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[bookmark: _Toc135652431]Introduction
The current assignment is based on the preparation of a marketing plan for one of the renowned hotel chains in the global hotel industry, Hilton Hotel. The purpose of this marketing plan is to introduce a new service in this hotel, a smartphone-operated room service by which the guests will be allowed to control their hired rooms in a remote manner through their mobile phones and tablets along with a food ordering opportunity. The marketing plan will use the relevant theoretical frameworks of marketing in this assignment, such as the SOSTAC framework, Marketing mix, and Bowman clock. SOSTAC framework in marketing is the planning model to execute the marketing plan in terms of Situation, Objectives, Strategy, Tactics, Action, and Control. The marketing mix can be associated with the four key elements of marketing which can be implemented during the comprehensive marketing plan (Hanaysha et al. 2021). On the other hand, Bowman’s Clock is a strategy to provide the framework of positioning within the market based on the perceived value of the brand (Villagrasa et al. 2023). 
[bookmark: _Toc135652432]Situation analysis
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Company: SWOT analysis 
The internal and external environment with respect to the company itself can be analysed by discussing its strengths, weaknesses, opportunities, and threats as per the following. 
Strengths: The well-known brand value of Hilton Hotel in the global hospitality industry is one of the major strengths of the company along with the effective customer retention scheme along with customers satisfaction score (Zhang, 2023). 
Weaknesses: The hotel’s market profile is over dependent on the US as around 80% revenue of this hotel chain is generated from the US only (Mekhruza et al. 2022). This high dependence on only a particular market may be vulnerable to the market slowdown.  
Opportunities: Hilton Hotel has the opportunity to expand the hotel brand in more international markets along with focusing on R&D to implement various strategies with respect to the mid-budget hotel sector to widen the customer base. 
Threats: The threats of this hotel are associated with the loss of talent from the hospitality sector due to the unstable political climate due to Brexit. Moreover, adverse and sudden changes in the macroeconomic climate are another risk factor. 
Customers: Segmentation and targeting
In terms of customer segmentation, it can be stated that Hilton Hotel has customer segments from both genders with 49.75 males and 50.25% females. The customers are mostly aged between 25 and 34 years old. The target market of Hilton Hotel is mostly associated with those groups of people who are interested in travel and tourism and tend to search on Google and Youtube for hotel reviews being digitally knowledgeable (similarweb.com, 2023). 
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Figure: Market segmentation of Hilton Hotel 
(Source: similarweb.com, 2023)
Competitors
The key competitors of Hilton Hotels in the global hotel industry are the following. 
· Hyatt
· Marriott
· Holiday Inn
· IHG 
· Loews Hotel 
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Figure: Perceptual positioning map of Hilton Hotel 
[image: ]
Figure: Positioning map of Hilton Hotel in Bowman's strategy clock 
Collaborators 
In terms of the B2B relationship of Hilton Hotel, the omnichannel campaign implemented by the company as a marketing effort in 2022 can be highlighted. This action from the end of the hotel sector was the celebration and marketing in terms of their return to business again after the pandemic outbreak (Driving Growth, 2022). In order to improve its customer loyalty campaign, Hilton Hotel’s one strategic move has been found to be the launch of a loyalty partnership with Lyft, a rideshare service, Amazon, the e-commerce giant, and LiveNation, an entertainment company (Santana, 2019). 
Climate: PESTLE analysis 
Political- As Hilton Hotel is a global hotel chain, it must be associated with the political rules and frameworks in various countries leading to instability in the hotel regulations. For example, the political risk associated with the UK after Brexit has been adverse for the company operations due to the loss of a talented workforce. 
Economic- Being an organisation in the luxury hotel industry, the business profitability of Hilton Hotel is completely dependent upon the disposable income of the target market. After the pandemic situation, the spending power of the customers decreased leading to a decrease in the number of guests and hence, revenue generation. During the Covid-19 crisis, Hilton faced a 56% decline in revenue per room. However, this situation has been recovered widely through the implementation of safety measures, marketing efforts, and the government’s financial support (Deng, 2022). 
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Figure: Financial loss and recovery of Hilton Hotel during and after the pandemic 
(Source: Statista Research Department, 2023)
Social- After the pandemic, the health consciousness of the hotel guests got increased leading to the need to implement various safety measures. 
Technological- The technological revolution in the hotel industry is booming day by day with the implementation of contactless payment to reduce the risk of disease, robotic services to fasten the process, and chatbot technology focusing on customer satisfaction (Agarwal et al. 2022). 
Legal- The legal framework associated with the hotel industry is mainly based on the employment law where the hotel authority must align their rules and policy supporting the employment benefits such as anti-discrimination, diversity, national minimum wages, and standard working conditions. 
Environmental- The environmental concern which is mainly associated with the hotel industry is the increased environmental pollution and carbon footprint by hotel activities (Chan, 2021). The hotels must be focused on the use of renewable energy sources and the protection of natural resources to fight against these harms. 
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	Product 
	A variety of luxury hospitality services (prompt response, free wifi, digital key, and awesome room service) with customer loyalty programs 

