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Introduction
The marketing plan is the method by which a business plans several kinds of commercial operations expansion and income-boosting strategies. The next marketing plan will focus on the 5Cs within the industry and rapidly identify a challenge or marketing opportunity for Hilton. A smart goal will be developed based on the scenario analysis, and it will be followed by some methods and plans to solve the issue with some action and control.
SOSTAC Framework
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Figure 1: SOSTAC Framework
Source: (Chaffey, 2022)
The SOSTAC paradigm, the marketing model, is used to structure diverse marketing endeavours by taking into consideration factors like the situation, tactics, behaviour, objectives, as well as many more.


Situation Analysis
SWOT Analysis
Hilton UK is a well-known hotel chain with a number of competitive advantages, including a solid brand reputation, a sizable network, and a broad selection of amenities. However, the business must contend with issues like fierce competition and shifting client tastes. Growing into new markets and providing distinctive experiences are opportunities for growth. In order to make up for its shortcomings, Hilton UK can concentrate on improving customer service and implementing sustainable practices to appeal to ecologically conscious visitors. In general, Hilton UK possesses the ability to succeed going forward with the right strategic changes (thestrategystory, 2023).
Customer’s Profile
A wide range of people seeking an upscale hotel experience makes up Hilton's clientele. Their target clients include travellers on business looking for practical and pleasant lodgings, vacationers looking for luxury as well as relaxation, and event planners needing upscale event venues. Customers of Hilton value premium facilities, attentive service, and practical locations. They respect loyalty programmes, dependability, and brand repute. Additionally, Hilton draws clients that value environmental responsibility and sustainability. Overall, a wide range of discriminating people seeking the best in hospitality makeup Hilton's clientele (Jobber and Ellis-Chadwick, 2020).
Bowman’s Strategy Clock
A framework of the strategy for analysing the competitive edge is Bowman's Strategy Clock. It offers eight general pricing and perceived value techniques. The strategy clock could be utilised by Hilton to evaluate its competitive edge and create the best possible tactics. Hilton may think about adopting a "Differentiation" as well as a "Hybrid" strategy to set itself apart by providing first-rate service and opulent amenities. As a substitute, it may opt for a "Low Price" strategy to differentiate itself on cost or a "Focused Differentiation" approach by focusing on specific markets (thinkinsights, 2023).
Franchising
When a franchisor offers a franchisee a licence to use their recognised brand and business model, this is known as a franchise business agreement. For Hilton, franchising can be advantageous since it enables quick geographic expansion without requiring substantial financial outlays. Hilton may enter new markets and appeal to a larger client base by franchising and utilising the experience and local expertise of franchisees. Additionally, it aids in dividing up operational duties, lowering risks, and profiting from franchisees' monetary contributions (franchisedirect, 2023).
PESTLE Analysis
Hilton, a large hotel business, operates in a dynamic environment that is affected by many different elements. Government rules and policies have an impact on Hilton politically, whereas economic variables like GDP growth and exchange rates have an impact on consumption. The target markets for Hilton are shaped by sociocultural trends, demographic changes, and changing consumer tastes. The hospitality sector has changed as a result of technological developments such as digital marketing channels and online booking systems. Compliance with labour regulations and the protection of intellectual property are legal considerations. Hilton is also impacted by environmental laws and the increased focus on sustainability. For Hilton to succeed in keeping a competitive edge, seizing market opportunities, and reducing risks, it is essential to comprehend and adjust to these elements (bartleby, 2023).
Aim
To analyse the current marketing trends that are helping Hilton to boost their whole customer base.
Objectives
1. To level up the whole consumer base of Hilton by forming new marketing trends in 7 months.
2. To increase the overall profit and revenue margins of Hilton by upscaling their consumer base by 5 months.
3. To advertise the complete brand image of Hilton by deploying current social media marketing methods for 8 months.
Strategy
Better usage of Digital Marketing
Digital marketing is the practice of promoting goods and services through digital channels as well as technologies while interacting with consumers. Search engine optimisation (SEO), social media advertisement, and marketing via content, email, and internet advertising are just a few of the strategies and approaches that are included in it. In the long run, digital marketing gives Hilton a number of advantages (Chaffey and Ellis-Chadwick, 2019).
Wider audience - First off, Hilton will be able to reach a larger audience and focus on particular client categories thanks to digital marketing. Hilton can expand brand awareness and draw new customers from all over the world by using social media channels, online ads, and search engine optimisation. The consumer experience is improved since it allows for customised marketing strategies that are suited to individual tastes and behaviours (Bowie et al., 2017).
Data and insights - Second, Hilton will receive useful information and insights from digital marketing. Hilton can evaluate the success of marketing initiatives, comprehend consumer behaviour, and arrive at data-driven decisions thanks to analytics tools as well as tracking systems. This information can be utilised to improve customer interaction, marketing strategy, and overall business effectiveness.
Foster customer relationships - Additionally, Hilton is able to create and maintain strong client ties because of digital marketing. Hilton may interact with customers through email marketing as well as social media interactions, make tailored offers, and encourage loyalty. Enhancing consumer trust and fostering favourable word-of-mouth recommendations are two benefits of developing a solid online presence as well as reputation (Smith & Zook, 2020).
Tactics
Product - By providing distinctive amenities, improved room alternatives, and cutting-edge technology integration, the hotel can continuously innovate and improve the hotel experience. It can provide tailored offers or experiences for certain clientele groups, such as luxury seekers, families, or business travellers. Promoting eco-friendly habits, energy efficiency, and ethical sourcing, can help highlight sustainability activities.
Price - To optimise room prices, the hotel can use dynamic pricing techniques that take request, volatility, as well as competitor data into account. To promote repeat reservations and client loyalty, it may provide enticing special rates, reductions, or loyalty programmes. They can also put together discounted packages that include dining, spa, and hotel amenities (Kotler et al., 2020).
Place - In order to assure accessibility and closeness to important attractions or business districts, the hotel may intentionally choose desirable locations for new hotel constructions. By improving the hotel's website, and utilising travel booking sites, including utilising mobile apps for simple bookings, it can further optimise online presence. In order to offer comprehensive travel packages, it can also form relationships with travel companies, car rental agencies, and other travel service providers.
Promotion - With the goal of reaching a larger audience and interacting with potential consumers, the hotel needs to make use of digital marketing platforms including social networking sites, search engine optimisation, and content marketing. To create buzz and raise brand awareness, it can work with influencers like travel bloggers (Clow & Baack, 2013).
Action

