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EXECUTIVE SUMMARY

This report is to analyse the strategy that Hilton Holdings applied to their management in order to achieve the success and powered their brand name nowadays. The marketing objectives also will be applied in this report to determine the new goals for Hilton as they are still striving to be the best hotel in the industry. The SOSTAC framework will also useful to analyse the vision and goals of Hilton Holdings in order to be successful.






















INTRODUCTION

A marketing plan is an operational document that details an organization's advertising strategy for generating leads and reaching its target market. The marketing plan outlines a company's strategy for promoting its products to customers (James Chen,2021). Because a marketing plan is built on an overall strategic framework, the phrases marketing plan and marketing strategy are sometimes used interchangeably. The strategy defines the target market, the brand's or product's value proposition, the campaigns to be launched, and the metrics to be utilised to analyse the efficacy of marketing activities (Eric Estevez,2021).
SOSTAC is another popular marketing and business planning tool. The location of the planning model splits the tight collaboration that agile digital marketers strive for between situation, objectives, strategy, tactics, actions, and control (Simon Swan,2022). As for situation, it is needed to plan accordingly to the situation whether micro or macro environment. Objectives also important as it defines your project goals. As for the strategy, any organizations need a specific strategy to tackle the market. Next, for the tactics, it defines the traditional or digital marketing it need to be to come up with the best marketing plan. Actions also defines the change of management and the management skills that will be the core to the project. Lastly, control examines the use of management information, including web analytics, to determine whether strategic and tactical objectives are met and how adjustments may be made to boost performance even further (Dave Chaffey,2022).
SMART marketing objectives are a framework for defining successful goals in any firm. It is an acronym that stands for Specific, Measurable, Attainable, Realistic, and Timely. This goal structure may move mountains when it comes to gaining purchase and winning over even the most dubious boss (Christine Schrader,2018).

THE STRATEGIC MARKETING OBJECTIVE OF HILTON HOLDINGS
Hilton Properties and Resorts, founded over a century ago by Conrad Hilton, has grown into an iconic global brand with approximately 600 luxury hotels in 78 countries (Alessandra Maffei,2018). The marketing objectives that suit the Hilton Holdings as for today is to increase customer loyalty and attract new customers. Customer loyalty refers to a continuing emotional bond between you and your customer, manifested by a customer's willingness to engage with and frequently purchase from you against your rivals. Loyalty is a result of a pleasant consumer experience with you, and it helps to build trust (Julius Mansa,2019). According to the SMART objective goals, the objectives should be specific. The objectives are really specific and suits every department in the Hilton as a whole. The brand's exclusivity is maintained by its selected consumer segment paying high charges. The pricing of various types of hotels by the Hilton company serves a specific purpose for example, Spa, Gym, and Hygiene elements. The service department should take a good care for their services offered to maintain their original customers (MBA Skool,2018). Next the objectives need to be measurable. Indeed, the goals are easy to measure as Hilton is on their way to achieve the objectives. Members of the Hilton HHonors reward programme can vote for Double HHonors Points starting with their second stay, or 1,000 Bonus Points for every Thursday, Friday, Saturday, Sunday, and Monday night stay. They always received an overwhelming number of votes and donations. The vote is an example of a hotel brand leveraging mobile to enhance a hotel stay while creating customer loyalty, and with the number of votes and donations already decided, the goals are measurable (Michael Barris,2020). Next, the goals need to be attainable. Hilton recently developed an innovation service due to the pandemic COVID-19. They launched contactless guest experience such as contactless check in and check out. This will bring a trust from their customers that Hilton emphasizes the health alongside with the hospitality (Chris Nasetta,2021). The goals also must be relevant. Hilton Worldwide Holdings' annual sales in 2019 was $9.452 billion, up 6.13 percent from 2018 (Macrotrends,2021). This shows that Hilton is doing a great job in gaining their revenue and this proves that their customers are also increased from the past years. This sets the relevance to the goals that already has been set. Lastly it also needs to have deadline or time bound. Hilton World wide’s income will increase if new hotels are added to its system or existing hotels boost their own sales through better occupancy or nightly rates (Luiz Sanchez,2019).

