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[bookmark: _Toc160048074]Introduction
The purpose of this marketing plan is to identify issues with Hilton Opera Paris's current customer engagement and brand perception, and provide strategies to enhance communications, improve sentiment, and attract new customer demographics. It is prepared for the Hilton Opera Paris marketing team to guide branding and promotions over the next year. 
[bookmark: _Toc160048075]Situation Analysis
[bookmark: _Toc160048076]Company Analysis
	Strengths
	Weaknesses

	Globally recognized brand, high customer loyalty program membership, excellent location near key attractions.
	Dated decor in some rooms and lobby areas, limited on-site spa and wellness amenities compared to competitors, high room prices.

	Opportunities
	Threats

	Growing tourism market and demand for luxury experiences in Paris, chance to differentiate through promotion of local culinary/cultural offering.
	Increasing competition from boutique hotels and short term apartment rentals, unfavorable USD to Euro exchange rates reducing American visitor spending power.



[bookmark: _Toc160048077]Customers
Main customer segments based on SimilarWeb analytics are 40-60 years old, mostly couples traveling from the USA, UK, France and Germany. The average income is high, around $150,000 per year (Stephanie, 2023). Site traffic spikes around holidays and summer, aligned to travel seasons. There is a noticeable drop in traffic and engagement from younger demographics compared to competitors.
[bookmark: _Toc160048078]Competitors
A competitor analysis using Both Bowman's Strategy Clock and a Perceptual Map identified the main areas Hilton Opera Paris can differentiate from nearby 5-star hotels as room rates are considered high given some outdated décor (de Sortiraparis, 2015). Less exclusive positioning compared to small boutique hotels. Not as known for spa/wellness amenities as some competitors and opportunity to better promote cultural experiences (Jobber and Ellis-Chadwick, 2023).
[bookmark: _Toc160048079]Collaborators
As part of Hilton Hotels & Resorts, Hilton Opera Paris collaborates closely with Hilton corporate on promotions, partnerships and loyalty programs (Culture & Experiences, 2023). There are opportunities to further develop local partnerships showcasing Parisian culinary and cultural offerings, potentially co-creating special packages or menus at the hotel's restaurant and bar (Chaffey and Ellis-Chadwick, 2022).
[bookmark: _Toc160048080]Climate
Relevant political factors include tourism visa requirements and government initiatives promoting Paris. Economic factors like luxury market growth and exchange rates impact visitor numbers (Burnett, 2016). Social factors include increasing interest in sustainable and culturally-enriching travel. Technological factors significantly influence booking and customer engagement channels through digital marketing and platforms (Housden, 2008). Legal factors like GDPR must be considered, especially for email campaigns. Sustainability and eco-conscious offerings should be focused on given climate change impacts on the industry (Kartajaya, 2017). 
[bookmark: _Toc160048081]Marketing Mix
Six Senses pursues a niche luxury strategy with ultra-personalized wellness experiences and sustainably designed exotic resorts that justify premium prices above $1000 a night. Holiday Inn competes through affordability, consistency and reliability, leveraging standardization, technology and loyalty marketing to maintain budget rates under $150 for dependable, familiar yet basic accommodations. While Six Senses crafts bespoke trips for the upmarket traveler seeking transformation, Holiday Inn focuses on no-frills essentials and accessibility reflecting their contrasting yet clearly differentiated positioning strategies targeting completely distinct hospitality market segments.
[bookmark: _Toc160048082]Objective
Attract 15% more millennial customers and increase repeat visits from loyalty members by 30% in 2024 by enhancing digital engagement and refreshing the brand image as a modern Parisian luxury hotel.
[bookmark: _Toc160048083]Strategy
The hotel's current value proposition centers around its central location, classic Parisian decor, reputation for outstanding service, and participate in Hilton's acclaimed loyalty program. However, competitive analysis revealed opportunities to enhance this positioning by refreshing room aesthetics, expanding promotional partnerships to convey world-class culinary and cultural experiences, highlighting sustainability practices, and boosting digital engagement - particularly with millennial target demographics (Stephanie, 2023).
Aligning to Ansoff’s matrix, the overarching strategy will focus on developing new products and services to promote to existing target market segments. Refurbish rooms and lobby areas with contemporary Parisian decor to elevate the luxury experience (de Sortiraparis, 2015). Maintain beloved ornate style while incorporating modern amenities and technology. Curate exclusive seasonal culinary and cultural event packages in conjunction with local partners. For example, holiday market food tours and wine tastings, fashion week backstage access, signature prix fixe menus, and emerging artist exhibitions. Join sustainable tourism alliances to communicate eco-conscious practices to visitors. Partner with community organizations supporting cultural heritage preservation (Ghauri and Cateora, 2014).
Expand social media engagement and digital promotion to attract younger segments. Develop video content spotlighting exceptional staff and guest interactions conveying Hilton's signature hospitable service. These approaches align with opportunities identified in SWOT and PESTLE analyses around capitalizing on growing market demand for experiential luxury, sustainable offerings, and digital-first engagement. They also counter identified threats of competitors encroaching with higher online visibility and more modernized or niche boutique hotel experiences (Burnett, 2016).
Marketing mix changes involve adjusting price points on promotional packages to appeal to younger travelers, keeping base rates consistent. Also focusing advertising to convey cultural sophistication and local inspiration with key partnerships called out. Social media and expanded email campaigns driving bookings are critical for customer relationship management with loyalty members. An improved digital presence promotes the revitalized modern intimacy that retains Hilton's enduring, beloved hospitality (Chang, 2017).
[bookmark: _Toc160048084]Tactics
The RACE method will frame promotional tactics: Reach target customers through owned channels like email and social media. Act to engage users and inspire bookings through captivating content. Convert site traffic through clear calls-to-action. Evaluate using metrics like site clicks and promotional code redemption (Clow and Baack, 2022).
Owned Channels
Email campaigns will be refreshed to deliver cohesive branding and promotions to loyalty members with personalized trip recommendations based on staying history. Social media presence will be expanded with spotlighted staff interviews and guest takeovers to showcase authentic experiences at the property and in Paris. More user-generated images will also be shared. Posts will drive traffic to promotions and increase engagement (Kotler et al., 2020).
Earned Channels
Influencer partnerships with luxury Parisian bloggers and magazines will secure sponsored content to be featured on the hotel's website/social pages. This helps elevate brand image (Ryan, 2012). Public relations opportunities will proactively be pitched around property news, awards/accolades, and announcing special packages or initiatives. This drives third-party announcements (Jobber and Ellis-Chadwick, 2023).
Paid Channels
Digital ads can help raise brand awareness by targeting similar audiences to website visitors and loyalty members. Focus will be on reach and frequency to stay top-of-mind across guest journey touchpoints. Print ads in Conde Nast Traveler, Luxury Travel Magazine and American Express Black Card travel publications help reach high-income travelers (de Sortiraparis, 2015).
[bookmark: _Toc160048085]Actions
A Gantt chart outlines the timing for marketing activities based on property milestones like lobby refresh completion and lead times for content development/approval. Owned channel initiatives have flexibility for continuous updates, while earned and paid tactics align closer to demand seasons like summer and holidays. Effectiveness will be measured with metrics for each activity and optimized.
[bookmark: _Toc160048086]Control
Monitoring digital analytics dashboards will enable agile optimization of campaigns and experiences. Surveys will provide guest feedback, and monitoring online reviews will indicate shifting sentiment. Competitive benchmarking will be ongoing. Partner performance reporting will be required by contract for earned and paid initiatives. Channel-specific KPIs will be analyzed monthly by the marketing team, and strategy pivoted as needed to meet targets.
[bookmark: _Toc160048087]Conclusion
The marketing issue identified for Hilton Opera Paris was decline in loyalty membership engagement and resonance of the luxury brand image with younger demographics. Introducing culturally immersive packages and showcasing an emergent modern sophistication can help strengthen positioning while leveraging Hilton’s hospitality strengths. Tactics across owned, earned and paid channels work cohesively to drive engagement and bookings.
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Marketing Mix Recommendations

