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[bookmark: _Toc134808512]Introduction
This marketing strategy attempts to give the Hilton Hotel, UK, an organisational structure to strengthen its competitive edge and increase revenue. The top leadership and advertising staff of the hotel are the main demographics targeted for this strategy. The strategy uses several important principles to direct marketing approaches and techniques, like SOSTAC, 4'Ps, and Ansoff's matrix. Ansoff's matrix, following Wang et al. (2022), aids in locating possible corporate development prospects, but Kotler et al. (2021) emphasise the significance of the 4'Ps in the marketing mix.
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[bookmark: _Toc134808513]Situation Analysis
[bookmark: _Toc134808514]5 Cs analysis 
[bookmark: _Toc134808515]Company -SWOT analysis for Hilton Hotel
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[bookmark: _Toc134800595]Figure 2: SWOT analysis
According to a SWOT evaluation of the Hilton Hotel, the establishment's advantages include a solid brand reputation, a significant worldwide footprint, and a broad variety of service options (Alqahtani et al., 2022). Yet, the hotel must contend with issues including escalating client demands, fiercer rivalry, and the pandemic's effects on the hospitality sector.
[bookmark: _Toc134808516]Customers -Segmentation and targeting for customers
Guests of Hilton might have particular client profiles, requirements, and tastes revealed through classification and targeted data. The hotel may determine the web-based behaviours of its targeted market using technologies like SimilarWeb, including surfing patterns, searching phrases, and social networking activity (Rosenbaum et al., 2021). The hotel may use this knowledge to customise its marketing materials and promotions that cater to its intended clientele.
[bookmark: _Toc134808517]Competitors -Perceptual positioning map and Bowman's strategy clock for competitors
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[bookmark: _Toc134800596]Figure 3: Perceptual Mapping
Understanding Hilton Hotels' standing concerning other hotels can be aided by sensory positioning mapping and Bowman's strategic clock. While Bowman's strategy clock can determine the hotel's competitive edge concerning distinctiveness, inexpensiveness, or attention, the maps can tell how clients view the hotel business regarding costs, service, and utility (Liu et al., 2021).
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[bookmark: _Toc134800597]Figure 4: Bowman's Strategy Clock
[bookmark: _Toc134808518]Collaborators -B2B relationships, partnerships, and franchises for collaborators
As a B2B company, Hilton Hotel depends on alliances, franchising, and additional working relationships to grow. To guarantee that its partners share their beliefs and objectives and help the hotel succeed, the hotel needs to have good ties with them (Zhang and Chen, 2021).
[bookmark: _Toc134808519]Climate -PESTLE analysis for climate 
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[bookmark: _Toc134800598]Figure 5: PESTLE analysis
A PESTLE study of the external situation of the Hilton Hotel can assist the establishment in identifying possibilities and dangers. The business and advertising plans of the hotel may be impacted by issues like political, economic, social, technical, legal, and environmental aspects (Thompson et al., 2021).
[bookmark: _Toc134808520]Marketing mix analysis
The goods, prices, locations, and promotional tactics used by the Hilton Hotel influence the hotel's total advertising efficacy, as can be shown by an examination of the marketing mix (Aasheim et al., 2021). For example, the hotel can examine the effects of its accommodation pricing, circulation methods, and marketing initiatives on client conversion and engagement.
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[bookmark: _Toc134800600]Figure 7: SMART Goals
The goal of this marketing strategy is to boost Hilton Hotel revenues by ten percent over the following year by luring additional leisure travellers with the use of focused advertising efforts. The hotel's objectives of improving revenue and competitiveness are aligned with this SMART (specific, measurable, attainable, relevant, and time-bound) purpose. The hotel seeks to expand its customer base and draw in prospective guests by focusing on particular consumer categories with specialised deals and discounts (Noble et al., 2021). This goal also takes into account the state of the marketplace and the pandemic's effects on the hotel sector. In general, the goal is to provide quantifiable outcomes and support the hotel's future performance.
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[bookmark: _Toc134800601]Figure 8: Ansoff's matrix
Ansoff's matrix will be used by Hilton Hotel's innovative value proposition and strategic adjustments to investigate possible expansion prospects. To attract leisure travellers, the hotel will use a product growth plan to provide novel deals like deluxe itineraries and activities (Bak et al., 2021). By doing this, the hotel will be able to stand out from other establishments and draw in more guests. Adjustments to the marketing strategy are needed to promote these tactics. To match the evolving value proposition and consumer categories, Hilton Hotel will change the company's services, costs, delivery methods, and promotional techniques. To distinguish its products and support expensive rates, the hotel may, for example, provide distinctive in-room conveniences and individualised solutions (Chang et al., 2021).
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[bookmark: _Toc134800602]Figure 9: RACE framework
The Hilton Hotel will put its marketing mix objectives into action using the RACE paradigm (Reach, Act, Convert, Engage). Initially, the hotel will boost its online visibility to attract more visitors to its homepage utilising SEO and PPC marketing (Bergner and Taylor, 2021). Furthermore, the hotel will interact with its clients via social networking platforms like Instagram and Twitter by posting interesting material and swiftly reacting to client comments (Kim and Lee, 2022). The hotel will implement new strategies, such as customised email advertisements and influencer relationships, to entice clients to step up and make reservations (Cho and Lee, 2021). The Hilton Hotel may design customised promotional emails that give special discounts and offers catered to certain consumer interests by leveraging client information and segmentation. As influencers can discuss their impressions while visiting the hotel, influencer collaborations may additionally enhance brand recognition and trust among the intended consumers.
The hotel will improve the visitor's experiences on its online platform by rendering it increasingly aesthetically pleasing and intuitive to turn prospective consumers into real reservations. This involves employing outstanding pictures, delivering interactive tours, and giving precise details on the services and amenities offered by the hotel (Harrigan and Miles, 2021). Hilton Hotel will use technologies like Similarweb to analyse the outcomes of its existing marketing and social networking campaigns to make sure that these strategies are successful. The hotel will pinpoint problems like poor participation rates or elevated bounce rates and implement fresh strategies to fix them. For example, if a hotel's social networking participation levels are poor, it may use novel strategies like partnering with influencers or holding competitions on social networks to boost interaction.
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	Marketing Activities
	Marketing Channels
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Social Media Advertising
	Facebook, Instagram, Twitter
	
