2







Strategic Marketing Plan for the Hilton Hotel

Kyle Grant Stuart
Strategic Marketing 
BMBM6016
University of Wales Trinity Saint David’s 
Words: 2511




Table of Contents
1.	Executive Summary	3
2.	Introduction	4
2.1 Hilton Hotels Background	5
3.	Marketing	6
3.1 SOSTAC Marketing Model	7
4.	Situation Analysis of Hilton Hotel	7
4.1 Goal Performance	7
4.2 Customer Insight	8
4.3 Marketplace SWOT	9
4.4 Internal Capabilities and Resources	9
5.	Marketing Strategy	10
5.1 Segmentation, Targeting, and Positioning	10
5.2 Geographic Segmentation	10
5.3 Demographic Segmentation	11
5.4 Psychographic Segmentation	11
5.5 Benefits Segmentation	12
5.6 Targeting	12
5.7 Positioning	13
5.8 Online Value Proposition	13
5.9 Tools	14
5.10 Tactics (Marketing Mix)	14
5.11 Marketing Plan KPI	16
6.	Conclusion	18
References	19




1. [bookmark: _Toc112052820]Executive Summary

The growing competition in the hospitality industry has pushed various companies to develop different marketing strategies to remain competitive and sustainable. Hilton Hotel is a global brand in the hospitality industry, having a global presence and unique services of high quality targeting the upscale market segment. The paper analyzes the marketing strategies of Hilton Hotels from a global perspective. The current marketing strategy that Hilton Hotels adopts guarantees sustained competitiveness within the hospitality industry. Using the SOSTAC planning framework, the paper provides an effective marketing plan that Hilton Hotels can use in reaching the new market demographics.









2. [bookmark: _Toc112052821]Introduction

Marketing strategies are an integral part of the survival of all organizations, particularly those in competitive environments such as the hotel and service industry. The dynamic nature of the hotel and hospitality industry prompts most hotels to adopt innovative marketing strategies that will ensure they cope with the industry's changing needs and remain competitive (Kotler, 2022). According to Horng, et al. (2018), attaining a sustainable competitive edge requires an organization to identify the main strengths that help it position itself ahead of competitors in the given segment. In creating a distinct competitive advantage against competing businesses, an organization must select the perfect combination of the target market and marketing mix. Large hotels constantly seek new ways of acquiring, retaining, and increasing business as more players enter the market. Innovative ways of providing services place most hotels at the forefront, thus enabling them to retain more customers (Goryushkina et al., 2016). Hotels that can attract, satisfy, and retain more customers survive. Successful customer retention enables the hotels to build relationships with the particular customer base. It is a daunting task for businesses to survive and remain competitive when there are no innovative and well-structured marketing strategies. In this study, the SOSTAC marketing model and marketing mix strategies have been used to illustrate the effect of marketing on the performance of Hilton Hotels. The performance of Hilton Hotels has deteriorated in the past few years, evidenced by the reduced client base and sales, with the majority closing down around the world. The declining business raises concerns for investors. The tough economic conditions after the financial crisis affected the industry, and the COVID-19 pandemic worsened the situation by taking business away from most hotels.
[bookmark: _Toc112052822]2.1 Hilton Hotels Background
Conrad Hilton founded Hilton Hotel in 1919 to provide hospitality services. Over the years, the company has grown to be a global brand and market leader through innovativeness in service delivery. The hotel has revolutionized the industry by being a pioneer in some features that have since been the basis of the modern-day hotel reservation system. The hotel is credited with being among the first to develop a multi-hotel reservation system, a feature that has changed how hotels operate in the modern world. Hilton computerized its reservation services in 1973. Over time, the company has introduced features such as a loyalty program to maintain its global customer base. The Hilton brand has championed various environmental conservation and sustainability as a multinational. Currently, Hilton boosts the status of a world leader in the hotel industry as it operates in countries such as India, France, the United States, Russia, Canada, Japan, and United Kingdom. The hotel is the preferred luxury hotel in major cities worldwide with dedicated employees. 
3. [bookmark: _Toc112052823]Marketing

