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INTRODUCTION

A marketing plan refers to an operational document that illustrates an advertising strategy that has been implemented by an establishment to originate leads and reach its target audience (Langan, Cowley, and Nguyen, 2019). This report will elaborate on the aspect of choosing Hilton Hotel as a firm that is one of the global hospitality establishments with the fastest expansion rate (Harb et.al., 2019). The goal of this research is to suggest a marketing strategy for the Hilton by enhancing the menu options, especially in the afternoon tea menu with food and beverage area. Moreover, the plan will illustrate the concepts in detail by using relevant theories and models which include SOSTAC, 4Ps, Gantt chart of marketing strategies, etc.
Situation Analysis
It is detailed analysis of the company’s market presence and enables the company to examine business potential buyers along with their response (Tien, Phu, and Chi, 2019).
Company (SWOT analysis)
	               Strengths
        Vast level of business experience.
 Strong property portfolio.
Great service customization with technological integration.
	Weakness
High level of debts.
Less global market share.

	            Opportunity
International market expansion.
Can establish a presence in mid-level budgeted hotels.

	Threats
Threat of political instability.
Competition.



Customers (STP)
 Hilton will split their market into certain segments: 
	Psychographic
	Lifestyle: Domestic travellers dating.
Personality: An international hotel chain.

	Behavioural
	Purchase behaviour: pay for environment and quality.
Occasional special offers: Special days of the year.

	Geographic
	Located in the centre of the city.

	Demographic
	Internal consumers: majorly business class people and young couples.
External users: International travellers.



Competitors (Perceptual positioning map)
 Perceptual maps enable the firm to measure their perceived individualities of their offerings. This helps the Hilton to measure the consumer’s perception towards their offerings (Kingsnorth, 2022). 
Above map shows the Hilton to implant their products and services at a place where they would like to place (Aliyah, Yudana and Sugiarti, 2020). The company have two major options which includes, they can either position their product to fill the gap in the market or if Hilton would like to compete against their competitors, they can position it with existing products. (See appendix 1.a).
Collaborators
Hilton Worldwide is a multinational hospitality company that manages and franchises a broad range portfolio of resorts and hotels along with restaurant facilities as well. The company owns, franchises, and manages a portfolio of partnered brands which includes Hilton Garden Inn, LXR Hotels and Resorts, etc. (Pandey, Nayal, and Rathore, 2020). The Hilton has overall more than 7000 properties in almost 123 countries and territories along, dealing with 18 distinct brands as they have hotels for every budget and occasion (Goffi, Cucculelli, and Masiero, 2019).
Climate (PESTLE evaluation)
	Political
Brexit effects.
Tourism taxation.
	Economical
Staycation boosts into UK economy.
The fast-growing economy after Brexit.

	Social
“Free from food” market trend.
Development of gluten-free market.
	Technological
Hotels become hi-tech.
Users of smartphones increases.

	Legal
Employment laws.
Health and safety laws.
 
	Environmental
Reduction of waste from hotels helps protect the environment.






Objectives
Introduce the afternoon tea menu to the public by the end of February 2023.
Consistently provide high-quality standard services in the industry.
Enhance the afternoon team break bookings in the restaurant by 10% within the next first 6 months.
Identify new markets for their products and services.
Achieve year of Food and Drink award at the end of 2023.
The objective of the company behind introducing this marketing plan is to introduce new products along with identifying of a new market for the offered products and services system (Rakhmansyah and et.al., 2022).  

Strategy
It is the procedure of developing and maintaining strategic bits among the company goals and capabilities along with its changing marketing opportunities. The value proposition for Hilton according to this new business plan is “Enjoy your teatime with a diverse menu”. With a market development strategy, Hilton will capture a large share of the existing market (Aji, Nadhila, and Sanny, 2020). Through advertising, direct email, sales promotional activities, call centres, and the internet along with a creative approach to the types of media and the amount to be spent. The company will target international travellers because they are most likely to pick Hilton to stay while travelling. 
Moreover, the local citizens also enjoy staying and having meals at Hilton Hotel (Bawono, 2020). The afternoon teatime menu of Hilton will offer a quality position in the market they have chosen. Offering excellent customer service and delicious afternoon tea menu options will help achieve this.