	
	
	
	
	

	Email Marketing
	Newsletter, Promotional Emails
	
	
	
	
	
	

	Influencer Marketing
	Instagram Influencers
	
	
	
	
	
	

	Search Engine Optimization
	On-Page Optimization, Off-Page Optimization
	
	
	
	
	
	



Social networking advertisements, email promotion, influencer branding, and search engine optimisation are among the promotional platforms used for the Hilton Hotel's promotional approach. The intended demographic could be reached and engaged with effectively through these avenues, and they could also produce quantifiable outcomes (Johansson et al., 2021). Email campaigns may assist in nurturing prospects and boosting client retention, while social networking promotion and influencer promotion are successful in raising brand recognition and increasing website traffic (Yang et al., 2022). To increase natural visitors to the hotel's webpage and enhance its digital presence, search engine optimisation is also essential. The Hilton Hotel may develop a comprehensive advertising strategy that targets clients at different points in their client experience by combining a number of these media.

[bookmark: _Toc134808525]Control
Various key performance indicators (KPIs) can be utilised to assess the effectiveness of the advertising strategy for the Hilton Hotel. The number of prospective clients, client happiness ratings, company recognition, and competitiveness will all be included in these criteria (Hultman et al., 2021). The hotel may assess its strengths and weaknesses by routinely monitoring these KPIs and adjusting its marketing strategy as necessary. For example, the hotel might modify its offerings and products following guests' demands if client contentment levels are poor. Parallel to this, if revenues fall short of expectations, the hotel might change its price and marketing policies to boost sales. In general, these KPIs will support the hotel's future performance by offering a thorough assessment of the advertising strategy's efficacy.

