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Executive Summary



This paper analyses the function and operations of Hilton Hotels' marketing division while also presenting their upcoming initiatives (i.e., their marketing strategy) to meet the challenges they face.  Several models and methods were used to conduct an analysis of Hilton Hotel’s marketing activities, including an extended SWOT analysis known as TOWS, to identify macro and micro environments; PESTEL, furthermore, Marketing Mix, BGC Matrix, Bowman's Strategy Clock, and to identify Hiltons channels, website Similarweb.
Every time a company or a customer decides to buy goods or services, their choice is impacted by a variety of variables that guide them in that direction. Effective advertising is one of these elements. 
According to the assessment, the company's prospects in its current position are favourable. Hilton's marketing is of great quality and up-to-date. It is certain that as the corporation developed over time, so did its marketing. Hilton Hotels have moved away from old marketing methods and adapted to new trends. 
Physical marketing, TV advertisements, and billboards continue to generate the greatest activity, while online websites and social media initiatives are on the increase. Hilton learned their lesson from previous controversies and paid their penalties with humility and a pledge to do better in the future. It made significant investments in technology to safeguard the data of its customers and employees. 
Adapting to new trends is important for the business, but it also allows its consumers new channels for communication who aren't afraid to express their experiences, opinions, and concerns. The simplest approach to contact clients who are in difficulties is via social media.
It is Hilton's duty and responsibility to provide a swift solution that would satisfy the customer. In contrast to Airbnb's style of accommodations, Hilton's strategy has evolved with a new ad called "for the stay" that places a greater emphasis on families and emphasises the benefits of enjoying a vacation without having to do extra duties. With the TikTok campaign, Hilton is introducing a new method of connecting with, interacting with, and marketing their resorts. 
In addition, with their own social media channels, they are unable to avoid criticism and negative comments that harm their reputation and brand. Because writing a Facebook or Twitter post is far simpler than writing an official email with a complaint, social media has added this negative aspect to all the positive ones. 
Despite being the largest hotel company in the world with the greatest marketing specialists, Hilton Hotels is unable to forecast client behaviour since no two people are alike. Management has to do further research and take corrective action in the key areas of weakness. The recommendations covered include drawing in single travelers, customising their stay to suit their preferences, entertaining and attracting the younger generation (such as millennials), and moreover, being more ethical and honest with those who use your services.
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1.0 Introduction

Did you know that Conrad Hilton travelled to Texas in order to purchase a bank but ended up purchasing a hotel instead?
Conrad Hilton, who was well known for his optimism, integrity, and unwavering sense of fairness, finally built the biggest and most successful global hotel company of his time.
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My name is Veronika Topolcanyova and I am a Marketing student at the University of Wales Trinity Saint David. I have been tasked with giving a critical assessment of the marketing efforts of my selected business, in this case, Hilton Hotels. I looked at which of Hilton's marketing methods were successful and which weren't. In my research, I have discovered that Hilton's marketing approach is very innovative and changes over time, attracting all different types of customers. I used a number of models to examine the company's environment, strengths, and shortcomings before summarising my results and making suggestions for development. I employed marketing models and cited reputable sources in my reference list to back up my findings. 






