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[bookmark: _Toc137316699]Introduction
The marketing plan of the Hilton Hotel is required to identify key tools and practices which is essential for the company in optimising its digital presence in the global hospitality industry.  The preparation of this marketing plan is required by the board of the Hilton Hotel to successfully optimise its digital awareness and attract more customers. The study focuses on providing a detailed study of micro and macro analysis using SWOT and Pestle analysis. Additionally, the effective use of a communication mix along with the Ansoff Growth Matrix enables the company in developing an effective strategy for its market development and effectively communicates with its customers. 
[bookmark: _Toc137316700]Situational Analysis
[bookmark: _Toc137316701]Company
	Strength
· Global brand value
· Satisfied workforce
	Weakness
· Poor online review 
· Data breaching of company’s credit cards (Borner, 2017)

	Opportunities
· Strategies for social media marketing
· Mergers and acquisitions into foreign markets	
	Threat
· Impact on stakeholders due to its lawsuits with Starwood
· High competition from brands like Marriott International (Pfeifer, 2010)


Table 1: SWOT Analysis
(Source: Created by Learner)
[bookmark: _Toc137316702]Customer
Segmentation
Hilton Hotels concentrates on segmenting its customer base by considering lifestyle, income and social class. Hilton Hotels can segment customers having a high-income source and are associated with the upper social class. 
Targeting
Hilton Hotel focuses on targeting individuals that focus on pursuing a luxury lifestyle. It enables the hotel chain in charging a premium pricing strategy for its services and products. It assists Hilton Hotel in providing luxurious and quality hospitality services.
[bookmark: _Toc137316703]Competitors
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Figure 1: Perceptual Positioning Map
(Source: Created by Learner)
Bowman’s Strategy Clock
Hilton Hotel focuses on implementing a differentiation strategy by using innovative technological tools to enhance the overall quality of services. Hilton Hotels successfully incorporate technologies in its check-in and check-out and provides its customer with an improved experience during their stay. 
[bookmark: _Toc137316704]Collaborators
Hilton Hotel has focussed on establishing a healthy B2B relationship with purchasepro.com a B2B e-commerce engine (Ecommerce Times, 20). 
Hilton Hotel has also established an effective partnership with Peloton that has motivated the hotel to use technology for supporting its guests in staying fit.
Hilton Hotel has been able to establish more than 584 franchised hotels across six continents which assist the company in expanding its business globally (Greenberg, 2000). 
[bookmark: _Toc137316705]Climate
	Political Factors
The exit of the UK from the EU following Brexit has impacted negatively on the performance of Hilton Hotel (French, 2018). It resulted in reducing the number of visitors and lowering its revenue.
	Economic Factors
The high GDP of the UK nearly 2.2 trillion GBP in 2022 provides support to Hilton Hotel in successfully managing its overall working capital along with maintaining its desired cash flow in the business (Clark, 2023). 

	Social Factors
The increment in the average disposable income of the population in the UK promotes their expenses in key leisure activities (Webber and O’Neill, 2020). It helps Hilton Hotel in observing constant sales of its services. 
	Technological Factors
The advanced technical infrastructure in the UK motivates the Hilton Hotel chain in adopting improved data analytic techniques like data mining and data warehousing to understand and predict the changes in customer buying trends in the hospitality industry (Khatri, 2019).

	Legal Factors
The establishment of improved legislative laws like the Data Protection Act, of 2018 in the UK enables Hilton Hotel in securing the data of its employees and customers from digital breaches (Part, 2018).
	Environmental Factors
Hilton Hotel is impacted negatively by the rise of Covid-19 in the UK. It limits the overall sales of the firm and reduces its profitability (Davahliet al., 2020). 


Table 2: Pestle Analysis for Hilton Hotel
(Source: Created by Learners)
[bookmark: _Toc137316706]Marketing Mix
	Product
Hilton Hotel provides a variety of executive and special services. Some key executive services like extended stay with vacation suits. Additionally, the “Hilton Honors Program” is also an effective loyalty program provided by the company (Zhou et al., 2021).
	Price
Hilton Hotel has successfully adopted a premium pricing strategy to provide luxurious and quality service to its customers (Subrahmanyam and Arif, 2022).

	Place
Hilton Hotel has successfully expanded its business across 103 countries while establishing nearly 5100 properties (Hilton, 2023). Key Western countries like the US along with expanding its services in Asian countries like China and India. 
	Promotion
Hilton Hotel is focused on conducting strong digital marketing of its brand and services. It enables the company in attracting more foreign tourists visiting the UK (Saura, 2021). 


