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Introduction
This marketing plan is being prepared to provide an analysis and recommendations on how to increase the market share of a business. The plan will outline the strategies and tactics that can be used to increase the market share of the business (M et al., 2018). It will analyse the current situation of the business in terms of its products, services, customers, competitors and market environment. The plan will focus on identifying the target market, setting marketing goals and objectives, developing marketing strategies, and outlining an implementation plan. To frame this plan, the SOSTAC (situation, objectives, strategy, tactics, action, control) model and the 4Ps (product, place, price, promotion) of marketing will be utilized.
Situation Analysis 
Hilton Hotels and Resorts is one of the largest and most recognizable hotel brands in the world, with a strong reputation for quality service and amenities.   Hilton has a wide range of products and services that appeal to a wide variety of customers.   
Swot analysis
	Strengths
• The company has a strong and established presence in the hospitality industry. It is one of the most renowned and respected names in the industry.
 • Hilton has a wide range of offerings, including luxury and budget hotels, resorts and spas. 
• The company has a strong and loyal customer base, which is continuously increasing.
 • Hilton has a strong brand portfolio, with brands such as Waldorf Astoria, Conrad, DoubleTree, and Hampton Inn.
 • It has a strong presence in the online space, with a presence in social media platforms and a website.
• The company has excellent customer service, with a dedicated team of customer service representatives. 
• Hilton is committed to providing the best experience for its customers, with a focus on quality and excellence.

	Weaknesses
• Hilton is facing stiff competition from other hospitality brands, such as Marriott, Starwood and Hyatt.
 • The company has been experiencing a decline in its revenue and profits in recent years, due to the slowing economy. 
• Hilton has been experiencing a decline in its customer base, due to the increasing competition in the industry.
 • The company has been facing some problems in terms of customer service, with some customers complaining about the lack of responsiveness and poor service. 
• Hilton has also been facing some problems in terms of its online presence, with some customers complaining about the lack of information and responsiveness.
 • The company has not been able to effectively promote its brands and offerings, due to the lack of marketing budget.


	Opportunities
• Hilton has the potential to expand its global presence, with the possibility of expanding into new markets.
 • The company can focus on developing new offerings and services, such as wellness and fitness centres, spa services, and more.
 • Hilton can focus on increasing its share in the online space, with the possibility of increasing its presence in social media platforms and other websites. 
• The company can focus on increasing its customer base, by providing better customer service and engaging with customers online.
 • Hilton can focus on increasing its marketing budget, in order to promote its brand and offerings.

	Threats
• Hilton is facing stiff competition from other hospitality brands, such as Marriott, Starwood, and Hyatt.
 • The company is facing the threat of new entrants, as new players are entering the market and providing innovative offerings. 
• Hilton is facing the threat of economic downturns and recessions, which can adversely affect its business.
 • The company is facing the threat of technological advancements, which can disrupt its traditional business model. 
• Hilton is facing the threat of rising customer expectations, as customers are becoming more demanding and expecting more from their hospitality experience.




Customers
Customers: Segmentation and Targeting/ Customer Profiles Hilton Hotels and Resorts caters to a wide range of customers, ranging from business clients to families and leisure. The company segments its customers based on their needs and preferences. Business travellers are the primary target segment for Hilton Hotels. The company caters to business customers by providing them with a wide range of amenities, such as meeting rooms, high-speed internet access, business centres, and more. Hilton also caters to family and leisure clients by providing them with a wide range of amenities, such as family rooms, swimming pools, restaurants, and more (Siwek et al., 2022). Corporate customers are also a key target segment for Hilton. The company caters to corporate clients by providing them with a wide range of amenities, such as meeting rooms, high-speed internet access, business centres, and more. The Hotels also caters to a wide range of customers, ranging from budget to luxury. The company segments its customers based on their budget and preferences.
Competitors
	Threat of New Entrants
	Those with high competition
High The hospitality industry is highly competitive and there are many new entrants in the market. The threat of new entrants is high as there are no significant entry barriers for new players and it is easy for them to enter the market
Those with medium competition
The threat of substitutes is medium as there are many substitutes in the market, such as Airbnb, budget hotels, and vacation rentals. However, customers still prefer the services of established hospitality brands such as Hilton Resorts.