	Price 
	Premium pricing strategy targeting the exclusive segment of society as a luxury hotel brand (Bunyeva et al. 2023) 

	Promotion 
	Social media promotion 

	Place 
	Direct as well as indirect distribution strategy 
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	Specific 
	Measurable 
	Achievable 
	Relevant 
	Time frame 

	To improve customer satisfaction by 20% within 1-year 
	Customer Satisfaction Score 
	CSAT Score 
	Customer feedback 
	Within one year 

	To enhance customer engagement by 10% within the next year 
	Website traffic
	Retention rate 
	Customer relationship management 
	Within one year

	To increase the sales volume by 15% within one year 
	Revenue Generation 
	Profitability 
	Market value 
	Within one year
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The new value proposition that Hilton Hotel has to focus on the customer-centric strategies and change management with technological governance will help in interaction with the customers (De Silva, 2023). This chosen service will provide better engagement with the employees of the hotel.
Ansoff Matrix strategy that is to be followed by the company is based on product and service development. The product or service development will help in strategizing the marketing mix of the company and this will provide better engagement that is required by the customers. The Smartphone operated room services will help in the development of marketing understanding with the customers. There will be enhancement of customer preferences and the primary and secondary target markets can be understood by the company. 
The changes that the company has to do are on the old marketing makes and changes in the pricing strategy. This will help in the development of online interaction with the customers and help in the promotional distribution of the products and services that are provided by the Hilton Hotel. 
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The tactics of the company will be developed with the help of the RACE matrix and this will help in understanding the responsibility between the team members and managers. This will provide better insights into the responsibility and accountability that is to be standardized within the hotel with the integration of new services. The old marketing mix and new value proposition are to be introduced. This will provide better engagement of the customers and employees with each other (Aree and Yamdee, 2020). There is a requirement of the IT department and the maintenance team will help in explanation of the features that are provided by smartphone-operated rooms. With the new service development, the managers of the Hotel must be careful as there might be some mistakes committed by the customers.

	Steps 
	Smartphone-operated room service management in the Hilton Hotel 
	Project Executive 
	Project manager 
	Business analyst 
	Technical Architect
	Application Developer 
	Employees 

	1
	Task 1
	A\R
	A\R
	R
	A
	I
	R

	2
	Task 2
	A\R
	A\R
	R
	R
	A
	R

	3
	Task 3 
	R
	A\R
	R
	A
	A
	R

	4
	Task 4 
	R
	A\R
	A
	R
	R/I
	R

	5
	Task 5 
	A
	A\R
	A
	A/I
	A
	R

	6
	Task 6 
	A
	A\R
	R
	R
	A
	R



The responsibility of all the members is important in understanding the implications of the customer-derived strategies for the development of the operations within the company. Service Management provided within the company is the implication of the project executive and the project managers to help in the development of the business so that the employees will be able to train according to the requirement of the customers (Garrido et al. 2023). This will help in providing a unique value chain system for the customer and the value chain proposition for the customers will be increased with a proper decision-making process (Darsin et al. 2019). Communication and business feasibility is important to understand as it will provide better insights into the business with proper engagement procedures. The development of a communication mix among the employees will help in the encouragement of the customers. 
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The total time required for the marketing channel distribution will be 8 weeks. This is the included time for the development of a marketing channel as it will help in the development of both direct and indirect direction factors. 

	Tasks that are to be completed 
	Timeline for the action plan 
	
	
	

	
	1st-2nd week 
	3rd-4th week 
	5th-6th week 
	7th-8th week 

	Financial management 
	
	
	
	

	Direct channel 
	
	
	
	

	Indirect channels 
	
	
	
	

	Identification of promotional activities 
	
	
	
	


[bookmark: _zeiam4dhjzsm][bookmark: _Toc135652439]Control
The functional Matrix will be able to reach success by understanding the requirements of the new customers and help in the building of a new positive attitude through the introduced Service Management into Hilton Hotel. The first investment of the company is higher but with time and an understanding of the psychology of the customers the overall control of the business will be synthesized and operational logistics will be taken as per the requirement of the company (Banyeva et al.  2023). This will help in the overall development of each of the channels for promotional and marketing strategy but look into the important KPI of the marketing mix and financial logistics. 
[bookmark: _pb9cizodjptg][bookmark: _Toc135652440]Conclusion
From the above analysis, it is seen that Hilton Hotel with the development of software-operated room services will be able to connect with the customers. The new customer management systems with the marketing and important KPIs are to be planned so that the business efficiency and communication will change over the years. 
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	Strengths 
	· Customer retention scheme 
· Extreme brand value 

	Weaknesses 
	· Overdependence on the US 

	Opportunities 
	· Market expansion 

	Threats 
	· Loss of talent 
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	Political
	Different political frameworks of different countries 

	Economic 
	Economic vulnerability due to the pandemic outbreak 

	Social 
	Increased health consciousness of the customers 

	Technological 
	Technological innovation in the hotel industry 
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