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[bookmark: _Toc102275921]Executive summary
By using the insights for the previous marketing audit for Hilton under the Covid-19 pandemic, the SMART framework, and the SOSTAC framework, this report proposes a marketing objective to enhance the profitability and the market position of Hilton in the post-pandemic time. This report proposes the company to establish a globally unified online booking system providing high-standard unified and seamless experience across all market segments. This report proposes the marketing objective as to increase the booking via this digital booking platform to reach 50% of its total booking by the end of 2023 so that the company could establish the resources to compete with market incumbents in the post-pandemic time. 







1. [bookmark: _Toc102275922]Introduction
By finishing a market audit for the Hilton company in the global market regarding the special market contexts caused by the Covid-19 pandemic, it is now necessary to establish a robust marketing plan for the company. The marketing plan designed in this report is to provide the Hilton company robust and solid advices regarding how the company could establish competitive in the global market in the post-pandemic time and to strengthen its market position in the global hospitality market. The marketing plan to be established in this report follows SMART framework and the SOSTAC framework. 
The SMART objective has been widely adopted in project management and strategic management to design clear objectives that suit the overall strategic aims and vision of organisations (Fraser, 2005). The SMART framework is adopted in this study for the designing of one marketing objective that serves the achievement of the overall aim of the marketing plan as to increase profitability and strengthen the market position of the Hilton company in the global hotel market. The SOSTAC framework was developed by Smith et al. (1999). The framework serves as an integrated framework elaborating the progress of the development of feasible and robust marketing plans (Sharma and Bumb, 2021). 
Based on the previous analysis on the business environments of the Hilton company, using the SMART framework and the SOSTAC framework, this study is thus set to provide a detailed marketing plan for the company in the post-pandemic time. 

2. [bookmark: _Toc102275923]Main findings 
2.1. [bookmark: _Toc102275924]The strategic marketing objective 
The strategy marketing objective is designed following the SMART framework based on the previous analysis on the business environmental audit of the Hilton company. The SMART framework refers to the requirements for objectives established in organisations to be specific, measurable, attainable, relevant and time-bounded (Les MacLeod EdD, 2012). Specificity means the objectives are to be precisely and clearly stated; measurability means that objectives are to be measurable for the monitoring of the progressing of achieving the set objectives; attainability refers to that the objectives are to be examined prior to operations so that failures are not built-in in objectives set; relevance refers to that outcomes of the objectives should be focused as related to the overall strategic objectives of the organisation; time-boundedness refers to that the objectives should be agreed within the organisation regarding the time when objectives are achieved (Bjerke and Renger, 2017). 
The proposed marketing objective, as to increase the overall profitability of the company and to strengthen its market position, is to increase its direct online booking to 50% of the entire booking of Hilton properties by the end of the year 2023. The justification for the marketing objective is provided in the SMART assessment of the objective. 
2.2. [bookmark: _Toc102275925]SMART-based marketing objective justification & elaboration 
· [bookmark: _Toc102275926]Specific 
The objective requires the involvement of all Hilton managers from top leadership to property managers. As one of the largest hotel groups in the world covering from economic properties to luxury boutique hotels, it is important that the company could provide a seamless experience for customers purchasing services from Hilton. The service experience on the digital booking platform should not be discriminated against customers purchasing different properties of the company. It is not definite customers would stay booking economic or luxury hotels. Thus, a high-standard online booking experience with the well-managed loyalty program should be established across different business segments and brands of Hilton. 
The scale of the objective is thus large as it directly concerns to all properties under management by Hilton. The company should thus establish a digital operation centre led by top leadership of the Hilton Group including managers from the marketing department, strategic management department, customer relation management department, and IT department. The inclusion of a wide range of bodies within the Hilton group as well as external consultancy bodies enable the implementation of the marketing strategy based on the objective designed to be implementable across the entire Hilton Group with necessary financial and human resources. 
Specifically, the objective requires the digital operation centre established to ensure that the online booking channel owned by Hilton provides unified and seamless experience across markets segments geographically and business line-wise. The digital operation centre should establish assessment frameworks for digital and human-based marketing systems on the online booking platform to ensure that property managers and employees of Hilton across the world follow the guide of the marketing objective established. Only by doing this can the objective be achieved on the group level.
The above justifies the specificity of the proposed marketing objective and establishes the operation plan for the marketing objective to be achieved. To sum up, the achieving of the marketing objective requires the collaboration of the entire Hilton group with resources allocated by the digital operation centre set up for the supervising and management of the marketing objective to be achieved. 
· [bookmark: _Toc102275927]Measurable 
The objective proposed has a clear measurability. The 50% as the measurement, for promoting the online booking of Hilton properties via its own channels, is designed based on the current booking channel distribution of Hilton (Hilton, 2021). By analysing the booking sources of each booking, the Hilton company and the digital operation centre could clearly measure and monitor the implementation of the marketing plan regarding whether the target has been achieved. 
