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The organisation chosen is Hilton Hotels. This report will present a critical evaluation of Hilton’s marketing activities and will recognise whether marketing activities within Hilton are productive, and explanations will be given for the decisions.  The report will use SWOT and Steeple analysis to critically analyse Hilton Hotels.  The 4 p’s of marketing mix, Market Segmentation and Digital and social media tools will also be used.  This report will produce a conclusion addressing the weaknesses of Hiton hotel’s marketing strategy.  This report will also put forward recommendations as to how the marketing strategy of Hilton hotels can be improved.
In 1919, Conrad Hilton first bought his hotel in Cisco, Texas, and his son Barron Hilton over the last three decades has been the president and CEO of Hilton Hotels Corporations.  It is one of the most thriving organisations in the hospitality industry.  Currently, Hilton Inc. is formed of 117 brands, with more than 5,900 properties in 114 countries globally and most of their achievement is due to the effective leadership of Barron (Foundation, 2023).  Christopher J. Nassetta joined the organisation in 2007 and presently he is the CEO of Hilton Hotels (Hilton, 2023).  
[bookmark: _Toc133845413]Marketing Strategy 
According to the American Marketing Association, Marketing is a procedure of designing and implementing the formulation, promotion, pricing and dispensation of thoughts, services, and goods, to generate connections that assure organisational and individual’s goals (West, 2001).  According to Borden, “there are numerous approaches to do marketing and what combination of marketing processes and policies has been or might be acquired to bring about the required actions of business and customers at costs that will grant a profit (Darnton, 2022).  
[bookmark: _Toc133845414]Swot Analysis

The Swot analysis of Hilton Hotels is below:
	Strengths
Efficient customer retention schemes.
Effective Leadership 
Brand recognition and high level of property portfolio (Samoszuk, 2022).
Guest loyalty program, such as Hilton Honors (Mortimer, 2016).
	Weaknesses
High degree of debts.
Flexibility is lacking due to its huge size (Dudvoskiy, 2016).
Greatly dependent on the U.S. market.
Fragile customer review (Bakhora, 2022).

	Opportunities
Expanding further in International Market.
Expanding into Green travel market (Samoszuk, 2022).
More social media engagement (Bakhora, 2016).
	Threats
Unfavourable changes in Macroeconomic climate.
Ethics-related problems (Dudvoskiy, 2016).
Indecision in franchising.
Lack of staff (Bakhora, 2022).
Competitors such as, Hyatt, Marriott, and Holiday Inn (Comparably, 2023).



As seen above Hilton Hotels strengths are their brand image and big property portfolio. However, they need to focus on their weaknesses which are huge debts, lack of flexibility and too much dependence on U.S. markets. They need to take advantage of their opportunity to expand in international markets and green marketing. as in current times, this is a good strategy.  They also need to focus on their competitors.  However, there are some limitations of using this framework as it lacks detailed structure and, important elements are missing, and the speed of change makes it progressively difficult to understand developments that may affect the company in future (CIPD, 2023).
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Socio-cultural
As Hilton Hotels operates worldwide, they foster overall growth and generates a culture that best handles the members of their team.  Hilton Hotels generates career opportunities for their neighbours and team members and work with miscellaneous and local suppliers and are committed to managing positive social impact and endorsing inclusion, diversity, and equality (Hilton, 2023).
Technological
Hiton introduced its Central Reservation System in May 2020, and it made them the first main hotel company to run its entire reservation system in the cloud.  Global Traveler in its GT Tested Reader survey awards named Hilton “Best Hotel App” and they also received a Hotel Visionary Award From Hospitality Technology (Hilton, 2023).  However, there are also concerns regarding too much information overload which can be accessed through digital platforms by the user that it can be formidable for them (Jobber, 2007).
Economic
Hilton, according to Nassetta saw continued growth across all sectors with leisure, business transient and group RevPAR all exceeding 2019 levels and he also stated that ADR was up by 12%.  However, Nassetta accepted that a new economy brand might not create the same kind of excitement among tourists as something high up on the chain and looked forward to Spark to become Hiltons largest brand in terms of unit (Fox, 2023). The economic factor of different countries affects the business of Hilton differently.
