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[bookmark: _Toc137499813]Introduction 
Hotel Hilton is one of the most reputed hotel business companies in the world which operates in more than 100 countries (Hotel Hilton official website, 2023). In this report, a marketing plan is developed for this hotel. Moreover, several things are also included here such as SWOT analysis, customer segmentation, competitor analysis, collaborator analysis, PESTLE analysis, marketing mix, value proposition, communication strategies, and techniques to close the communication gap are some of the tools used. There is an additional discussion of a Gantt chart showing the schedule for the marketing plan and its control. All those topics are discussed in the light of Hotel Hilton.
  


[bookmark: _Toc137499814]Part- A
[bookmark: _Toc137499815]Situation Analysis of Hotel Hilton 
[bookmark: _Toc137499816]SWOT analysis of Hotel Hilton 
	Strength
· Strong brand value 
· Strong global presence
· Around 160000 skilled employees.
· Good marketing strategies. 
· A good number of loyal customers.
	Weakness
· The room rate is higher. 
· Difficult to monitor activities of other branches. 
· Poor online review

	Opportunities
· The hotel industry is one of the growing industries (Bowie et al., 2017). 
· Labor is available. 
· Technological advancement. 
	Threats
· Several global issues such as the pandemic, Russia vs Ukraine issue influence the hotel industry. 
· High inflation in most of the European countries. 
· High government implications. 



[bookmark: _Toc128082673][bookmark: _Toc137499817]Customer Segmentation and target market of Hotel Hilton 
It's noticed that hotel Hilton provides different types of rooms to their customers at different prices. That’s the reason why both premium guests and budget-oriented guests prefer the hotel Hilton. Normally the actual target market of Hotel Hilton is different types of travelers, business professionals, events attendance, or tourists. Most of the guest's age is between 25-45 (Jobber, 2020). Since most of the outlets of Hotel Hilton are located in the European region, most of the guests are European. 
[bookmark: _Toc137499818]Competitors' Analysis of Hotel Hilton 
As a leading hotel business company, Hotel Hilton has many business competitors in the market. Bowman's strategy clock will be a very helpful tool here which helps Hotel Hilton by showing it gap and strategies of its competitors. The main competitors of Hotel Hilton are Hotel Four Seasons, Hotel Sheraton, Hotel Crown Plaza, Hotel Travelodge, Holiday Inn, etc.  
[bookmark: _Toc137499819]Collaborators of Hotel Hilton
Since Hotel Hilton is one of the leading hotel business companies in the world, this hotel business company has collaborated with many business companies such as collaboration with other hotels such as Hotel Crown Plaza, airlines companies like American Airlines, Transportation companies like Uber, etc. (Middleton, 2020) 
[bookmark: _Toc137499820]PESTLE analysis of Hotel Hilton 
	Political Factors 
	· Political instability in Europe after Russia vs Ukraine war  
 


	Economic factors 
	· High inflation 
· Unavailable labor market 

	Social Factors 
	· Hotel Hilton arranges social awareness campaigns.

	Technological factors 
	· High tech is used on reservation and payment settlement.

	Legal factors 
	· Different business policy and government implications 

	Environmental factors 
	· Concerning issues such as global warming, increasing carbon footprints and sustainability issues, etc. 



[bookmark: _Toc137499821]Marketing Mix of Hotel Hilton 
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Figure: Model of marketing mix of Hotel Premier Inn
Source: (Ghauri, 2022)

Products: Hotel Hilton has around 1.12 million different types of rooms such as single rooms, double rooms, suit rooms, etc.  
Price: Variation in the room price is noticed on Hotel Hilton. Hotel Hilton offers both premium and budgeted room services to their customers.  
Place: Hotel Hilton operates in more than 100 countries in the world. Most of their outlets are located in Europe (Ryan, 2022). 
Promotion: Hotel Hilton uses both traditional and online platforms to promote their brand values to their customers. 
[bookmark: _Toc137499822]Objectives analysis of Hotel Hilton based on SMART analysis   
Specific: Targeting more people and increasing the number of loyal customers. 
Measurable: Progress can be measured if the sales are increased.    
Attainable: Online marketing strategies will be followed to inform customers about the quality of service at Hotel Hilton.  
Relevant: Since everyone is connected with social media, online marketing will be very effective here.    
Time-bound: 1 month
[bookmark: _Toc137499823]The value proposition of Hotel Hilton 
The key selling point or the unique selling proposition of Hotel Hilton is providing the best hotel service at the best price (Harries et al., 2020). Moreover, the management team of this hotel always gives priority to the customer’s demands and preferences. Such as an example, if a guest becomes disappointed with any of the services of Hotel Hilton, he can express his complaint. After getting the complaints from the guests, HR of Hilton tries to give a proper solution in this regard. 
Moreover, the authority of Hotel Hilton brought some changes to the market mix to cover the demands of the customers which are 
Products: Demands of customers are not the same. So, hotel Hilton tries to provide different categories of room services.  
Price: The management team also brought modifications to their pricing strategy so that everyone can afford to stay here (Smith, 2020).  
Place: It's early said that Hotel Hilton operates in 100 countries in the world. Most of their outlets are located at the center point of the cities so that everyone can get access. 
Promotion: Since everyone is connected with social media, online marketing is followed by Hotel Hilton along with traditional marketing.  
[bookmark: _Toc137499824]Illustration of communication tactics of Hotel Hilton
The current CEO of Hotel Hilton, Christopher J. Nassetta said that proper communication with different stakeholders plays a big role to attain the success of Hotel Hilton. Communication tactics of Hotel Hilton are illustrated below in the light of RACE analysis- 