	Bargaining Power of Buyers
	High
The bargaining power of buyers is high as there are many players in the market and customers have a wide range of options to choose from. Customers can easily switch to another player if they are not satisfied with the services of one particular player. Bargaining Power of Suppliers
Medium
The bargaining power of suppliers is medium as there are many suppliers in the market and they are not able to dictate terms to the players


	Competitive Rivalry
The competitive rivalry is high as there are many players in the market and they are all competing for the same customers. The players are continuously introducing new offerings and services in order to stay ahead of their competitors


Collaborators
Hilton has established strong relationships with its business customers, partners, and franchisees in order to maximize its market share, revenues, and customer loyalty. 
1. Develop Strategic Partnerships: Hilton will work with its partners to develop strategic partnerships to increase its market share and generate more revenue. This includes partnering with local businesses, hotels, and other organizations to provide services and discounts to customers.
 2. Franchise Development: Hilton will also explore new franchise opportunities to expand its presence in existing or new markets. This includes negotiating deals and terms with potential franchisees to ensure mutual benefit.
 3. B2B Relationships: Hilton will continue to build strong relationships with its B2B customers. This includes working with customers to create customized packages and services to meet their specific needs.
 4. Customer Loyalty Programs: Hilton will continue to offer customer loyalty programs in order to retain customers and increase their loyalty. This includes offering rewards and discounts to customers who remain loyal to the brand.
 5. Advertising and Promotion: Hilton will use a variety of advertising and promotion methods to reach its target audiences. This includes using traditional and digital media, along with social media, to reach its customer base.
 6. Social Media: Hilton will continue to use social media to promote its services and engage with customers. This includes using platforms such as Twitter, Facebook, Instagram, and YouTube to communicate with customers and build brand awareness
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	Political 
Hilton hotels must comply with all relevant local, regional, and national government regulations, including health and safety regulations, labour laws, and environmental regulations.
	Economic
Hilton has been affected by economic downturns, as well as times of economic growth. The company must be prepared to adjust its prices, offerings, and services to meet customer demand.
	Social
Hilton must take into account customer preferences, such as environmental sustainability, when developing its services and offerings.
	Technology
Hilton must stay up to date with the latest technology in order to remain competitive in the hospitality industry. This includes incorporating new customer service tools, as well as making sure its websites are user-friendly and secure.
	Environment
Hilton must consider its environmental impact when making decisions. The company has implemented a number of sustainability initiatives, such as energy efficient lighting, water conservation, and recycling.
	Legal
Hilton must be aware of all applicable laws and regulations, such as those related to copyright, data protection, and consumer protection.


Objectives
	s
	Specific
The objective of this marketing plan is to increase our brand awareness, grow our customer base and increase sales and profitability while delivering the highest quality of service to our customers.

	m
	Measurable
Increase online bookings by improving website usability and providing customers with easy access to booking information. , Increase profit margin by optimizing operational costs, efficient budgeting and investing in technology to increase efficiency

	a
	Achievable
 Track customer engagement and loyalty through survey responses and feedback. Monitor brand awareness by tracking website traffic and social media mentions.  Track online bookings through online booking systems.  Track customer acquisition rate through customer acquisition rate reports.

	r
	Relevant
 The target market is comprised of business travelers, leisure travelers, and corporate clients. We will focus on high-end customers who demand top-notch service, luxurious amenities, and quality accommodations. We will also target customers who are looking for value and convenience, such as those who are members of our loyalty program.

	t
	Time bound
Increase customer acquisition rate through targeted email campaigns, and search engine optimization (SEO), Increase online bookings by improving website usability and providing customers with easy access to booking information. , Increase profit margin by optimizing operational costs, efficient budgeting and investing in technology to increase efficiency



Strategy
The Hilton Hotel Group’s marketing plan is to create a unique and differentiated value proposition that allows them to effectively reach and engage customers from their various target segments. This value proposition will be communicated through a combination of digital and traditional marketing strategies, leveraging the latest technology and data to deliver personalized experiences and maximum engagement (HR in the digital age: how digital technology will change HR’s organization structure, processes and roles | Emerald Insight, 2019). The company will use segmentation and positioning strategies to maximize the impact of its marketing campaigns, leveraging its brand reputation to provide a high level of customer service and satisfaction (Ahani et al., 2019). The company will also leverage its global reach and scale to offer competitive prices and loyalty rewards, thus creating a competitive advantage in the hospitality industry.
Tactics 
Product
 Hilton is a global brand of upscale full-service hotels and resorts. Hilton offers a range of services including luxurious accommodations, world-class dining, and spa treatments. They also boast a range of amenities such as pools, fitness centers, business centers, and entertainment options.
 Place
 Hilton Hotels can be found in cities around the world, from major centers to small towns. Hilton has a global presence with more than 5,000 properties in 103 countries and territories. Hilton also has a wide variety of online booking and loyalty programs, including the Hilton Honors program.
 Price
 Hilton offers a variety of pricing options depending on the location, type of accommodation and amenities offered. Prices range from mid-range budget to luxury and can be found by searching on the Hilton website. 
Promotion
 Hilton engages in a variety of promotions to increase customer awareness and drive bookings. Promotional activities include digital and print advertising, email campaigns, direct mail, social media, and partnerships with travel sites such as Expedia and Priceline. Hilton also offers special promotions such as discounts and rewards for members of the Hilton Honors program.