Environmental
Hilton has an Environmental Policy Statement which is committed to fostering responsible travel and tourism through their ESG strategy and their environment policy statement applies to their corporate offices, and Hilton leased and managed and Hilton-owned hotels (Hilton, 2021).  Hilton announced in 2018 that it will cut its environmental footprint by half and double its social impact investment by 2030 (Chhabra, 2019).
Political
Hilton Hotels operates globally; therefore, they expose themselves to various types of political system and political environment risks.  Their business depends on pricing rules, tax rules, salary laws, political stability, bureaucracy of some governments, trading laws and degree of corruption in the different countries they operate (University, n.d.).  
Legal
Hilton has a worldwide code of conduct which all the staff must follow, and they respect the diverse communities where Hilton Hotels operates in different countries and strive to address their local needs (Conduct, 2023).  Hilton operates according to the legal laws of the countries, they have their hotels in.  Hilton’s goal for 2030 is to combat human right violations such as combatting trafficking and forced labour (Hilton, 2020). 
Ethical	
 In 2020 the Ethisphere Institute acknowledged Hilton Hotels as being the most ethical organisation and setting the worldwide criterion of collective citizenship and business honesty (Ltd., 2020).  However, Tourism Watchdog Tourism Concern implicated Hilton Hotels on 25th July of defrauding local communities and habitat eradication, against its allegation to be green and clean (Simpson, 2006).  
As seen above STEEPLE analysis is significant to understand the various external factors of the environment so that Hilton Hotels can plan its marketing strategy and it is simple to use.  They need to focus on their ethical standard as they have been accused of greenwashing and ensure that they do not exterminate local habitat.  However, the limitations are the risk of acquiring too much data may lead to ‘paralysis by analysis’ and in order to be effective, the procedure needs to be repeated often. 
[bookmark: _Toc133845416]Critical analysis and evaluation of Marketing Mix 	
Marketing Mix is an excellent marketing strategy used by businesses globally.  The Marketing mixes are the set of measure which are used by an organisation for advancing their product or brand in the market and McCarthy (1960) introduced the 4Ps of Marketing which are, price, product, place, and promotion (Darnton, 2022).   McCarthy (1964) Marketing mix was further developed over the years and additional 3Ps have been added and they include procedure management, physical assets and people which is important currently (Jain, 2013).  
Place
The physical assets for Hilton Hotels incorporate luxurious exterior and interior design, customers and service distribution, approaches of hotel staff towards customers, and tangible goods within the service (Zaki, 2019).  Hilton uses Hilton Elevate and it lets them to fully manage their property’s Expedia Travel Ads, within the Koddi platform, incorporating, performance, engagement, spend and ad copy (Taylor, 2020).  Appendix 4 shows the portfolio of property of Hilton Hotels globally (Similarweb, 2023).
Price
Hilton Hotel maintains its reputation with high class and good quality amenities and adopts the premium pricing policies for its up-scale services (Bhasin, 2019).  The hotel’s dedicated team makes decisions on the pricing and despite fears of recession, a softening economy and high inflation, Hilton and its competitors are not reducing its prices (Thomas, 2022).  
Promotion
Hilton chooses specific promotional activities which helps them to stand out of the crowd and they also provide exclusive membership to their customers.  Their dedicated employees and team concentrate on marketing strategies that bring about innovative and unique marketing indulgence and they also keep track on the results of any plans which has given good feedback to the promotional strategies of Hilton (Bhasin, 2019).  Currently, many people are aware of climate change and global warming Hilton needs to focus more in taking steps to combat climate change.
Product
Hilton offers products, which includes concierge services, 24/7 room service, free magazines and newspapers for customers, online reservation facilities, good customer service in bars and restaurants and this results in Hilton having competitive advantage over their rivals’ hotels.  The core product of Hilton hotels are their rooms that customers stay in for a particular period and their rooms are excellent (Dudovskiy, 2016).
People
The groups that play an important part in the success of Hilton hotels are their staff, customers, and suppliers.  Hilton targets their customers by people who want to eat outside, and people from a broad range of business to vacation travellers. They provide incentives to their staff and have a comprehensive range of suppliers which leads to Hilton’s success (Zaki, 2019).  The staff can act in accordance with the code of conduct.  Hiton’s methods is to work in advance, and the staff will be informed of the Hilton values, and applicable training will be provided to them (Hilton Worldwide, 2023).  Hilton’s performance appraisal system is one of the most essential systems used which helps in understanding the training required by its staff to improve themselves in doing their jobs to their full potential.  Their process management is divided into four categories: Selection, Training and developing the possible employees, Resignation and Promotion and rewards (Chen, et al. 2011). 