2.0 Findings

2.1  An Analysis of Hilton Hotels' Marketing Activities 

2.1.1 TOWS Analysis
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In order to connect with current and future consumers, Talbot (2019) states that Hilton has both, an overall marketing plan and a specific brand marketing strategy.
To make sure each brand is serving a specific customer demand, it is important to have clear consumer design objectives, brand positioning, and brand architecture.
Based on these fundamentals and a specific target consumer understanding, each marketing campaign is built, resulting in a unique campaign. Prior to launching a campaign, Hilton thoroughly investigates and tailors its key messaging points to make sure they align with the positioning of every single brand and that they appeal to the intended target market.
According to O’Neill (2022) the majority of hotel chains, including Hilton, have created marketing strategies that focus more on the location and its stunning beaches or sunsets than the actual property. By officially launching a global marketing initiative that stresses a dependable accommodation experience as a counterbalance to the unpredictability of modern travel, Hilton Worldwide took two marketing moves. The hotel titan further vowed to permanently tie its marketing to the tagline "for the stay" in a more long-lasting approach. The catchphrase for Hilton's most recent round of advertisements is "It matters where you stay," which directly criticises the dangers of competing vacation rental and short-term rental properties while highlighting the fact that what we stand for is what it means to enter our doors and remain. When deciding on what the Hilton group's "platform" should be, Hilton enlisted the aid of the ad agency network TBWA, which it has been working with since 2017 for marketing purposes. Soon after, Hilton started to emerge on streaming services and social media. However, they make their debut on worldwide TV through an integrated deployment of digital outdoor advertising.
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(source: linkedin.com/posts/miroslav-luketi%C4%87-79358787_hiltonforthestay-activity-6983483849112506369-1HeY?trk=public_profile_like_view)


The multi-format campaign "It Matters Where You Stay" is present in print, radio, social media, television, and online. The ad, according to Hilton's Chief Marketing Officer Mark Weinstein, depicts the realities of travel—the conflicts, difficulties, and unreasonable expectations. It defies hospitality industry norms and is an exciting environment for the brand to control (Hospitality On, 2022). 

2.2 The Marketing Challenges

In terms of national TV advertising for hotels in 2019, the Hilton Hotel chain ranked first, according to Majidi (2023), with an anticipated investment of 103.7 million US dollars. 
According to a Tripadvisor (2013) review, one client argues that the package he purchased for his Hilton Grande holiday was a fraud and that he did not receive any advantages or be recognised as an HH member because he did not specify this at the time of booking. To his dismay, the hotel was not as close to the trip as promised, the room was smelly, there was no breakfast, and there was no option to upgrade, even though he was entitled to as a member. He believed it was a fraud and that the workers were unhelpful, so Hilton employed marketing to draw people in without informing them that they would not be considered as HH members if they did not express it at the time of booking. The hotel responded with an apology, the recommendation to contact them once more, and a guarantee that it would not happen again. 
Paris Hilton was informed of a lawsuit in 2019.  Alleged copyright infringement, dissemination of misleading copyright management information, and unjust enrichment were the grounds for the lawsuit against her. Claudia Fiorella Occhipinti, a celebrity and entertainment professional photographer who shot photos of Paris to advertise fragrance but Paris instead used the photos to promote her hotel, filed a case against her (Bicolli, 2022).
Twiford (2022) notes that similarly, Perez Hilton was sued for $2.1 million in 2013 for the same accident.
Zhang (2019) cautions the public to read the fine print when they give permission to Instagram to publish photos taken in Hilton because they literally give Hilton permission to do anything they want with their pictures and you could easily be agreeing to give away unlimited usage of your work. 
According to Lazarus (2021), it is important to remember that our laws anticipate bad behaviour by firms and incorporate a variety of protections to protect customers.
That's why firms get in trouble when they make unsubstantiated promises about goods or omit essential information regarding costs that undercut claimed savings. Such conduct is dishonest, potentially hazardous, and just wrong.

 







2.3 The Macro and Micro Marketing Environment of the Organisation

According to Fahy and Jobber (2019), the forces and circumstances that impact a company's capacity to operate successfully while offering its clients goods and services make up the marketing environment of the organisation. The macroenvironment is made up of a range of broader components that have an effect on both enterprises and people, whereas the microenvironment is made up of those who make up the firm's close surroundings.

Figure 1 - Marketing Environment - 
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2.4 Target Market

The marketer must be aware of how people respond to advertisements. When creating social strategies, it's essential to consider the dynamics that exist between audiences, formats, and platforms, according to Hardman, head of social media at internet marketing expert  Rakuten Marketing. It should be noted that the direction of your campaigns should be informed by having a clear grasp of who your target is and what drives their choice to buy. This results from experimenting with different ad formats and 
content, as well as routine monitoring of social media performance, which may shed insight on consumer influences beyond the scope of your own market research (Taylor, 2019).




