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Component A: Marketing Plan Introduction
Purpose of the marketing plan
Holton hotel is a worldwide hospitality company that operated business in 7165 different locations. The organization is facing poor customer engagement in their business operation for which an effective marketing plan is needed by the company. Effective strategy can be fruitful for Hilton hotels which is going to present in this article.
Introducing 4P's marketing mix theory
Developing the communication strategy is highly important for Hilton hotel which can help the company to solve their poor customer engagement in the business. Electronic devices and internet can enhance marketing digital marketing channels (Desai and Vidyapeeth, 2019). Therefore 4p's marketing mix theory has been suggested to where the concept of product, price, place and promotion can help Hilton hotels to develop their business operation.
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Figure 1: 4P's Marketing Mix
(Source: Created by author)
Situation Analysis
5c's framework provides a wider analysis internal and external factors of the business through the factors given below.
Company
Strength
The organization is a worldwide recognized brand. The company has a huge customer base.
Weakness
The company had some bad reviews where data breach has created issues in their operation.
Opportunity
Looking into social media marketing can help them to expand remote locations.
Threats
Legal cases and high competition seem the biggest threats for the organization.
Customers
Customers of the UK have been targeted to serve the best hospitality service which has been compromised by the company for a long period of time. Marketing activities can help businesses to identify the challenging factors (Fahy and Jobber, 2019). Through website digital trend, Hilton hotel uses a demographic segmentation approach and targets the young aged group of customers to increase their customer engagement in the business.
Competitors
[image: ]
Figure 2: Positioning Map
(Source: Created by author)
Collaborators
Due to the poor customer engagement in the business, the brand collaboration with the other hotels has been affected. Therefore the relationship between B2B business is disrupting for the business where the company is suffering to manage collaboration. Social media marketing through celebrity endorsement can increase brand value (Jin et al. 2019). Poor customer engagement restricts the expansion in new locations for the Hilton Group.
Climate
Political: This factor represents that the UK has a stable government for which 1--lilton hotel achieves a successful market range.
Economic: The GDP of the UK is $3376 billion where hospitality businesses like the Hilton hotel achieve a great financial backup in the country.
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Figure 3: UK GDP Growth Rate
(Source: O'Neill, 2023)
Social: The estimated population of the UK is 75 million by 2039 for which Hilton hotel deploys savvy employees.
Technological: As the country has the highest number of research and developing centers, the data breach problem can be solved by the company.
Legal: Equality Act 2010 has maintained a seamless workflow where 1--lilton hotel avoids any untenable discrimination.
Environment: The UK environment changes drastically for which the Hilton hotel suffers in the rainy season that leads to insufficient customer inflow.
Objectives
Summarising the aim of the marketing plan
Aim: To identify the poor customer engagement issue for the Hilton 1--10tel and propose a communication strategy
	Specific
	Measurable
	
	Achievable
	Realistic
	Time-bound

	Social media marketing for customer engagement
	Employees customer interaction capability customer retention rate
	and
	Higher customer engagement through effective communication that can increase
value	based
performance.
Marketing orientation can help businesses to improve their core principles
(Morrison,
2022).
	Increase customer experience throughout their entire journey of bookings along
with	the
feedback of the customers
	6 months


Table 1: SMART Aim
(Source: Created by author)
Following the above table, it is easier for Hilton hotels to develop their social media marketing strategy.
Strategy
Social media marketing strategy is suitable for Hilton hotel to increase their operational activity in managing poor customer engagement. As per lowest customer retention rate the feedback from the customers presents that the company is not capable of providing customer satisfaction sufficiently.  The organisation should portray the effective customer management service through their social media marketing channel. Effective marketing strategy can improve the needs and motivational factors for people (Ferrell et al. 2021). It can help the customers to contact with the executives of Hilton hotels 24x7 by which the organization can be able to meet with the expectation of the customers. Therefore, the organisation can also implement chatbot technology in their social media marketing channel that can help the customer to get instant reply. It can increase the level of customer interaction in the business through which the organization can provide value proposition to their customers through communicating with their targeted audience.
Tactics
4p's marketing mix framework has given below that can help Hilton hotels to improve their strategic performance in managing poor customer engagement.
Product
The company offers better customer service so that the customer engagement in the business can be developed. Therefore the organization is increasing their number of employees to improve the customer service level. Effective market approach can change customer behavior (Lee and Kotler, 2019). It helps 1--lilton hotel to get a better stance in customer management through impressive service. Effective hospitality and impressive food quality has been offered by the company to provide the best customer service which can help them to mitigate the issue of poor customer.
Place
The company will use their marketing channel in social media to identify their target audience. Focusing on the demographic engagement in their social media platform can also help the company to determine their preferable customer base where using the marketing channel will be beneficial for the organization.
Price
The company can prioritize budget friendly customer services so that the young aged group can become interested in booking hotels. Therefore Hilton hotels can also increase their rate of discount for a bigger booking amount where the company can provide an extra 5% discount on a bill that values more than €500. That is why the 1--lilton Group will use a value-based pricing strategy for the new proposed communication strategy. It can increase the sales rate for 1--lilton hotels where the customers can increase their number of bookings to avail the discount. In that case an increased financial inflow can also help the company to improve their customer engagement in the business.
Promotion
In order to develop a communication mix to increase customer engagement in the business of Hilton hotels, the company can focus on advertising, personal selling, sales promotion, direct marketing and public relationship.Hilton hotels can focus on the advertising and public relationship in a higher exposure. Business performance can be developed through implementing a strategic framework of social media marketing (Tarsakoo and Charoensukmongkol, 2020). It can open up different communication channels for the customers through which they can directly contact the organization. Through developing public relationships, it can help the company to develop their customer.
Action
[image: ]
Table 2; Gantt Chart
(Source: Created by author)
Control
Developing customer preferred marketing management and budget friendly financial operation can help Hilton hotels to improve their people management policy that can increase customer satisfaction in the business. Inferential statistics can develop a qualitative approach for the customers (AlAwadhi and Al-Daihani, 2019). It has been noticed that the organization has improved their sales strategy through social media marketing promotion by which the organization has increased their sales through booking rate. It has helped the company to measure their success through comparing booking rates month by month.
Conclusion
The whole article has represented that the organization has faced poor customer engagement issues in their business for which the organization has got a poor review through customer feedback. This report has analyzed their performance level to manage the customer base and suggested 4p's marketing mix to increase their management policies. The article also gave suggestions that can help 1--lilton hotels to increase customer satisfaction level through which the company can increase their financial flow in the business. It helps the organization in managing poor customer engagement in the business with a higher exposure.                                                                                                                                          
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