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[bookmark: _Toc137229996]Introduction 
The purpose of the marketing plan for the Hilton Hotel is to methodically plan and direct marketing initiatives in order to achieve predetermined objectives. Senior management, various internal partners, and the Hilton Hotel's marketing team are creating a marketing plan. The SOSTAC framework, a disciplined method for developing and putting into practice marketing strategies, serves as the basis for the marketing plan (Ryan, 2012). It also looks at important components of the marketing equation using the 4Ps of marketing (product, price, placement, and promotion) (Housden, 2008). Ansoff's grid will also be used in the proposal to aid in decision-making.

[bookmark: _Toc137229997]Situation Analyse 
[bookmark: _Toc137229998]Company: SWOT Analysis 
Strengths 
· A sizable customer base and a successful reward plan (Hilton Honours).
· The company's dedication to its continued existence and its social duty.

Weaknesses 
· They are less prevalent than some of their rivals in certain areas.
· Making arrangements with external Internet travel providers (Mekhruza et al., 2022).

Opportunities 
· Expansion into newly discovered, promising locations.
· Technological developments that improve the experience of visitors.

Threats 
· Both local and international hotel brands are fierce competitors (Mekhruza et al., 2022).
· Travel is discouraged by political unrest and criminal activity.

[bookmark: _Toc137229999]Customer – Segmentation and Targeting 
The Hilton Hotel divides its clientele into groups based on their psychographics, demography, and other characteristics. 
Business Travel - These clients emphasise ease, comfort, and accessibility when travelling regularly for work (Mekhruza et al., 2022).
Leisure Travel - Families, couples, and solo travellers that want to relax, have fun, and do something different. 

[bookmark: _Toc137230000]Competitors – Perceptual Positioning Map 
The perceptual placement map demonstrates how people evaluate the value and standard of various hotel brands (Clow and Baack, 2013). It helps in comparing the Hilton Hotel to its competitors. The Hilton Hotel's approach may be compared to those of its rivals thanks to Bowman's method, the clock. The main competitors of Hilton Hotels are Holiday Inn, Travelodge, and others.  

[bookmark: _Toc137230001]Collaborates – B2B Relationships, Partnerships, and Franchises 
The Hilton Hotel must exhibit knowledge of its associations, alliances, and business-to-business (B2B) relationships. Collaboration with local tour companies, business customers, and event planners is necessary (Kotler et al., 2020).

[bookmark: _Toc137230002]Climate – PESTLE Analysis 
A PESTLE analysis will be conducted to determine the influence of significant environmental factors on the Hilton Hotel. When studying these barriers, take into account their political, economic, social, technical, legal, and ecological settings. The way a Hilton Hotel is marketed may be affected by a variety of factors, including governmental laws, economics, sociological trends, technical developments, legal limitations, and environmental efforts (Smith and Zook, 2020).

[bookmark: _Toc137230003]Marketing Mix 
Product - Luxury villas, full-service hotels, extended-stay lodgings, and private houses are just a few of the many goods and services offered by The Hilton Hotel (Leung et al., 2015). 
Price - The Hilton Hotel's pricing policy strikes a good mix between being reasonably priced and living up to the hotel's reputation.
Place - The Hilton Hotel is well-known all over the globe because of its many hotels and resorts (Chang et al., 2019).
Promotion - The Hilton Hotel advertises its name and services in a variety of ways. This covers things like social media posts and digital ads. 

[bookmark: _Toc137230004]Objectives
[bookmark: _Toc137230005]SMART Target 
Through focused marketing campaigns, improved pricing strategies, and greater customer interaction activities, raise the average utilisation rate of Hilton Hotel locations by 5% over the course of the following six months. 

[bookmark: _Toc137230006]Strategy 
[bookmark: _Toc137230007]Value Proposition 
The title of the new value proposition may be "Revitalised Excellence." The approach would involve a commitment to enhance customer experiences, fix any problems that lead to unfavourable reviews, and provide great service and quality in an effort to win back customers' trust and confidence.

[bookmark: _Toc137230008]The Ansoff Matrix 
The Hilton Hotel may use Ansoff's Matrix to create a plan for creating unique items. To improve the brand's image and set it apart from competitors, this might include adding new services, perks, or events. 

[bookmark: _Toc137230009]Changes to the Marketing Mix 
Product - To deliver new experiences, enhance service, invest in new features, and meet and exceed customer expectations (Mekhruza et al., 2022).
Price – Hilton Hotel changed its price approach to reflect the better value offer while taking market demand, rivalry, and the product's perceived worth into consideration.
Place – Hilton Hotel improves its choice of locations so that its properties are in highly sought-after and convenient locations (Leung et al., 2015).
Promotion - Create marketing campaigns that highlight the Hilton Hotel's upgraded facilities, unique features, and increased quality.

