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[bookmark: _Toc137326012]Introduction
· The purpose of the marketing plan is to increase the website traffic of Hilton hotels by 20%
· This marketing plan focuses on engaging social media and audience for increasing the website traffic
· The report explores the expansion of Hilton hotels in the UK market using SOSTAC
Speaker notes: Hilton Hotels operates in the tourism sector and offered excellent services to customers. This market plan was developed on tactical suggestions and includes information about potential target markets. The main aim of this marketing plan is to increase the website traffic by 20% and focus on engaging social media sites. The SOSTAC model has been considered for exploring the expansion of Hilton hotels in the UK market. 
[bookmark: _Toc137311792][bookmark: _Toc137326013]Situational Analysis
[bookmark: _Toc137311793][bookmark: _Toc137326014]5C analysis 
· The company focus on improving the CRM strategies of Hiton
· Customers are the core asset of Hilton Hotels (Dolega et.al., 2021)
· Competitors include Hyatt, Marriott Internationals and Mandarin Oriental Hotels
· Collaborate with supply chain partners
· Climate focus on the analysis of PESTLE
Speaker notes: The above 5C analysis provides a brief understanding of the company, customers, competitors' collaboration and capital of Hilton Hotels. 
[bookmark: _Toc137311794][bookmark: _Toc137326015]Company: SWOT analysis 
· Strengths: Effective customer retention strategies
· Weakness: lack of social marketing (Hilton, 2023)
· Opportunity: International market expansion
· Threats: other competitors use social media marketing 
Speaker notes: SWOT analysis of Hilton helps to identify key strengths, weaknesses, threats and opportunities. An effective customer retention scheme has been recognised as a key strength and the lack of social media marketing has been recognised as a potential weakness of Hilton Hotels. 
[bookmark: _Toc137311795][bookmark: _Toc137326016]Customers: STP and customer profile
· The target customer of Hilton Hotel includes customers with high income
· According to the Similar Web results, the Global rank of this website is 1,150
· Country rank 271, Category rank 7 (Similarweb, 2023)
Speaker notes: According to the Website analysis, the Total visit to the official website of Hilton is 38.2 million. The bounce rate of the website is 35.13% and the average visit duration is 4 minutes 58 seconds. 
[bookmark: _Toc137311796][bookmark: _Toc137326017]Competitors: Perception map and Bowman’s clock
· Direct competitors of Hilton include Hyatt, Marriott and Accor Hotel
· Other local competitors include Tune Hotels and the Orchid Hotels (Hilton, 2023)
Speaker notes: According to the Perceptual Map of Hilton, direct competitors include Hyatt, Accor hotels and Marriot, which provide high-quality services at higher prices. On the other hand, Tune Hotels provides moderate services at low prices and Orchid Hotels provides high-quality services at low prices. 
[bookmark: _Toc137311797][bookmark: _Toc137326018]Collaborators
· Hilton Hotel collaborate with their supply chain partners
· Both National and international stakeholders (Sakas et.al., 2022)
· Engaged with social media content creators, digital partners and celebrity guests
Speaker notes: A broad range of collaboration with supply chain partners has been recognised. Both national and international stakeholders are associated. Largest hotel partnership with Marriott. 
[bookmark: _Toc137311798][bookmark: _Toc137326019]Climate: PESTLE
· Political: VAT on Hotels and accommodation increased to 12.5%
· Economical: 10% inflation rates in 2021 (Ons.gov.uk, 2023)
· Technical: More than 52 million social media users
· Social: 0.4% Population increasing rate (Ons.gov.uk, 2023)
Speaker notes: External climate of Hilton has both positive and negative impacts on the company's growth. Increased VAT rates on hotels reduce the profit margin and increased social media users increase online sales. 
[bookmark: _Toc137311799][bookmark: _Toc137326020]Marketing mix
· Product: Luxury hotels rooms and services 
· Place: Premium pricing strategy 
· Place: Expanded in more than 130 countries (Olson et.al., 2021)
· Promotion: Social media platforms and digital marketing
Speaker notes: The above marketing mix helps to understand the existing product, place, promotion and place strategy of Hilton. The product strategy of Hilton is based on luxury hotel rooms and services. On the other hand, the premium pricing strategy has been selected. This hotel brand has been expanded in more than 130 countries and social media marketing has been selected as the digital marketing strategy. High-quality service is the value proposition of the hotel brand. 
[bookmark: _Toc137311800][bookmark: _Toc137326021]Objectives
Aim: To increase the website traffic of Hilton hotels by 20%
	Specific 
	To increase the website traffic by 20%

	Measurable
	Measure the social media followers and website traffic (Shen et.al., 2020)
Measuring conversion rates 