· [bookmark: _Toc102275928]Attainable 
The objective is highly attainable due to two reasons. The first is that Hilton has been investing significantly in digital booking system and data-driven marketing systems in the past years (Hilton, 2019, 2021). The company has already possessed the necessary resources for establishing a high-standard global booking system to promote the booking on its own online platform. The company needs only to effectively mobiles its global workforce from all its properties to work towards the objective. 
The second is that there have been external bodies providing the necessary technical support for the objective to be completed. As in the example of the Oracle Singapore (2022), the company provides a full package of hotel booking system upgrade and management solution which can be easily accessed by companies such as Hilton. 
· [bookmark: _Toc102275929]Relevance 
The objective is to direct the booking of Hilton hotels from offline channels and OTAs (Online Travel Agencies), the latter of which contributes to over 30% of the total booking of Hilton, to its own online booking platforms in its official webpage and on mobile platforms (Hilton, 2021). The objective is to specifically targe two aspects of the marketing aim as profitability and market position. By reducing the reliance on OTAs which charge commissions and other fees from online bookings, the profitability of the Hilton company could be increased. 
According to Ye, Zhang and Li (2018) and Hilton (2021), OTA commissions contribute to overall 14% of the operating cost of the company. More importantly, bookings from OTAs are at the cost of one of the most valuable assets of Hilton as consumer data including how long they have stayed on the webpage or how they prefer their property choices, which according to Parvez and Janahan (2018), is one of the primary engines to boost revenue and profit in the long run. 
By analysing consumer data, hotel companies such as Hilton could establish more cost-effective advertisements towards customers, which could enhance their loyalty to the hotel brand and reduce the cost of marketing management (Buhalis and Leung, 2018). In this regard, the increase of bookings via Hilton’s own online platform could enhance the profitability by, gaining better understanding of customers, reduction in marketing management cost, and the reduction in OTA commission expenditure. 
Apart from the above profitability-related advantages, the objective to increase the reliance on Hilton’s own booking platform fits into the long-term digital transformation plan of the company, following which the company has invested significantly (10-14% of annual revenue) in the past years focusing on the establishment of reliable digital booking system, targeted property recommendation system, and comprehensive loyalty programs (Hilton, 2019, 2021). The objective thus adds limitedly to the investment of the company in digital transformation, which makes it more cost-effective. 
The use of Hilton’s own booking platform with its comprehensive loyalty program, based on the experience of the company in the past years, could significantly increase the loyalty of its customers to Hilton brands. It has been found that customers of Hilton who are served by its digital booking system has shown high level of satisfaction, which resulted in elevated customer loyalty (Hantuli, 2016; Zuo, Xiong and Iida, 2017; Zhou et al., 2021). The proposed marketing objective can thus strengthen the global market position of Hilton. 
The above analysis thus shows that the objective proposed is highly relevant to the overall marketing aim and vision established. Together with previous analyses and discussions in this section, it is thus clear that the objectives are SMART. Based on the discussions in this section, the next section is to adopt the SOSTAC model to establish a detailed marketing plan to achieve the proposed marketing objective.
· [bookmark: _Toc102275930]Time-bounded 
The date set for the objective to be achieved is 2023 which is the expected time when the Covid-pandemic ends, after which timing the Hilton company should be prepared for fierce market competition according to the previous marketing audit analysis (Carracedo, Puertas and Marti, 2021). 
2.3. [bookmark: _Toc102275931]SOSTAC-based marketing plan 
SOSTAC framework is a planning model in marketing including the situation analysis as the business’s current position in the market; the objectives which encompass the goals of the business; the strategy as how the business is to achieve its objectives; the tactics as the detailed aspects of the strategy designed; the action as the implementation plan of the strategy; the control as how the strategy implementation is monitored and controlled (Reed, 2014). 
· [bookmark: _Toc102275932]Situation 
Based on previous analyses, the Hilton is at the position where the company’s global expansion being haunted by the Covid-19 pandemic. Its investment in emerging markets such as China has not transformed into profits with the market being the only one enforcing strict travel restriction policies in the world. The company’s employees are being exhausted by the pandemic and the financial resources of the company, especially the investment on digital transformation, such as hotel management systems, have not seen significant returns, undermining the company’s profitability (Hilton, 2021). 
The company needs a marketing plan to increase its profitability worldwide and to unite its global workforce to strengthen its global market position so that, in the long-run, the company can compete with market incumbents such as Hyatt who has been massively purchasing low-cost properties worldwide to prepare for the post-pandemic competition. 
