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     This marketing plan aims to analyze the Hilton Hotel chain from the point of view of the macro and micro enviroment, to analyze marketing opportunities in order to develop a strategy. SWOT analysis, Browmans strategy clock, PESTLE , collaborators, segmentation and targeting, strategy, SMART targeting, will be used in the correct execution of the marketing plan.
Situation analysis
The five most important areas of marketing are the 5 C’s which has in the component company, customers, collaborators, competitors and climate.  
Company
Hilton Hotel is an American multinational hospitality company, founded in 1919, first was in Cisco, Texas following that in the next 103 years it would own more than 7.165 locations on all across the globe. Details regarding the SWOT analysis, a technique that analyzes strengths, weaknesses, opportunities and treats:
· Strengths: worldwide coverage, loyalty program, focus on innovation and technology
· Weaknesses: dependence of Franchisees, data security and Privacy concerns, bad reviews, overdependence on its US home market.
· Opportunities: healt and Wellness tourism, promote its sustainability, development in the med-scale and budget segment
· Threats: high competition, Russia-Ukraine conflict, fluctuation
Customers
Hilton Hotel customer segment is aimed at middle-aged and elderly customers, between 25-60 years old, who come frome te upper class with a high level of income. 

Collaborators
Hilton is based on the hundreds of franchises it has all over the world, also has B2B relationships with several turism-related businesses as booking, trivago
A great partnersip that the Hotel chain has concluded was with American Express, offering credit cards througt wich customers have more benefits such as free breakfast, earn Hilton Honors point.
Competitors
According to the CEO ranking, Hilton Hotel has as main competitors Hyatt, Marriot, IHG, Loews Hotels, Holiday Inn. Because of theirs premium quality and prices, they have as competitors the bands that do not have high standards, which also offer services for the lower class. 
Climate
Hilton PESTLE analysis is an important tool for marketing which in its expanded form denotes Political, economic, social, technological, legal and environmental.
· Political: Having hotels in several countries around the world, Hilton has to deal with the political situation in each country, thus being exposed to risks. To a large extent political factors can affect the business enviroment through commercial tariffs, fiscal policy, etc
· Economic: In order to be able to make profit, Hiton Hotel should establish themselves in countries with powerful financial customers.
· Social: Hilton Hotel s targeted more by international customers, social factors analyze cultural, demographic trends, etc
· Technological: This factor is very important in the Hotel industry, thanks to the rise of social media, Hotel reservation have become easier to access for customers and safer for Hotels.
· Legal: Hilton Hotel must closely analyze the legislation of each country in which it operates, customers and employees laws must be respected.
· Enviroment: Some of the factors that affect the enviroment are geographical location, glogal changes in climate, environmental offsets, therefore Hilton Hotel must properly manage waste to save the envioment.


Objectives 
· Specific: Increase with 10% the average level of occupancy over the level of previous year
· Measurable: Comparing with the previous year, the occupancy rate must be monitored monthly
· Achievable: With the help of marketing director and the market research, 10% increase in the occupancy rate can be achieved
· Relevant: This incrase in the degree of occupancy will bring more profit for the Hilton Hotel in view of the decrease in COVID-19
· Time-bound: In the next 12 months, a 10% increase in occupancy is expected

Strategy
Hilton Hotel mainly focuses on building hotels in popular locations within the target customer's segment. As a result of the analysis of the global consumer market, the emotional needs of the guest are universal, which means that the Hilton brand must be proportionate and universal. 
Local and cultural nuances play a very important role in the way Hilton responds to customer needs. 
A good marketing strategy that Hilton has well developed is to offer customers a unique positive experience, so in some hotels there are offering services such as airport transfer, free breakfast, laundry for a fee, which attracts many customers with a variety of services.  

Tactics
Marketing mix:

Place: 
The hotel chosen for this marketing plan is the Hilton Garden Inn located in Bucharest, capital of Romania. It is one of the most luxurious 4* hotels in Bucharest, strategically placed in the city center, offering tourists the opportunity to visit the city’s tourist spots, but also accessible as a location for business guests. The hotel is steps away from the Romanian history and culture in the center of Old Town: National Museum of Art, Palace of Parliament which is the second largest building in the world in term of surface area.

Product
It is a special hotel in terms of aspects related to a historical monument building. It is the first Hilton Garden Inn in Romania (Maria Dragulin 2018)
Customers can easily get from the airport to the hotel by several means of transport such as taxi, train, bus. The hotel offers its customers several facilities: a restaurant, fitness room, business center, wedding hall and pet-friendly room. 
Price
The prices vary depending on the seasonal period and the services that the customer requests, the price for one night accommodation starting from £90 to £200. 