Table 3: Marketing mix of Hilton Hotel
(Source: Created by Learners)
[bookmark: _Toc137316707]Objectives
	Specific
	Measurable
	Achievable
	Relevant
	Time Bound

	Attracting nearly 10000 footfalls on its websites with a conversion rate of 35% along with increasing the total social media follower by 15000 on each of its social media platforms.
	It can be measured by adopting effective KPIs like Traffic by Source, Bounce rate, and average time on page.
	The objective is achievable through adopting the implementation of improved digital marketing practices,
	It is highly relevant as it gives support to the company in improving its reach to customers on a global level.
	6 months


Table 4: SMART Objectives
(Source: Created by Learner)
[bookmark: _Toc137316708]Strategy
Ansoff growth matrix provides an opportunity for the company to successfully identify effective methods required for the growth of the firm in expanding its desired business performances in the hospitality industry. It categorically segments the strategy into four quadrants namely market development, diversification, market penetration and product development. Hilton Hotels focuses on implementing a market development strategy to improve its digital presence. It assists the firm in strengthening its online practices and acquiring more followers on its pages (Clarissia, 2022). The implementation of improved market penetration with advanced loyalty and executive practices like the Hilton HonorsProgram. This implementation of this program supports the company in expanding its customer loyalty towards the brand. 
It enables businesses in making relevant changes in their product strategy and incorporates more services. It would assist the company in establishing more vocational and executive suits to support its growth in customer satisfaction to improve its online reviews that optimise its digital and social media performance. 
[bookmark: _Toc137316709]Tactics
A communication mix marketing strategy provides an opportunity for the business in establishing effective communication to improve its digital engagement with its customers. Advertising: Hilton Hotel manages an improved social media campaign and digital advertisement of both executive and loyalty services to its customers. It enables Hilton Hotels in promoting its new services and attract more customers globally(Saura, 2021). 
Personal Sales: Hilton Hotel is required to successfully collaborate with airport authorities and set up a small physical store. It enables Hilton Hotel in engaging through a face to face setting. It helps the business in gaining improved sales and establishing healthy customer relationships (Rahardani and Sanjaya, 2022).
Sales Promotion: The company has focussed on providing effective discounted pricing of the “Hilton Honours Program” along with providing an improved digital check-in with an opportunity for late checkout. It has enabled the business in acquiring more than 50 million “Hilton Honours Program” members globally(Zhou et al., 2021).
Public relations: The successful implementation of key brand imaging and messaging to its customers through emails, and messages. It helps the business to create an improved PR that helps the business in creating improved digital customer engagement. 
Direct marketing: Hilton Hotel in establishing an improved business creation through an aggressive marketing campaign on different social media along with promotional emails. It helps Hilton Hotel in attracting more customers. 
[bookmark: _Toc137316710]Action
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Figure 1: Gantt Chart for Marketing channel scheduling
(Source: Created by Learner)
[bookmark: _Toc137316711]Control
Success for Hilton Hotel is required to be effectively measured through the effective use of key KPIs tools like Traffic by Source, Bounce rate, and average time spent on the page. The use of each of these KPIs helps in critically observing improved growth in website traffic (Srivastava and Maitra, 2016). Additionally, Hilton Hotel considers the success of its marketing plan if the hotel has managed to increase its social media following by a minimum of 10000 along with being able to convert a minimum of 25% of its website traffic into its business. 
[bookmark: _Toc137316712]Conclusion
It can be concluded from the study that Hilton Hotel is required to focus aggressively to implement technological tools to enhance its digital presence along with measuring growth in its website traffic and followers. Proper understanding of key strengths and weaknesses using microanalysis along with using macro factors of PESTLE analysis. It could be recommended to Hilton Hotel in marketing its services using performance promotion tools that would assist in giving a boost to its sales. 
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                   Overview of Marketing Plan • Hilton Hotel has focussed on successfully incorporating key technologies in its marketing techniques to develop an improvement in its total customer base. Hilton Hotel are able to effectively implement KPI tools to successfully measure the number of footfalls in its website along with evaluating its total rate of conversion (Srivastava and Maitra, 2016).   
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                   USP of Hilton Hotel • The high global presence of Hilton Hotel as a premium and luxurious hotel chain in the UK. The high brand value of Hilton Hotel in the global hospitality industry provides support to the company in successfully attracting customers in maintain a constant revenue flow ( Clarissia , 2022).   
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                   Communication with customers • The concentration of Hilton Hotel in the incorporation of technology has encouraged the business in using digital methods for maintaining its customer engagement. The use of email and performance marketing supports the business in attracting more customers along with adopting to changes with the development of technology to meet the satisfaction level of customers.   
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                   Conclusion • It can be concluded that the effective implementation of marketing plan provides opportunity to business in optimising its customer engagement. The use of KPI tools like Traffic by Source, Bounce rate, and average time on page to monitor its customer traffic and its conversion rate.   
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