Figure 2 - BGC Matrix
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Using Bowman's strategy clock example, Hilton properties may include a few properties in this model because they have 19 brands. According to Au (2023), Hilton has a huge portfolio that spans numerous price points, including luxury, higher upmarket, upscale, upper midscale, and timeshare. 


Figure 3 - Bowman’s Strategy Clock
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2.5 Market Segmentation

The location and local tastes are the key focal points of Hilton's geographic segmentation approach. For instance, Hilton opened hotels in London with the intention of luring primarily business travellers and catering to their needs. The middle-aged and older professionals in the Hilton target market are highly-paid members of the top socioeconomic class. Conversely, Hilton Hotels & Resorts primarily caters to people who live a luxurious lifestyle, and as a result, the business charges a premium for any goods or services that are thought to be of a commensurate caliber. Targeting ambitious people who want to display their perceived high status and success by booking one of the hotel's five-star rooms at a premium price is a key component of Hilton's psychographic segmentation strategy (Landman, 2020).
The website similarweb is a great resource to utilise for marketing segmentation, worldwide rank comparison, website traffic, traffic share, engagement, audience demographic comparison, and to discover how hiltonhotels.com compares to its top rivals.


Figure 4 - Gender and Age distribution at Hilton Hotels Marketing       channels
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Figure 5 - Marketing Channels Distribution
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 According to G2 (2023), there are comparison websites that compete with Similarweb, such as Semrush, SE Ranking, or Google Analytics, that are a little bit better at satisfying standards, offering assistance, or being simpler to start up and conduct business with.

















 2.6 Marketing Mix 
 
The 4 P's, according to Jobber (2016), are the four crucial decision areas that marketers must control in order to meet or surpass customers' requirements more effectively than their rivals. Implementing marketing concepts involves many different decisions, including those related to the marketing mix. 
However, the 4Ps are criticised by Bloom and Greyser (1981) for not sufficiently accounting for people, processes, and physical evidence.


2.6.1  4 P’s of Hilton Hotels Marketing

1. Product/Service
Hilton hotels offer a variety of core services to their guests, such as accommodation, facilities for conferences, events, weddings, and gatherings, food and beverage services, as well as supplemental services like swimming pools, spa amenities, gyms, retail, souvenir shops, and other establishments along with additional products like 24/7 room service, complimentary or concierge services (Dudovskiy, 2016).

2. Price
The price of the many hotel varieties offered by the Hilton company serves a distinct function. The pricing range varies depending on the value-added services, which might include additional internet, parking, food, and special guest services. According to (MBA Skool Team, 2017), premium pricing is computed with the premium cost for value-added amenities like a wellness center, restaurant, breakfast, and dynamic services.
3. Place
The company's official website works well as a distribution channel for services, helping clients make arrangements for things like hotel reservations, weddings, events, meetings, and airport pickups. Additionally, Hilton Hotels & Resorts has used social media as another powerful tool for disseminating its goods and services. The primary justification for using the internet as the foundation of Hilton Hotels & Resorts' distribution strategy is related to the numerous benefits connected with the Internet. Customers of Hilton Hotels & Resorts have the ability to make advance purchases of goods and services while on the road and in a matter of seconds thanks to the internet.
According to Bhasin (2019), the Hilton Hotel and Resorts are located close to airports and other transportation hubs, making it convenient for travellers and businesspeople. The surroundings of Hilton Hotels and Resorts are carefully chosen, which enhances the guests' experiences. It is a favoured landing choice for visitors due to its beachside location and general serenity.