Promotion
Hilton will collaborate with travel agencies and airlines to promote and market products to boost customer satisfaction. The public relations department of the company will work and look for the best ways to establish strong relationships with customers and encourage repeated visits and the possibility of recommending the hotel to friends and family. The public relations department will focus on promotion on current social media platforms such Twitter, Instagram etc. to feed the need of customers. 

Control
Monitoring the 10% increase in the occupancy rate of the Hilton Hotel, means gaining more new customers and satisfying their needs. Monitoring costs of marketing plan, must be carefully analyzed so that they do not exceed the gains. Maximizing the profit margin is a difficult task in the competitive market, putting enormous pressure on the market team. Preparing profit and loss statement for each marketing entity, assigning of functional expenses to marketing entities, identifying functional expenses is the important stpes in profitability control.

Conclusion
This marketing plan is buid to raise the occupancy level of the hotel. The intense work of the public relations team is essential in this project because it had the geatest responsibility to win new and long term customers.
Hilton Hotel is a hotel chain with a large coverage throughout the world having the advantage of being a good competitor.
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Hilton Hotel is a luxury American multinational
hospitality company.

Was founded in 1919 and own more than 7.165
location on all across the globe.

The aim of the presentation is to make a
marketing plan based of SWOT analysis, PESTLE
analysis.

The objective of strategy is to increase the
occupancy by 10% compared to last year.
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CONCLUSIONS

» This marketing plan is built to raise the occupancy level of the hotel

* The intense work of the public relations team is essential in this
project because it had the greatest responsibility to win new and log
term customers.

* Following the marketing strategy for the whole year a
plan, could have big financial gains in the following ye

* Hilton is a hotel chain with a large coverage through
world, g the advantage of being o good competitor.
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Marketing mix

« PLACE
*  THE HOTEL CHOSEN FOR THIS MARKETING PLAN IS THE HILTON GARDEN INN LOCATED IN BUCHAREST, CAPITAL OF ROMANIA. IT IS ONE
OF THE MOST LUXURIOUS 4* HOTELS IN BUCHAREST, STRATEGICALLY PLACED IN THE CITY CENTER, OFFERING TOURISTS THE
OPPORTUNITY TO VISIT THE CITY’S TOURIST SPOTS, BUT ALSO ACCESSIBLE AS A LOCATION FOR BUSINESS GUESTS. THE HOTEL IS
STEPS AWAY FROM THE ROMANIAN HISTORY AND CULTURE IN THE CENTER OF OLD TOWN: NATIONAL MUSEUM OF ART, PALACE OF
PARLIAMENT WHICH IS THE SECOND LARGEST BUILDING IN THE WORLD IN TERM OF SURFACE AREA.

< PRODUCT
+ ITIS A SPECIAL HOTEL IN TERMS OF ASPECTS RELATED TO A HISTORICAL MONUMENT BUILDING. IT IS THE FIRST HILTON GARDEN INN IN
ROMANIA (MARIA DRAGULIN 2018). CUSTOMERS CAN EASILY GET FROM THE AIRPORT TO THE HOTEL BY SEVERAL MEANS OF TRANSPORT
SUCH AS TAXI, TRAIN, BUS. THE HOTEL OFFERS ITS CUSTOMERS SEVERAL FACILITIES: A RESTAURANT, FITNESS ROOM, BUSINESS CENTER,
WEDDING HALL AND PET-FRIENDLY ROOM.

PRICE
+ THE PRICES VARY DEPENDING ON THE SEASONAL PERIOD AND THE SERVICES THAT THE CUSTOMER REQUESTS, THE PRICE FOR ONE NIGHT
ACCOMMODATION STARTING FROM £90 TO £200.

+ PROMOTION
+  HILTON WILL COLLABORATE WITH TRAVEL AGENCIES AND AIRLINES TO PROMOTE AND MARKET PRODUCTS TO BOOST CUSTOMER

SATISFACTION. THE PUBLIC RELATIONS DEPARTMENT OF THE COMPANY WILL WORK AND LOOK FOR THE BEST WAYS TO ESTABLISH
STRONG RELATIONSHIPS WITH CUSTOMERS AND ENCOURAGE REPEATED VISITS AND THE POSSIBILITY OF RECOMMENDING THE HOTEL TO
FRIENDS AND FAMILY. THE PUBLIC RELATIONS DEPARTMENT WILL FOCUS ON PROMOTION ON CURRENT SOCIAL MEDIA PLATFORMS SUCH
TWITTER, INSTAGRAM ETC. TO FEED THE NEED OF CUSTOMERS.





