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[bookmark: _Toc137419414]Introduction:
Hilton Hotel may promote its brand, attract its target audience, and increase market share using this marketing plan (Bhasin, 2018). Positioning, branding, online presence, customer relationship management, and loyalty programs address hotel industry potential and challenges. Hilton Hotel management is preparing a marketing roadmap.
This strategy uses several major frameworks and theories. The SOSTAC model (Situation analysis, Objectives, Strategy, Tactics, Action, and Control) helps create and implement marketing programs (Bhasin, 2018). The Hilton Hotel's pricing, distribution, and promotions will be governed by the 4Ps of marketing. Ansoff's matrix will evaluate expansion plans. Market penetration, product development, and diversification will be considered. 
[bookmark: _Toc137419415]Situation Analysis:
[bookmark: _Toc137419416]SWOT analysis 
[bookmark: _Toc137419417]SWOT analysis will identify the Hilton Hotel's internal and external strengths, weaknesses, opportunities, and threats (Bhasin, 2018). The hotel's vast presence, strong brand awareness, luxurious amenities, and excellent guest service are positives. Old infrastructure or service limits may be vulnerabilities. Opportunities might arise from new markets, consumer preferences, or technology. Threats include increased competition, economic downturns, and political turmoil.
Customer segmentation: 
[bookmark: _Toc137419418]Hilton Hotel will employ demographics, psychographics, and behaviour patterns to identify market segments (Talbot, 2019). Analyzing customer profiles and preferences helps the hotel target certain markets. SimilarWeb may help identify and study the target audience by providing website traffic, demographics, and user activity data.
Market share:
[bookmark: _Toc137419419]Hilton Hotel will analyze its immediate competitors' market share and positioning. Perceptual positioning maps provide market gaps and differentiation opportunities (Talbot, 2019). By analyzing competition strengths and weaknesses, the Hilton Hotel may improve its strategy and offerings. 
Participants: 
[bookmark: _Toc137419420]Hilton Hotel will promote its B2B agreements and franchises (Team, 2017). Airlines, tour operators, and local businesses can broaden the hotel's market and give cross-promotion, special offers, and discounts. These collaborations help Hilton Hotel increase its clients and market share.
Climate (PESTLE): 
The Hilton Hotel can use the PESTLE framework to understand external factors affecting its operations (Team, 2017). This examination will illuminate legal limits, societal changes, technical advancement, economic trends, and environmental sustainability.
[bookmark: _Toc137419421]Hilton Hotels' offers, pricing policy, distribution techniques, and marketing campaigns will be analyzed using the marketing mix (Product, Price, Place, Promotion) (Team, 2017). This research will reveal areas for improvement to satisfy consumer and market needs. Analysis helps Hilton Hotel understand its internal capabilities, consumer segments, competitive landscape, collaborators, and external elements. Based on this information, the hotel will develop successful marketing tactics to accomplish its goals.



Objectives: 
The SMART framework will be used to establish the marketing plan's goals, which must be Specific, Measurable, Achievable, Relevant, and Time-bound. The main goal can be summed up as follows:
· By utilizing digital marketing methods, improving the online user experience, and advertising the hotel's distinctive offerings to target segments, to boost direct bookings by 15% over the course of the following year.
· [bookmark: _Toc137419422]This SMART objective is relevant to the overall marketing strategy, gives a clear and specific target (15% increase in direct bookings), and is measurable and achievable. The time-bound component specifies a deadline of one year for completing the goal.
Strategy:
Hilton Hotel's marketing strategy will focus on positioning, differentiating from competitors, and brand reputation (Masra, 2018). Unfavourable reviews will require a specific method to modify the brand's reputation. The Ansoff matrix helps Hilton Hotel consider growth-oriented strategies. Hilton may improve its image by expanding its audience and reaching new markets.
[bookmark: _Toc137419423]This may need to change the marketing mix (Masra, 2018). Improve amenities, streamline service alternatives, or add new features to address client complaints. Offering discount packages or competitive rates may attract customers. Expanding distribution channels, engaging with online travel companies, or developing strategic relationships could increase audience size. Upgrades, great visitor experiences, and customer interaction via social media, review sites, and targeted advertising should be promoted (Masra, 2018). The Hilton Hotel's strategy is to use a market development plan, meet customer wants, and use the marketing mix to promote positive changes and attract new customers. 