4. Promotion

Public relations, direct marketing, sales promotion, media strategy, and message frequency make up the promotion plan, according to Maina and OF100 (2022).
According to Varadarajan (2015) and Gillespie & Swan ( 2021), the promotion component of the marketing mix for Hilton Hotels Brand Differentiation through Customer Relationship Management primarily refers to the communication strategies and tactics the company has used to market its goods and services, including the brand, its offerings, as well as other product features, characteristics, and activities. Additionally, in order to promote brand recognition, brand loyalty, and corporate sales, the communication is primarily directed at the target audience of the Hilton Hotels Brand Differentiation via Customer Relationship Management (Wu & Li, 2018; Grewal & Levy, 2021).
Social media marketing is one of the more cutting-edge methods of marketing and promotion for Hilton Hotels Brand Differentiation through Customer Relationship Management. According to (Stead & Hastings, 2018), the firm constantly uses these platforms to advertise its offers, and product features and qualities. The company has an official presence and accounts on social media sites including Facebook and Instagram.
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2.7 Methods of Communication 

According to Dencheva (2023), Love Great Britain is the best-performing brand in this sector with an engagement rate of 5.9 percent, followed by Hilton Hotels & Resorts in second place with 5.7 percent. These results are based on engagement rates with influencer posts on Instagram in the United Kingdom (UK) during the first half of 2018. 
Timing is crucial, according to Callahan (2022), Director of Social Media Planning & Integration at Hilton Worldwide.  By the time a complaint is made, Hilton has already lost the chance to deliver the outstanding experience they were seeking and is left with cleanup.
Real-time monitoring and response are essential for fostering genuine human involvement. For Hilton Worldwide, this means creating a potent social media hub to oversee the many brands and hundreds of locations throughout the world.
It requires considerable teamwork to listen to clients at this level and make an attempt to engage them. The most critical next step, especially when managing many businesses, is to set up a social media center to keep everything moving in the direction of that amazing customer experience.























3.0 Conclusion

In order to draw a conclusion from this study, it is critical to emphasise the primary issues businesses encounter while promoting their products. In order to draw in all types of consumers, even those who had never considered staying at a hotel before, it is crucial to use cutting-edge marketing strategies and stay current with current events. Expand your clientele by providing specially designed services, and lastly, encourage your clients to get in touch. Although doing so could reflect poorly on your business, being true to your word has always paid off and kept clients engaged and devoted. If a firm targets a certain generation, it runs the risk of losing out on other customers. It's also important to examine the channels; for instance, there won't be many seniors using Instagram or Twitter, but Facebook could be a better option. By participating in waste, water, and energy harvesting campaigns—which are what most visitors are looking for, rather than price or luxury—you can also demonstrate to your audience how much you care about them and the earth.


























4.0 Recommendations

Recommendation 1

A social influence technique called reverse psychology, often referred to as psychological reactance, induces individuals to behave in the opposite way from what is recommended. Marketers have used this strategy in advertisements to persuade people to buy a product by using a derogatory phrase or slogan, such as "You don't buy the product." According to psychological reactance theory, reactance happens when people attempt to recover freedom after it has been taken away or are in fear of being taken away. When told to do something in advertising, the desired response is to really do it. According to Chan and Leung (2018), using the reverse psychology technique in advertising enables marketers to boost customer awareness and interest.
Due to their constant need for novel experiences and resistance to being readily persuaded by conventional marketing campaigns, Hilton might try to employ this marketing technique to draw in young clients. My (2023) asserts that there are numerous considerations to bear in mind when planning and developing a campaign, including the following: first, determine what is significant to the target audience and why they should care about your business; second, explain what your product or service is all about; and third, persuade your customer to make the purchase, but don't stop there. Offer them something of value in exchange for their phone number or email address, and let them know that you want to support their company as well.


