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Company: Hilton Hotels 

[bookmark: _bhef9a3vmihf][bookmark: _Toc134461219]Introduction

As opined by Chaffey and Smith, (2022), a marketing plan relates to a detailed document which entails within its purview the distinct strategies which need to be executed for sufficing the marketing needs of an organisation. 

It is to be presented to the board members and the marketing team of the Hilton Hotels. 
The marketing plan has been developed through the use of 5C's Ansoff matrix, RACE framework, SWOT analysis and similar other analysis tools. 

Issue: The purpose of the current marketing plan is to provide an innovative solution for encompassing the fast-changing dynamics of the marketing environment in UK in the post-pandemic period for Hilton Hotels.

[bookmark: _etiscyg4i74z][bookmark: _Toc134461220]Situation Analysis
5C’s 
Company: SWOT analysis 
	Strengths 
	Efficient consumer retention schemes 
High level of service customisation 

	Weaknesses 
	Inadequate flexibility 
Low market share despite a wide portfolio of brands 

	Opportunities 
	International market expansion 
Research and development 

	Threats 
	Employee attrition 
Abrupt changes in the macroeconomic environment 


Customers: 
As mentioned by Ferrell et al., (2021), segmentation refers to the approach undertaken by a business to group its consumers on the basis of common attributes. The segmentation approach undertaken by Hilton Hotels resembles that of demographic and psychographic segmentation. The adherence to these segmentation categories enables the business to group consumers on the basis of their age, gender, income, service demand and similar other attributes, (Pride and Ferrell, 2019). 
	Age 
	15-60-year-olds 

	Gender 
	Male, female and LGBTQ+

	Income 
	Medium to High 


Positioning map 
[image: ]
Figure 1: Positioning map
(Source: Created by the author)
Competitors: Bowman’s strategic clock 
Bowman's strategic clock refers to the market positioning of a firm based on the inherent approach towards market adaptation, (Jin et al., 2019, p. 573). The strategic dimensions within the clock's purview vary from low to high on the indices of price and perceived value to the consumers, (Fahy and Jobber, 2019). Out of the eight strategic dimensions available the approach of Hilton Hotel resembles that of a hybrid which aligns with the wide variety of brands the company owns under its name. The hybrid approach enables the business to adhere to moderate differentiation as well as dynamic pricing in its market outlook, (Morrison, 2022).
[image: ]
Figure 2: Bowman’s strategic clock 
(Source: Created by the author)
Collaborators
The company operates through collaborative ownership across the global business environment under B2C segment. It has 19 brands under its name which have been acquired through the use of the mergers and acquisitions approach. 
Climate: PESTLE
	Factors 
	Description 
	Impact

	Political 
	Post-Brexit implications 
	Can disrupt the supply chain relations 

	Economical 
	High inflation 
	Increased lending rates for the business, (Sánchez et al., 2020,  p. 9926)

	Social 
	Changing dynamics of consumer persona 
	Low consumption trend among UK consumers 

	Technological 
	R&D development trend 
	Use of digital marketing strategies based on AI, (Ducange et al., 2018, p. 329)

	Legal 
	Employment regulations 
	Employee relation management 

	Environmental 
	Sustainability inclination 
	Brand awareness and brand image, (Kotler et al., 2020)



Marketing Mix

	Product 
	Hospitality service 

	Price 
	Competitive pricing strategy 

	Place 
	UK and 122 countries 

	Process 
	Operational management for effective service delivery 

	Physical evidence 
	Located over 7000+ locations 

	Promotion 
	Social media advertising 

	People 
	Skilled employees 



[bookmark: _ygtq85j43mmk][bookmark: _Toc134461221]Objectives
The objective of the marketing plan is to achieve higher brand awareness to enhance the market share of the business through the use of digital marketing strategies by the end of the year. 



