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[bookmark: _h4v6aqe9lwvf][bookmark: _Toc137317831]Introduction
The global hotel industry is negatively affected due to the arrival of a pandemic. Hilton Hotel, a well-known hotel brand in the UK is facing the same (Hilton, 2023). In 2022, the company has generated $8.77 billion globally but the net revenue of Hilton has reduced in comparison to 2019 due to the outbreak (Statista, 2023). 
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Figure 1: Revenue decline of Hilton due to the pandemic 
(Source: Statista, 2023)
The pandemic has forced several Hilton worldwide properties to shut its door. However, it emphasises marketing opportunities for the hotel to attract new consumers and establish a strong presence. The company’s mission is “To be the preeminent global hospitality company-the first choice of guests, team members and owners alike” (Hilton, 2023). To attack new consumers (marketing opportunity) and attain the overall company’s mission, the marketing managers of the company are preparing. An effective marketing plan is going to be developed by them to address Hilton’s current issue in support of the “marketing mix”, “SOSTAC” and “Bowmans” framework.     
[bookmark: _fuzbte6fsvjw][bookmark: _Toc137317832]Situational Analysis 
5C’s
Company (SWOT analysis) 
In order to build an effective marketing plan, internal analysis is important (Ferrell et al., 2021). The Hilton's “strength”,” weakness”, “opportunity” and “Threat” is presented in support of the SWOT framework to identify its capacity. 
	Strength 
· Strong property portfolio
· Effective organisational leadership
· Brand presence (Hilton, 2023)
	Weakness
· Overdependence on the US market 
· High levels of debts 
· The little worldwide share of the market 
· Lack of flexibility 
· Loss of revenue during pandemic

	Opportunity  
· International expansion in the market 
· Invest in research and development 


	Threat 
· Adverse changes in the macroeconomic climate (Hilton, 2023)
· Lack of key talent and personnel


Table 1: SWOT analysis 
(Source: Self-created)
Analysis 
Hilton holds 13 brands and 4610 properties throughout the world which is its major strength. The goal-oriented style of leadership is positively affecting Hilton’s growth (Hilton, 2023). 80% of the revenue of the brand is generated in the US which is a weakness for the company. The company is experiencing a loss due to the outbreak of the pandemic. The company can garb opportunity by expanding business to the international market and investing in R&D. The changes in the microeconomic climate are a developing threat for the company.   
Customers (Consumers segmentation and targeting)
Segmentation 
· Demographic: The Hotel will attract both males and females, 10 to 80 years old and middle to high-income families and mainly people from upper-class society.   
· Geographic: The urban and semi-urban area
· Psychographic: The Company is target consumers who would like to express their high status by staying in “5-star rooms” offered by Hilton at Premium prices.  	
· Behavioural: The consumers who like to live a luxurious lifestyle
Targeting
The target consumers of the company are business travellers, tour groups, families and single tourists. Both males and females from the age group 10-80 years and high-economic background are the target consumers of the company. 
 Competitors (Position map) 
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Figure 2: Positional map
(Source: Self-created)
Premier Inn and Merlin Hotel are the top competitors of Hilton. Hilton is positioning itself in the High quality-High price segment as the service quality of the company is differentiating the brand from its competitors. 
Bowman’s Strategy Clock 
The “Bowman’s Strategy Clock” is a tool that provides options for a business to position within a market based on perceived value and practice (Villagrasa et al., 2023). 
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Figure 3: Bowman’s Strategy Clock 
(Source: Villagrasa et al., 2023)
While establishing a marketing plan, Hilton will position itself in a “Differentiation” position (Position 4) where it will differentiate products to create unique value for the consumer (Villagrasa et al., 2023). The purpose is to attract a range of consumers towards business. 
Collaborators 
In order to attract consumers, the partnership strategy will be followed by the company. Mutual planning and strategising sales will help Hilton expand its consumer base.   
Climate (PESTLE) 
To effectively create a plan for marketing, external climate analysis is also important. The PESTLE framework is advantageous to understand the external climate. 
	Factor
	Analysis
	Impact

	Political
	· Political stability=0.47 (theglobaleconomy, 2023)
	Positive

	Economic
	➔Score of Economic freedom=78.4 (heritage, 2023)
· Pandemic and Brexit
	Negative

	Social
	➔  	Population= 67 million (statista, 2023)
· Diversity
	Positive

	Technological
	➔ GII rank=4th (wipo, 2023)
	Positive

	Legal
	➔  	“The Data Protection Act, 2018”
➔      “The Equality Act 2010”
	Positive

