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This marketing plan focuses on enhancing the marketing approach for the major hotel brand Hilton. This plan seeks to discover a marketing opportunity that will enhance the brand's market position in the present environment. The strategy will provide an overview of the micro and macro environment analysis, SMART objectives, value proposition, and marketing mix for the Hilton Hotel marketing team.
SOSTAC, 4'Ps, ad Bowmans are among the primary areas/theories/theorists employed to develop this approach. The SOSTAC strategic planning model provides a framework for the creation of a marketing plan. The 4'Ps (Product, Pricing, Placement, and Promotion) are applied to the marketing mix analysis (Weinswig, 2021). The strategy clock of Bowmans is used to analyze the organization's competitive position. 
[image: What is the SOSTAC methodology? All you need to know]SOSTAC analysis is a marketing strategy that is done to implement the marketing plan after the situation analysis in a formulated way. That helps businesses to stay on track. The steps that lie in the SOSTAC analysis are situation analysis, objectives, strategies, tactics, action, and control.
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All the marketing steps that lie in the SOSTAC analysis are applied to the marketing strategy of the Hilton Hotel. 
The Situation Analysis is comprised of an examination of the "5 Cs," which are the Company, Customers, Competitors, and Collaborators, as well as the Climate.
The Hilton Hotel brand is well known all over the world, but it must contend with intense competition from a variety of other international hotel groups. According to the company's Strengths, Weaknesses, Opportunities, and Threats (SWOT) study, its strengths consist of a powerful brand, a diverse selection of accommodation options, and a sizable distribution network. However, its weaknesses include an excessive reliance on the market in the United States, an absence of diversification in the product offers it provides, and a lack of a presence in developing countries.
Hilton Hotel targeted a wide range of customers. The hotel caters to those who are traveling for business as well as for pleasure, and it has recognized various different consumer segments, such as those who are looking for luxury, those who are traveling on a budget, families, and business travelers. The hotel's marketing activities can be made more personalized through the use of segmentation and targeting, which will ultimately lead to increased customer satisfaction (Watt, 2018).
Other international hotel chains, including Marriott, Intercontinental, and Accor, are the hotel's primary competitors in the worldwide hospitality market. According to the findings of a perceptual positioning map research, Hilton Hotel is regarded as a luxury brand, despite facing competition from other premium brands like Marriott and Intercontinental. According to the findings of Bowman's strategy clock, Hilton Hotel has the potential to set itself apart from the competition by providing distinctive features and services (Suilon, 2023).
The hotel has a number of business-to-business agreements, such as collaborations with airlines, credit card firms, and various other travel suppliers. These connections may be able to assist the hotel in broadening its market and enhancing the value proposition it offers.
The hospitality business is influenced by a number of macro elements, including political, economic, social, technological, environmental, and legal factors, among others. One of these is climate. According to the findings of a PESTLE analysis, the hospitality business is being impacted by shifting consumer preferences, growing reliance on technology, and evolving policies and regulations from various levels of government (Solish, 2015).
To increase Hilton Hotel's market share and revenue by 15% within the next 12 months, through the following SMART objectives.
Their Specific objective is to increase the hotel's occupancy rate to 80% through targeted marketing efforts focused on business travelers and families with children under the age of 12, by the end of 2023.
