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[bookmark: _Toc128487653]Introduction
This assessment refers to the marketing plan that is based on Hilton hotel. The main purpose of this marketing plan is based on one of the main opportunities that improving overall guest satisfaction scores that improves overall profits of the organisation in different manner. As the guest satisfaction is too important for the Hilton hotel and this marketing plan helps the organisation to achieve this opportunity. This marketing plan will be described about the different situation analysis related to the organisation, some of the objectives of the hotel, marketing tactics and some different strategies that are effective in managing the marketing plan in a proper manner. 

[bookmark: _Toc128487654]Situation Analysis
[bookmark: _Toc128487655]SWOT Analysis
	Strengths
· Worldwide recognised brand 
· Lage customer base
· Satisfied employees
	Weakness
· Large number of staff
· Bad reviews
· Data Breach

	Opportunities
· Expansion in developing countries.
· Look towards social media marketing
· Merger and acquisitions
	Threats
· High competition 
· Legal cases
· Conflicts due to Russia-Ukraine war



[bookmark: _Toc128487656]Segmentation, targeting and customer profiles
In context of consumer segmentation, the demographic and psychographic segmentation is included. The demographic includes the gender, life-cycle stage, income, social class and it affects life style (Bowie, et al. 2016). Whereas, in psychographic segmentation, the different aspects include thinking, feeling and behaviour of the consumers. 
Targeting process included in Hilton hotel mainly target some of the individuals that always uses luxury lifestyle and this also charges the company (MacKinnon, et al. 2012). 
The customer profiles of the Hilton hotel are based on the proper and specific group of consumers that most likely to want the proper product or service offered by Hilton hotel (Paraskevas and Quek, 2019). 
[bookmark: _Toc128487657]Perceptual positioning map and Bowman’s strategy 
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Awareness of organisation and different relations
The Hilton hotel is aware regarding B2 B relations and partnerships as these two aspects works to build strong relations among consumers and also able to drive demand and also increases overall revenue of the organisation (Alameri, et al. 2021). B2B strategy of hotel increases several opportunities by evolving the digital experience in hotel. 
[bookmark: _Toc128487658]Pestle analysis
Pestle analysis is important to analyse the different factors of Hilton hotel that affect the satisfaction of consumers or not. The detailed pestle analysis of the hotel include:
Political factors
Political stability manages the different aspects that is operating in the business strategies. Hilton hotels operate in different countries so it is exposed towards different political risks related to the country (Baron, et al., 2018).
Economic factors
Company needs to check the economic condition of the country. These factors largely impact the hotel industry in different ways that are direct or indirect in nature. The economic aspects manage business in different manner (Biais, et al. 2005).
Social factors
The finance of hotel is affected by different social factors including lifestyle of consumers, population growth rate, demographics of customers and ration of gender (Sydney-Hilton and Vila-Lopez, 2019). 
Technological factors
This is one of the continuous improvement and company cannot neglect some of the technological factors in today’s world. The hotel needs to upgrade its technology in different aspects (Frow, et al. 2014).
Legal factors
The legal factors related to hotel include employee laws, other legal framework and laws of customer that have been followed by hotel. 
Environmental factors
The people of Hilton become more sophisticated towards protecting the overall environment. This manages proper wastages occurred in the environment due to the hotel (Leonidou, et al. 2013). 







[bookmark: _Toc128487659]Objectives
The smart objectives and aims of this marketing plan are based on improving guest satisfaction in a proper manner. The main aim of this marketing plan is to define the different types of strategies used to engage consumers and satisfied them with the required services (Jackson and Ahuja, 2016). The other main aim of this marketing plan is to ensure that all functions are structured, relevant and time to attain objectives. 

[bookmark: _Toc128487660]Strategy
The main value proposition of hotel is to build proper loyalty among consumers and satisfied them as per their requirements. Some core values of the company include integrity, teamwork, ownership, leadership and proper satisfaction.
Hilton differentiates itself from the competitors by using and implementing several strategies including free gift waiting in each and every room and free tastings of wine (Pomering, et al. 2011). Hilton delivered its value proposition by concentrate on the objectives and by adopting the proper balanced scorecard of the overall company. 