1. SITUATION
The PESTLE Analysis of Hilton analyses the company's business strategy. Hilton's PESTLE Analysis examines how political, economic, social, and technological factors, as well as legal and environmental concerns, impact its business. The PESTLE Analysis examines the numerous extrinsic factors influencing the brand's business. PESTLE analysis is a vital tool for organisations like Hilton to analyse market trends and continuously improve their operations (CIPD,2022). The SWOT analysis of Hilton Hotels and Resorts looks at the brand's strengths, weaknesses, opportunities, and threats. Strengths and weaknesses are internal components in the Hilton Hotels and Resorts SWOT Analysis, whereas opportunities and threats are external factors. SWOT Analysis is a tried-and-true management methodology that allows a firm like Hilton Hotels and Resorts to compare its operations and performance to that of its competitors. Hilton Hotels and Resorts is a household name in the tourism and hospitality sectors (MBA Skool,2021). It should be mentioned that Hilton's aggressive worldwide business strategy and service distinction with an emphasis on quality led in the accumulation of USD10.5 billion in debt by the end of 2015, including USD726 million in non-recourse debt (John Dudovskiy,2016). This shows the internal capabilities of Hilton Holdings.

2. OBJECTIVES
The mission statement of Hilton focuses primarily on two components of its business: hospitality and high positive effect. It aspires to be the most welcoming corporation in the world, which sounds like Amazon's promise of the highest quality customer service (Abhijeet Pratap,2017). Hilton's mission statement provides a general statement regarding the remainder of its operations. There are a very thin indicator of what Hilton stands for in various areas, whether it be financial effect, corporate responsibility, or organisational culture (Hilton,2022).
The Customer Dimension comprises of increasing market shares, guest pleasure, improving customer profitability, raising brand exposure, and increasing MICE conversion rates (Hilton,2021). Employee dimensions may include adherence to recruiting processes, completion of training and development programmes, management of staff turnover, and control of payroll as a percentage of turnover. Proper human resource management with the inclusion of employees may be the approach underlying the attainment of these goals (Scott Maddux,2015).  This shows Hilton Holdings cares and pay attention to their SMART objectives to increase the customer loyalty and attract new customers every year.







3. STRATEGY
The brand differentiates its services based on its distinct atmosphere and experience, the package of offers and other supplementary services such as Spa, Gym, Hygiene elements, price, and personnel. The company concentrates on a premium price approach, appealing to the upper class and high-profile business class. It has a distinctive technique to make it appealing to customers. Customers are pleased with these services at reasonable pricing, and this encourages them to continue using Hilton's services (Hitesh Bhasin,2018).
Because so many people worked from home during the epidemic, Hilton saw an opportunity to create a distraction-free atmosphere for more efficient remote working. Workspaces is an effort that provides day-use rooms with a big workstation, ergonomic chair, and better WiFi. To advertise Workspaces on social media, Hilton invited its fans to submit them a photo of themselves at their everyday office with the hashtag #UpgradeYourView, and in exchange, they'd enhance it to represent their ideal trip background (Michelle Grano,2021). This is also one of Hilton’s pandemic strategies to keep their customer loyalty.