	Environmental
	➔  	“Environment Protection Act 1990”
➔      Business CSR
	Positive


Table 2: PESTLE analysis 
(Source: Self-created)
The outcome of external analysis shows that, except for the economic environment, the political, technological, social, environmental and legal factors can support the implementation of marketing plan. 
Marketing mix 
The 4p’s of “marketing mix” will be considered by Hilton while developing a new marketing plan to grab opportunities. 
· Product: Hilton will provide customised hotel options, employee personalised care, and attractive accommodation to increase the consumer base in post-covid.  
· Price: The competitive pricing will be followed by the company where the service price will be determined based on competitor price (Darmawan and Grenier, 2021).  
· Place: Consumers can access unique services by visiting the hotel.  
· Promotion: Sales promotion, digital marketing, and direct marketing will be used by Hilton to promote its service. Consumers will be provided with complete information about Hilton’s products and services.  
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	Objectives 
	Specific (S)
	Measurable (M)
	Attainable (A)
	Relevant (R)
	Time bound (T)

	To increase the social media followers by 8000 in the 1st year of the new plan implementation 
	Specific to increase consumer base (KPI)
	It is measurable by calculating the engagement rate 
	It is attainable through sharing worthy and informative content 
	Relevant because it can increase Hilton’s followers
	1 year 

	To enhance the net profit of the company by 10% by the end of 2nd year of plan implementation 
	Specific to enhance the company’s net profit 
	Measurable through KPI- “Net Profit Margin”  
	Attainable through delivering personalised service  
	Relevant because it can maximise the company’s revenue
	2 years 


Table 3: SMART objective 
(Source: Self-created)
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In order to effectively grow, majority of businesses follow “Ansoff Growth Matrix” model. It provides four growth strategies. 
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Figure 4: Ansoff matrix
(Source: Clarissia, 2020)
(1) Penetration of the market: Raising sales of existing products into the existing market, (2) Development of market: Sell existing products into new markets, (3) Development of product: Introduction of new products to an existing market, (4) Diversification: Enter into a new market with new product (Clarissia, 2020). The Hilton will follow a “Diversification” growth strategy where the company will introduce more personalised services to global consumers. 
In order to increase the consumer base, changes in pricing in the “marketing mix” will be required. Premium pricing is followed by Hilton’s current strategy which is inaccessible to the majority of people. The pricing should be affordable (by maintaining quality) so that the majority of people can access the service. It will raise the consumer base of Hilton effectively. 
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The RACE framework will be followed by the company to increase the consumer base and raise the net revenue. 
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Figure 5: RACE framework
(Source: Molavi et al., 2020)
Reach (R): Hilton will increase visits to the website by creating informative and interesting content. Act (A):  The Company will interact effectively with consumers and resolve their problems. Convert (C): Content effectiveness will convert general consumers into paying consumers and will increase sales (Molavi et al., 2020). Engage (E): A positive relationship will be built between consumers and the brand that will maximise the repeat purchase rate in the company.      
The interpersonal communication tactics will be followed by Hilton. It will collect feedback regularly on the new pricing plan (Krizanova et al., 2019). The improvement will be done based on consumers' feedback.    
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	Activities
	Year 1
	Year 2

	Marketing goal development
	 
	 
	 
	 

	Research on consumer
	 
	 
	 
	 

	Website content development 
 
	 
	 
	 
	 

	Measure the consumer growth (KPI: consumer engagement)
	 
	 
	 
	 

	Product diversification and revenue growth 
	 
	 
	 
	 

	Marketing team formulation 
	 
	 
	 
	 

	Budget plan 
	 
	 
	 
	 

	Operational activity development (Personalised service delivery)
	 
	 
	 
	 