[bookmark: _Toc128487661]Tactics
Marketing Mix
Product
The product strategy of Hilton hotel is based on the variety of services related to hospitality in all over the world by the use of hotel chains. Some other products include luxury hotel chains, executive services, some of the focused services like Hilton Garden Inn. Hilton have also collaborated with some of the airlines, online platform, car rentals and several other process (Hertrich, et al. 2009).
Price
The pricing framework is divided into matrix that are economy, penetration, skimming and premium pricing strategies. Economy pricing is based on selling of products based on different features to the consumers. Penetration pricing is based on the selling of high-quality products on low prices. Skimming is totally opposite to penetration in which products can be sold on high prices (Jeffrey, et al. 2002). Whereas, premium pricing is based on charging high level prices for the proper products and services that provide excellent quality and some of the additional features of the products. 
Place
The presence of Hilton is worldwide along with 103 countries and 5100 properties. The Hilton group shows the considerable growth along with some time. The main focus of Hilton is based on some of the western countries as a group target and this is also an exclusive segment of the overall society (Milovic, 2012). After some time, hotel also focusing on some of the emerging markets including China and India. The hotel expands their business with different brands. 
Promotion 
The hotel selects some different promotional activities that help the company to stand out from the crowd and get better attraction and satisfaction of consumers. The hotel is also known for providing exclusive membership to the people in different manner. Well-dedicated team and strategies that are focus towards staff make a different marketing indulgence in the overall business environment of hotel (Alvarez-Ferrer, et al. 2018). The best marketing strategy of Hilton is to keep proper track on the results of strategy that improve overall promotion of the hotel in different countries. 	
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[bookmark: _Toc128487663]Control
[bookmark: _Hlk128487471]It has been analysed that with the opportunity of guest satisfaction, Hilton engages more consumers towards using the services and getting success in the overall market. As per the marketing plan, it has been analysed that the hotel becomes able to drive demand, make better relations with the consumers and also increase sales and revenue of the Hilton hotel. The opportunity of this marketing plan is too different that can able to attain better advantages in the hotel management (Frow, et al. 2014).As the guest satisfaction is one of the effective strategies of business in getting effective results of the business. 

[bookmark: _Toc128487664]Conclusion
From the above information, the different aspects of marketing plan have been described. As the guest satisfaction is one of the main opportunities of this marketing plan based on Hilton hotel. The macro and micro environmental analysis of the hotel have been described to achieve the desired opportunity as the business have several strengths as well as weakness. The marketing mix and some other strategies of marketing have been discussed in this marketing plan that shows that these strategies are effective enough to get several advantages in the growth and success of the business. The different marketing strategies are also involved in this plan. 
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Introduction

> This assessment refers to the marketing plan that is
based on Hilton hotel.

> The marketing plan is based on one of the main
opportunities that improving overall guest satisfaction
scores that improves overall profits (Alvarez-Ferrer,
etal 2018)
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Situation Analysis

> The strengths of the Hilton include worldwide recognised SN OTAuiis

‘brand and satisfied employees.

» The demographic includes the gender, life-cycle stage,
income, social class and it affects life style.

» Whereas, in psychographic segmentation, the different
aspects include thinking, fecling and behaviour of the
consumers (Milovic, 2012)
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Objectives

» The smart objectives and aims of this
marketing plan are based on improving
guest satisfaction in a proper manner.

» The main aim of this marketing plan is to
define the different types of strategies used

to engage consumers and satisfied them
(Biais, et al. 2005).
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The main value proposition of hotel is to build proper
loyalty among consumers and satisfied them as per
their requirements.

Some core values of the company include integrity,
teamwork, ownership, leadership and proper
satisfaction

MARKETING
Hilton differentiates itself from the competitors by STRATEGY
using and implementing several strategies including
free gift waiting in each and every room (Bowie, et al.
2016)
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Tactics

» The product strategy of Hilton hotel is based on the variety
of services related to hospitality in all over the world by the
use of hotel chains.

» The pricing framework is divided into matrix that are
economy, penetration, skimming and premium pricing
strategies.

» The main focus of Hilton is based on some of the western
countries as a group target and this is also an exclusive
segment of the overall society (Frow, et al. 2014).
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Control

» The marketing plan it has been analysed that the hotel
becomes able to drive demand, make better relations
with the consumers (Hertrich, et al. 2009).

» The opportunity of this marketing plan is too different
that can able to attain better advantages in the hotel
‘management (Jackson and Ahuja, 2016),
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» Guest satisfaction is one of the effective strategy of
business in gefting cffective results of the business.
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From the above information, the different aspects of marketing
plan have been described.

The guest satisfaction is one of the main opportunities of this
‘marketing plan based on Hilton hotel.

The macro and micro environmental analysis of the hotel have
been deseribed to achieve the desired opportunity.

The marketing mix and some other strategies of marketing have
been discussed in this marketing plan that shows that these
strategies are effective enough
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