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Abstract
Hotels, airways, vehicle hire agencies, eateries, nightlife hotspots, trip companies, and travel agencies are just some of the businesses that engage in tourist marketing. The goal is to raise knowledge of the company and its offerings in the minds of potential consumers and to encourage them to make purchases. Product, price, advertising, and location make up the 4 P’s of the marketing formula for the tourist industry. A tourist marketing strategy is crucial because it details how the business will promote itself in the future.
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As rivalry in the hotel industry has heated up, marketers have developed strategies to keep their names at the forefront of the market and secure their businesses’ futures. Because of its worldwide reach and unwavering dedication to providing superior luxury services and lodgings, Hilton in London has established itself as a leader in the hospitality industry. This essay will take a worldwide view of Hilton in London’s present marketing strategy and analyse its rollout in the UK. The primary objective of marketing is to generate and retain customers by satisfying their needs. This report will focus on Hilton in London, a global leader in the premium hotel business, to investigate this concept.
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Figure 1: SWOT analysis
(Source: Jin et al. 2019)
Strengths
· Hilton in London’s many years in the industry and wide variety of services offered are two of its strongest points (Jin et al. 2019).
Weaknesses
· The company’s excessive debt levels threaten its liquidity and future funding prospects.
Opportunities
· Hilton in London can increase its market share by forming strategic agreements and collaborations.
Threats
· Particularly in the tourism sector, the business may have trouble finding workers.
[bookmark: _Toc128781771]Customer: Segmentation and Targeting
As a hotel chain, Hilton in London is aiming for a wide variety of clients, from business people to vacationers. The company identifies and caters to various subsets of its clientele by using a mix of demographic, regional, psychological, and benefit-based classification techniques (Labanauskaitė et al. 2020). Hilton in London presents itself as a luxury service provider serving to the high-profile business class and upper-class society.
[bookmark: _Toc128781772]Competitors
In the hotel business, Hilton in London faces competition from a number of other companies, the most significant of which is Marriott International. Companies like the Ritz-Carlton, Hyatt, Fairmont, Intercontinental Hotels Group, Four Seasons, Jumeirah, Shangri-La Asia, Belmond, Accor, Whitbread, MGM Resorts, Wyndham Destinations, H World Group, Wynn Resorts, Warner Bros. International, and Caesars Entertainment.
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The news this month that Hilton in London would be collaborating with Accor and Strong point, two European hotel organizations, to offer online appointments and orders and a B2B framework for bargain getting, has bolstered the modern commercial centre.
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Figure 2: Pestle Analysis
(Source: Kayumovich and Kamalovna, 2019)
Political factors
· The hotel’s bottom line could take a hit if fewer tourists decided to stay in the area because of political unrest there.
Economic factors
· Interest rates, inflation, development, and a country’s gross domestic product are all examples of economic variables that have an effect on the lodging business (Kayumovich and Kamalovna, 2019).
Social factor
· The Hilton name is well-known around the world, which is a positive social factor.
· The motel business is influenced by social variables such as customer lifestyle, consumer demography, population development rate, society, gender ratio, etc.
Technological factor
· Concerning the technological side of things, the Hilton in London needs to update its technology where it is needed to improve the value offering it provides to its clients.
Legal factors
· Hilton in London should adhere to everyone applicable labour laws, client laws, and other legal regulations to avoid government and NGO interference.
Environmental factors
· People’s awareness of the need to safeguard the ecosystem is growing. They conduct stringent audits to determine which businesses are practicing eco-friendly trash management.
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Specific
The selected business’ primary goal is to enhance its support to customers.
Measurable
Their method of tracking progress and assessing success is measurable (Ionescu et al. 2019).
Achievable
To ensure that the goals set for client care can actually be achievable.
Relevant
To find and understand relevant marketing plan for them.
Time-bound
To make sure that their employees are very punctual to give service to their clients.
[bookmark: _Toc128781776]Strategy
· Providing a consistent consumer experience
Hilton in London has established itself as a brand that can deliver a reliable service to customers all over the globe (Pencarelli, 2020). Because of their reliability, Hilton in London is able to ask 15 percent more than its worldwide rivals on average for a hotel bed.
· Operating with a highly efficient commercial engine
The marketing motor at Hilton in London is very effective and contributes to the company’s total success. Hilton in London’s accommodation rates are kept affordable and flexible by the hotel’s revenue management staff. A massive, in-house IT infrastructure provides the backbone for the business’s core functioning system.