Although the 5Ps of marketing mix is important and has been used by various organisations, however, the limitations are that they do not improve campaign performance on their own and many brands grapple in interpreting this framework into an actual marketing plan with calls to activities, targets, campaign measures and other factors (Clair, 2017).  As market is always developing the marketers have to be flexible regarding changes in customers behaviour and another reason is the advancement of digital marketing which complicated it further to the feasibility of Marketing Mix (Evolution, 2018).
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Hilton’s marketing segmentation can be divided into four groups and these groups are as follows:
Geographical Segmentation
This segmentation concentrates on building hotels on locations which are popular with the target customer section, for e.g., Hilton Hotels in London are found in popular business and travel locations such as Tower Bridge, Trafalgar Square and Canary Wharf (Dudovskiy, 2016).  Appendix 1 shows Hilton’s portfolio of hotels across worldwide and the global rank is 1,121 and category rank is 1 (Similarweb, 2023).
Demographic Segmentation
Hilton targets high income and social class families and senior and middle-aged professionals (Hotel, 2013).   Appendix 2 shows the market share across audiences by using Similar Web and the audience is 51.13% for females and 48.87% in gender distribution.  Appendix 3 shows 25-34 years old are the biggest group of visitors (Similarweb, 2023). 
Psychographic Segmentation
The prices of Hilton’s services and products are high, and they target customers with a psychological make-up of customers who are in high social class and wants to show their status (Grabler, n.d.).
Behavioural Segmentation
Hilton globally follows multi-segment type of positioning, targeting more than one section of customers and uses its good brand image.   According to Kotler, behavioural segmentation divides buyers on the basis of their interpretations, application, viewpoint and reaction to a product or service (Sargeant & West, 2001). 
Although, there are numerous benefits of market segmentation, however, there are some limitations.  According to (Bliss, 1980) Over emphasis on segmentation methods can neglect the market itself and the competitive position of an organisation within it.  According to Resnik et al., (1979) too much segmentation loses some of the benefits and cost benefits of market segmentation and they also argue that some companies need to have bigger segments and they refer to it as counter-segmentation (Bannon, n.d.).  However, the benefits of market segmentation outweigh its limitations as market segmentation avoids unnecessary waste of money and maximises customers happiness, thereby, resulting in retention of customers (Prasad, 2022).
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Digital marketing has greatly changed how businesses and the hospitality industry communicate with their audiences and it has been more than 25 years since Sir Tim Berners developed the World Wide Web.  Currently, over 3 billion people globally use online services, 
and it keeps on growing.  The 5Ds of digital marketing are, digital devices, digital platforms, digital media, digital technology, and digital data (Ellis-Chadwick, n.d.).
Digital marketing develops services and good by making use of digital technologies, through visual advertising, cellular phones, web and any other electronic media and they are internet-based.  However, digital marketing also administers to offline systems which involves cell phones (SMS or MMS), backup, smartphones, and digital media etc (Puthussery, 2020).
The Race Theory described by Chaffey (2010) are the activities across the customer lifespan which involves planning, reaching, acting, converting, and engaging.  This framework enhances the digital marketing of hospitality business and Hilton incorporates this framework (Chaffery, 2010).  Hilton makes good use of the RACE theory as it plans its strategies, reaches global audience with different cultures and ethnic background via digital media, target their customers by offering promotional events and engages with them through social media an
try to resolve their customers problems quickly. The race model has a customer-focused approach.  Although this model is good it was found small companies faced problems regarding act and convert phase due to limited data of their customers regarding their online activities (Eriksson, et al. 2016).  As for Hilton this model is good as they have a huge database which monitors the activities of their customers.
Hilton uses social media such as Facebook, Twitter, LinkedIn, Instagram, and YouTube to promote their hotels.  According to the global head of Hilton Hotels and resorts, Rob Palleschi, their organisation plans to refine the brand to engage with customers more effectively and give their image a more agreeable nature, which will eventually lead to more sales and deep-rooted relationships.  Hilton is also investing more money on social media in order to develop accessible associations with customers (Hashtags, 2013).  Hilton uses social listening, and more customers are turning to social media to express their troubles, asking for recommendations, praising employees, and calling for customer support and Hilton has a built a good social media strategy where they are on alert and respond efficiently (Bredava, 2018). 