Their objective is also measurable and that is to increase the average length of stay by 10% through promotional packages, loyalty rewards, and personalized offers, by the end of 2023.
The objective seems to be achievable also as they are going to increase the revenue per available room (RevPAR) by 8% through a dynamic pricing strategy based on market demand and competitor analysis, by the end of 2023.
Enhance customer satisfaction ratings to 85% through an improved guest experience, personalized customer service, and increased engagement on social media platforms, by the end of 2024. Thus, it can be said that they are timebound and it is quite relevant.
Hilton Hotel’s strategies are really very unique. The value proposition of the Hilton Hotel is to provide guests with a luxury, individualized wellness experience. This will be accomplished by providing a variety of wellness services, such as spa treatments, fitness programs, nutritious food, and outdoor activities. By providing a customized experience based on the tastes and interests of each individual guest, Hilton Hotel will separate itself from competitors. This will be communicated via customized marketing initiatives that emphasize the hotel's wellness offerings and the advantages of a customized wellness experience (Singh, 2013). The value proposition will be provided through a combination of in-house services and collaborations with local wellness providers. This will allow Hilton Hotel to offer guests a holistic wellness experience that exceeds their expectations. The value proposition will be linked to consumer segments by focusing on leisure travelers interested in wellness experiences and establishing Hilton Hotel as a premier wellness destination. This will impact targeting and positioning by stressing the individualized nature of Hilton Hotel's wellness experience and its premium amenities and services.
The probable marketing mix tactics for the Hilton Hotel is described below including detailed explanations.
The Hilton Hotel should continue to offer its current selection of goods and services but should focus on enhancing the quality and distinctiveness of its offers. In order to attract and retain customers, the hotel can introduce new and innovative services such as personalized room designs, special spa and fitness centers, and distinctive dining alternatives (Sharp et al., 2013).
Through multiple channels to promote and sell its services, Hilton Hotel may broaden its reach and increase its consumer base. The hotel must guarantee that its website and social media channels are updated frequently and are user-friendly. Moreover, working with travel companies, airlines, and other complementary industries can assist Hilton Hotels in expanding into new regions and providing customers with package discounts.
Hilton Hotel should develop a pricing plan that takes customer value into account and is in line with the hotel's market position. Using dynamic pricing, the hotel can offer varying rates based on demand, season, and length of stay. In addition, loyalty programs, discounts, and special offers can help keep existing customers and attract new ones (Prensky, 2011).
The Hilton Hotel can advertise its services through a variety of methods, such as traditional advertising, public relations, and internet marketing. In order to engage potential customers, the hotel should develop a comprehensive communication strategy that includes targeted social media campaigns, email marketing, and influencer collaborations. Hilton can also hold public relations events, sponsor events, and organize contests and prizes to promote brand awareness and consumer loyalty.
The Hilton Hotel can attract and keep customers by combining these strategies (Kotler et al., 2016). By enhancing the quality and distinctiveness of its offers, extending its reach, adopting a pricing strategy centered on the client, and promoting its services through several channels, the hotel can differentiate itself from its competitors and maintain its relevance in the present market.
The following Gantt chart outlines the marketing activities and action plan that will be implemented over a period of six months to achieve the SMART objectives of the marketing plan.
	Marketing tasks
	Start date
	End date
	Responsible person
	budget