	Objectives 
	Week 1-2
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	Week 6-7
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	Gathering feedback
	 
	 
	 
	 
	 
	



Analysis
The Gantt chart shown above highlights each of the steps that were selected for this marketing plan. As a consequence, this plan ought to be created over the period of three to five weeks, following which the research will begin. The seventh week marked the beginning of more marketing, while the thirteenth week witnessed the gathering of feedback.
Control
Businesses can create their products using a strategy known as "Unique Selling Points," as well as USPs. By preventing competitors from copying and copying the tactics employed by the business, such unique selling points help a company stand apart in any field. As a consequence, Hilton might use AI to gain from wireless conversations, automated booking systems, and feedback offerings (Ghauri, 2014).


Conclusion 
The preceding advertising approach has effectively highlighted the marketing strategies that Hilton may apply by making the necessary adjustments to expand its commercial operations. A SWOT analysis had been performed alongside Bowman's strategy clock as well as the client description. A representative set of business-to-business links has been provided following a PESTLE analysis. The brand has also been given a clever aim, and a strategy has been thoroughly developed with it. The Six Senses' marketing strategy was presented following the action as well as managerial components.
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Presentation for Marketing Strategies
Slide 3
[image: ]
Notes 
Introduction 
The following presentation will briefly cover the marketing mix of Hilton Hotels followed by their internal SWOT analysis. Further, their customer profile will be highlighted along with forming their own customer value engagement. Lastly, better utilisation of digital marketing will be provided for the hotel to increase its productivity. 


Slide 4
[image: ]
Notes 
Marketing Mix 
Product - Hilton Hotels can bring innovation for improving the hotel experience through distinctive amenities, technology integration and eco-friendly habits. 
Price - The brand can also make use of dynamic pricing methods for taking requests, and volatility for offering enticing rates included with loyalty programmes. 
Slide 5
[image: ]
Notes 
Place - The company can improve their website and make a higher presence on booking sites including mobile sites to assuring better accessibility and closeness for the attraction (Housden, 2008). 
Promotion - The hotel brand is required to invest more in digital platforms for their overall marketing which includes social networking sites, SEO, content marketing and many more.
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Notes 
SWOT Analysis 
	Strengths 
	Weakness 

	Strong brand reputation with an extensive global network followed by a wide range of amenities. 
	Higher operational costs make it dependent on the economy. Hence, the brand becomes vulnerable to cybersecurity threats by depending too much on third-party booking platforms. 

	Opportunities 
	Threats 

	Expansion into any emerging markets which have a growing demand for luxury travel. Also increased focus on sustainability with technological advancements. 
	Higher competition from their rivals is followed by changing consumer trends and preferences.



Slide 7
[image: ]
Notes 
Customer profile 
A wide range of customers seeking great hospitality experiences are drawn to Hilton Hotels. This comprises tourists wanting luxury and relaxation, business travellers seeking practical and comfortable lodgings, and event planners needing high-end event venues. Customers of Hilton value premium facilities, attentive service, and practical locations. They respect loyalty programmes, dependability, and brand repute. Additionally, Hilton draws clients that value environmental responsibility and sustainability. Overall, a wide range of discriminating people seeking the best in hospitality make up Hilton's clientele.
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Notes 
Developing customer value engagement 
The hotel can concentrate on providing individualised experiences, responsive care, and going above and beyond client expectations to increase customer value engagement. The hotel can create special moments, build lasting relationships, and offer a distinctive and worthwhile experience. This will retain consumers by learning about their preferences as well as anticipating their needs (Kotler and Kartajaya, 2017).
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Notes 
The utilisation of Digital Marketing
Digital marketing may help Hilton build its brand and interact with customers. This can be done by employing techniques like search engine optimisation (SEO) to increase internet exposure, social networking marketing to engage customers. This will help to effectively reach a larger audience (Ryan, 2012).
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Notes 
Conclusion 
Hilton Hotels may improve their brand, client engagement, as well as overall success by utilising a marketing mix of goods, prices, site, and promotion. Hilton may develop individualised experiences, widen their audience, and maintain competitiveness in a market that is changing quickly by comprehending client profiles and applying digital marketing techniques. This, along with a solid reputation for the brand and an emphasis on consumer value, will put Hilton in a position for continuing success and expansion in the hospitality industry.
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