Marketing is often thought to be exclusively the selling and advertising; however, it consists of other significant features and functions beyond exchanging goods. The American Marketing Association (2022) defines marketing as "the activity, set of institutions, and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, partners, and society at large." In the current dynamic business space, marketing mainly emphasizes customer satisfaction. The modern-day customer's decision to pay for a good or service is driven by their perception of the value and satisfaction of the product or service (Baumert & de Obesso, 2021). Therefore, an organization would view the goal of marketing as building and managing profitable customer relationships. Achieving that goes beyond marketing and selling the products and services but also involves that the products and services sold meet particular standards and can fulfill customers' expectations. Therefore, organizations must understand customers' wants, needs, and demands. These factors drive companies to invest effort and resources as they analyze their customers' behavior to help deliver superior customer value and satisfaction.


[bookmark: _Toc112052824]3.1 SOSTAC Marketing Model
According to Chaffey and Smith (2017), the SOSTAC planning framework has been applied by various specialists helping develop an effective marketing plan. The framework offers a comprehensive solution that includes situational analysis, which identifies the company's current position, followed by the development of objectives that outlines where the company projects to go (Naim, 2021). All that is followed by the marketers developing specific tactics, strategies, and actions important in achieving the goals. Safanta et al. (2019) note that one unique characteristic of the model is the sixth dimension used in determining the control measures necessary for analyzing and monitoring the resulting performance, which helps identify any deviations from the plan and areas of inefficiencies. The following subsections outline the different dimensions of Hilton Hotels.
4. [bookmark: _Toc112052825]Situation Analysis of Hilton Hotel

[bookmark: _Toc112052826]4.1 Goal Performance
The initial scope of Hilton Hotels' expansion worldwide is limited due to the growing number of new competitors in the market. The company is keen to continue its global expansion in destinations that it had initially not operated while strengthening service delivery in its already-established business areas. Hilton Hotels, therefore, seeks to acquire a foothold in the hotel and hospitality market, which will help build its reputation among customers worldwide. The following objectives may therefore be formulated for the purpose:
1. Develop a cross-border business model 
2. Apply modern marketing tools such internet and online-based resources
[bookmark: _Toc112052827]4.2 Customer Insight 
The hotel industry is one of the most dynamic businesses around the world, with the entry of new players regularly. Different hotels serve different customers, and many factors drive customers to particular hotels. A wealth of information in data collected from clients within the hotel industry exists. Using data analysis, hoteliers can construct a profile of the regular customers, which helps in customer segmentation (Varadarajan, 2020). The profiles enable the hotel to identify the largest and most profitable customer groups. The information can be used while designing marketing content that appeals to specific customers’ aspirations (Wright et al., 2021). The largest customer segment for Hilton Hotels is mainly business people and corporates, hence the need for consistency in the service being provided. However, the strategy that Hilton Hotels must focus on may not necessarily target the largest customer base if they are not the most profitable. Adapting marketing content targeting high-spend clients helps the hotel save money since the marketing efforts are directed away from the customer segment with low returns.
[bookmark: _Toc112052828]4.3 Marketplace SWOT

[bookmark: _Toc112052829]4.4 Internal Capabilities and Resources

Hilton Hotels have a unique corporate culture based on service delivery and customer satisfaction. The practice can be confirmed by looking at the various discussions of the hotel's achievements and mistakes. Further, the hotel has an effective internal practice that supports information-sharing and audit disclosure. All that, combined with the digital competencies, leads to valuable internal capabilities that provide a great degree of compliance with country regulations (Davcik & Sharma, 2016). Hilton operates in different countries and is subjected to different national laws that may affect its operations. Strong internal capabilities and resources help it navigate the different laws effectively. The rich international investor base offers the company sufficient resources, thus helping it launch medium-scale or large-scale promotional campaigns worldwide, thus helping to support its expansion into the hotel industry.
5. [bookmark: _Toc112052830]Marketing Strategy 

[bookmark: _Toc112052831]5.1 Segmentation, Targeting, and Positioning
Hilton Hotels' segmentation, targeting, and positioning refer to the different ways the organization selects individuals to sell the services in a way that appeals to the customers' needs. The process of market segmentation entails dividing the market into different groups based on their characteristics (Camilleri, 2018). Therefore, the process allows the company to attract suitable segments based on effective and efficient marketing.

