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[bookmark: _Toc128492606]Component A: Marketing Plan of Hilton Hotels and Resorts
[bookmark: _Toc128492607]1.0 Introduction
The term ‘Marketing Plan’ refers to the operational documents of the business organisations that provide complete guidelines of how they can create value, make customers know about these and ways to reach the target customers effectively and efficiently (Kotler, 2020). In this present era of globalisation, people are more interested in traveling and it opens a new door for hotels but a proper marketing plan is needed to ensure success in this sector. Hilton Hotels and Resorts is a reputed luxury hotel chain that has 584 hotels worldwide with 2,16,379 rooms (Zeng, 2021). Headquartered in McLean, Virginia, USA, the hotel chain is doing business for nearly 103 years globally and in this assignment, a marketing plan will be developed for the marketing executives for Hilton Hotels and Resorts with a presentation. 
[image: ]
Figure 01: Hilton Hotels and Resorts, Dushanbe (Source: Zeng, 2021)




[bookmark: _Toc128492608]2.0 Situation Analysis: 5Cs
Figure 02: Elements of 5C Analysis (Source: Ghauri, 2014)
[bookmark: _Toc128492609]2.1 Company 
In this section, micro analysis of Hilton Hotels and Resorts will be done using SWOT analysis.
	Strengths
· Business experience of 103 years.
· Strong network worldwide
· Experienced employees
· Strong brand value and 
· Positive image to the customers
	Opportunities
· Expansion of locations
· Attracting more international tourists 
· Providing service to business class
· Innovation of new services
· Sustainable growth 

	Weaknesses
· This hotel is expensive
· High operation cost
· Highly depends on tourism
· Outflow of employees 

	Threats
· Increased level of competition in the tourism and hospitality sector 
· Customers’ expectation from services is high now
· Alternatives services like Airbnb 



Table 01: SWOT Analysis of Hilton Hotels and Resorts (Source: Zeng, 2021).
[bookmark: _Toc128492610]2.2 Customers 
	Target group of customers
	businessmen, travelers, some other premium customers

	Age
	24 years to 75 years of age.

	Income
	Monthly £2,000.

	Locations
	94 Countries, 584 Hotels 


Table 02: Customers Profile of Hilton Hotels and Resorts (Source: Zeng, 2021)
[bookmark: _Toc128492611]2.3 Competitors
[image: ] 
Figure 03: Bowman’s Strategic Clock for Hilton Hotels and Resorts (Source: Peterson, 2013)
InterContinental, JW Marriott, Grand Hyatt Hotel, Fairmont and Conrad Hotels are the biggest competitors of the Hilton Hotels and Resorts Chain as all these hotels too are serving the same group of targeted customers.
Considering Bowman’s Clock, Hilton Hotels and Resorts stays in position five named focused differentiation as the firm is focusing particularly on premium customers with the differentiation through luxury service proving (Peterson, 2013). 
[bookmark: _Toc128492612]2.4 Collaborators
As a service-proving company, Hilton Hotels and Resorts does not rely on the suppliers much, instead, the core focus here is the customers who want to have luxury hotel facilities. Though, the firm has a partnership with American Airlines, British Airways, Asiana Airlines, etc. (Lee, 2022).
[bookmark: _Toc128492613]2.5 Climate
Here the PESTLE analysis of Hilton Hotels and Resorts will be done to understand the macro environment the firm is operating.
	Political 
	Hilton Hotels and Resorts operates in 94 countries and all these have different government approaches, foreign trade policies and tax policies, etc. which is a challenge for the firm.

	Economic
	Economic factors like GDP, income and expenditure of people, purchasing power, etc. of different people in these 94 countries are different so the firm face problem in offering services and set prices. 

	Social
	Lifestyle, culture, beliefs and norms of people around the world vary from one to another and so Hilton Hotels and Resorts tries to understand these elements and serve customers accordingly. 

	Technological
	Hilton Hotels and Resorts is good at adopting new technologies introduced as the firm has enough capital to adopt and invent new ways to complete tasks. 

	Legal
	Maintaining lawsuits of different countries for Hilton Hotels and Resorts is very challenging as well because each country has a different set of laws related to labour, work hour, environment and privacy. 

