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Marketing Plan for Hilton Hotel

The marketing plan can be described as a strategic outline of the business sector to plan their market strategy and market expectation of the customers (Kotler et al., 2020). The main goal of a market plan is to satisfy its target customers and the brand’s value. A well-designed and articulate market plan has helped to promote the finance of a business. In this specific report, the target audience is customers. To analyse, a particular market plan here in this report swot analysis for Hilton company will be discussed with special emphasis on segmentation, positional map, 4ps model and theory of Pestel analysis.
The segmentation and targeting of customers are one of the reasons Hilton Hotels attracts customers. The geographic segmentation includes building hotels in the business area which are popular like Aldwych in London. They also bring demographic segmentation by targeting a senior and middle-aged person who belongs to the upper class (Ferrell, et, al. 2021). Furthermore, The Hilton hotel provides overall good budget-friendly hotels and good services. It provides good luxurious activities for refreshing one's mind than Hyatt and Marriot hotels as Hilton ranks 1st in Customers net Promoter score in “Comparably vs its competitors” as based on votes of customers.
The Hilton hotel shares a business-to-business(B2B) with PurchasePro.com's e-commerce engine. The Hilton hotel also operates Doubletree and Embassy Suites hotels for management and ordering (Hilton, 2020). Through bulk purchasing, it will provide the customer with reduced pricing. Hilton is showing leadership in "e-commerce trailblazer". Hilton International is also showing partnerships with European companies like Forte and Accor to provide customers with the option of online booking.
The main objective of Hilton Hotels is to provide good services to its customers and also to become more famous globally. The Hilton hotel of any place locally encourages its shareholders as well as its customers to enjoy the aesthetic beauty of nature along with its local cultural environment. This greatly helps them to keep the measurable part of the smart goal in mind as it will greatly increase their target in the direct booking of 10% overall. Hilton hotel keeps in mind to increase their profit margin by reducing commission. The time-bound goal is to bring improvement in booking from one quarter to another.
By planning a proper marketing strategy, a company can increase their sales for a specific product. The market plan also enhanced the understanding of price range among the various markets. The value proposition is a key aspect that helps to understand a company's strategy as this element identifies the advantages of a product or service that will be offered to its target customers (Ferrell, et al. 2021). 
Hilton Hotels has focused very seriously on its value proposition by giving ultimate comfort and hospitality as well as a sustainable environment to its customers. In recent times Hilton has been strategies and enhancing their market value by improving quality and standards of living. One of the indications of the value of Hilton Hotels is that this organization has worked for their customers by delivering a warmth experience with their comfortable accommodation and quality of food. The integrity and good leadership of the management team is a positive factor which has increased the brand value of Hilton more than other hospitality service brand (Leroi-Werelds, et. al. 2021).
When looking at the marketing mix, the Hilton hotel offers services which are known for their luxury (Chang et.al., 2019). The hotel offers different types of services and accommodations based on customer needs. Luxury and upscale hotels, full-service hotels, select-service hotels, and extended-stay hotels are just a few of the many hotel brands and market segments that Hilton Hotels has to offer (Hilton, 2019). The company offers top-notch lodging, opulent amenities, and first-rate service to both leisure and business travellers (Buhalis et.al., 2019). In terms of distribution, the Hotel Hilton aims at providing a hassle-free service during booking. The advancement in the field of technology has caused Hilton Hotels to rely mainly on online services (Chang et.al., 2019). The chain of hotels is very wide as it is spread across the globe. Due to the widening chain, the hotel provides numerous online services for customers which include online booking under various modules such as suite booking, booking for meetings and events such as weddings. The hotel also offers pickup services for customers from airports or railway stations which are included in the booking package helping customers to locate the hotel with ease. In addition, the pricing strategy of the hotel is mainly based on the economy of the market which determines its business (Buhalis et.al., 2019). Competition is another factor which is taken into account to decide the pricing strategy. Customer background is another factor which will determine the type of price range the hotel will offer based on their suites and rooms. For example, if a customer wants to book a luxurious suite, the hotel can offer the choice of suites having a price range from £120 to £140 with an additional 12.5% service charge as affordable by the customer (Hilton, 2023). Lastly, promotion is another marketing mix which determines the stability of a business. The Hilton Hotel promotes its business through budget-friendly vouchers and packages. The Hilton Hotel will promote the business through the distribution of business cards to consumers at various public places and advertisements on various social media platforms which will contain information about the offers on different packages which can be seen and bought according to customer decision (Amer et.al., 2019).
The marketing channels schedule is done based on the analysis and research of the current market scenario. The competition analysis is done based on the performance of the rival hotel chains and the services offered by them. The planning has been done based on the analysis of the market data (Buhalis et.al., 2019). The information is based on market research and planning which will help in deciding the proper implementation and necessary follow-ups. Changes can be made based on feedback and proper analysis which will help in the proper improvement of the campaign. The activities of the campaign will be tracked in a proper manner to keep necessary records (See Appendix 5).
The control of the business of the Hilton hotel depends on the KPIs (Tom Brown, 2021). The KPIs or key performance indicators help in determining the performance and effectiveness of the hotel as a whole (Chang et.al., 2019).  Firstly, the daily rate earned by the hotel is the first indicator that analyses the mean revenue earned on the basis of rooms. Secondly, the revenue earned per available room helps in analysing the price metre of the hotel.  Thirdly,  online reviews are most important as it helps in identifying the effectiveness of the hotel and identify the areas where improvement is needed for smooth function.