Table 4: Gantt chart
(Source: self-created)
In the first year, marketing goal will be formed and research will be placed on consumers. Based on that, website content will be developed to increase the consumer base. In the second year, the marketing team will be formed to act on revenue growth. A budget plan will be done and operational activities will be placed accordingly.  
[bookmark: _5qj99iqkvk20][bookmark: _Toc137317837]Control 
The success will be measured through the KPIs such as Customer engagement, and the “Net Profit Margin” (Chaffey and Smith, 2022). The “Consumer engagement” KPI will help understand the interest level of consumers in Hilton products. The “Net Profit Margin” will help determine the net profit growth of the company.   
[bookmark: _3kb7gq23k594][bookmark: _Toc137317838]Conclusion 
Hilton experienced a dramatic loss in revenue due to covid 19 pandemic. Hence the current marketing opportunity is to raise the consumer base in the company. Hilton can change its premium price structure towards affordability and personalised content as well as service to grab consumers’ attention.  
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Marketing plan (Presentation)
[bookmark: _8mwxrzrsdz2t][bookmark: _Toc137317840]Introduction 
· In 2022, Hilton  generated $8.77 billion globally but the net revenue is lower than the revenue of 2019 due to the pandemic (Statista, 2023)
· The study purpose is to develop a marketing plan to enhance the consumer base
Hilton is the global hotel has faced dramatic losses due to the outbreak of the pandemic. The net revenue of the company declined from the previous years. Hence, the company need to increase its consumer base to grab the market opportunity. Hence, the company is developing a marketing plan to improve its consumer base. 

[bookmark: _afouizdhzwny][bookmark: _Toc137317841]Marketing plan (Marketing goal and Target market)
· Marketing goal: social media followers enhancement along with revenue 
· Target consumer: high-to middle-income group, males and females from 10-80 years and Business travellers and families
Marketing goal of the company is to increase the social media followers by 8000 in the 1st year of plan establishment and enhance the net profit of the company by 10% by the end of 2nd year of plan implementation. The target consumers are high-to middle-income group, males and females from 10-80 years. Business travellers and families will be targeted. 
[bookmark: _g7agycxpbkuj][bookmark: _Toc137317842]Marketing plan (Marketing mix)
· Product: customised hotel options and employee personalised
· Price: Competitive price (Darmawan and Grenier, 2021) 
· Place: offline  
· Promotion:  digital marketing, direct marketing 
Hilton will provide customised hotel options, and employee personalised care to consumers. Competitive pricing will be followed by the company. Consumers can access unique services by visiting the hotel. Sales promotion, digital marketing, and direct marketing will be used by Hilton to promote its service.
[bookmark: _8o7zvqo1xe7][bookmark: _Toc137317843]Marketing plan (Marketing strategy)
· Strategy 1: Diversification (Clarissia, 2020)
· Strategy 2: Changes of pricing towards affordability 
The Hilton will follow a “Diversification” growth strategy where the company will introduce more personalised services to global consumers. To increase the consumer base, changes in pricing in the “marketing mix” will be followed by Hilton.  
[bookmark: _2i9j0nptpff][bookmark: _Toc137317844]Conclusion
· Hilton experienced a dramatic loss in revenue due to covid 19 pandemic
· The current marketing plan will focus on the growth of consumers based on increasing net revenue.
Based on the analysis it can be concluded Hilton experienced a dramatic loss in revenue due to covid 19 pandemic. Hence, the current marketing plan will focus on the growth of consumers based on increasing net revenue. 
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MARKETING PLAN (MARKETING GOAL AND TARGET MARKET)

Marketing goal: social media followers enhancement along with revenue 

Target consumer: high-to middle-income group, males and females from 10-80 years and Business travellers and families







Marketing goal of the company is to increase the social media followers by 8000 in the 1st year of plan establishment and enhance the net profit of the company by 10% by the end of 2nd year of plan implementation. The target consumers are high-to middle-income group, males and females from 10-80 years. Business travellers and families will be targeted. 
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MARKETING PLAN (MARKETING MIX)

Product: customised hotel options and employee personalised

Price: Competitive price (Darmawan and Grenier, 2021) 

Place: offline  

Promotion:  digital marketing, direct marketing







Hilton will provide customised hotel options, and employee personalised care to consumers. Competitive pricing will be followed by the company. Consumers can access unique services by visiting the hotel. Sales promotion, digital marketing, and direct marketing will be used by Hilton to promote its service.
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MARKETING PLAN (MARKETING STRATEGY)

Strategy 1: Diversification ( Clarissia, 2020)

Strategy 2: Changes of pricing towards affordability 







In consideration of Ansoff matrix,The Hilton will follow a “Diversification” growth strategy where the company will introduce more personalised services to global consumers. To increase the consumer base, changes in pricing in the “marketing mix” will be followed by Hilton.  
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CONCLUSION

Hilton experienced a dramatic loss in revenue due to covid 19 pandemic

The current marketing plan will focus on the growth of consumers based on increasing net revenue.







Based on the analysis it can be concluded Hilton experienced a dramatic loss in revenue due to covid 19 pandemic. Hence, the current marketing plan will focus on the growth of consumers based on increasing net revenue. 
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