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[bookmark: _Toc137232652]Introduction
Organizations design and implement a marketing strategy to achieve their objectives. The organization benefits since the necessary components for moving forward are more easily discernible. The Hilton Resort and Spa at Saint George's Park, Burton upon Trent, United Kingdom, is the business I've decided to go with. It's a hotel that's famous all over the globe and was once the largest in the United Kingdom. The hotel now has 30 floors and 245 large rooms for its guests' convenience, and the corporation has a solid reputation for the safety of its patrons, which is a boon to business (Gao & Ruan, 2018). The marketing approach aims to improve the company's social networking site's existence, which is becoming more vital to the success of any business in the modern day. Facebook, YouTube, and Twitter all contribute to the brand's visibility in the eyes of prospective consumers. The hotel mostly caters to guests from the surrounding areas of Stone, Rugeley, Lichfield, Rampton, Derby, and Nottingham. The strategy will also prioritize the needs of the resort's foreign guests. Visitors to the cities along the Trent Rivulet that operate on a tight budget may be a target market.
[bookmark: _Toc137232653]Situation Analysis 
All of the things that the power structure can regulate fall within the micro environment's purview. The public, rival businesses, Hilton's workers, investors, and the press all play roles as micro variables. A SWOT assessment may help the organization see clearly now-
[bookmark: _Toc137232654]SWOT Analysis (Micro)
Assessment of the hotel's SWOT (strengths, shortcomings, possibilities, and dangers) is a necessary part of any business plan (Song S, 2016).
Strengths
· Strategies for retaining customers that work
· Management that gets results
· Technologies that allow for very individualized treatment for each client
Weaknesses
· One's reliance on one's home market
· Weak International Market Presence
· The organization is too large, making changes difficult.
Opportunities
· Strategies for penetrating new overseas markets
· Their dedication to research and development
· Building investments and affordable to moderately priced hotels
Threats
· Some authorities' lack of integrity
· Exorbitant prices for certain plans
· Staff members are not very skilled (Jabreel et al., 2017).
[bookmark: _Toc137232655]PESTLE Analysis (Macro)
Political Factors: Political factors like Brexit have harmed the company by implementing laws that make it difficult for EU guests to visit the hotel. 
Economic Factors: The abrupt COVID-19 epidemic has hurt Hilton Hotel's economy. The shutdown has slowed hotel financial growth  (Moro et al., 2017). 
Social Factors: Due to Covid-19, pay has been decreased and customer perks have been suspended, affecting social factors such as offering sufficient facilities to community members and staff. 
Technological Factors: Technology has assisted Hilton hotel to improve its digital marketing and make accommodation bookings easier. 
Environmental Factors: Hilton hotel company operations are affected by environmental factors because the hotel is situated in a beautiful place and must reduce waste and pollution to keep its surroundings healthy. 
[bookmark: _Toc137232656]Legal Factors: Hilton hotel follows legal guidelines to prevent legal difficulties.
[bookmark: _Toc137232657]Marketing Mix
The corporation uses the advertising mix to manage its current and prospective clientele's receptivity to, and interest in, its goods and services. Hilton Hotel at St. George's Park's marketing strategy is summarised here,
Product: The Hilton Hotel now provides a variety of amenities for its guests. For college pupils in the New York City region, they offer a dorm named the Weller Wing. They also cater to both local and foreign students at their other campuses. Guests may enjoy the hotel's swimming pool, executive relaxation, and spa facilities throughout their stay (Beritelli & Laesser, 2018). In addition to the hotel, there are several restaurants and other establishments in the immediate vicinity.
Price: There are several plenty of pupils from other towns and even worldwide towns who are in dire need of housing, but the cities around the Trent River are quite expensive and the inhabitants there make an acceptable amount of income. Thus, the Hilton Hotel employs a price-cutting approach in this sector while still providing its clients with five-star accommodations and amenities. They provide a variety of rooms at a range of pricing points. Accommodations here cost £121 per semester and are available to undergraduates. They surveyed competitors and determined this to be a fair price. Managers and upper management may stay in rooms that cost £450 per night. They don't provide enough value to their regular clients, thus the offerings need to be revised, and updated price lists posted on the establishment's website.
Place: Due to the lack of billboards as well as other forms of advertising, not enough potential guests are aware of the Hilton Hotel's existence. They need to pressure investors into funding Trent-area lobbying channels (Zhang et al., 2018). Individuals will want to visit the hotel so they can check it out. It's a job for which their online presence and networking sites may be put to use.
Promotion: The marketing plan is the main arsenal of every company nowadays. The Hilton Hotel has to put more effort into its social media presence. There has to be the utilization of billboards, funded lobbying groups, support centers, and other such facilities.
It's important to reach out to young people and college students using social networks like Instagram as well as Facebook.
[bookmark: _Toc137232658]Objectives
The core objective of the Hilton hotel is provide the great services to their customers and earns revenue for the company. In addition it also aims to establish a good repute among the customers to earn the loyalty of the customers which will ultimately increase the revenue of the customers. The Hilton hotel is providing the accommodation and eating facilities right now but later on the company will try to establish or introduce some new products so they could earn the more revenue.
[bookmark: _Toc137232659]Strategy
Individuals in this era of globalization are willing to pay any price to experience the kind of joy they can only get in hotels and theme parks. The Hilton Hotel provides its guests with a variety of entertainment options. The learners have access to amenities such as clean study spaces, affordable and nutritious dining options, and a pleasant environment. There are a variety of perks available, including a spa, fine dining, and more.
Social network platforms like Instagram, Twitter, and Facebook in order will form the bulk of our distribution infrastructure. Here are going to be competitions and other promotional activities happening there. The hotel will be used as the name for the general public group. The administrators of the fan group will utilize special incentives to get guests to visit the accommodations no less than once. If you follow these steps, you'll have no trouble completing the client's worth and participation part (Roque, 2016).
[bookmark: _Toc137232660]Tactics
The Hilton hotel is one of the oldest hotel and they had a strong control over their selling's by making different market tactics. On the other the hand, they made a strong collaborations with the technology as they shifted themselves in the social media platforms so they could earn the revenue and they also understands the importance of the social media platforms as well. Currently they are using Facebook, twitter, Instagram and other social media handles to engage the customers but they still needs a realistic website which could be used for order processing and providing the facilities to the users. This will earn lot more for them. Not only the huge revenue would be earned through it but they will make a strong customer relationship which will ultimately increase the revenue for the customers as well. The ease of customers will earn new customers as well.
More resources and hardworking employees are required in the hotel's scientific and technological department so that it may reach its full potential. Hotel deals aimed at middle-income guests should be modernized. If learners see ads for their services, they will flock to them. They need to seize this chance (Chang & Wang, 2019). In this day of globalization, when a company's success or failure is often determined by its ability to provide outstanding consumer service, hotels can't afford to have any workers who don't uphold the highest ethical standards remain on staff. The expensive plans need to be reduced so that they can still attract clients during slow periods and peak times. More effective human resources directors who can identify and recruit top performers are required.
[bookmark: _Toc137232661]Gant Chart
	Marketing Channel
	Start Date
	End Date