Tactics:
The Hilton Hotel marketing plan will use several methods to implement the ideas (Masra, 2018). RACE (Reach, Act, Convert, Engage) will guide communication strategy selection and implementation to address situational analysis issues. The methods will focus on improving communication, social media, email marketing, and online exposure.
1. Communication Tactics: Improve Communication Channels: Hilton Hotel will optimize its website for easy booking and enticing content (Masra, 2018). The concise language will be used across all touchpoints, including call centers and in-person interactions.
2. Social Media Strategies: The Hilton Hotel will review all its social media accounts and identify areas for development (Masra, 2018). This could involve creating a target market-focused content strategy, releasing engaging material, and increasing social media updates (Masra, 2018). Customer feedback will be monitored and promptly addressed.
3. Email Marketing Techniques: Hilton Hotel will optimize its email marketing campaigns. Personalization and segmentation will deliver targeted offers and messaging (Masra, 2018). 
4. SimilarWeb: Assess Current Performance Hilton Hotel will examine SimilarWeb data on website traffic, demographics, and user behaviour (Masra, 2018). This analysis will identify hotel shortcomings including high bounce rates.
5. Online Visibility: Hilton Hotel will utilize SEO to improve its natural search results. This can include optimizing website content, getting backlinks from trustworthy sites, and making the website mobile-friendly (Masra, 2018). Pay-per-click (PPC) ads can boost website traffic and quality.
6. Reputation management: Monitor and reply to customer reviews on various platforms and review websites. Hilton Hotels routinely do this. Concerns will be addressed immediately and properly (Masra, 2018). 
[bookmark: _Toc137419424]These tactics may help the Hilton Hotel improve its social media, email marketing, internet exposure, and reputation management (Masra, 2018). Improving customer experience, addressing difficulties, and using digital platforms will help convert potential customers. 
Action:
[bookmark: _Toc137419425]Implementing the chosen strategies and carrying out the marketing tasks listed in the Gantt chart comprise the action phase of the Hilton Hotel marketing strategy (Hilton Hotels Marketing Mix – 7Ps of Marketing, 2016). The Gantt chart shows the timeframe for each marketing channel and the associated actions that need to be carried out.
Gantt Chart of Marketing Activities: 
Several elements affect the Gantt chart's marketing channels timeline, including Personal selling tik tok, facebook, and Instagram views from November to November. Sales promotion breakfast free from January to May, 10% discount from March to June. Creating brochures from September to October. (see Appendix 1)
[bookmark: _Toc137419426]Control:
KPIs will evaluate Hilton Hotel's marketing plan. KPIs will measure many performance indicators and meet plan targets.
1. New customers: Effective marketing recruits and retains customers.
2. Brand Perception: social media, surveys, and sentiment analysis measure consumer sentiment. Online reviews, recommendations, and positivity indicate brand image success.
3. Revenue and Profits: Growth, average revenue per customer, and profitability will assess the hotel's marketing.
4. Website analytics: Traffic, conversion rates, bounce rates, and time spent on the site reflect performance and user engagement.
5. Social Media Engagement: Likes, shares, comments, and the following growth indicate campaign reach.
6. Direct Bookings: Comparing direct and third-party bookings shows if middlemen are being cut.
These indicators can help the Hilton Hotel marketing team make data-driven decisions, build their strategy, and change their approaches (Hilton Hotels Marketing Mix – 7Ps of Marketing, 2016). Targets determine performance.
[bookmark: _Toc137419427]These KPIs assist Hilton Hotels attract new guests, generate a strong brand image, increase profitability, and encourage direct reservations.
Conclusion:
[bookmark: _Toc137419428]The Hilton Hotel's marketing plan gives a comprehensive method for addressing significant problems and seizing market opportunities. Some of the issues mentioned include the need to improve customer perception, revamp the brand's reputation, and increase direct bookings. Some recommendations for resolving these issues include using digital marketing strategies, enhancing communication channels, enhancing the online user experience, and implementing targeted advertising campaigns. By monitoring key indicators and KPIs, the marketing plan may be regularly evaluated and updated to ensure its effectiveness. By implementing these recommendations, Hilton Hotel may enhance consumer impression of its brand, attract new clients, and experience continuous growth in the competitive hospitality industry.
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Introduction

