprehensive environmental analysis (Cespedes and Piercy, 2021). 



u Both internal and external environmental analysis. 



u Setting up a robust marketing strategy. 
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SWOT



u Strengths:



u Hilton’s reputation being widespread.



u The hotel chain being one of the most reputed. 



u Strong and highly skilled core group of employees. 



u Weakness:



u Not as good as competitors. 



u Highly expensive. 



u Opportunity:



u Achieving strong market grip. 



u Threat:



u Rise of competition. 
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