	Achievable 
	Weekly 1000 followers increase 
Measuring through Google Analytics 

	Relevant 
	Calculate user satisfaction, bounce rates and task completion rates 

	Timebound 
	This objective will be achieved within 6 months 



Speaker notes: SMART goals have been set for achieving the objective of the marketing plan. This marketing plan aims to increase website traffic by 20%, which will be measured through conversion rates. Thus, “Conversion rates” will be measured as KPIs. 
[bookmark: _Toc137311801][bookmark: _Toc137326022]Strategy
· A product diversification strategy will be used
· Hilton Hotel uses diversification strategies for both market and product
· Optimising contains and keywords (Kohls et.al., 2019)
· Use digital Ads for promoting products 
Speaker notes: Product Diversification strategy is used for finding opportunities in the existing market. New products will help to attract new customers and website traffic. Among the four strategies of the Ansoff Matrix, product diversification has been selected as an effective strategy for increasing website traffic. Hilton Hotels use diversification strategies for both market and product. Digital ads for promoting the products could help to increase website traffics. 
· Changing the promotional strategy of the Marketing mix
· Adopting Digital marketing strategies for increasing website traffic
· Engaging the digital marketing team in the promotion of the new product strategy
· Change product strategy from offline to online hotel booking (Drivas et.al., 2020)
Speaker notes: Online room booking is a new product strategy, which will help to increase the website traffic of Hilton Hotels. Engaging digital marketing teams for the promotion of new products will help to increase conversion rates. Online room services help to increase customer satisfaction. Based on the above situation analysis, the expensive services and rooms of Hilton have been identified as a potential issue. Only customers with high-income visits the website of Hilton. Thus, providing discounts on online booking can increase website traffic. 
[bookmark: _Toc137311802][bookmark: _Toc137326023]Tactics
· A lack of social marketing strategies has been identified as a potential issue (Desai and Vidyapeeth, 2019)
· Facebook, YouTube, Social Network advertisement, Instagram, Snapchat and TV advertisement can be used as effective communication channels to increase website traffics
· Email marketing is an effective strategy for boosting the sales
Speaker notes: Email marketing sends emails to the customer for promoting services and this communication channel helps to generate B2B sales. On the other hand, transactional emails, promotional emails and auto-generated emails help to attract key target customers. Email marketing refers to an effective channel, which helps to develop the activity of a website and increase the retention rates of the customers. Email marketing provides excellent conversation rates, which can increase the scope of investments. Specific software is required for email marketing.
· Search Engine Optimisation or SEO (Barnes et.al., 2019)
· Social networking can help to boost organic traffic
· Advertisements play an important role in enhancing the image of the Hilton hotel brand
Speaker notes: Social Networking sites such as Instagram, Facebook, Twitter and YouTube could help to increase the organic traffic of Hilton hotel websites. SEO or search engine optimisation is a key tool for increasing website traffic. On the other hand, TV advertisements and social media advertisements play an important role in increasing the traffic of websites. Increasing traffic is associated with increased sales. Social networks are effective in generating visits. However, it required regular publication and new content. 
[bookmark: _Toc137311803][bookmark: _Toc137326024]Actions
	TASK
	Metrics
	START
	END

	Advertising 
	 
	 
	 

	Tv
	How many views? 
	March
	August

	Radio
	Promotional code
	November
	November

	PPC
	Click rate
	November
	November

	Email marketing 
	conversion rates
	December 
	January

	Social media advertisements 
	Average Visit Duration
	January
	February



Speaker notes: For the marketing of Hilton, TV, Radio, PPC, email marketing and social media advertisement has been selected as effective marketing channels. For Email marketing, conversion rates have been selected as effective KPIs (Desai and Vidyapeeth, 2019). For social media advertisement, Average Visit Duration has been selected as an effective KPI. For TV advertisements four months will be required. For social media adversities, one month will be required. 
[bookmark: _Toc137311804][bookmark: _Toc137326025]Control
· The Success will be measured through increased conversion rates
· Customer satisfaction and increased retention rates will help to measure the success
· Positive feedback and an increased number of new customers (Saura, 2021)
Speaker notes: The success of the marketing plan of Hilton Hotels will be measured through increased conversion rates, customer satisfaction and increased rate of customer retention. On the other hand, increased positive feedback and several new customers will help to measure success. 
[bookmark: _Toc137311805][bookmark: _Toc137326026]Conclusion
· Email marketing and social networking has been selected as effective communication channel for increasing website traffic
· The success of the marketing plan will be measured through conversation rate, customer retention rates and rates of new customer 
· Engaging content creators and a digital marketing team has been recommended
Speaker notes: It can be concluded from the above report that an effective marketing plan is required for increasing the website traffic of Hilton Hotels. The success of the marketing plan will be measured through selected KPIs and it has been recommended to Hilton for increasing investment in digital marketing. 
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[bookmark: _Toc137311807][bookmark: _Toc137326028]Appendices
[bookmark: _Toc137311808][bookmark: _Toc137326029]Appendix 1: SWOT analysis
	Strengths 
	Weakness 

	Strong customer base
Effective customer retention strategies

	Little global market share
Lack of social media marketing 

	Opportunity 
	Threats 

	International market expansion
Increased talent retention 
	Lack of talent management
Ethical issues 
Other rivals use social media marketing strategies. 


Table 1: SWOT Analysis
(Source: Self-developed)
[bookmark: _Toc137311809][bookmark: _Toc137326030]Appendix 2: PEST analysis
	Political
	· VAT on Hotels and accommodation increased to 12.5%
	Negative impact 

	Economical
	· 10% inflation rates in 2021 (Ons.gov.uk, 2023)

	Negative impact

	Social
	· 0.4% Population increasing rate 
	Positive impact

	Technological
	· More than 52 million social media users

	Positive Impact


Table 2: PEST Analysis
(Source: Self-developed)
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Figure 1: Perceptual Map of Hiltons
(Source: Self-developed)
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[image: ]
Figure 2: Bowman’s strategy clock
(Source: Self-developed)
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Figure 3: Gannt chart
(Source: EXCEL)
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