	Facebook
	01-06-2023
	07-06-2023

	Instagram
	07-06-2023
	12-06-2023

	Twitter
	12-06-2023
	20-06-2023

	Others
	20-06-2023
	30-06-2023


[bookmark: _Toc137232662]Control
At the end of the month or each financial year the profit and loss of the hotel would be tracked by making different analysis. The whole income and expenses of the hotel would be recorded in a database and at the end of the financial year this data would be analyzed through the tools like excel or SPSS which will ultimately justify the profit or loss of the company. On the other hand, they will provide a quick guide the overcome the losses and increase the profits as well.
[bookmark: _Toc137232663]Conclusion
It takes a lot of time and effort to create a marketing strategy for a major corporation like Hilton. The strategy will get out with internet marketing and culminate in the possibilities of interest. There must be variety in the goods offered. Due to the dynamic nature of the current period, constant modifications are required, including the provision of the service's location and associated costs. Although the target demographic is primarily adolescents, there is a sizable market in the United Kingdom (61% of the population uses social networks).  The company's internal assets and potential, as determined by a SWOT assessment, are where it should focus its efforts. These two have the potential to take the company to the next level. Hazards exist as well, necessitating a check by hotel staff. Individuals' lack of adaptability must be addressed via extensive training. If any of these don't help, they may remove them altogether to guarantee success.
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