There are various advantages of using social digital media as it is very convenient in terms of retrieving information and services 24/7 and throughout the year, from wherever they are at the time. Customers can gain a good grasp of services and goods by examining multimedia content and digital platforms allow companies to offer their services and products globally and they also allow for marketing research opportunities via emails and website-based surveys which is low cost (Jobber, 2007).
However, with this marketing research tools there are limitations as people feel that they are getting too many emails, surveys, and telephone calls regarding market research questions, and they feel that their privacy is being compromised. ESOMAR declares that under no situation should an information from a survey integrate with address and telephone number of the respondent should be supplied to a salesperson, however in some cases the companies tend to break these rules (Jobbar, 2004).   Another drawback is that many consumers globally do not have access to social media and the aged population do not like using social media as they like to use traditional methods (Fahy & Jobber, 2019).
The Data Protection Act in 2018 was implemented to control as to how your personal information is used by businesses, companies, or the government (GOV.UK, 2023). However, Hilton has broken these rules by uploading personal pictures of their customers which they clicked on their stay at Hilton hotel from their personal Instagram accounts on Hilton’s marketing promotional digital platforms without asking their permission (Mconk, 2022).  As a result, negative reviews are posted which leads to loss of business for Hilton Hotels.
[bookmark: _Toc133845419]Conclusion
SWOT analysis was conducted, and it was found that although Hilton Hotels has good customer retention schemes it needs to focus on its high debts and bring it down.  Hilton Hotels should expand their hotels more in international market and should provide more funding in research and development. They should be one step ahead of their competitors who are Hyatt, Marriot, and Holiday Inn.  STEEPLE analysis was conducted, and it was found although Hilton is doing well, it needs to focus on its ethical standards and greenwashing claims. Hilton also uses its digital media tools effectively.  However, it needs to focus on negative comments being posted and focus on rectifying this matter.   As seen from the report it can be concluded Hilton uses the 5P’s of marketing mix effectively.  It also uses marketing segmentation tool and Race farmwork in an efficient manner.   Hilton Hotels are very confident about their global market due to its luxurious brand, and this can be their weakness.  Hilton does not respond quickly to the problems of their customers, and they need to fix this problem of responding to their customers immediately if they have any problems. 
Hilton is not fully applying the 5P’s Marketing mix in present times which is resulting in other hotels competing for their market share, such as, Hyatt, Marriott, and Holiday Inn.  The cost of living has gone up over the last year and Hilton needs to innovate a strategy in attracting customers.  
[bookmark: _Toc133845420]Recommendations
The recommendations will be that Hilton Hotels need to use digital media and social media platforms to market their brand.  However, they need to follow the Data Privacy Law so that they do not get entangled in lawsuits and loss of reputation.  They should stop posting private pictures of their customers without their consent for marketing promotions.  They should also respond immediately if negative comments and reviews are being posted on social media and deal with these customers in person rather than online.  They should ask them as to how they can improve their experience in future and resolve their conflict quickly and should try to resolve their complaints before they leave negative feedback on social media (Dandby, 2023).
They should communicate with their staff and find out as to why the negative comments were posted and take appropriate steps accordingly (Wojcek, 2017).   Hilton should keep their websites and social media updated.
SWOT analysis is recommended as Hilton Hotels should know their competitors and compare the prices which their competitors charge, such as Marriott, Hyatt and Holiday Inn for their rooms and food and beverages and then price their rooms, food, and beverages accordingly and try to be one step ahead of them.  This analysis will also help Hilton in expanding their business internationally. 
 5P’s of Marketing Mix framework is also recommended as due to global recession things have changed globally.  Hilton should set their prices according to the marketing conditions of specific countries in which they operate and their competitor prices as well.  They will also be able to monitor their online presence and understand buying cycles which will help them to determine which channels are more efficient for each stage of their cycle for e.g., some customers may be open for direct selling on any given time whereas others may only buy during certain seasons, such as Christmas time (Staah, 2022).  
Marketing segmentation framework is also recommended as Hilton can attract different customers by targeting them according to their geographic, demographic, psychographic and behavioural segmentation.  If Hiton Hotels follows on these recommendations it will become more profitable and will be able to expand more.
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