	Environmental 
	As a part of the tourism and hospitality sector and service proving company,   Hilton Hotels and Resorts does not have a such negative impact on the environment and the firm also focuses on recycling and proper disposal of waste.


Table 03: PESTLE analysis of Hilton Hotels and Resorts (Source: Chaffey, 2019)

[bookmark: _Toc128492614]3.0 Objectives
[image: ]
Figure 04: (Source: Azis, 2020)
This marketing plan for Hilton Hotels and Resorts will help to show a proper path of operation and increase the level of profit worldwide for the next five years considering the present scenario of the global tourism and hospitality industry (Azis, 2020). 
[bookmark: _Toc128492615]4.0 Strategy
Hilton Hotels and Resorts’ strategy is value proposition-based where the firm differentiates itself from other competitors and delivers value effectively to the customers (Lee, 2022). Hilton Hotels and Resorts promises customers who are mainly tourists and businessmen that want to stay in a luxury hotel with high facilities. The firm makes its value proposition clear in advertisement, websites and through the employees as well and deliver quality service as promised to the customers (Clow, 2013). As the lifestyle of people is getting improved, this strategy of Hilton Hotels and Resorts is very effective. 




[bookmark: _Toc128492616]5.0 Tactics
Tactics of   Hilton Hotels and Resorts will be done through the marketing mix, also called the 4P Analysis.
[bookmark: _Toc128492617]5.1 Product
[image: ]This refers to the offering made by the business organisations to the customers which can be tangible or intangible (Kotler, 2017). Firms mainly offer either products or services and here considering Hilton Hotels and Resorts, it offers services to the customers. The firm provides luxury hotel rooms and services to customers with other facilities like striking architecture, world-class food items with a beverage, event spaces, etc. (Lee, 2022). 
Figure 05: (Source: Lee, 2022)

[bookmark: _Toc128492618]5.2 Price
[image: ]This indicates the amount of money charged by the Hilton Hotels and Resorts chain for its customers to have the services of the firm (Ryan, 2013). As a luxury hotel chain, Hilton Hotels and Resorts’ pricing is high and segmented in the premium category. Customers have to pay £40 to £500 for one night staying in   Hilton Hotels and Resorts and the cost varies according to the locations, countries and facilities provided by the firm (Zeng, 2021).  
Figure 06: (Source: Zeng, 2021)

[bookmark: _Toc128492619]5.3 Place
[image: ]This term refers to the locations from where the target customers of Hilton Hotels and Resorts can have the services from the firm (Ryan, 2013). As mentioned in the introduction, Hilton Hotels and Resorts is operating currently in 94 countries. The number of countries could be more but as the firm is only focused on the premium category customers, the economic conditions and political situations do not allow Hilton Hotels and Resorts to open in all countries. There are 584 hotels in various locations in these seventy countries around the globe which is enough considering a luxury hotel brand and all these locations are in major cities and near airports and main roads (Lee, 2022). 
Figure 07: (Source: Zeng, 2021)
[bookmark: _Toc128492620]5.4 Promotion 
This term defines the ways and actions undertaken by Hilton Hotels and Resorts to communicate with present and potential customers and make them know about the offerings and pricing of these services (Smith & Zook., 2020). Promotional activities or promotional mix are now not only about advertising in various channels but also making the customers know about the firms’ offerings, their facilities and unique features Hilton Hotels and Resorts does these through the firm’s websites in different countries, accounts in social media sites like Facebook pages, Instagram, YouTube and the employees also provide the customers with needed information in person and on the phone as well (Chaffey, 2019). 
[bookmark: _Toc128492621]6.0 Action: Gantt Chart
[image: ]
Figure 09: Gantt Chart and Action Plan (Azis, 2020)

[bookmark: _Toc128492622]7.0 Control
The success of Hilton Hotels and Resorts after ensuring this marketing plan will be measured based on the positive feedback from the customers, the number of customers to whom services are provided in a certain period, the employee turnover rate and the profit margin of the hotel (Housden M., 2018). 

[bookmark: _Toc128492623]8.0 Conclusion
In this era of globalisation, firms have to compete with local and multinational companies and without proper marketing strategies, no business can sustain or be successful in the sectors (Jobber, 2020). The number of tourists is increasing and travelling is getting more popular day by day. As a result, new hotels are being formed continuously. In this situation, this marketing plan will help   Hilton Hotels and Resorts to have a clear value proposition, communicate this with customers and provide services accordingly with various marketing tools (Bowie, D, 2017). 

