[bookmark: _Toc134808526]Conclusion
Numerous obstacles, such as heightened rivalry, shifting consumer tastes, and developing marketing technology, will affect the Hilton Hotel's advertising approach in the UK. The hotel must concentrate on creating a unique value proposition, utilising fresh marketing strategies, and monitoring key performance metrics to succeed in overcoming these obstacles. The hotel may remain a step ahead of competitors and keep up with customer requirements and demands by implementing customer-focused tactics and routinely analysing market developments and client perceptions (Alenius et al., 2021). The hotel ought to assign priority to spend on internet marketing and personalisation to connect and interact with clients in the modern technological environment.
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altemative accommodations

+ Economic downtums and global effses impacting the
hospitaliy industry

+ Changing customer prefereués and expectations
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Customers -Segmentation and targeting for customers

« Hilton can dentify its suests'specific customer profles, needs, and preferences using class
data

+ Technologies like SimilarWeb can help Hilton determine the web-based behaviors of it targ
browsing pattems, search phrases, and social media activiy.

« Hilton can use this information to personalize its marketing materials and promotions to cater t
audience.

+ By customizing its marketing approachto meet the needs and preferences of its guests. Hilton
customer satisfaction and loyalty.leading to increased revenue and competitive advantage.

® @
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Competitors -Perceptual positioning map and Bowman's strategy
‘competitors
« Sensory positioning mapping and Bowman's

strategic clock can help understand Hilton Hotel's
positionselative to other hotels.
Bowman's strategy clock ean determine Hilton's
competitive edge based on distinciveness,
inexpensiveness, o focus.

Sensory positioning mapping can def
clients perceive the hotel in terms of costs.
and uility.

* Using these tools can provide insight i

strengths and weaknesses comy
the marke.
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Collaborators -B2B relationships, partnerships, and franchises for collaborators

As a B2B company, Hilton Hotel
relics on alliances, franchising \and
partnerships to expand its busingsss
Strong relationships with partner§ e
critical for Hilton Hotel's success.
Hilton Hotel needs to ensure that it§
partners share its belicfs and
objectives.

Good relationships with partners
help Hilton Hotel to succeed indl
competitive market.
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Climate -PESTLE analysis for climate

Political factors: The hotelmust be mindful of political stability and regulations in the cowHES\WHEIS

it operates.

Economi factors: The economic situation, including GDP, inflation, and exchange rates, ma BV

impact on the hotel's financial performance.

Social factors: Changes in consumer behaviours, tastes, and trends may have an impact on the NOREIS

service offerings and marketing srategies.

-

3
-

Technological factors: Developme RSl
technology may have an impact on thedhotells
operations, marketing strategies, and)
customer experiences.

Legal factors: The hotel must comply Witl
various regulations, including those reliél o0
Iabour laws, environmental laws, and Hielth
and safety regulations.

Environmental factors: The hoteldnust
consider the environmental imglact OFits
operations and take steps todinimise its
carbon footprint.
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Marketing mix analysis

product

TARGET

MMKy

‘The marketing mix of the Hilion
product, price. place. and promoti

The hotels products include rooms)

wide range of services such as resal

and fitness center

The prices of the hotel's products can

customer perception and purchasing

‘The distribution methods or place can

customer accessibility and convenience.

‘The hotel's promotional tactics, such as
advertising, public relations, and sales
promotions, can help create aareness and
interest among customers.