[bookmark: _Toc112052832]5.2 Geographic Segmentation
Geographic segmentation involves identifying specific consumer groups by considering their geographical location. Hilton's geographic segmentation strategy involves establishing and building hotels in popular cities and locations. Hilton hotels are located in major cities worldwide and are popular business and travel destinations.

[bookmark: _Toc112052833]5.3 Demographic Segmentation
Demographic segmentation involves analyzing the customers based on gender, lifestyle, income, age, and social class (Ezeh, 2017). Based on this perspective, Hilton mainly targets customers, the middle and senior-aged professionals with high-income levels and of upper social class. The hotel also targets individuals pursuing a luxury lifestyle; hence it charges premium prices for the products and services believed to represent the desired quality.

[bookmark: _Toc112052834]5.4 Psychographic Segmentation

Psychographic segmentation utilizes the fact that different individuals think, feel, and behave differently. Marketers use personality, lifestyle, and values as variables while targeting different customers (Goryushkina et al., 2019). Hilton hotel utilizes psychographic segmentation by targeting ambitious personalities who enjoy expressing their perceived high status and achievement by using high-end products and services offered by the hotel at premium rates.
[bookmark: _Toc112052835]5.5 Benefits Segmentation
Benefit segmentation involves the implementation of market segmentation based on the benefits a client aims to achieve by using the products or services the company offers (Oklander & Oklander 2017). A customer's perceived or real benefits from Hilton services include luxury, high societal status, and a sense of achievement.

[bookmark: _Toc112052836]5.6 Targeting

Targeting strategies involve the evaluation of different segments and identifying their effectiveness before settling on a segment (AL-hazmi, 2020). The choice for Hilton will be based on the segment that is likely to bring the company the most value. There are four targeting strategies;
	Undifferentiated (Mass) 
Marketing 
	Differentiated (Segmented) Marketing
	Concentrated (Niche) 
Marketing
	Micromarketing

	
Targets the whole market with a single offer.

Segments are ignored
	
Targets several markets.


Each segment has its offers.
	
Concentrates on a few segments.
	
Involves local and individual marketing.



Hilton Hotels would effectively work with differentiated marketing when it comes to differentiation. By isolating several primary target segments, the company directs resources to customers with the most potential value for the company.

[bookmark: _Toc112052837]5.7 Positioning

A positioning strategy is a marketing strategy focusing on distinguishing a different brand from the competitors. The positioning strategy aims to influence the customer's perception by communicating its competitive advantage (Kostelijk & Alsem, 2020). Hilton Hotels can apply four types of positioning strategies: product price, unique value proposition, product quality, and competitive positioning.

[bookmark: _Toc112052838]5.8 Online Value Proposition

The online value proposition of Hilton Hotel emphasizes qualities such as cost advantages, functionality, security, and quick services. Unlike traditional hotels, Hilton Hotels can improve its online presence to attract a growing number of young business personalities.

[bookmark: _Toc112052839]5.9 Tools

The specific tools for promoting Hilton Hotels to the younger generation of consumers include social media marketing. The three primary avenues of communication that the business can use include the company's websites and official social media pages. Direct customer engagement would also help with getting more customers depending on their specific needs.

[bookmark: _Toc112052840]5.10 Tactics (Marketing Mix)
	Product Strategy

1. Hilton provides a variety of hospitality services. 

2. The hotel has loyalty program providing special services to the loyal customers.


3. Services in the hotel are maintained through customer relations using feedback and a satisfaction index.
	Pricing Strategy

1. Different costs to serve specific purposes.

2. The price ranges vary based on the value-added services.


3. Premium prices are determined based on the premium cost of services added.

	Place and Distribution Strategy

1. A great focus on western nations which provides the exclusive customer segments.

2. Focus on new and emerging markets such as China, India, and Brazil.
	Promotion and advertising

1. Collaboration with business firms and multinational companies. 

2. Premium magazine and hospitality editorials.

3. Social media.




The marketing mix incorporates a set of marketing tools that a company may use to pursue its marketing objective within a given target market. The marketing decisions generally fall into four categories identified as the 4 P's: product, price, place, and promotion.