= Adjust select promotional package price points to appeal to millennial travelers,
while keeping base room rates consistent (Ryan, 2012).

= Evolve advertising to convey cultural sophistication and inspiration from local
partners (Jobber and Ellis-Chadwick, 2023).

= Improve customer relationship management through expanded email
campaigns, social media engagement initiatives .

= Promote modernized intimacy that retains Hilton’s enduring, beloved hospitality
(Bowie et al., 2017).
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Promotional Tactics & Channels

= Email: Refresh campaigns with cohesive
branding/messaging and personaized
recommendations 1o loyaly members - based on
staying history.

- Social Media: Expand presence with staff
interviews, guest takeovers, UGC content. Increase
engagement and drive traffic to promotions

- Influencers: Secure sponsored content on
siefsocial channel fom wury Parisian nflencers
o elevate brand image

= Public Relations: Proactively pitch media around
property news, awards, and special offers.

= Paid Ads: Target similar audiences to site visitors
across guest journey touchpoints focused on
reachffrequency. Place ads in travel & lfestyle
pubiications





image9.png
Measurement Framework

Establish baseline & set channel
specific KPIs (Smith and Zook, 2020).

Track digital metfrics, monitor guest
feedback. Competitive benchmarking &
partner performance reporting.

Monthly performance analysis to
optimize activities and pivot strategies
as needed to achieve objectives.
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Conclusion

The proposed initiatives aim to
reinvigorate Hilton's sophisticated
Parisian  brand positioning by
introducing  culturally  immersive
packages and modernized
amenities  while leveraging loyal
guest relationships and growing
digital engagement .

This counters competitive threats

while attracting younger and repeat
target segments .
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Situation Analysis

Hilton Opera Paris occupies premium positioning with global brand recognition, an excellent central
location, and participation in Hilton's Honors loyalty program (Housden, 2008).

However, dated decor in some areas and limited on-site wellness facilities have resulted in
stagnating engagement among younger demographics.

Competitor set analysis also revealed lagging cultural experience offerings compared to intimate
boutique hotels.

This indicates an opportunity to modernize aesthetics and amenities while better promoting
Parisian sophistication.
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= Aftract 15% more millennial travelers and increase repeat visits among Honors
members by 30% by the end of 2024 (Culture & Experiences, 2023).

= Refresh sophisticated Parisian hospitality by modernizing room and lobby decor.

Maintain beloved ornate accents while incorporating contemporary amenities (Clow and
Baack, 2022).
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Objectives & Brand
Positioning

Develop exclusive seasonal
culinary and cultural packages with
local partners. Join sustainable
tourism alliances and community
heritage initiatives (Kotler et al.,
2020).

Expand social media presence and
digital  engagement,  especially
video content spotlighting
signature guest service
interactions (Bowie et al., 2017).