An analysis of the marketing mix can Help the
hotel understand the impact of its mdiketing
decisions on customer behavior afid engagement
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Objectives

* Increase Hilton Hotel revenue by 10% within a year

+ Target leisure travellers with specialised marketing efforts

- Align with SMART goals
Consider market state and pandemic impacts on the hotel industry

Expand customer base and draw in potential guests with targeted deals and

Aim for measurable outcomes to support future performance
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Strategy

N The Ansoff Matrix

[A—— AN

Ansoff’s matrix will be used 1 explore
potential expansion opportunifiess

A product development strategy Will B8
employed o offer new packages\@ind
activiies to attract leisure travelci§y
Adjustments will be made to the nERGHNE
strategy to promote these new tacticgs

‘The company's services, pricing, distiibiion
‘methods, and promotional tactics willlB@
adjusted to match the evolving value
proposition and consumer categoriesy

o differentiate its products and jusfify
higher prices, Hilton Hotel may 0ffer unique
in-room amenities and persondlized services:
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Tactics

“The Hilion Hotel will se the RACE paradign (Reach, Act, Convert, Engage)
o achieve its marketing mix objectives.

‘The hotel will increase online visibilty using SEO and PPC marketing to atract
more visitors {0 its homepage. [—r——
Social networking platforms such as Instagram and Tuitter will be used fo

{nteract with clients through interesting content aud quick responses to
conments.

Customized email ads and influencer elationships will be implemented to
entice clients o make reservations.

Special discounts and offers vl be given based on consumer interests using
clent information and segmentation.

Influencer collaborations wil enhance brand recognition and trust among
intended consuers. CONVERT
‘The hotel will improve visitor experiences on ts onine platform by using
outstanding pictures,interactiv fours, and precise details about services and
amenitcs ENGAGE
Technalogies like Similarweb will be used to analyze the autcomes of

‘marketing and social networking campaigns and 1o fix problems such s poor
participation rates o high bounce rates

Fresh strategies such as partnering with influencers or holding competitons wil
be implemented to boost interaction on social networks.
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Action

+ Hilton Hotel uses various promotional platforus ke social networking advertsemments, eual pr
branding, and search engine optimization.
‘These pltforms effectively reach and engage with the intended demograpbic. producing measurable
Email campaigns are used to nurture prospects and boost client retention.

Social networking and influencer promotions increase brand recogition and website traffic.
Search engine optimization is esseutal 0 ncrease natural visitors to the hotel's webpage and enhance s
Hilton Hotel combines these platforms to createa comprehensive advertising strategy that targets clients

ther clent experince.

Marketing Marketing | Week | Week
Activities

Media

Marketing

Infiucncer
Marketing
arch | Engine

Optimization | Optimization,
Off-Page
Optimisation
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Control

+ Key performance indicators (KPs) can assess the *
efectiveness of Hilton Hotel's adsertising strategy
+ KPIs can includenumber of pospectie clents.

customer satisfaction ratings, brand recogition, and 'f =
competitiveness v
* Monitoring KPIs can help the hotel adjust ts LA

markeing strategy 10 address strengths and

weaknesses.
Key Performance * KPIs can help the hotel modify its offernigiand
Indicators (KPIs) products based on guest demands.
———— + KPIs can help the hotel adjust pricingid

masketing policies o boostsales
e + Regularly monitoring KPIs can gffér a thorough:
gauge acompanysoverall assessment of the adertising sffateays efficacy
long-term performance. and support the hotel's futysé pesfommaice
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Conclusion

+ The Hilton Hotel in the UK faces several obstacles
in its advertising approach, including heightened
rivalry, shifting consumer tastes, and developing
‘marketing technology.

* To overcome these obstacles, the hotel needs to
create a unique value proposition and utilise fresh
‘marketing strategies while monitoring key
performance metrics.

+ Customer-focused tactics and routinely analysing
market developments and client perceptions will
help the hotel stay ahead of competitors and keep up
with customer requirements and demands.

+ The hotel should prioritise spending on internet
marketing and personalisation to connect and
interact with clients in the modern technological
environment.

CONCLUSION
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