The main idea of marketing is to persuade and influence consumers to consider using the company's products and services. The four Ps marketing matrix helps companies to influence the demand for their products and services (Kotler et al., 2015). Within the high-end hospitality industry, the product and services are designed to satisfy the needs of business and leisure travelers. Considering the example of hotel rooms which are seen as products being sold to the consumers, the rooms can vary based on the quality and service being offered and are directed to a customer requiring a given type of room (Nieves & Diaz-Meneses 2016). A hotel's location is another significant factor that visitors may consider, and most would scrutinize location before booking. Location influences other factors such as transport modes and accessibility from other amenities such as the airport, city center, and conference facilities (Yang & Cai 2016). Pricing set by the hotel also influences its profitability and demand. The hotel industry's rack rates and discount packages are significant and may influence the number of clients a hotel gets. Finally, promotion, the key function of the marketing and sales departments, entails the different tools the hotel can use to communicate with the customers. Hilton hotels can therefore use a different website for advertisements as that will allow for segmentation of different markets and services. According to Musetescu & Chira (2015), a strong brand helps the consumer identify the business's services; for instance, customers will relate the Hilton hotel chain with luxury and high-end services. The brand image, therefore, helps Hilton Hotels while they plan their marketing strategies.

[bookmark: _Toc112052841]

5.11 Marketing Plan KPI

There are various Key Performance Indicators (KPIs) that marketers of Hilton Hotel can analyze to ascertain that the marketing plan adopted is working. First, calculating the Return of Marketing Investment (ROMI) helps evaluate if the selected marketing expenses lead to profits (Farris et al., 2015). A positive ROMI shows that the campaigns generate a net profit. Knowing the campaign's ROMI also helps marketers understand areas where they need to allocate a bigger chunk of the budget for a positive result. Secondly, lead conversion rate is another KPI that Hilton Hotels can use to determine the marketing campaign's success. The lead conversion rate represents the percentages of clients or businesses converted into opportunities (Saura et al., 2017). Therefore, the marketing department needs to track the conversion rate to help understand how the sales funnels perform and the various marketing campaigns having a significant repercussion on Hilton Hotels' ROI.

One difficult role marketers at Hilton Hotel may have is to track the different marketing KPIs. According to Pauwels & Reibstein (2017), Return on Marketing Investment (ROMI) holds great promise as a metric to increase the accountability for marketing spending. However, using the different marketing tools, one can cross-reference and analyze the KPIs. Data visualization reporting tools are of great significance as they quickly analyze the different data. The marketing strategies selected by Hilton Hotel should allow for continuous improvement and is adaptable to changing market circumstances.














6. [bookmark: _Toc112052842]Conclusion 

Hilton Hotels Group's influence in the global hospitality industry is unmatched, having been in the business for a long time. The organization has developed to provide its high-end customers with the best services over the years. However, with the entry of new players into the market, it has been time for the organization to develop an innovative strategic plan to help navigate the changing business environment. The overall objective of Hilton is to reach the new generation of consumers who may be attracted to the luxury provided by the organization. Hilton has relied on traditional marketing strategies, most of which may not be reachable to the current demographics. Using the SOSTAC planning framework, Hilton Hotel can develop an effective marketing plan since the framework offers comprehensive solutions such as situational analysis and objectives of the organization.
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Strengths
1. Hilton hotel is a global multinational brand
2. Loyal customer base
3.Great brand image
4. Effective management system 


Weaknesses
1. Data Breach
2. Bad reviews
3. Limited market share
4. The hotel operates globally hence subjected to different laws


Threats
1. New entry of several international brands
2. Economic and political turbulence in most countries
3. Lawsuits


Opportunities 
1. Digitalization and use of technology in operations
2. Partnership through joint ventures and alliances 
3. Innovation in customer service 


