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[bookmark: _Toc128234531]Introduction 
A marketing plan is a strategic document that outlines an organisation's marketing objectives, target audience, and marketing activities to achieve business goals and stay competitive in the market (Kotler et al 2020). It will apply the situational analysis framework by using 5’Cs model and will identify the marketing channels through SimilarWeb analysis, it will set SMART objectives, and will measure success by creating Gannt Chart of activities as an action plan.
Hilton Hotel was founded in 1919 and is currently headquartered in McLean, Virginia. Hilton hotels are known for their luxurious accommodations, and exceptional service, catering to both business and leisure travellers (Hilton, 2023). (Please see Appendix 1)
[bookmark: _Toc128234532]Situational analysis 
5C’s analysis 
The 5 C's analysis is a framework used to evaluate a company's internal and external environment (Schwarz and Hunter, 2017). It considers the company's customers, competitors, collaborators, company capabilities, and SWOT analysis aims to identify strengths, weaknesses, opportunities, and threats (Baines, Fill and Rosengren, 2017). 
[bookmark: _Toc128234533]Company analysis (SWOT analysis)
	Strengths
Hilton is a well-known brand that is recognised for its high-quality accommodations and exceptional customer service (Hilton, 2023).
	Weaknesses
Hilton's high-end focus may limit its appeal to budget-conscious travellers, and its pricing may be less competitive compared to some competitors (Jobber and Ellis-Chadwick, 2020).

	
Opportunities
Hilton can expand into new markets, such as emerging economies, and expand its offerings to appeal to a broader customer base. The company can also leverage technology to enhance customer experience and streamline operations (Edgar, Gibson and Padgett, 2019)
	
Threats
Economic downturns, natural disasters, and global events such as pandemics can also impact Hilton's business. Changing consumer preferences and the rise of alternative accommodation options such as Airbnb can also pose a threat (Smith and Zook, 2020).



[bookmark: _Toc128234534]Customer Analysis
Based on SimilarWeb analysis, Hilton Hotel targets affluent travellers who value luxury, comfort, and high-quality service. The company segments its customers based on demographics, psychographics, and behavior (SimilarWeb, 2023). Demographically, Hilton targets affluent individuals and families, typically aged between 35-65, with high disposable income and a preference for luxury travel. Psychographically, Hilton's customers are often seeking a high-end travel experience and are willing to pay a premium price for it. They value comfort, convenience, and personalised service, and often have a preference for specific amenities such as spas or golf courses (Chernev, 2020). In terms of behaviour, Hilton's customers may be frequent travellers, business travellers, or leisure travellers seeking a luxury getaway. Hilton's marketing efforts are tailored to reach these target audiences through targeted advertising, partnerships, and loyalty programs that incentivise repeat business (Pride and Ferrell, 2019).
[bookmark: _Toc128234535]Competitors analysis
Perceptual positioning map
The map situated in Appendix 2 shows the perceived position of Hilton Hotel relative to its competitors in terms of price and quality with a focus on high quality and premium pricing (Smith and Zook, 2020).
Description
Hilton's strategy is focused on differentiation with a high price point, as opposed to a low-cost or hybrid approach. This is consistent with Hilton's focus on luxury and high-end amenities. The perceptual map and Bowman's strategy clock suggest that Hilton is successfully positioning itself as a premium hospitality brand (Jobber and Ellis-Chadwick, 2020). (Please see Appendix 3).
[bookmark: _Toc128234536]Collaborators analysis
Hilton has formed several strategic partnerships and franchise agreements with other companies to expand its global presence and offerings. Hilton has partnerships with American Express and Lyft, offering exclusive benefits to cardholders and users. Besides, Hilton has formed partnerships with technology companies such as IBM and Cisco to enhance its digital capabilities and improve guest experience (Chaffey and Ellis- Chadwick, 2019). 
[bookmark: _Toc128234537]

