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The pandemic resulting from coronavirus tremendously changes the lifestyle of people and adversely impact the economic condition, health, and social dimension of the country. Among the different sectors of the economy, the hospitality sector of the economy had been hit hard by the restrictions of government and lockdowns (Khan et al., 2021). Hilton hotels, operating in the hospitality sector of the UK, experienced a continuous reduction of profitability and turnover throughout the pandemic period (About Hilton Hotels & Resorts, 2021). Considering all of these adverse facts, this report will prepare a marketing plan for Hilton hotels and resorts to attract new customers after the pandemic lockdown for overcoming their bad condition.
[bookmark: _Toc88265022]Marketing Mix of Hilton Hotels
The marketing mix of any particular organisation involves determining what products or facilities will be offered, establishing prices of these products or facilities, determining target marketplace, and finally, promoting products and facilities of the organisation to draw the attention of target consumers (Sheth and Parvatiyar, 2021). It helps the organisation to ensure the right products or facilities for the right customer at the right time and the right price and place (Cohen, 2015). The marketing mix of Hilton Hotels is developed below:
Product or Facilities: Facilities developed for entertaining guests of the hotel are Room service, Electric car charging station, Safety deposit box, Elevators, Meeting service, Baggage storage service, Audio/Visual equipment rental, Photocopying service, Laundry service, Parking, Sanitation, etc.   
Price: The estimated price of facilities developed for entertaining guests of the hotel is:
	Product or Facilities
	Price

	Room service
	£45 per guest

	Electric car charging station
	£25 per vehicle

	Safety deposit box
	£10 per guest

	Elevators
	Free

	Meeting service
	£12 per guest

	Baggage storage service
	£25 per day

	Audio/Visual equipment rental
	£50 per day

	Photocopying service
	Free 

	Parking
	£20 per vehicle 

	Sanitation 
	Free 


Place: The target market location of Hilton hotels is given below:
1. Birmingham
2. Glasgow
3. Leeds
4. Liverpool
Promotion: Facilities will be promoted through encompassing hot warming ads, and short videos in different media such as Facebook, Twitter, Hotel Website, and YouTube Channel. 
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Microeconomic analysis of Hilton hotels using SWOT analysis is discussed below:
	Strength:
· Customer retention rates are high.
· Existence of strong portfolio in the UK.
· A high level of service customization is achieved via technological integration. 
· Skilled and qualified leaders maintain the overall operation of hotels (Sanjaya, 2020).
	Weakness:
· Excessive dependency on the earnings of the US market.
· Due to the large size, making the change on the methodology of providing facilities is very difficult.
· Despite having an extensive portfolio, Hilton hotels have little share in the global market.

	Opportunities:
· The severity of the epidemic has begun to subside (Dibb and Simkin, 2018).
· Considering the sufferings of a pandemic resulting from coronavirus, banks of the UK reduce their interest rates.
· The government of the UK has undertaken different policies such as the four-step road, and tourism policy 2024 for overcoming the adverse effects of coronavirus.
	Threats:
· Employees of Hilton hotels are alleged of stealing confidential documents of Starwood hotels and chain which binds hotel authority to a fine of $75 million.
· Due to the continuous lockdown and shutdown of business, the revenues of the hotel dropped by 54.43% (Sanjaya, 2020). 
· Competitors such as Sheraton, Westin, Hyatt, Sofitel, and so on started growing rapidly in the global marketplace.
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Through analysing the different macroeconomic phenomenon, significant facts influencing the operational decisions of Hilton Hotels are listed below:
1. Through Brexit, the UK comes out from the European Union. As a result, the number of tourists visiting the different places of the UK reduces significantly (Cundiff, 2017). 
2. Due to the continuous lockdown and shutdown of business, the revenues of the hotel dropped by 54.43%. But gradually many countries are now easing their lockdown which will help the hotel industry to grow and increase their revenues (McDonald and Wilson, 2016).
3. Considering the sufferings of a pandemic resulting from coronavirus, banks of the UK reduce their interest rates on loans for expanding investments in the country (Faisal, 2018).
4. Covid 19 pandemic tremendously reduces the disposable income of people. Therefore, people decline their spending on leisure activities which is a matter of concern for the hotel business.
5. Due to Covid-19, people have fear interacting with various people and they prefer to stay at their home for avoiding social gatherings.
6. Due to the continuous advancement of technologies, all of the organisations competing in different sectors of the economy must strengthen their technological capacities for developing value proposition offered to the customers (Dibb and Simkin, 2018).
7. For handling pandemic condition, various laws of the UK makes it mandatory for all organisations competing in different sectors of the economy to adopt different precautionary safety measures.
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To create customer value and engagement through updating services according to the priorities of customers, the following measures will be considered:
1. First of all, for determining the priorities and choices of consumers, a survey will be conducted through developing a google form. In google form, all of the questions representing the change in lifestyle of people due to the Covid pandemic will be included. 
2. Using the results of the survey, necessary products or facilities will be included in the portfolio of Hilton hotels. 
3. After developing the facilities of Hilton hotels based on the preference of customers, consumer response will be gathered through interviewing their loyal customers. Based on the results of the interview, necessary modifications will be made.
4. In this stage, hot warming ads, and short videos will be created for drawing the attention of consumers towards the modified facilities of Hilton hotels. 
5. Finally, necessary advertisements will be provided in different media such as Facebook Page, Twitter, Hotel Website, Billboards, LinkedIn, and YouTube Channel. 
6. In addition to the modification of facilities, short video content will be created for showing the hotel’s precautionary safety measures for preventing coronavirus infection.
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The following digital media will be considered for drawing the attention of the people of different countries:  
Marketing through the optimization of search engines: Nowadays, people of the world prefer to collect information about the facilities of different hotels from the websites of the authority (Javed Parvez et al., 2018). Considering this fact, information about the modified facilities of the Hilton hotels will be provided on the hotel’s website so that people of different countries can easily get their necessary information. 
Marketing through email: Under this media, information about Hilton hotel’s modified facilities will be communicated using the personal email address of their beloved clients. Using this strategy, the hotel authority can communicate their special offers with the clients personally which will make them feel special (Groucutt and Hopkins, 2015).
Marketing through social media: Using this media, modified facilities Hilton hotels will be promoted through encompassing hot warming ads, and short videos showing the hotel’s different services in several media such as Facebook Page, Twitter, Hotel Website, and YouTube Channel.
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In conclusion, it can be said that for recovering the sustainable position of the hotel business, Hilton hotels should upgrade its facilities considering the preference and choices of consumers as coronavirus tremendously changes the lifestyle of people and adversely impact the economic condition of the country. In addition to the modification of services, an effective marketing plan should be developed for communicating the facilities of hotels with the people of the world (Kotler, Armstrong and Opresnik, 2021). In this case, digital marketing can play a vital role as people of the world prefer to collect information about the facilities of different hotels from different digital media such as Facebook Page, Twitter, Hotel Website, and YouTube Channel.
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