· Using a balanced scorecard
Hilton in London has implemented a diagnostic tool known as the balanced scorecard, which monitors performance beyond traditional financial metrics to take into account other variables that contribute to lucrative development and improve stockholder value.
· Product innovation
The three insight-driven foundations of product innovation, marketing creativity, and customer relationship appear to be the cornerstones of Hilton in London’s strategy to instil fresh faith and confidence in travel and their brand.
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Figure 3: Marketing mix
(Source: Christou and Chatzigeorgiou, 2020)
Product
· The Hilton in London offers an extensive selection of services, some of which are as follows: accommodations for holding conferences, weddings, and banquets; food and beverage services; swimming pools; gift stores; and shopping establishments (Christou and Chatzigeorgiou, 2020).
· The Hilton Honors Program is the company’s customer loyalty initiative, and it provides dedicated guests with access to a variety of privileged benefits.
· Hilton in London offers a variety of lodging options to appeal to a wide range of customers, including those traveling for business, attending conventions, or engaging in recreational activities. These options include vacation hotels, extended stay apartments, luxury hotels, and Hilton Garden Inns.
· Customers who fit Hilton in London’s ideal profile are members of an elite subset of the population who have high standards for the facilities and services they utilize.
Pricing
· Hilton in London implements expensive pricing policies for its more affluent services. The company’s pricing strategy is founded on an approach that has been thoroughly investigated and ensures that it continues to provide high-quality facilities.
· Hilton in London only offers four-star and five-star customer service at exclusive prices (Dolnicar, 2020). The price range changes depending on value-added services such as internet, parking, and meals, in addition to exclusive services that the visitor must pay for.
Place
· There are 570 Hilton Hotels and Resorts spread out across 84 countries and six continents, giving the company a truly worldwide footprint.
· Hilton in London takes great care in selecting its locations, which contributes to an increase in the level of satisfaction experienced by its guests. The company’s hotels can be found in popular tourist areas as well as in close proximity to major airports, making them convenient for businesspeople and vacationers alike.
· The lodging company is increasing its presence in a variety of new and developing regions.
Promotion
· Hilton in London selects one-of-a-kind advertising opportunities that will help it stick out from the competition, and it offers its members access to privileged membership benefits.
· Hilton in London has a team of employees who are well-trained and committed, and their primary emphasis is on marketing strategy in order to provide the most distinctive and cutting-edge enjoyment possible in marketing.
· The dissemination of Hilton in London’s goods and services is helped along in an efficient manner by the company’s use of various social media platforms.
[bookmark: _Toc128781779]Action
The Hilton name is recognized all over the globe, and the chain’s hotels can be located in many various countries. It is essential for a company of this type to have complete command over its marketing networks to guarantee that clients from all over the world can quickly book a stay at the hotel that best suits their needs (Muhammedrisaevna et al. 2020). Hilton in London not only offers a phone appointment service, but also a full hotel-search and reserving utility right on its primary website. Since they are accessible through GDS (Global distribution Systems) like Sabre, Amadeus, Worldspan, and Appolo, they can be reserved through virtually any travel agency.
[bookmark: _Toc128781780]Control
The quality of care at Hilton in London needs to increase significantly. They need to bring in more experienced workers. They should also stop having workers rush to find a holiday exchange partner and instead allow people to take time off whenever they like. This is because Hilton in London uses a licensing system that eliminates the need to invest in brand new hotel construction (Rather, 2020). Initially, the buyer will pay for everything, and then, once the hotels are up and running, Hilton in London will collect licensing and administration costs. Using innovative methods, a global presence, and smart partnerships, they may increase demand, raise income, and create enduring relationships with consumers. The end result is a larger percentage of the market for every one of Hilton in London’s offerings.
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In light of this analysis of the Hilton in London’s marketing plan, it is safe to say that Hilton has excellent prospects for becoming the most prosperous leisure firm on the planet. Marketing is the most efficient means of reaching target audiences and relaying the benefits of a brand to them; thus, when employed properly, it can help bring about the desired results. The creative process of marketing could provide Hilton in London with a number of benefits, including increased sales and a larger portion of the market.