[bookmark: _Toc128492624]Bibliography
Azis, N., Amin, M., Chan, S., & Aprilia, C. (2020). How smart tourism technologies affect tourist destination loyalty. Journal of Hospitality and Tourism Technology, 11(4), 603-625.
Bowie, D. Buttle, F. Brookes, M & Mariussen, A (2017), Hospitality Marketing. 3rd ed, Routledge,
Chaffey, D and Ellis- Chadwick, F. (2019) Digital Marketing. 7th ed, Pearsons, London.
Clow, K & Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson, London
Ghauri, P N (2014) International Marketing, 4th Ed, McGraw Hill, London
Housden M (2018), Marketing Research & Information, Butterworth Heinemann, Oxford.
Jobber, D. and Ellis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London:
Kotler, P., Armstrong, G., Harris, L. and He, H., 2020. Principles of marketing. 8th European ed, London: Pearson Education Limited.
Kotler, P and Kartajaya, H. Marketing 4.0 Moving from Traditional to Digital (2017) Wiley. New York.
Lee, M. (2022). Evolution of hospitality and tourism technology research from Journal of Hospitality and Tourism Technology: A computer-assisted qualitative data analysis. Journal of Hospitality and Tourism Technology, 13(1), 62-84. London
Peterson, C. A., & McCarthy, C. (2013). Hotel development of cultural tourism elements. Tourism Review, 58(2), 38-42.
Ryan, D. (2012) Understanding Digital Marketing: Marketing Strategies for Engaging the Digital Generation. Kogan Page, London.
Smith PR & Zook ZE (2020) Marketing Communications. 7th ed, Kogan Page, London
Zeng, G., Liu, M., & Zhang, X. (2021). Revenue management strategies of a star-rated hotel's self-service restaurant: a case from Guangzhou   Hilton Hotels and Resorts. Tourism Tribune, 31(2), 86-96.
[bookmark: _Toc128492625]Appendices 
[bookmark: _Toc128492626] Component B: Presentation 
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Hilton Hotels and Resorts is a reputed luxury hotel chain that has 584 hotels worldwide with 2,16,379 rooms (Zeng, 2021). Headquartered in McLean, Virginia, USA, the hotel chain is doing business for nearly 103 years globally (Zeng, 2021).
In this presentation, a marketing plan will be described for the marketing executives for Hilton Hotels and Resorts.
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This refers to the offering made by the business organisations to the customers which can be tangible or intangible. Firms mainly offer either products or services and here, considering Hilton Hotels and Resorts, it offers services to the customers. The firm provides luxury hotel rooms and services to customers with other facilities like striking architecture, world-class food items with a beverage, event spaces, etc. (Lee, 2022).
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This indicates the amount of money charged by the Hilton Hotels and Resorts chain for its customers to have the services of the firm. As a luxury hotel chain, Hilton Hotels and Resorts’ pricing is high and segmented in the premium category. Customers have to pay £40 to £500 for one night staying in Hilton Hotels and Resorts and the cost varies according to the locations, countries and facilities provided by the firm (Zeng, 2021). 
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This term refers to the locations from where the target customers of Hilton Hotels and Resorts can have the services from the firm. As mentioned in the introduction, Hilton Hotels and Resorts is operating currently in 94 countries. The number of countries could be more but as the firm is only focused on the premium category customers, the economic conditions and political situations do not allow Hilton Hotels and Resorts to open in all countries. There are 584 hotels in various locations in these seventy countries around the globe which is enough considering a luxury hotel brand and all these locations are in major cities and near airports and main roads (Lee, 2022). 
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Hilton Hotels and Resorts does these through the firm’s websites in different countries, accounts on social media sites like Facebook pages, Instagram, YouTube 
the employees also provide the customers with needed information in person and on the phone as well (Chaffey, 2019). 
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Strengths
Business experience of 103 years, Strong network worldwide, Experienced employees, Strong brand value and Positive image to the customers
Opportunities
Expansion of locations, attracting more international tourists, Providing service to business class, Innovation of new services, Sustainable growth 
Weaknesses
This hotel is expensive, High operation cost, highly depends on tourism and the Outflow of employees 
Threats
Increased level of competition in the tourism and hospitality sector 
Customers’ expectation from services is high now
Alternatives services like Airbnb (Zeng, 2021).
 