In conclusion, a marketing plan is the backbone of any organization or business. It includes steps taken to increase the profitability and overall revenue of a company. Its aim is also to improve the client base. Competitors and unstable situations like the arrival of the Covid-19 pandemic greatly affect the business. Another challenge faced is the problems or restrictions placed by the government in different countries which greatly affects the international tourist very much. Taking some steps like providing some discounts or some enjoyable activities for some customers can bring more clients as mouth-to-mouth promotions are done by these customers. Thus, good marketing strategies are needed for the success of a business in a competitive world globally.
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Appendix

SWOT Analysis 
Strengths	Weaknesses
Hilton is a well-known and highly regarded brand in the hospitality industry, with a long history of providing quality service to guests around the world (Hilton, 2020).	The company's strong brand recognition and reputation are key assets that contribute to its success. 	Hilton has a diverse portfolio of hotel brands that cater to different types of travelers, from luxury to budget mindful. This includes brands such as Waldorf Astoria, Conrad, Hilton, Hampton by Hilton, and Tru by Hilton (Hilton, 2019).	Hilton's loyalty program, Hilton Honors, is a key factor in the company success. With over 115 million members, the program is one of the largest in the industry. Members earn points for their stays at Hilton properties, which can be redeemed for free nights, upgrades, and other benefits. The program has been successful in building customer loyalty and driving repeat business for the company.	Hilton's network of over 6,400 properties in 119 countries is another key strength of the company. This large network enables Hilton to offer a global presence and provide accommodation in many different locations around the world. It also enables the company to leverage economies of scale and benefit from operational efficiencies (Hilton, 2019).	Consistent revenue growth and financial stability (Hilton, 2020): Hilton has a strong track record of consistent revenue growth and financial stability. This has been achieved through a combination of factors, including effective cost management, strategic investments, and a focus on driving revenue growth. The company's financial stability has enabled it to weather economic downturns and position itself for future growth.	Hilton has a strong commitment to corporate social responsibility, including sustainability initiatives and community involvement. The company has set ambitious sustainability targets, such as reducing its carbon footprint and water consumption, and has implemented a range of initiatives to achieve these goals. In addition, Hilton is involved in various community outreach programs and philanthropic initiatives, such as supporting disaster relief efforts and promoting education and employment opportunities for underserved communities.	Hilton's significant presence in international markets is a key strength, but it also poses a risk to the company. Economic and political instability in certain regions can impact the company's financial performance, as fluctuations in exchange rates, political unrest, or changes in government policies can affect demand for hotel rooms and travel. Hilton's reliance on international markets for revenue growth means that the company must remain vigilant and adapt quickly to changing market conditions to mitigate these risks (Hilton, 2020).	Hilton's portfolio of hotel brands focuses primarily on luxury and upscale accommodations. While this strategy allows Hilton to command higher room rates and generate higher revenue per available room (RevPAR), it also means that the company operating costs are relatively high. Luxury and upscale hotels require higher levels of service and amenities, which can increase operating expenses, such as staffing, maintenance, and utilities. To maintain profitability, Hilton must carefully manage its costs and balance the needs of its guests with the costs of providing top-quality service (Jobber and Elis-Chadwick, 2020).	