	Developing promotional materials
	March 1, 2023
	April 2, 2023
	Marketing team 
	$10,000

	Social media campaign 
	April 3
	April 30
	Social media manager 
	$6,000

	Host influencer event 
	May 1
	May 31
	PR manager
	$18,000

	Offer special package 
	June 1
	June 30
	Sales team 
	$22,000

	Sponsor local events 
	July 1
	July 31
	Sponsorship manager 
	$8,000



The above marketing channels were influenced by market research and macro- and microenvironmental analysis. Distribute of brochures, flyers, and digital advertisements at events and locations frequented by potential customers. The social media campaign will feature influencers and user-generated content on multiple channels. To promote the hotel, the influencer event will attract social media influencers with large followings (Porter, 2018). Sponsoring local events will increase the hotel's visibility, while value-oriented packages will attract customers.
Measuring the marketing plan's success is vital for ensuring its efficiency. Using metrics such as new customer acquisition, brand perception, and enhanced profitability, the performance of the marketing effort may be evaluated. By monitoring the key performance indicators (KPIs) and altering the strategy accordingly, the marketing team can measure the success of its marketing initiatives. Frequent performance review meetings can be planned in order to examine the marketing plan's outcomes and make educated decisions. These measurements also capture data that can be utilized to enhance future marketing strategies (Baker, 2014).
This marketing plan concludes with a thorough and effective approach for Hilton Hotel to enhance its brand image, increase profitability, and strengthen customer loyalty. The plan seeks to uncover new opportunities, generate value for consumers, and capture value in return by studying the micro and macro environments. The plan outlines the marketing mix, consumer segmentation, targeting, and positioning strategies by employing the SOSTAC, 4Ps, Bowman's strategy clock, and other frameworks. Hilton may reach a larger audience by utilizing marketing channels such as social media, digital marketing, and database management to advertising its services. Ultimately, this strategy will position Hilton as a market leader on a global scale.
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                                                                      Introduction   Hilton Hotel is one of the largest and most successful hotel companies in the world.   It has more than 6400 branches in more than 119 countries in the world.  The entire discussion will cover the marketing plan of the Hilton  Hotel using the  SOSTAC framework.  Environment analysis, objectives, and the marketing mix for the plan will be  presented for the purpose of the marketing essentials.      
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                                                                 Situation analysis  Company  Strength,  Powerful brand  Diverse selections of  accommodation  Sizeable distribution networks Weakness  Excessive reliance on the USA  market  Lack of diversifications in the  offered products  Absent in some developing  countries  Customers  Luxury lovers people  Travel - some people   Business and family travelers  Competitors Marriott  Intercontinental  Accor  Perceptual positioning research  A luxury brand Bowman’s strategic clock • Able to be distinctive by  offering distinct features.
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                                                                                         Objectives        SMART Objectives  Descriptions  Specific  Increase the hotel's occupancy rate to 80% through targeted marketing  efforts focused on business travelers and families  Measurable  Increase the average length of stay by 10% through promotional  packages, loyalty rewards, and personalized offers  Achievable  Increase the revenue per available room (RevPAR) by 8% through a  dynamic pricing strategy by the end of 2023.  Relevant & time -bound  Enhance customer satisfaction ratings to 85% through an improved  guest experience, personalized customer service, and increased  engagement on social media platforms, by the end of 2024
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                                                                 Hilton hotel’s wellness  strategy   Value Proposition : Provide guests with luxury, individualized wellness experience  Services : Spa treatments, fitness programs, nutritious food, outdoor activities  Customization : Tailor experiences to each guest's tastes and interests  Marketing : Emphasize wellness offerings and benefits of custom experience through customized initiatives  Delivery : Combination of in - house services and collaborations with local wellness providers  Targeting and Positioning : Focus on leisure travelers interested in wellness experiences, establish Hilton Hotel as a premier wellness destination .  Hotel Hilton’s properties for YOGA
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                                                                 Hilton Hotel’s Marketing  mix tactics   Product : Enhance quality and introduce innovative services .  Place : Use multiple channels to promote and sell services ; work with complementary industries .  Price : Develop pricing plan based on customer value and market position ; offer loyalty programs and discounts .  Promotion : Advertise through traditional and online channels ; develop communication strategy ; hold public relations events .  Marketing Mix
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Action plan based on the Gantt Chart criteria




image17.svg
                                                                                                                               Action plan                   Marketing tasks Start date End date Responsible person budget  Developing promotional  materials  March  1  ,  2023  April  2  ,  2023  Marketing team  $ 10 , 000  Social media campaign  April 3  April 30  Social media manager  $ 6 , 000  Host influencer event  May 1  May 31  PR manager  $ 18 , 000  Offer special package  June 1  June 30  Sales team  $ 22 , 000  Sponsor local events  July 1  July 31  Sponsorship manager  $ 8 , 000 Action plan based on the  Gantt Chart  criteria
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                                                                 Control (Measuring success) Matrics for success   New customers : Track the  number of new bookings and  inquiries through marketing  channels  Positive brand attitudes :  Monitor social media  sentiment and online reviews  Profit increase: Measure cost  savings and increased  revenue due to reduced fraud  and security breaches Additional  matrics  Employee satisfaction and  retention  Guest satisfaction and loyalty Key take - away Measuring success is crucial for  understanding impact and  identifying areas for improvement. Objective:  Discussing how we will measure the success of our efforts to improve control at Hilton Hotel
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                                                               Conclusion   Hilton Hotel's marketing plan aims to increase customer engagement, market share, and brand  awareness.  Value proposition based on personalized and authentic experiences.  Proposed tactics include refining products, distribution channels, pricing strategies, and promotional  activities.  Metrics to measure success include customer satisfaction, brand awareness, and increased revenue.  Hilton Hotel should continue implementing innovative marketing strategies to maintain its  competitive edge.
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