Tactics
In marketing, there is one framework that is highly useful in helping practitioners to structure their overall thinking about marketing issues is known as the marketing mix. Marketing professionals and specialists utilize varied tactics to attract and retain their consumers (Hanlon, 2021). It consists of key decisions at which marketing managers should exhibit their greatest expertise as well as professionalism. The actions are comprised of diversified concepts which include the marketing mix that has been explained below:
       Product: As per the introduction of a new menu of teatime, high-quality food will be served in a graceful environment which plays a major role in the growth and expansion of Hilton’s business activities. The managers will decide and do unique selections for the existing market.
       Price: In terms of pricing strategies, the manager adopts valuable prices for their targeted audience which includes £25 to 30, per person. According to the research that had been conducted before proposing this marketing plan, it has been evaluated that consumers are more likely to pay for the items that are valuable to them, and this is the major reason that Hilton offers valuable items to their guests for teatime menu (Morgan and et.al., 2019). The pricing position of the Teatime menu is through market penetration. This elaborates and provides high-quality products and services at an average cost to keep consumer satisfaction.
         Place: The Hilton is in the city centre which it is convenient for people or guests to visit nearby places of the city as well. Moreover, the easy availability of transportation facilities also plays a major role (Othman and Sadq, 2021). 
       Promotion: To adopt certain promotional activities, the company offers prizes over social media platforms which include providing their audience offers and discount coupons over digital platforms (Kingsnorth, 2022) (b). Moreover, special offers can be found on the hotel’s web page, helping the firm to promote its offerings related to the Afternoon Teatime menu specifically.
[bookmark: _Hlk128504599]From the above Gantt chart, it has been evaluated that initially, managers will focus on social media marketing after that they move towards email and mobile marketing. After completing the tasks over digital marketing, the managers will move towards traditional marketing channels which includes TV advertisements, newspaper, magazines (Yeniaras and Kaya, 2021). The Afternoon Teatime menu is greatly dependent upon the advertising activities as the guests will only be able to be aware of this through appropriate advertisements. (See appendix 1.b)
                                          Control
The success of the “Afternoon Teatime menu” at Hilton will be measured by conducting weekly staff meetings to collect feedback on the afternoon tea from consumers’ orders. Kitchen team meetings also have been conducted for controlling measures. After 6 months, the marketing team was required to collect feedback from consumers and analyse the sale promotions and the ratings of the afternoon teatime menu (Pandey, Nayal, and Rathore, 2020). After 12 months, the weak comments will be evaluated, and the marketing team required to evaluate the promotions impact on sales once the menu has been available for a year.  
CONCLUSION

From the above report, it has been concluded that with all the appropriate analysis, the Hilton Afternoon Teatime menu could be a successful offering by the Hilton hotel across the world. Hilton is one of the most famous brand, therefore providing this will be in line with the company’s current portfolio. By analysing the environment, segment, and consumer base, the potential opportunity has been shown for this profitable offering. The plan utilizes the SMART framework that illustrates a specific product that is being offered and how to bring it into the market. For recommendations, it has been suggested that the project managers should focus on providing easy facilities to their guests at affordable prices so that they visit the premises in often manner.
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                            INTRODUCTION  Marketing plan refers to an operational document that illustrates an advertising strategy that has been implemented by an establishment to originate leads and reach their target audience (Langan, Cowley, and Nguyen, 2019 ) .  This report will elaborate on the aspect by choosing Hilton Hotel as a firm which is one of the fastest - growing hospitality establishments in the world (Harb et . al . , 2019 ) .  This report aims to propose a marketing plan for the Hilton by enhancing the menu options, especially the afternoon tea menu with food and beverage area       
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SWOT ANALYSIS

+ Strengths
v’ Vast level of experience and scope of business.
v/ Strong property portfolio.
v High level of service customization with technological

integration.
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v’ High level of debts.
v' Less global market share
v' Lack of flexibility.

+* Opportunity
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v’ Can establish presence into mid -level budgeted hotel

¢ Threats
v' Threat of political instability.
v Loss of personnel and key talent.

v’ Adverse changes in macroeconomic climate.
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+ Psychographic
v' Lifestyle: Domestic travellers dating
v’ Personality: An international hotel chain
+ Behavioural
v Purchase_behaviour : pay for environment and quality.
v Occasional special_offers : Special days of the year.
% Geographic
v Located in the centre of the city.
+ Demographic
v Internal consumers : majorly business class people and
young couples.