SMART target
	Objectives 
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time-bound 

	To gain higher brand awareness 
	Essential for increasing consumer outreach 
	Through an increased volume of sales 
	Distinct digital marketing approaches 
	Required to gain a competitive advantage 
	6 months 

	To enhance the market share
	Essential for strengthening business benchmarks in the hospitality sector
	Through the positive performance of distinct brands owned by the company 
	By use of appropriate business and marketing strategies 
	Required to gain a competitive advantage
	1 year



[bookmark: _uq2ylm5r449w][bookmark: _Toc134461222]Strategy
The company's current value proposition is based on the inherent application of a uniform marketing approach to cater for the advertising needs of the business. However, a renewed transition is required in this foray as the company needs to focus on the brand awareness metric by use of a distinct marketing approach for its various brands based on their individual needs. It could enable the business to create a value proposition which aligns with its consumer preferences along with the company's inherent growth needs, (Ho and Law, 2022, p. 133). 

The Ansoff’s matrix depicts the various directions that can be opted by the business to enhance its competitive leverage. The adaptation of the market penetration approach is a viable strategic venture that the business can opt for to gain a higher market share in the global hotel industry. 

The pricing and promotion strategies of the marketing mix are to be altered to align with the changed metrics of the business strategy. 
[image: ]
Figure 3:Ansoff matrix 
(Source: Created by the author)

[bookmark: _gxsmviorkbi][bookmark: _Toc134461223]Tactics

The analysis of the macro and micro environment of the business has depicted the key functionalities which can be improved upon. The addressing of these issues can be overcome by the development of a comprehensive digital marketing approach for the business which caters to its wide range of service offerings, (Smith and Zook, 2020). The following communications approach can enable the company to develop a consumer-centred viewpoint in its purview along with mitigation of the key challenges faced. 

RACE framework 
	Reach 
	The first step refers to the reach attribute which is to be planned by diversification of the company's social media outreach through the use of marketing campaigns. Subsequently, AI is to be deployed to recognise consumer trends and develop a marketing design that aligns with it for higher accuracy in objectives achievement, (Forbes, 2019). 

	Act 
	The development of a marketing plan, reaching out to consumers and gathering their views regarding the directed approach. Subsequently development of distinct consumer touches points that enable the business to enhance its consumer engagement, (Bowie et al., 2017).

	Convert 
	The data aggregated through distinct sources of consumer touch points and digital marketing can entail Hilton Hotels with a large variety of consumer leads. The business can thereby develop a follow-up strategy through the use of discounts, rewards, promotional offers and personalised experience to convert potential leads into sales. 

	Engage 
	The last stage of the RACE framework relates to the engagement of the customers of the business which the company needs to emphasise by the use of customer service strategies, (Jobberand Ellis, 2020). The company is to reflect upon the various techniques that can be implemented for enhancing the experience value of the consumers during their stay at the hotel.  



As discussed the social media approach of the company is unidirectional in nature and is emphasised on creating higher brand awareness however lacks the follow-up strategy required for consumer conversion. The company is involved in a host of sustainable practices which can be deployed as effective methods to gain consumer engagement and influence their brand perception. Further through the use of AI consumer trends can be recognised based on which the consumer touch points can be altered to suffice the inherent organisational needs of Hilton Hotels. 

[bookmark: _udq2nheedezc]


Action

Gantt chart of marketing activities





The marketing activities detailed above are to be carried out in a sequential manner to achieve the prospects of the marketing plan. 

The marketing channel schedules have been planned to suffice the distinct needs of the project as well as to ensure the conduction of activities with high accuracy. The decisions taken in regards to planning and scheduling have been driven by the use of appropriate concepts and theory of project planning. 

[bookmark: _yunsum1silmi][bookmark: _Toc134461225]Control

The distinct metrics that can be deployed to measure the success of the proposed marketing approach of the business are: 

	Customer Acquisition cost
	It can assist in determining the efforts business is required to induce for customer conversion and should be in declining trend, (Blakeman, 2018). 