[image: How To Use The RACE Framework For Digital Marketing Planning]
Figure: Race model analysis in the light of Hotel Hilton
Source: (Morrison, 2020) 
Reach: At first, it’s essential to respond to the feedback of the customers which is the focal point of this stage. In the case of Hotel Hilton, their IT employee always provide a quick response if they get any feedback from their honorable guests.    
Acts: Customers should be given proper options so that they can share their feedback (Pride, 2020). In that case, guests can physically share their suggestions or complaints with the front office. They also can share their feedback on the official website of Hotel Hilton. 
Convert: As a reputed hotel, Hotel Hilton gives a thanks mail for staying in the hotel. Moreover, the administration provides different types of discounts and offers to the customers through the mail to convert them into loyal customers. 
Engage: The HR and marketing team of Hotel Hilton encourages their regular guests to share their feedback. That’s how the customers are engaged in communication with Hotel Hilton. 
[bookmark: _Toc137499825]Ways of improving the gap in communication 
Communication is so essential for any business company (Statista, 2021). Every employee is sincere in the field of communication. In that case, some strategy should be followed by Hotel Hilton to ensure better communication 
· Besides formal communication, Hotel Hilton should focus on informal communication with its customers which will increase its communication skills. 
· The administration of Hotel Hilton should focus on an online platform for communication because everyone is connected here. 
· Guests should be encouraged to share their feedback. This strategy is very effective to engage guests in communication. 
· Hotel Hilton can arrange a campaign for will increase its acceptance in the eye of the customers. 
[bookmark: _Toc137499826]Gantt chart of marketing plan schedule for hotel Hilton 

	Duration

	Activities 
	15-05-23 to
21-05-23
	26-05-23 to
31-05-23
	01-06-23 to
07-06-23
	08-06-23 to
12-06-23
	13-06-23 to
15-06-23

	Public relation campaign 
	
	
	
	
	

	Mail marketing 
	
	
	
	
	

	Physical events 
	
	
	
	
	

	Website updates 
	
	
	
	
	

	Messaging on mobile 
	
	
	
	
	




[bookmark: _Toc137499827]Controlling of marketing plan for Hotel Hilton 
The functions of marketing should be controlled and the progress of marketing should also be analyzed to take decisions. Those factors are analyzed for Hilton in the light of KPIs
New customers: It can be said that if the marketing plan is successfully implemented, it will attract more customers (Wood et al., 2018). As a result, the number of loyal customers, customer acquisition rate, and conversion rate will be increased. 
Positive attitude: The positivity of the marketing should be spread through proper marketing so that customers can come to know about the actual service quality of Hotel Hilton.  
Profit growth: According to KPI’s model, another big factor in measuring success is analyzing profit growth. In that case, The administration of Hotel Hilton can analyze several issues such as profitability, average transaction value, ROI, and revenue growth.  
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Strength
· Strong brand value 
· Strong global presence
· Around 160000 skilled employees.
· Good marketing strategies. 
· A good number of loyal customers.
Weakness
· The room rate is higher. 
· Difficult to monitor activities of other branches. 
· Poor online review
Opportunities
· The hotel industry is one of the growing industries (Bowie et al., 2017). 
· Labor is available. 
· Technological advancement. 
Threats
· Several global issues such as the pandemic, Russia vs Ukraine issue influence the hotel industry. 
· High inflation in most of the European countries. 
· High government implications. 