[image: ]
Political 
Hilton Hotels and Resorts operates in 94 countries and all these have different government approaches, foreign trade policies and tax policies, etc. which is a challenge for the firm.
Economic
Economic factors like GDP, income and expenditure of people, purchasing power, etc. of different people in these 94 countries are different so the firm face problem in offering services and set prices. 
Social
Lifestyle, culture, beliefs and norms of people around the world vary from one to another and so Hilton Hotels and Resorts try to understand these elements and serve customers accordingly (Chaffey, 2019). 

[image: ]
Technological
Hilton Hotels and Resorts is good at adopting new technologies introduced as the firm has enough capital to adopt and invent new ways to complete tasks. 
Legal
Maintaining lawsuits in different countries for Hilton Hotels and Resorts is very challenging as well because each country has a different set of laws related to labour, work hour, environment and privacy. 
Environmental 
As a part of the tourism and hospitality sector and service proving company, Hilton Hotels and Resorts does not have a such negative impact on the environment and the firm also focuses on recycling and proper disposal of waste (Chaffey, 2019).
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Target group of customers
Businessmen, travellers, and some other premium customers
Age
24 years to 75 years of age.
Income
Monthly £2,000.
Locations
94 Countries, 584 Hotels (Zeng, 2021).
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Hilton Hotels and Resorts promises customers who are mainly tourists and businessmen that want to stay in a luxury hotel with high facilities. The firm makes its value proposition clear in the advertisement, websites and through Facebook pages, Instagram, YouTube, Tikok and other digital platforms (Chaffey, 2019). 
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The number of tourists is increasing and travelling is getting more popular day by day.
As a result, new hotels are being formed continuously.
In this situation, this marketing plan will help Hilton Hotels and Resorts to have a clear value proposition, communicate this with customers and provide services accordingly with various marketing tools ((Bowie, D, 2017). 
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Introduc

* Hilton Hotels and Resorts is a reputed
luxury hotel chain that has 584 hotels
worldwide  with  2,16,379  rooms.
Headquartered in McLean, Virginia, USA, Hilton
the hotel chain is doing business for nearly
103 years globally (Zeng, 2021).

* In this presentation, a marketing plan will
be described for the marketing executives
for Hilton Hotels and Resorts.
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Marketing Mix: 4p Analysis of
Hilton Hotels and Resorts
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Marketing Mix: 4p Analysis of Hilton Hotels and
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* Customers have to pay £40 to £500 for one night
staying in Hilton Hotels and Resorts and the cost
varies according to the locations, countrics and

facilities provided by the firm (Zeng, 2021).
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Marketing Mix: 4p Analysis of Hilton Hotels and
Resorts (Con’d)

Place
* Hilton Hotels and Resorts is
operating currently in 94 countrics.
* There are 584 hotels in various
locations in these seventy countries
* All these locations are in major

cities and near airports and main
roads (Lee, 2022).
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Prom

* Hilton Hotels and Resorts does these
through the firm’s websites in different
countries, accounts in social media sites
like Facebook pages, Instagram, YouTube

* The employees also provide the customers

with needed information in person and on
the phone as well (Chaffey, 2019).
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SWOT Analysis of Hilton Hotels and Resorts
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PESTLE Analysis of Hilton Hotels and Resorts
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Target Customers of Hilton Hotels and Resorts

Target  group  of Businessmen, travelers, some other premium
customers customers

Age 24 years to 75 years of age.

Income Monthly £2,000.

Locations 94 Countries, 584 Hotels

Source: Zeng, 2021
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Hilton Hotels and Resorts makes its value proposition clear in
advertisement, websites and through Facebook pages, Instagram,
YouTube, Tiktok and other digital platforms (Chaffey, 2019).
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Conclusion

Number of tourists are increasing and
travelling is getting more popular day by
day.

As a result, new hotels are being formed
continuously.

In this situation, this marketing plan will
help Hilton Hotels and Resorts to have a
clear value proposition, communicate this
with customers as  provide services
accordingly with various marketing tools
wie. D, 2017).
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