v' External users: International travellers.
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          SWOT ANALYSIS CUSTOMERS (STP)  Psychographic  Lifestyle : Domestic travellers dating  Personality : An international hotel chain  Behavioural  Purchase behaviour : pay for environment and quality.   Occasional special offers : Special days of the year.    Geographic  Located in the centre of the city.  Demographic  Internal consumers : majorly business class people and  young couples.  External users : International travellers.   Strengths  Vast level of experience and scope of business.  Strong property portfolio.  High level of service customization with technological integration.  Weakness  High level of debts.  Less global market share  Lack of flexibility.  Opportunity  International market expansion.  Creation of strategic alliances.  Focus towards research and development.  Can establish presence into mid - level budgeted hotel  Threats  Threat of political instability.  Loss of personnel and key talent.  Adverse changes in macroeconomic climate.
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                                 COMPETIT ORS COLLABORATORS Perceptual maps enable the firm to measure their perceived traits of their offered products and services . This helps the Hilton to measure the consumer’s perception towards their offerings ( Kingsnorth, 2022 ) . However, the perception of the users might have wrong sometimes but it can be influenced by great marketing efforts easily . Hilton worldwide is a multinational hospitality company that manages and franchises a broad range of portfolio of resorts and hotels along with restaurant facilities as well . The company owns, franchises and manages a portfolio of partnered brands which includes Conrad . Canopy Hotels and Resorts, Doubletree, Hampton Inn, Hilton garden Inn, Hilton Grand vacations company Home 2 Suites, LXR Hotels and Resorts, etc . The Hilton has overall more than 7000 properties in almost 123 countries and territories along with dealing with 18 distinct brands as they have hotels for every budget and occasion (Goffi, Cucculelli , and Masiero, 2019 ) .          
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                    OBJECTIVE STRATEGY  Introduce the afternoon tea menu to public by the end of February 2023.  Consistently provide high quality standard services in the industry.  Enhance the afternoon team break bookings in the restaurant by 10% within next first 6 months.  Identify new market for their products and services.  Achieve year of Food and Drink award at the end of 2023.  It is the procedure of developing and maintaining strategic bit among the company goals and capabilities along with its changing marketing opportunities .  The value proposition for Hilton according to this new business plan is “Enjoy your teatime with diverse menu” .  Marketing strategies are originated with a purpose by which marketing objectives will be achieved .  Moreover, the local citizens also enjoy staying and having meals at Hilton Hotel (Bawono, 2020 ) . The afternoon teatime menu of Hilton will be providing a quality position into their targeted market . This will be achieved by offering high quality service and wonderful afternoon tea menu options .       
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               TACTICS Into marketing, there is one framework that is basically highly useful into helping their practitioners to structure their overall thinking about marketing issues is known as marketing mix . The actions are comprised of diversified concepts which includes the marketing mix that has been explained below :  Product : As per the introduction of new menu of teatime, the high quality of food will be serve into a graceful environment which plays a major role into growth and expansion of Hilton’s business activities . The managers will decide and do unique selection into the existing market .  Price : In terms of pricing strategies, the manager adopts valuable price for their targeted audience which includes £ 25 to 30 , per person . According to the research that had been conducted before proposing this marketing plan, it has been evaluated that consumers are more likely to pay for the items those are valuable to them and thus this is the major reason that Hilton offers valuable items to their guests for teatime menu (Morgan and et . al . , 2019 ) .  Place : The Hilton is located at the centre of the city because of which it is convenient for people or guests to visit nearby places of the city as well . Moreover, easy availability of the transportation facilities also plays a major role .  Promotion : In order to adopt certain promotional activities, the company offers prize over social media platform which includes provide their audience offers and discount coupons over digital platforms . Moreover, special offers can be found over the hotel’s web page also helps the firm to promote their offerings related to Afternoon Teatime menu specifically .   
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                                 CONTROL CONCLUSION  The success of the “Afternoon Teatime menu” at Hilton will be measured by conducting weekly staff meetings to collect feedbacks of the afternoon tea from consumers’ orders .  Kitchen team meetings also have been conducted for controlling measure .  After 6 months, marketing team required to collect feedbacks from consumers and analyse the sale promotions and the ratings of the afternoon teatime menu (Pandey, Nayal, and Rathore, 2020 ) .  From the above report, it has been concluded that with all the appropriate analysis, the Hilton Afternoon Teatime menu could be successful offering by the Hilton hotel all across the world.  Hilton is a premium brand and offering this will fit in well with the company’s current portfolio.  By analysing environment, segment and consumer base, the potential opportunity has been shown for this profitable offering.  The plan utilises SMART framework that illustrates specific product that is being offered and how to bring it into market.          
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