PESTLE analysis:
Political
Hilton operates in a highly regulated industry and is subject to various laws and regulations related to taxation, labour, and environmental policies. Changes in political stability or policies, such as visa regulations, could also impact the company's operations in different countries (Baines, Fill and Rosengren, 2017).
Economic
Hilton's business is affected by the overall economic conditions and trends, such as fluctuations in exchange rates, interest rates, and inflation rates. Economic downturns, such as recessions or global events such as pandemics, can also impact the demand for travel and hospitality services Berkowitz, 2021).
Social
Hilton's target customers are affected by social factors such as demographic, changing consumer preferences, and cultural differences. For example, increased awareness of sustainability and ethical practices may impact customer preferences (Chernev, 2020).
Technological
Hilton must keep up with advances in technology to enhance guest experience, such as through mobile apps, AI chatbots, and smart rooms. Cybersecurity threats and data privacy issues are also potential concerns (Schwarz and Hunter, 2017).
Legal
Hilton must comply with a range of laws and regulations related to employment, data protection, health and safety, and intellectual property (Blythe and Martin, 2019).
Environmental
Hilton operates in an industry with a significant environmental impact, such as energy and water usage, waste generation, and carbon emissions. The company has implemented various sustainability initiatives, such as reducing plastic waste and energy use, to address these concerns (Jobber and Ellis-Chadwick, 2020).
[bookmark: _Toc128234538]
SMART objectives 
Specific, Measurable, Achievable, Relevant, and Time-bound objectives will allow Hilton Hotel to set clear targets and measure progress towards achieving them. The objectives also focus on key areas such as customer acquisition, retention, and reputation management (Baines, Fill and Rosengren, 2017):

· Increase website traffic by 25% within the next 6 months through SEO optimisation and targeted advertising campaigns.
· Increase social media engagement by 20% within the next 3 months through increased frequency of posts and interactive content (CIM, 2023).
· Increase occupancy rates by 10% within the next year through targeted advertising campaigns and promotions aimed at specific market segments.
· Increase customer loyalty by 15% within the next 2 years through the development of a loyalty program that incentivises repeat business and referrals.
· Improve online reputation by increasing positive customer reviews on TripAdvisor and other review sites by 20% within the next 6 months through proactive engagement with guests and timely resolution of complaints (Jobber and Ellis-Chadwick, 2020).

[bookmark: _Toc128234539]Marketing Strategy for Hilton Hotel
Value proposition
Hilton Hotel's value proposition is centred around providing guests with a luxurious and personalised experience, with a focus on exceptional service, high-end amenities, and a strong commitment to sustainability. Hilton differentiates itself from competitors by offering unique features such as the Hilton Honors loyalty program, which rewards guests for their loyalty and provides personalised perks and benefits (Kotler et al 2020).
Communication
To communicate its value proposition, Hilton will use a range of marketing channels, such as social media, email marketing, and targeted advertising campaigns (Pride and Ferrell, 2019). To deliver its value proposition, Hilton will invest in training its staff to provide exceptional service and ensure that its facilities meet the highest standards of luxury and sustainability. The company will also leverage technology to enhance the guest experience, such as through mobile apps that allow guests to check-in, order room service, and access hotel amenities seamlessly (Jobber and Ellis-Chadwick, 2020).
[bookmark: _Toc128234540]Value proposition linking to the customers
Hilton Hotel's value proposition is closely linked to its customer segments. By aligning its value proposition with the needs and preferences of its target audience, Hilton can effectively target and position itself in the market. The company may also tailor its services and amenities to cater to different customer segments, such as offering business centres and meeting rooms for business travellers, spas and wellness centres for leisure travellers (Thurman, 2019).
[bookmark: _Toc128234541]Marketing Tactics for Hilton Hotel
The marketing mix, also known as the 4Ps of marketing, consists of product, price, promotion, and place (Blythe and Martin, 2019). (Please see Appendix 4)
Product
Hilton Hotel offers a range of products and services, including luxury accommodations, high-end amenities, personalised service, and sustainability initiatives. The company also offers unique features such as the Hilton Honors loyalty program, which rewards guests for their loyalty and provides personalised perks and benefits. Hilton invests in regular updates and renovations of its facilities to maintain its reputation as a premier luxury hotel chain (CIM, 2023).
Price
Hilton Hotel operates on a premium pricing strategy, positioning itself as a high-end luxury hotel chain. The company's pricing strategy is based on the value it provides to customers, with rates varying by location, season, and type of accommodation. Hilton also offers special promotions, discounts, and loyalty program benefits to attract and retain customers (SimilarWeb. 2023).
Promotion
The company uses a range of channels, such as social media, email marketing, and targeted advertising campaigns, to reach its target audience. Hilton also invests in public relations and media outreach to maintain its reputation as a premier luxury hotel chain. The company also participates in sponsorships and events that align with its brand values and target audience (Kotler et al 2020).