4. TACTICS
Hilton provides accommodation services in 117 countries and territories worldwide. As of 2019, the company owned 18 brands, spanning luxury, upmarket, and midscale hotels. Properties include those that are owned or controlled, as well as joint ventures and leased properties. As of 2018, there were 4,925 franchised locations. They offer a lot of products and one of the examples is the Waldorf Astoria Hotels & Resorts which located across 14 countries around the world (Abhijeet Pratap,2020). The ultimate goal of a hotel firm's distribution strategy may be defined as making products and services available to consumers where, when, and how they desire them. Hilton Worldwide provides customers in over 745,000 rooms across 100 countries and territories. The Hilton Hotels & Resorts brand, in particular, has 206,635 rooms spread throughout 85 countries and territories (John Dudovskiy,2016). Meanwhile, the group has placed a strong emphasis on distinctive services and client satisfaction. The target market consists of commercial clients from all around the world. Many corporate businesses, multinational corporations, institutes, and diverse organisations of their booking on priority have partnered with the group. Furthermore, the Hilton group has cooperated with Payment Banks, various restaurants for a variety of food providers, and much more, resulting in increased access to the Hilton hotels, which is one of the organization's promotional initiatives. Other forms of promotion include the use of premium magazine content and consumer review websites (MBA Skool,2017). This kind of promotion keeps the customers coming back and it is parallel to the objectives set at the beginning of the report. 




5. ACTIONS
The Hilton Honors hotel rewards programme is your key to earning free award nights and earning credit toward Hilton elite status when you stay at one of the company's 5,600+ hotels in more than 100 countries. Making Hilton your preferred hotel chain can help you earn a lot of Hilton Honors points and book award stays faster than you would think. In fact, Hilton is my preferred hotel chain (Meghan Hunter,2021).
There are many reasons to prefer Hilton Honors, including its 18 hotel brands that cater to budget to luxury travellers, and its generous elite programme, which provides a fast road to top-tier status with the Hilton Honors American Express Aspire Card (Ramsey Qubein,2021).
Because of Hilton's worldwide reach and excellent brand diversity, the programme is suitable for both business and pleasure travel on any budget. You may go for business and stay at a Hampton by Hilton or DoubleTree by Hilton, or you can enjoy a lavish vacation at a Conrad or Waldorf-Astoria resort (Ramsey Qubein,2021). This shows the actions taken by Hilton Holdings in order to give back to their respective customers for choosing Hilton as their destinations.







6. CONTROLS
Conrad Hilton was a hotel business titan who will be recognised as the founder of one of the world's largest hotel enterprises. Hilton illustrated how a CEO can take a modest firm and grow it into a worldwide enterprise. Hilton became renowned as the world's innkeeper (A Leader, 2014). He inherited his way of life to Hilton and its management until today. Hilton's call centre houses their guest service centre. Their social staff monitors all Twitter mentions 24 hours a day, seven days a week, and attempts to connect with visitors within 30 minutes of a tweet being made. Hilton monitors all of its brands' and hotels' Twitter accounts to see what is being said and when to respond. Even if a guest tweets about Hilton but does not identify themselves by their handle, Hilton will see and reply. It is critical to keep track of untagged mentions. Hilton's social media input not only affects their management approach, but also improves their marketing activities. For example, as I was writing this essay, Hilton launched a new marketing campaign called Expect Better, which garnered a lot of attention for the company (Anna Bredava,2018).








RECOMMENDATIONS 
Hilton Holdings in this case are suggested to focus and oversee their staff and employees more than usual. This is because their employees are one of the backbones of their successful business in this industry since decades ago. Other than that, Hilton's social media input not only affects their management approach, but also improves their marketing activities. For example, as I was writing this essay, Hilton launched a new marketing campaign called Expect Better, which garnered a lot of attention for the company. Hilton also needs to pay more attention to all employees and listen to their great ideas because their employees are the one who runs and know the hotel inside out. The employees also close to the everyday customers, and this means they know what customers need the most and to improve the quality of the hospitality in this hotel. This also parallel with the objectives of increasing the customer loyalty and attract new faces to Hilton Holdings as their first choice of accommodation.

CONCLUSION
In conclusion, Hilton are doing a really good job in their field to increase their customer loyalty and also to attract new customers to their hotels. Hilton has really pay attention to the SOSTAC framework in order to critically analyse the strategy of the marketing in order to continue to achieve what they want for their goals and objectives. 
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