[bookmark: _Toc137230010]Tactics 
[bookmark: _Toc137230011]RACE/Communication Mix 
Reach - The Hilton Hotel has to use a variety of strategies to increase its visibility and appeal to a wider audience. This may be accomplished by improving the company's website and online presence and fostering connections.
Act - The Hilton Hotel must inspire prospective visitors to act and make Hilton their first choice. This may be done by highlighting the distinctive characteristics, benefits, and experiences of the Hilton Hotel through persuading and engaging material. People may be persuaded to migrate and choose Hilton by using narratives, user-generated material, and visually beautiful goods (Leung et al., 2015).
Convert - The Hilton Hotel has to create plans for turning potential clients into bookings. Customised email marketing campaigns, special deals, and offers, as well as making the booking procedure as simple as possible, may help accomplish this. 
Engage - The Hilton Hotel must put customer service at the top of its list of objectives if it wants client trust and good word of mouth. This may be done by using social media, participating in discussions, replying to reviews and comments made by customers, and sharing informative content (Chang et al., 2019). 

[bookmark: _Toc137230012]Examination of Current Communications
Hilton Hotel should do a thorough examination of its present marketing tactics in order to enhance them. This entails assessing the effectiveness of its email marketing initiatives, as well as the success of its social media accounts and the level of engagement on those platforms (Bowie et al., 2017).

[bookmark: _Toc137230013]Areas for Improvement and Steps to Introduce 
Social Media - Hilton Hotels may be able to see gaps in their presence and reach on social media. It could become better if the material approach is changed (Dardeer et al., 2017). 
Online Reviews – It should be closely monitored by the Hilton Hotel, and any critical feedback should be addressed right away. The establishment of a mechanism via which visitors may provide feedback and reveal problems displays the hotel's appreciation of its patrons (Jobber and Ellis-Chadwick, 2020).
Email Marketing - By delivering special incentives and customising content based on customer preferences.

[bookmark: _Toc137230014]Action 
[bookmark: _Toc137230015]Gantt chart 
	Activity 
	Week 01
	Week 02
	Week 03
	Week 04
	Week 05
	Week 06 

	Social Media Camping
	
	
	
	
	
	

	Email Marketing Camping 
	
	
	
	
	
	

	Website Optimisation 
	
	
	
	
	
	

	Content Marketing 
	
	
	
	
	
	

	Online Marketing 
	
	
	
	
	
	

	Review Management 
	
	
	
	
	
	



The following variables affect the marketing plan:
Audience Reach - The Hilton Hotel may be able to communicate with a large number of prospective clients via email marketing and social media initiatives. 
Potential for Conversion - Online advertising has to be well-planned in order to be successful. Making bookings is more likely when Hilton Hotel provide potential customers with information and advertising that is specifically targeted at them (Mekhruza et al., 2022). 

[bookmark: _Toc137230016]Control 
The success of Hilton Hotel's marketing may be evaluated using a variety of key performance indicators (KPIs), including the following:
New Customers - Tracking the number of new clients obtained by different marketing techniques, such as online registrations and direct bookings.
Positive Attitude Towards Brand - Frequently conducting brand image surveys and keeping an eye on online sentiment to see how people feel and view the Hilton Hotel brand.
Increase Profit - Analyse measures like RevPAR (revenue per available room), ADR (average daily rate), and overall financial performance to gauge the effect of marketing campaigns on the bottom line (Anand and Grover, 2015).

[bookmark: _Toc137230017]Conclusion 
	In conclusion, the goal of the Hilton Hotel's marketing strategy is to plan and steer marketing activities in a way that makes it easier to accomplish certain goals. A suitable way to show thanks and a large number of consumers (Hilton Honours). The Hilton Hotel categorises its guests based on their traits, origins, and other elements. The bulk of the competition for the Hilton Hotel is made up of hotels like Holiday Inn, Travelodge, and others. 
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Infroduction

» Marketing plan visualises Hilton Hotel
direct marketing initiatives to achieve
objectives.

» Senior management of Hilfon Hotel is
creating a marketing plan.

» The 4Ps of marketing are vital aspects of
marketing (Housden, 2008).
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Target Customers

» Hilton Hotel distinguishes its customers
according fo their demographic,
psychographic and other
characteristics
Visitors on Business — Comfortability,
ease and accessibility are main priorities
(Mekhruza et al., 2022).

Visitor on Leisure Travel - Families,
couples and lone travellers, they are
looking to relax and enjoy.
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Competitors— Perceptual
Positioning Map

» Perceptual positioning map is used fo evaluate the standing of
various hotel in the market

» Used in assisting the comparison of Hilfon Hotel and its competitors.
» The Hilton Hotel's approach uses Bowman's method, the clock.

» Holiday Inn, Travelodge, etc. are the main competition
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Marketing Mix

Product - Luxury villas, full-service
hotels, and private houses (Leung et
al., 2015).

Price — Specific pricing policy that
lives up to their reputation.

Place - Hotels and resort all over the
world (Chang et al., 2019).

Promotion - Social media posts and
digital ads.
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