» The Hilton Hotel is a well-known hotel chain
with a stellar reputation for first-rate service
and opulent lodgings.

» The marketing strategy’'s goals are to spur
growth, improve brand reputation, and gain
market share.
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Objectives:

» Boost Direct Bookings: Optimize direct booking channels to increase revenue
and lessen reliance on third-party platforms.

» Improve Brand Reputation: Enhance the hotel's image by addressing any
unfavourable impressions through efficient reputation management.

» The Value of a Successful Marketing Strategy: A successful marketing strategy
is essential for reaching goals, maintaining competitiveness, and connecting
with the target market. These factors all contribute to business success.
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Situation Analysis

SWOT analysis: Highlight the strengths and disadvantages of the
Hilton Hotel, including its established brand reputation and
global reach as well as its restricted market penetration in some
areas. Determine the threats such as fierce competition and
unstable economic conditions and the opportunities such as
emerging markets.

Customer targeting and segmentation: Identifying important
client groups and their preferences, talk about the customer
segmentation technique. Stress the significance of
comprehending the target market to properly customize
marketing methods.

Competitive Landscape: Utilize a perceptual positioning map to
illustrate where the Hilton Hotel stands about its rivals while
emphasizing its differentiators and special selling qualities.
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> Selected Strategy: Change the bra
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using the Ansoff matrix, in particu
market development strategy.

» Marketing Mix Changes: Describe the
modifications that must be made to
marketing mix, such as product
improvements to suit consumer

Strategy expectations, price changes to remai

for a wider audience, and targeted
advertising to draw in new clients.

client categories, emphasize the need o
creating strategic collaborations and
partnerships with airlines, travel agep
and local businesses.
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Tactics

Enhancing Communication Channels: Implement measures
to strengthen communication channels, such as live chat
assistance, social media messaging, and quick responses
to consumer reviews and feedback.

Utilizing social media: To develop a positive brand image
and handle any reputation issues, create interesting
content, launch targeted advertised campaigns, and
actively engage with customers.

Email marketing optimization: To increase customer
involvement and encourage direct bookings, personalize
emails, segment customer lists, and deliver targeted offers.

Improving Online Visibility: Implement SEO tactics, improve
website content, and spend money on online advertising to
improve online visibility and draw in more potential
customers.

Importance of Reputation Management: To improve the
hotel's reputation, emphasise the importance of actively
maintaining online reviews, attending to client complaint:
and promoting positive testimonials.
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Control and
Conclusion

» Metrics and KPIs: Highlight the important
measures and KPIs that will be used to gauge the
effectiveness of the marketing strategy, such as
the percentage of direct bookings, brand
recognition, and revenue growth.

» Problems and Suggestions: List the difficulties
encountered, such as problems with brand
reputation, and describe the suggestions made
in the marketing plan to address these
difficulties.

» Continuous Evaluation and Modification: To
ensure the effectiveness and success of the
marketing tactics used, it is crucial to emphasize
the necessity of constantly monitoring
performance, analyzing data, and making
required adjustments.
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