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The purpose of the marketing plan will be to identify the marketing opportunities for a chosen brand. The chosen brand for the study will be Hilton Hotel which is one of the renowned hotel chains in the UK. The marketing plan is about creating a communication strategy for Hilton Hotels in its present business environment. 
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5 ‘C’s
1. Company
For the company, a micro-analysis will be done as a part of the situation analysis. Here SWOT analysis will be carried out:
Strength: Hilton is a well-recognised brand in the UK which is its main strength. Besides, it has a satisfied workforce and a huge customer base. 
Weakness: The biggest weakness of the brand is that it has got some bad reviews and has a data breach case (Chan & Tung, 2019). 
Opportunity: It has the opportunity to expand to other countries and focus on social media marketing.  
Threats: Hilton has threats from high competition and legal cases.
2. Customers
Segmentation and targeting: 
Segmentation strategy
Demographic
People between the age group of 15-70 belonging to all genders and stable economic backgrounds. 
Psychographic
The customers who prefer to travel, stay and have a stable lifestyle are the main targets (Chan & Tung, 2019).
Geographic
The customers from the urban regions of the UK and any part of the world can assess their stay at Hilton Hotels. 
Behavioural
The travelers who like staying at comfortable hotels, receive attractive offers and services at affordable ranges. 
Targeting strategy
Hilton Hotels would follow a competitive pricing strategy to attract and target customers.
3. Competitors: 
Perceptual positioning map
                                                               High-quality service
                                                                                       Premier Inn  
                                          Grand Hyatt                           Holiday Inn
High Price                      								Low Price
                                         Six Senses
 

                                                              Poor-quality service
Figure: Perceptual Positioning Map
Source: (developed by the author)
Bowman’s strategy clock
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Figure: Bowman’s strategy clock
Source: (Chang, Ku & Chen, 2019). 
Low price and low value: Hilton Hotels has set competitive pricing for the rooms and hence offers low-value products.
Low price: Hilton ensures to lessen additional expenses to provide a low price for the services.
Hybrid: It provides premium rooms at lower prices compared to the competitors (Chang, Ku & Chen, 2019). 
Differentiation: The customer relationship management background, world-class design etc differentiates it from other hotels.
Focused differentiation: Some of the premium products are priced highly.
Risky high margins: In off-seasons, one can get the rooms at lower prices (Elsharnouby & Elbanna, 2021).
Monopoly pricing: Hilton increases the hotel fares during peak seasons to match the premium services that they provide.
Loss of market share: Due to Covid-19 and the increase in competition, it has faced a loss in market share.
4. Collaborators
· Partnerships: The partners of Hilton Hotels include Hilton Hotels & Resorts, Homewood Suites by Hilton, Hilton Garden Inn and so on. 
· Franchise: The company started to franchise in 1965 and has expanded to several countries (Hilton, 2023). 
· B2B relationship: Besides, the B2B relationship of Hilton Hotels includes outsourcing the staff, purchase of wholesale food, other company hotel booking and maintenance performed by other businesses. 
5. Climate
PESTLE Analysis:
Political factors: On one hand since Hilton operates in different countries, it is exposed to political turmoil, however, the UK provides a politically stable landscape. 
Economic factors: Covid resulted in lower interest rates in the UK which has impacted the profit of the hotel (Lee, Lee & Kim, 2021). 
Social factors: Besides, the hotel is famous among international travellers and post-covid people are willing to spend on their holidays. 
Technological factors: There is continuous technological advancement in the hotel industry and hence Hilton needs to upgrade its technology. 
Legal factors: It is also known that laws and regulations impact the company and these are linked to political factors as well. Hilton must maintain all the UK-based laws (Randle, Kemperman & Dolnicar, 2019). 
Environmental factors: Moreover, it must emphasize managing waste as well as carrying out a sustainable business. 
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SMART target
Specific: To increase profit margin by improving customer service.
Measurable: To enhance sales by 10% in the upcoming 3 months.
Achievable: To improve brand awareness by effectively communicating the message. 
Relevant: To stay ahead of the competition by improving technology and customer base.
Time-bound: To execute the marketing plan within the upcoming 6 months.
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The value proposition of Hilton Hotels is to build loyalty among its customer segment by setting an aim to satisfy them. Hilton Hotel moreover anticipates the change in demands of the customers. It has differentiated itself by offering deals and proving a good ambience in the hotel. It can however shift the focus on digitalisation to communicate the message of the value proposition. This way, Hilton can reach more global customers (Schuckert et al., 2019). Customers are spending more time on social media these days and hence developing its social media can be beneficial as well. 
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Marketing mix
Product: Hilton group has numerous hospitality services globally. It provides world-class hotel services and has luxury and competitive chains as well. It provides membership to the customers as well where they can get special offers and services (Schuckert et al., 2019).
Price: There are different cost structures for different hotel types under Hilton Hotels. It provides competitive and affordable prices for some services and premium services for others. Also during the off-season and peak season, the prices may vary. Some customer segments also pay for premium services that help in maintaining the exclusivity of the brand (Randle, Kemperman & Dolnicar, 2019).
Place: It is present in around 103 countries and has around 5100 properties. It has observed considerable growth over the years. With varied brands, it has come up with new distributional strategies. It has luxury hotels, airport hotels, small-town hotels, holiday and vacation hotels and metro business hotels. 
Promotion: To promote the business, it has collaborated with different brands such as business firms, institutions and multinational companies. It uses digital marketing effectively and collaboration with payment banks (Lee, Lee & Kim, 2021). It also promotes through social media platforms, newspapers, email marketing and so on. 
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Marketing channel schedule

	Marketing Channels
	Week1
	Week2
	Week3
	Week4
	Week5
	Week6

	Newspapers
	
	
	
	
	
	

	Email marketing
	
	
	
	
	
	

	Instagram
	
	
	
	
	
	

	Facebook
	
	
	
	
	
	

	Collaboration
	
	
	
	
	
	


Table 1: Gantt Chart of marketing activities
Source: (Developed by the author)
Justification: The above is a marketing channel schedule for Hilton hotels. It will have to prepare a six-week schedule where it will focus on newspapers, email marketing, Instagram, facebook and collaboration sequentially all through the weeks. The newspaper marketing will require two weeks and the rest will require one week each because people are more active in social media these days.
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The success will be measured with the help of the Click-through rate where the number of individuals can be measured as per their clicks and visits to the content. Hilton also needs to calculate the website visits and the number of people who turn into customers. If the numbers of visitors are more, it will indicate success (Chang, Ku & Chen, 2019). Besides, an increase in sales, and gaining more travellers also will indicate success. 
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The study has included situational analysis, set objectives and discussed the strategy and tactics for the brand. Furthermore, action for the marketing plan has been discussed followed by discussing the control. From the study, it is known that Hilton hotels can measure success by monitoring the number of website visits and then turning into potential customers. The marketing plan challenge that has been identified for Hilton is not using social media effectively. 
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