	Sales volume 
	An increase in sales volume is a positive sign 

	Website Traffic generated 
	Higher traffic generation is to be aimed at increased market outreach 

	Brand perception 
	Positive feedback from consumers 

	Profit increase 
	An increasing trend of operating profit for the business 



[bookmark: _iqkwiauqcdvm][bookmark: _Toc134461226]Conclusion

The marketing plan in its view illustrates the manner in which the contemporary issue faced by Hilton Hotels can be effectively managed to support its further organisational growth. The key marketing issue which the plan caters to address within its purview relates to the exercise of analysing the changing marketing dynamics in UK to cater to the impeding needs of competitive leverage in the hospitality industry. Based on the concerned issue the subsequent planning exercise has been developed in the study.
Through the use of distinct models and frameworks, a detailed overview of the various strategic forays which can be adopted by the business to strengthen its marketing approach has also been illustrated. 
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Appendix 1: PESTLE analysis 
	Factors 
	Description 
	Impact

	Political 
	Post-Brexit implications 
	Can disrupt the supply chain relations 

	Economical 
	High inflation 
	Increased lending rates for the business

	Social 
	Changing dynamics of consumer persona 
	Low consumption trend among UK consumers 

	Technological 
	R&D development trend 
	Use of digital marketing strategies based on AI 

	Legal 
	Employment regulations 
	Employee relation management 

	Environmental 
	Sustainability inclination 
	Brand awareness and brand image 


Appendix 2: Marketing mix 
	Product 
	Hospitality service 

	Price 
	Competitive pricing strategy 

	Place 
	UK and 122 countries 

	Process 
	Operational management for effective service delivery 

	Physical evidence 
	Located over 7000+ locations 

	Promotion 
	Social media advertising 

	People 
	Skilled employees 
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Sample phase title block

Advertising 

Tv How many views.  March August

Radio Promotional code NovemeberNovember

PPC Click rate NovemberNovember

Email marketing Bounce Rate December December 

SEM  CPC rate  December december 

This is an empty row
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Product benefit Persuasive selling point  DecemberDecember 

Giving Consultation  More positive growth December January

Story formation  Better customer aqusation  January January
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Brand Management  Improved conversion rate  May May
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Distribution  Cost Per lead June  June

Telemarketing  More sales rate June  June
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As opined by Chaffey and Smith,
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Introduction 


As opined by Chaffey and Smith, (2022), a marketing plan relates to a detailed document which entails within its purview the distinct strategies which need to be executed for sufficing the marketing needs of an organisation. 



















































































































































































































































The purpose of the current marketing plan is to provide an innovative solution for encompassing the fast-changing dynamics of the marketing environment in UK in the post-pandemic period for Hilton Hotels. It is to be presented to the board members and the marketing team of the company and has been developed through the use of 5C's Ansoff matrix, RACE framework, SWOT analysis and similar other analysis tools. 
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Objectives

The objective of the marketing plan

is to achieve higher brand

awareness to enhance the market

share of the business through the

use of digital marketing strategies by

the end of the year.
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Objectives

The objective of the marketing plan is to achieve higher brand awareness to enhance the market share of the business through the use of digital marketing strategies by the end of the year. 



		Objectives 		Specific 		Measurable 		Attainable 		Relevant 		Time-bound 

		To gain higher brand awareness 		Essential for increasing consumer outreach 		Through an increased volume of sales 		Distinct digital marketing approaches 		Required to gain a competitive advantage 		6 months 

		To enhance the market share		Essential for strengthening business benchmarks in the hospitality sector		Through the positive performance of distinct brands owned by the company 		By use of appropriate business and marketing strategies 		Required to gain a competitive advantage		1 year
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Strategy

The company's current value

proposition is based on the inherent

application of a uniform marketing

approach to cater for the advertising

needs of the business.
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Strategy

The company's current value proposition is based on the inherent application of a uniform marketing approach to cater for the advertising needs of the business. 

















































































































































































































































However, a renewed transition is required in this foray as the company needs to focus on the brand awareness metric by use of a distinct marketing approach for its various brands based on their individual needs.
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Strategy-Continuation 

It could enable the business to create a value proposition which aligns with its consumer preferences along with the company's inherent growth needs. 

















































































































































































































































The Ansoff matrix depicts the various directions that can be opted by the business to enhance its competitive leverage. The adaptation of the market penetration approach is a viable strategic venture that the business can opt for to gain a higher market share in the global hotel industry. The pricing and promotion strategies of the marketing mix are to be altered to align with the changed metrics of the business strategy. 
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Through the use of distinct models and frameworks, a detailed overview of the various strategic forays which can be adopted by the business to strengthen its marketing approach has also been illustrated. 
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