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The purpose of this marketing plan is to identify a marketing opportunity for Hilton Hotels and create a communication strategy in the current climate. This plan is prepared for Hilton Hotels, and the key areas and frameworks used to frame this plan include SOSTAC, 4'Ps, and Bowmans. The aim is to analyze the micro and macro environment to provide new directions for the business. This plan includes the Situation Analysis, Objectives, Strategy, Tactics, Action, and Control.
The 5Cs include Company, Customers, Competitors, Collaborators, and Climate. The SWOT analysis of Hilton Hotels (Company) shows that the brand's strengths include its reputation, strong brand recognition, and diversified product portfolio. However, its weaknesses include high prices and a limited target audience. The hotel's opportunities include increasing the number of locations and expanding into new markets, while its threats include the global economic slowdown and the rise of alternative accommodation services.
Hilton's target market is a diverse group of people, including leisure and business travelers, families, and luxury travelers. The company segments its market based on demographics, psychographics, and geographics. Hilton has a global presence and operates in multiple segments, including luxury, full-service, and select-service hotels.
Competitors in the hotel industry include Marriott International, Hyatt Hotels Corporation, InterContinental Hotels Group, and Accor. Hilton's perceptual positioning map shows that it is positioned as a high-end, luxury hotel brand. To maintain this position, Hilton must continue to differentiate itself from its competitors by offering unique and memorable experiences.
Hilton's collaborators include its franchisees, suppliers, and partners. The company maintains strong relationships with its franchisees, ensuring that they maintain the brand's standards. Hilton also has partnerships with companies such as American Express, Delta Airlines, and Amazon to offer additional services and benefits to its guests.
The PESTLE analysis (Climate) shows that the hotel industry is affected by political, economic, social, technological, legal, and environmental factors.
The aim of this marketing plan is to increase Hilton's brand awareness and attract new customers by offering unique and memorable experiences. The SMART target is to increase the number of new customers by 10% within the next 12 months.
Hilton's value proposition is based on offering its customers unique and memorable experiences that exceed their expectations. To differentiate itself from its competitors, Hilton must focus on providing personalized services and creating an emotional connection with its customers. The value proposition will be communicated through various channels, including social media, advertising, and public relations.
Hilton will link its value proposition to its customer segments by offering personalized services based on their needs and preferences. This will affect the targeting and positioning of the organization by ensuring that its customers feel valued and appreciated.
The marketing mix includes product, price, place, and promotion. Hilton's products include its hotel rooms, amenities, and services. Hilton will differentiate its products by offering unique and memorable experiences, such as customized tours and activities.