Recommendation 2 

According to Thompson (2019), selecting a target market communicates to that target market that you have devoted your life's work to serving them. You will learn everything there is to know about their compelling drives, needs, and wants. Additionally, if you consistently show up for them, they will come to know and love you because you will show them that you truly understand them. Nobody else will be able to comprehend them like you. Understanding your target market can help you identify your ideal client—the one who will travel four hours or even cross the country to work with you—in addition to solid leads.
The U.S. population is mostly made up of millennials, and when they reach particular life milestones, they'll probably be making comparable purchases. This presents companies with several options to appeal to both their requirements and their wants. The most connected and knowledgeable generation in American history is Generation Y, find out what works for them because the conventional methods of selling and marketing don't. Marketing targeting millennials may be quite successful when done well. To meet Gen Y where they are, however, you must get online and accept the digital tools they use (Fairlie, 2023). Also, while Hilton mostly serves families and business people, it is time to focus on single travellers wanting a calm and meditative retreat or an adrenaline-fueled experience or alone businessmen travelling the world. Exploring new markets will help the company and provide a new stream of revenue. Because these clients spend the majority of their time on social media accounts and give adequate promotion to promote your brand, because, as you know, what is not online is as if it never occurred.

Recommendation 3

Hilton must learn from previous missteps and controversies, ensuring that the corporation only practices ethical and moral marketing, delivers on what they promise in its campaigns, and makes every effort to secure consumer-sensitive data from hackers and data breaches. They were aware that they had been hacked but failed to solve the issue and notify their clients, acknowledging the truth and failing. It is critical for businesses to be honest with their clients since that is how trust and loyalty are formed; rectifying mistakes may cost money, but admitting mistakes is an act of humility.


Recommendation 4 

Hilton should make the most of these opportunities with the assistance of its partners (collaborators) to ensure that the business adheres to sustainable practices and is diligently striving to achieve its goals of halving its environmental footprint and tripling its social impact investment by 2030. Additionally, it pledged to invest twice as much in global programmes to support women and young people and to spend twice as much with local and minority-owned suppliers. 
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attention will be on using travel to forge closer ties with their
loved ones, friends, coworkers, clients, cultures, and the earth,

Dogs.

‘The Hilton chain has eliminated plastic water bottles from meeti

and events at holels and has switched from plastic key cards to.
‘ones at some of it hotels, saving over 250 million straws annually:

has also reduced the use of single-use miniature loietry bolties and is
looking or atameties o mcwrf‘iu its food and beverage
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Stars

With its "Expect Better, Expect Hilton" advertising campaign starring the
aciress Anna Kendrick, the corporation has had a significant impact on both
traditional and internet marketing channels. Younger travellers have been
urged to choose classic hotels over alternatives like Airbnb, and to make
direct reservations with Hifon rather than through an internet travel agency.
The business has advertised its loyalty programme and its willingness to
malch any website's best pricing, providing customers the best price as well
as loyalty reward points. The response, according to Sanchez (2019), has
been positive. The number of participants in Hilton's loyalty programme
increased from 36 million in 2012 to 94 million this year. The expansion of this
ive is especially encouraging because, as of the second quarter of 2019,
members of loyalty programmes accounted for more than 60% of occupancy
at the hotel chain.
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Success seems to be connected with action. Successful
people keep moving. They make mistakes, but they don't

quit.
(Conrad Hilton)
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TOWS

Strengths

-Brand Reputation

“Digital Innovative Technologies
-Low staff turnover

-Large portfolio of properties
-Long term in hospitality Industry

Weaknesses

~Too many employees

~Loads of negative online reviews
-Incident involving a data leak

Opportunities

-Adding more marketing channels
-Expanding into Developing Nations
-Collaborations.

Strengths/Opportunities

-enhancing brand reputation using social
media channels

-harness the power of Hilton's brand to
complete mergers and deals

Weaknesses/Opportunities

-Improve people management
-Investigate reviews and find a solution in
order to prevent occuring problems, ways
to improve services

-Utilise technology to secure consumer
data, and make stakeholders aware of
this

Threats

-Scandals;data breach, allegations of
human trafficking

~Most nations are experiencing economic
and political unrest i.e. war in Ukraine

Strengths/Threats

-Utilise professionals and technology to
safeguard the reputation of the business.
Wait for political stability before thinking
about expanding to other nations.

Weaknesses/Threats

-Use the media to address changes in
data protection for consumers and staff
~clear up any misinformation

-prevent overstuffing

-engage in cross-training.