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Figure 1: Introduction slide
If the Hilton in London can keep up its strong showing in the luxury market, it means that their current advertising campaign is working. Marketing is important in luring potential buyers and satisfying current buyers. To test this theory, this research will look specifically at Hilton, the undisputed industry champion in the premium lodging sector.
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Figure 2: Swot analysis slide
Strengths
· The company made Fortune magazine’s ranking of the best places to work in 2020 because of its dedication to its workers (Bassano et al. 2019).
· Hilton in London has over 7,000 sites in 122 different nations.
Weaknesses
· Hilton in London’s image has taken a hit due to negative feedback posted on sites like Facebook and Trustpilot.
Opportunities
· Hilton in London has the ability to further tailor its offerings to each individual client.
Threats
· Hotel security lapses and poor sanitation practices have resulted in expensive litigation and probes against Hilton in London.
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Figure 3: Customer Segmentation and Targeting
Both business and recreational guests frequent Hilton in London properties because of the recognition of the name and the quality of the services provided.
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Figure 4: Pestle analysis slide
Political factor
· Hilton in London’s earnings in the UK have been negatively impacted by political factors, such as the decline in tourist numbers caused by the United Kingdom’s decision to leave the European Union (Goodall, 2021).
· Hilton in London’s business and financial success may be impacted by the ongoing trade conflicts between different nations.
Economic factor
· The lodging business is affected by the economy in a number of different ways.
· Revenue in the lodging business is affected by a number of macroeconomic variables, including the interest rate, inflation rate, development rate, and Gross Domestic Product of a nation.
Social factor
· Guests’ discretionary income rises in tandem with their desire to spend on recreational activities, which is great news for the hotel industry.
Technological factor
· As a means of cutting expenses and improving the user experience, the adoption of disruptive technology and the acceptance of all forms of money are crucial.
Legal factor
· The motel business is influenced by the laws and rules of the nation in which it is located.
· To prevent government and non-governmental organization (NGO) interference, hotels should operate in accordance with all applicable regulatory structures, including those relating to employees, customers, and the hospitality industry as a whole.
Environmental factor
· In order to prevent interference from various NGOs and states, hotels should take various measures towards preserving the ecosystem of the world.
· Taking environmental protection measures is now widely praised, and as a result, a company’s long-term reputation can improve as a result.
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Figure 5: Objective slide
The Hilton in London’s top priority is making sure its visitors have a good time while they are there. Throughout the course of a year, hotel managers work to showcase the full breadth of their establishment’s services and facilities in an effort to draw in a constant trickle of visitors and other customers.
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Figure 6: Strategy Slide
The hotel industry is constantly evolving, but Hilton in London remains committed to innovation. The three insight-driven foundations of product innovation, marketing creativity, and customer relationship appear to be the cornerstones of Hilton in London’s strategy to instil fresh faith and confidence in travel and their brand.
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Figure 7: Marketing mix slide
Product
Hotels under the Hilton in London provide a broad variety of lodging options for travellers all over the globe, from upscale resorts and spas to family-friendly hotels and extended-stay apartments fit for executives (Willems et al. 2019). They also provide ancillary services like a help desk for customers, a cafe, and a place to make reservations online.
Price
Hilton in London’s luxury offerings are priced at the market rate. A well-researched approach informs Hilton in London’s pricing strategy, and the company’s commitment to providing only four- and five-star customer care conveys an air of prestige and opulence to its clientele.
Place
More than 5,100 Hilton Hotels & Resorts locations can be found in 103 different nations, totalling nearly 838,000 guest accommodations.
Promotion
Among frequent travellers, the name “Hilton” is almost synonymous with the “Hilton Honors Program.” They have a devoted marketing group that works hard to bring fresh ideas to the field so that their customers can enjoy them. Hilton in London chooses distinctive advertising chances that set them apart from competitors like working with planes, vehicle rental agencies, internet platforms, cruise lines, restaurants, retail stores, railroads, and banks.
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Figure 8: Gantt Chart slide
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Figure 9: Conclusion slide
This analysis of Hilton in London’s marketing strategy demonstrates the company’s potential to dominate the hotel industry worldwide. If done right, marketing can be a powerful tool for reaching goals and making progress toward benchmarks by connecting businesses with target audiences and communicating the worth of their brands. There are a number of ways in which Hilton in London could benefit from treating marketing like an art form and expanding their market share.
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