The pricing strategy will be based on market research and the marketing environment analysis. Hilton will offer a variety of price points to appeal to a diverse range of customers, including budget-conscious travelers and luxury travelers. Hilton will display the different price points on its website and through online travel agencies.
The place (distribution) strategy will focus on making it easy for customers to locate Hilton hotels. This will include optimizing the company's website and mobile app for search engines, partnering with online travel agencies, and using social media to promote the brand.
The promotion strategy will include various tactics, including advertising, public relations, and sales promotion. Hilton will use the RACE ("Reach, Act, Convert, Engage") model to implement its promotional tactics. The Reach stage involves identifying the target audience and increasing brand awareness. For Hilton, this could involve using social media platforms like Instagram and Twitter to showcase the hotel's luxurious amenities and services, as well as creating engaging content such as videos and blog posts that highlight the unique experiences available at their properties.
The Act stage involves encouraging potential customers to take action, such as making a reservation or signing up for the Hilton Honors loyalty program. To achieve this, Hilton can use tactics like targeted email campaigns, personalized offers, and retargeting ads to reach customers who have previously interacted with the brand online.
The Convert stage involves turning interested prospects into paying customers. Hilton can use strategies like price incentives, special packages, and unique experiences to convert prospects into guests. For example, they could offer special deals on packages that include spa treatments or guided tours of local attractions.
Hilton hotels benefit from a loyalty program called Hilton Honors. It covers over 6800 properties from 122 countries.
In Hilton Honors, you can earn points by spending money at Hilton hotels, with partners or with a Hilton Honors credit card.
What makes the Hilton Honors loyalty program stand out is that you can easily achieve elite status (assuming you're willing to apply for a Hilton credit card), the high-value benefits that come with elite status, such as daily credits for food and beverages and the many ways to get a free night at the Hotel.
Even at the lowest level, with only Silver elite status, one can get a free fifth night when booking four nights with points.
The Engage stage involves creating a long-term relationship with customers to encourage repeat visits and positive reviews. Hilton can engage customers through personalized communication, such as sending follow-up emails after their stay to gather feedback and offer exclusive deals for their next visit. Additionally, they can use social media platforms and review sites to respond to customer feedback and showcase the hotel's commitment to customer satisfaction.
Nowadays, most customers come from the online environment, that's why the connection with social media is very important and Hilton Hotels launched a marketing strategy on social networks called social listening.
The most popular platform for Hilton is Twitter. Most customers receive great deals through travel agencies, advertising, news, and visitors share images and tag the location where they are staying, but these notifications do not require a quick reaction, they simply contribute to earned media.
To measure the success of Hilton's marketing plan, they will track several key performance indicators (KPIs) such as the number of new customers, customer engagement, positive reviews, and revenue growth. Hilton will also conduct regular customer surveys to gather feedback on their experiences and identify areas for improvement. These metrics will be used to evaluate the effectiveness of the marketing plan and make adjustments as needed to ensure its continued success.
These things can be seen in Appendex 1, the Gantt chart of marketing activities and the Marketing channels schedule.
Through advanced technologies, global scale and key partnerships, Hilton is able to drive demand, maximize revenue and build strong customer relationships.
Hilton hotels need to pay more attention to millennials because these days the largest percentage of travelers are millennials and it is growing. This target group has the highest demands and is very knowledgeable and familiar with digital marketing. That's why Hilton hotels must create strategic packages, customer loyalty and personalized offers, while gaining market share from their competitors in that target group, continuing to be active and involved through their online platforms.
In conclusion, Hilton can differentiate itself from competitors and succeed in the current climate by leveraging its brand strengths, focusing on customer experience, and utilizing effective marketing strategies. 
By analyzing the micro and macro environment, identifying marketing opportunities, and implementing a comprehensive marketing plan, Hilton can attract new customers, build brand loyalty, and increase revenue. Hilton's commitment to providing personalized experiences and exceptional customer service will continue to set it apart in the hospitality industry and ensure its long-term success.
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The purpose of this marketing plan for Hilton Hotels is to identify a marketing opportunity and create a communication strategy in the current climate to provide new directions for the business.









Hilton Hotels' marketing mix includes product, price, place and promotion:

	- hotel rooms, amenities, and services



The pricing strategy will be based on market research and analysis of the marketing environment. 

	- Hilton will offer a variety of price points to appeal to a diverse range of customers, including budget-conscious travelers and luxury travelers.



The location (distribution) strategy will focus on making it easier for customers to locate Hilton hotels. 

	- This will include optimizing the company's website and mobile app for search engines, partnering with online travel agencies and using social media.



















The promotion strategy of Hilton Hotels will include different tactics:

	-advertising;

	-public relations;

	-sales promotion;

	-using social media platforms such as Twitter to showcase the hotel's luxury amenities and services, creating content such as videos and blog posts to showcase the unique experiences available at their properties

	-online consumer opinions.















For the Act stage, Hilton Hotels can use tactics such as targeted email campaigns, personalized offers and retargeting ads to reach customers who have previously interacted with the brand online.

For the conversion stage Hilton Hotels can use strategies such as price incentives, special packages and unique experiences to convert prospects into guests.

Hilton Hotels benefits from a loyalty program called Hilton Honors.

The engagement stage involves creating a long-term relationship with customers to encourage repeat visits and positive reviews.

Nowadays, most customers come from the online environment, that's why social media connection is very important and Hilton Hotels has launched a social media marketing strategy called social listening.

















To see the success of the marketing plan, Hilton Hotels has some key performance indicators (KPIs):

	-number of new customers;

	-customer engagement;

	-positive reviews and revenue growth;

	-periodic customer surveys.

Therefore, Hilton hotels must create strategic packages, customer loyalty and personalized offers, while gaining market share from their competitors in that target group, by continuing to be active and engaged through their online platforms.















By analyzing the micro and macro environment, identifying marketing opportunities and implementing a comprehensive marketing plan, Hilton can attract new customers, build brand loyalty and increase revenue. 

Hilton's commitment to providing personalized experiences and exceptional customer service will continue to set it apart in the hospitality industry and ensure its long-term success.
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