PASTLE analysis 
Political Factors 
· Political instability in Europe after Russia vs Ukraine war  
 

Economic factors 
· High inflation 
· Unavailable labor market 
Social Factors 
· Hotel Hilton arranges social awareness campaigns.
Technological factors 
· High tech is used on reservation and payment settlement.
Legal factors 
· Different business policy and government implications 
Environmental factors 
· Concerning issues such as global warming, increasing carbon footprints and sustainability issues, etc. 
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Customer Segmentation and target market of Hotel Hilton 
It's noticed that hotel Hilton provides different types of rooms to their customers at different prices. That’s the reason why both premium guests and budget-oriented guests prefer the hotel Hilton. Normally the actual target market of Hotel Hilton is different types of travelers, business professionals, events attendance, or tourists. Most of the guest's age is between 25-45 (Jobber, 2020). Since most of the outlets of Hotel Hilton are located in the European region, most of the guests are European. 
Competitors' Analysis of Hotel Hilton 
As a leading hotel business company, Hotel Hilton has many business competitors in the market. Bowman's strategy clock will be a very helpful tool here which helps Hotel Hilton by showing it gap and strategies of its competitors. The main competitors of Hotel Hilton are Hotel Four Seasons, Hotel Sheraton, Hotel Crown Plaza, Hotel Travelodge, Holiday Inn, etc.  
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Collaborators of Hotel Hilton
Since Hotel Hilton is one of the leading hotel business companies in the world, this hotel business company has collaborated with many business companies such as collaboration with other hotels such as Hotel Crown Plaza, airlines companies like American Airlines, Transportation companies like Uber, etc. (Middleton, 2020) 
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Objectives analysis of Hotel Hilton based on SMART analysis   
Specific: Targeting more people and increasing the number of loyal customers. 
Measurable: Progress can be measured if the sales are increased.    
Attainable: Online marketing strategies will be followed to inform customers about the quality of service at Hotel Hilton.  
Relevant: Since everyone is connected with social media, online marketing will be very effective here.    
Time-bound: 1 month
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Marketing Mix of Hotel Hilton 
Products: Hotel Hilton has around 1.12 million different types of rooms such as single rooms, double rooms, suit rooms, etc.  
Price: Variation in the room price is noticed on Hotel Hilton. Hotel Hilton offers both premium and budgeted room services to their customers.  
Place: Hotel Hilton operates in more than 100 countries in the world. Most of their outlets are located in Europe (Ryan, 2022). 
Promotion: Hotel Hilton uses both traditional and online platforms to promote their brand values to their customers. 
Objectives analysis of Hotel Hilton based on SMART analysis   
Specific: Targeting more people and increasing the number of loyal customers. 
Measurable: Progress can be measured if the sales are increased.    
Attainable: Online marketing strategies will be followed to inform customers about the quality of service at Hotel Hilton.  
Relevant: Since everyone is connected with social media, online marketing will be very effective here.    
Time-bound: 1 month
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Gantt chart of marketing plan schedule for hotel Hilton 

	Duration

	Activities 
	15-05-23 to
21-05-23
	26-05-23 to
31-05-23
	01-06-23 to
07-06-23
	08-06-23 to
12-06-23
	13-06-23 to
15-06-23

	Public relation campaign 
	
	
	
	
	

	Mail marketing 
	
	
	
	
	

	Physical events 
	
	
	
	
	

	Website updates 
	
	
	
	
	

	Messaging on mobile 
	
	
	
	
	


The functions of marketing should be controlled and the progress of marketing should also be analyzed to take decisions. Those factors are analyzed for Hilton in the light of KPIs
New customers: It can be said that if the marketing plan is successfully implemented, it will attract more customers (Wood et al., 2018). As a result, the number of loyal customers, customer acquisition rate, and conversion rate will be increased. 
Positive attitude: The positivity of the marketing should be spread through proper marketing so that customers can come to know about the actual service quality of Hotel Hilton.  
Profit growth: According to KPI’s model, another big factor in measuring success is analyzing profit growth. In that case, The administration of Hotel Hilton can analyze several issues such as profitability, average transaction value, ROI, and revenue growth.  
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[bookmark: _Toc137499829]Conclusion 
A good marketing plan is essential for the success of the business. That’s the reason why every business company has its marketing strategy which gives competitive advantages to the company. Before developing a marketing plan, a business company needs to find out which will be the best marketing strategy for them. In that case, that marketing strategy can be followed which can reach the message of marketing to a wide range of people. That’s the success of a marketing plan. In this report, a marketing plan is developed for Hotel Hilton. 
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