Place
Hilton Hotel's distribution strategy focuses on a combination of owned and franchised properties located in key destinations around the world. Hilton also partners with travel agents and booking platforms to expand its reach and offer customers a variety of options for booking accommodations.
The company's premium pricing strategy is supported by its focus on providing value to customers through unique features such as the Hilton Honors loyalty program (Hilton, 2023). 
[bookmark: _Toc128234542]Action plan
Gannt chart of the marketing activities (Please see Appendix 5).
[bookmark: _Toc128234543]Control plan
[bookmark: _Toc128234544]The performance of this marketing plan will be controlled by using the SMART objectives and will measure success through the Gannt Chart.
Conclusion
It has been highlighted throughout this plan the theories, frameworks as SOSTAC, 4’ Ps, Bowmans Strategy as well as SWOT, PESTLE and 5’Cs which provided a clear direction for an organisation's marketing efforts, aligned those efforts with its business goals, and enabled effective allocation of resources to achieve maximum return on investment. 
Recommendations 
Outline the sustainability in order to reduce waste and contribute to an eco-friendly environment and be open minded about embracing the technology.
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Appendix 1 Hilton Hotel (Hilton, 2023)
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Appendix 2 Figure: Perceptual positioning map of Hilton hotel (Smith and Zook, 2020)
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Appendix 3 Bowman's strategy clock (Smith and Zook, 2020)
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Appendix 4 Figure: Marketing Mix (Chernev, 2020)
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                                                                                                                                                                                                                                                                                                                               INTRODUCTION  A marketing plan defines the target audience, messaging, channels, and budget, providing a roadmap to achieve business goals and stay competitive in the market (Kotler et al . 2020).   
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                                                                                                                                                                                                                                                                                                                               INTRODUCTION  This presentation will apply the situational analysis framework by applying 5 C’s model.  It will set SMART objectives, develop marketing strategies, marketing tactics, action plans, and control plan for Hilton Hotel.   


image14.png
BACKGROUND OF HILTON HOTEL

The company was founded in 1919 by
Conrad Hilton.

Hilton hotels are known for their luxurious
accommodations, and exceptional service,
catering to both business and leisure
travellers (Hilton, 2023).





image15.svg
                                                                                                                                                                                                                                                                                                                               BACKGROUND OF HILTON HOTEL  The company was founded in 1919 by Conrad Hilton.  Hilton hotels are known for their luxurious accommodations, and exceptional service, catering to both business and leisure travellers (Hilton, 2023).   
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                                                                                                                                                                                                                                                                                                                               SITUATIONAL ANALYSIS (5C’S ANALYSIS)  The 5 C's analysis is a framework used to evaluate a company's internal and external environment.  It considers the company's customers, competitors, collaborators, company capabilities, and context to identify strengths, weaknesses, opportunities, and threats (Baines, Fill and Rosengren, 2017).   
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                                                                                                                                                                                                                                                                                                                               COMPETITORS ANALYSIS The map below shows the perceived position of Hilton Hotel relative to its competitors in terms of price and quality.   
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                                                                                                                                                                                                                                                                                                                               COLLABORATORS ANALYSIS    Hilton has formed several strategic partnerships and franchise agreements with other companies to expand its global presence and offerings (Jobber and Ellis - Chadwick, 2020 ) .
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                                                                                                                                                                                                                                                                                                                          SMART OBJECTIVES FOR THE MARKETING PLAN  Increase website traffic by 25 % within the next 6 months through SEO optimization and targeted advertising campaigns .  Increase social media engagement by 20 % within the next 3 months through increased frequency of posts and interactive content (CIM, 2023 ) .  Increase occupancy rates by 10 % within the next year through targeted advertising campaigns and promotions aimed at specific market segments .
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                                                                                                                                                                                                                                                                                                                          CONCLUSION  Hilton Hotel provided a clear direction for the organisation's marketing efforts, aligned those efforts with its business goals, and enabled effective allocation of resources to achieve maximum return on investment .
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