· [bookmark: _Toc102275933]Objective 
Based on the discussions in section 2.1 and 2.2, a SMART-based objective is proposed as to increase the booking on Hilton’s own online platform to account for at least 50% of the total booking of Hilton’s properties. The proposed objective is to decrease the reliance of the company on OTAs and re-direct its resources in digital transformation to provide a globally unified seamless experience for customers of all brands and business lines of Hilton. By achieving the objective, as aforementioned, the overall profitability of the company could be enhanced, offering the company abundant financial resources to compete in the post-pandemic time. The market position of the company in the global hotel industry could be enhanced with the elevated understanding of its customers by using its own digital booking system. The company gains the reduction in operating cost, the reduction in OTA expenditure, the increase in data-based consumer understanding and following revenue and profit increase. The company also gains the elevation of brand image with enhanced consumer understanding, leading to the elevation of its global market position to better compete with market incumbents. 
· [bookmark: _Toc102275934]Strategy 
The primary strategic plan is to enhance the customer experience via the online value proposition. As aforementioned, a unified seamless booking experience online could significantly boost the satisfaction level of customers in purchasing services from hotel companies (Alrawadieh, Alrawadieh and Cetin, 2021). It should be noted that this is valid for both economic and luxury hotels, both of which contribute significantly to the revenue and profits of the Hilton company (Lam and Law, 2019). 
The marketing strategy, as based on the global booking system of Hilton with data-driven consumer behavioural analysis capability, can thus be highly customised towards specific customers. With the integration of the loyalty programs which is now already one crucial part of the online booking system of Hilton, the digital booking system upgraded could further enhance the customer understanding of Hilton, insights extracted from which could drive the revenue and profit growth of the company (Antonio, de Almeida and Nunes, 2019; Tao and Kim, 2020; Shamim et al., 2021). 
To sum up, the company should start with the establishment of a global digital operation centre for resource allocation, to develop and upgrade its current digital booking system for the provision of a global seamless high-standard booking and booking management experience. The company should then use the insights obtained from the system to further boost the booking on its own digital platform, which could help the achievement of the proposed marketing objective, and the realisation of the overall marketing aim and vision. 
· [bookmark: _Toc102275935]Tactics 
The tactics is formed based on the marketing 4Ps framework. The 4Ps framework adopted is provide the plan for the product, price, promotion and placement for the digital booking system to developed or upgraded by Hilton (Goi, 2009). 
The product is the digital booking platform developed which should be accessible in all online channels from webpages, smartphones from different operating systems in the form of applications and mobile webpages. Only by designing the product to be accessible from all channels can ensure the achievement of a unified high-standard seamless booking experience for all Hilton customers (Leung and Law, 2012; Moyeenudin et al., 2018). 
The price of the product is free. The only differentiated service should be based on whether customers using the digital system is the loyalty member of Hilton. For loyalty members the digital system should provide more targeted advertisements and service recommendations to elevate the user experience (Andonova, 2013). 
The placement of the digital system should be in all major social media platforms online as well as properties of the Hilton company. The social media platforms could significantly promote the usage of the system by consumers and to recruit more potential loyalty members for the Hilton company via electronic word of mouth (Cantallops and Salvi, 2014). Employees of Hilton should be trained on the features and using guides of the digital system to promote the usage of the system among customers at the front-desk of Hilton hotels. 
The promotion can leverage financial incentives such as loyalty points or reduction of booking fees by using the digital booking system. This has been conducted by multiple hotel companies including Hilton itself and has shown positive results in promoting the adoption of their own online booking systems (Berezan et al., 2015). 
· [bookmark: _Toc102275936]Actions 
The actions, as aforementioned in section 2.2, include the establishment of a global digital operation centre allocating resources for the marketing plan and to motivation of employees around the world to promote the usage of the digital booking system. 
· [bookmark: _Toc102275937]Control 
The control is conducted by both the company’s leadership and the global digital operation centre. The operation centre should constantly monitor the ratio of booking via Hilton’s own online platform and file monthly reports to the company’s leadership. The company’s leadership should, in the meantime, monitor the revenue and profit change of the Hilton group to assess the effectiveness of the proposed marketing objective. 

3. [bookmark: _Toc102275938]Recommendations and conclusions 
Based on the discussion in this report and the previous report, it is thus recommended that the Hilton company to establish a global digital operation centre for the development of a globally unified high-standard online booking system and to allocate resources for the promotion of the usage of the system. It is suggested that the company should constantly monitor the ratio of booking via its own online platform, and revenue/profit change of the company. 
It is thus concluded that the Hilton company, to pursue profit growth and elevated market position in the post-pandemic time, should establish a marketing objective as to increase the ratio of booking via its own online platform by 2023 to reach 50%, which could increase the profit of the company as well as to enhance the market position of the company in the post-pandemic time to compete with market incumbents such as Hyatt. 
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