Action
The marketing channels schedule was developed based on the analysis of the target market, the competitive landscape, and the objectives of Hilton’s marketing plan. The marketing channels chosen to reach the target market were digital marketing, print advertising, radio advertising, and television advertising (Bharti, Pankaj Kumar;Kumar, Akhilesh, 2014). Digital marketing was chosen as a major component of Hilton’s marketing plan due to its ability to reach a wide variety of audiences with minimal costs. Digital marketing was estimated to account for 50% of the marketing budget in order to ensure that the most customers possible would be reached. Print Advertising: Print advertising was also included in the marketing plan due to its ability to reach a large audience (Google Books, 2019). Print advertising was estimated to account for 20% of the marketing budget due to its ability to reach customers in a way that digital marketing cannot. Radio advertising was estimated to account for 15% of the marketing budget due to its ability to reach customers who may be driving or in their homes. Radio advertising can be used to reach a variety of audiences and target a specific demographic. Television advertising was estimated to account for 15% of the marketing budget due to its ability to reach a large audience. Television advertising can be used to reach a variety of audiences and target a specific demographic. Overall, the marketing channels chosen to reach the target market were chosen based on the analysis of the target market, the competitive landscape, and the objectives of Hilton’s marketing plan.
Action
Gantt chart
	
	Jan1-feb15
	Feb15-1 April
	April 3-may15
	May16-june 30

	planning
	
	
	
	

	research
	
	
	
	

	design
	
	
	
	

	implementation
	
	
	
	



The project to design and decorate a Hilton hotel will begin on January 1 with the design of the hotel's rooms. This task will be completed by February 15. After that, the interior decorating will begin on February 16 and end on April 1. The lighting installation will then begin on April 2 and end on May 15. Finally, the furniture placement will begin on May 16 and end on June 30.

Control
The USP of Hilton is its global presence, with more than 5,600 hotels in 113 countries and territories. It offers exceptional customer service, with 24/7 customer service and a loyalty program that rewards guests for their loyalty. 
2. Features and Benefits: -High-end accommodations: Hilton offers luxurious accommodations in each of their hotels, from standard rooms to suites. 
· Amenities: Hilton offers a variety of amenities for guests to enjoy, such as fitness centers, pools, spas, and more
· Loyalty Program: Hilton offers a loyalty program that rewards guests for their loyalty with perks, discounts, and more.
· Events and Experiences: Hilton offers unique events and experiences that can be tailored to meet the needs of each individual guest. 
3. Measurement of Success: 
· New Customers: The success of Hilton’s marketing efforts can be measured by the amount of new customers they acquire.
· Positive Attitudes towards Brand: The success of Hilton’s marketing efforts can also be measured by the amount of positive attitudes towards the brand.
· Increase Profits: The success of Hilton’s marketing efforts can also be measured by the increase in profits.
Conclusion
The challenge of this marketing plan was to create a comprehensive plan for Hilton that would reach and engage their target audience. To achieve this, we focused on the four Ps of the marketing mix: product, promotion, pricing, and placement. We developed strategies to improve the product and services offered by Hilton, which included improving customer service, offering new services and amenities, and developing innovative pricing and loyalty programs. In addition, we identified promotional activities such as advertising, public relations, and digital marketing to create awareness and engagement (Bala and Verma, 2018). Lastly, we outlined strategies for placement, including expanding their presence to new areas and utilizing online channels. Overall, this marketing plan was successful in providing a comprehensive plan that outlined strategies to reach the target audience. However, there are still areas that could be improved. For example, Hilton should consider increasing its presence on social media platforms and leveraging influencer marketing strategies to reach a wider audience and increase engagement. Additionally, Hilton could also take advantage of technology to further improve their service by providing virtual experiences or integrating mobile features. Ultimately, Hilton should continue to focus on the four Ps and ensure that the strategies outlined in this plan are executed effectively and efficiently.
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