The COVID-19 pandemic's negative impact on the hospitality industry and the company's financial performance. The pandemic has resulted in reduced travel demand, cancellations of group events, and increased safety and sanitation requirements, all of which have resulted in significant revenue losses for Hilton. The pandemic has also forced Hilton to incur additional expenses related to safety and sanitation protocols and investments in digital technology to support virtual meetings and events. To mitigate the impact of the pandemic, Hilton has had to implement cost-saving measures, such as furloughs and layoffs, and adjust its operations to comply with changing regulations and consumer preferences. While the pandemic has been a significant challenge for Hilton, the company has shown resilience and adaptability in response to the crisis (Mekhruza et al., 2022). 
Opportunities	Threats
Hilton has been expanding into emerging markets, such as China, India, and Africa, in response to rising demand for travel and hospitality services in these regions (Hilton, 2019). This expansion strategy enables the company to tap into new markets and capitalize on growing demand for travel and tourism. In addition, expanding into emerging markets helps Hilton to diversify its revenue streams and reduce its reliance on mature markets (Chaffey and Elis-Chadwick, 2019)	Hilton has been developing new hotel brands and segments to capture new market segments and diversify its portfolio. For example, the company has launched new brands such as Tru by Hilton, which targets the midscale segment, and Signia Hilton, which targets the meetings and events market. By developing new brands and segments, Hilton is able to capture new market opportunities and appeal to a broader range of travelers (Hilton, 2019). 	The COVID-19 pandemic has resulted in an increased demand for digital and contactless guest experiences. In response to this trend, Hilton has been investing in digital technology to enhance the guest experience and enable contactless check-in and check-out, mobile key access, and virtual meetings and events (Hilton, 2020).  By offering digital and contactless guest experiences, Hilton can provide a safer and more convenient guest experience while adapting to changing consumer preferences in the wake of the pandemic (Kotler et al., 2020).	Economic downturns and political unrest in key markets can have a substantial impact on travel demand, which can in turn impact Hilton's financial performance (Hilton, 2020). To mitigate these risks, the company must maintain vigilance and adapt quickly to shifting market conditions (Kotler et al., 2020).	New entrants and disruptors are challenging established players like Hilton in the hospitality industry, which is becoming more competitive. Hilton must continually innovate and invest in new technologies and services that appeal to evolving consumer preferences in order to maintain its competitive advantage.	Due to its extensive presence in international markets, Hilton is susceptible to exchange rate fluctuations and geopolitical risks. These risks can have an impact on the company's financial performance and must be mitigated through careful management and hedging strategies.	Maintaining quality and service standards across a large network of properties can be difficult, especially in regions with varying cultural and business practises. To preserve its reputation and brand recognition, Hilton must ensure that its brand standards are applied uniformly across all of its properties (Hilton, 2019). 
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PESTLE analysis

	Political factors
	· Geopolitical events and political factors like changes in laws or policies can have a big impact on Hilton's bottom line. For instance, the operations of Hilton in the area have been impacted by the UK's decision to leave the European Union. The COVID-19 pandemic, along with the ensuing travel bans and lockdowns, has also had a sizable negative impact on the hospitality sector and Hilton's revenue.

	Economic factors
	· The GDP and rate of growth of a nation are two economic factors that can significantly affect Hilton's revenue. For instance, a slowdown in economic expansion may lead to a decline in travel and tourism demand, which will have an impact on Hilton's earnings. To stay competitive and profitable, Hilton must continuously assess the state of the economy and modify its business strategies as necessary.

	Social factors
	· Social aspects like consumer lifestyle, leisure preferences, and demographics may also have an impact on Hilton's business. To offer the appropriate services and amenities, Hilton must comprehend the requirements and tastes of its guests. For instance, Hilton's emphasis on sustainability and eco-friendliness appeals to travellers who are concerned about the environment. (BA Skool Team, 2021). 


	Technological factors
	· For Hilton's business, technological aspects like the acceptance of various payment methods and the availability of internet services are also crucial. To improve the guest experience and offer contactless services like mobile check-in and check-out, Hilton has made investments in digital technology. This has made it possible for the business to adjust to shifting consumer preferences and offer a more practical and effective guest experience.

	Legal factors
	· Legal aspects like customer and employment laws may also have an impact on Hilton's operations. Regarding customer rights, health and safety, and employment practises, Hilton must abide by local laws and regulations. The company's reputation and financial stability may suffer as a result of breaking these laws, in addition to having to deal with the legal and financial repercussions. (Leroi-Werelds, et. al. 2021).  


	Environmental factors
	· Hilton and the hospitality sector as a whole are becoming increasingly concerned about environmental factors like climate change. In order to promote sustainable practises throughout its operations and reduce its carbon footprint and waste generation, Hilton has implemented a number of sustainability initiatives. As a result, the company's environmental impact is reduced, and its reputation as a socially conscious company is strengthened.


1. Action
	Activity
	Start Date
	End Date

	Planning
	January 2023
	March 2023

	Market Research
	February 2023
	March 2023

	Marketing Campaign
	March 2023
	April 2023

	Implementation
	April 2023
	July 2023

	Follow Up
	July 2023
	August 2023

	Changes
	August 2023
	October 2023

	Tracing the Campaign
	October 2023
	December 2023



2. Presentation
[image: ] [image: ] [image: ] [image: ] [image: ] [image: ] [image: ] [image: ] [image: ]
Page 2 of 2

image1.jpeg
VALUE
PROPOSITION

EXPERIENCE PRODUCT





image2.png
Marketing Essentials
BMIH4005





image3.svg
                Marketing Essentials BMIH4005 Marketing Plan for Hilton Hotel Student id: Student name: Lecturer: (Hilton.com, 2021 )


image4.png
Introduction

Today, the company operates over 6,500 properties
in 119 countries (Czyzewska 2019).

Hilton Hotels have over 1.0 million rooms
worldwide.

Hilton Hotels are known for their high-quality
accommodations, luxurious amenities, and
exceptional service (Stories from Hilton, n.d.)

Hilton Hotels cater to both leisure and business
travellers.

The company has received numerous awards for its
hospitality. For example, Hilton Hotels was named
the world's most valuable hotel brand in 2020 by
Brand Finance (Stories from Hilton, n.d.)

Hilton Hotels was founded in 1919 by Conrad Hilton.

|55§ ann.

' "\\OY\





image5.svg
            Introduction   • Hilton Hotels was founded in 1919 by Conrad Hilton. Today, the company operates over 6,500 properties in 119 countries ( Czyzewska , 2019). • Hilton Hotels have over 1.0 million rooms worldwide. • Hilton Hotels are known for their high - quality accommodations, luxurious amenities, and exceptional service (Stories from Hilton, n.d.) • Hilton Hotels cater to both leisure and business travellers. • The company has received numerous awards for its hospitality. For example, Hilton Hotels was named the world's most valuable hotel brand in 2020 by Brand Finance (Stories from Hilton, n.d.)          
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Strengths

=  Global brand recognition and reputation (Hilton, 2020)

Diverse hotel brand and segment portfolio catering to various types of travellers

(Hilton, 2019).

= With over 115 million members, the loyalty programme is strong (Hilton,
2019).

=  Over 6,400 properties in 119 countries are part of a large network (Hilton,
2019).

=  Revenue growth that is consistent and financial stability (Hilton, 2020)

* Strong corporate social responsibility initiatives, such as sustainability
initiatives and community involvement (Hilton, 2020).

= Expansion into emerging markets in response to rising travel and
hospitality demand (Hilton, 2019)To attract environmentally conscious
travellers, emphasise sustainability and eco -friendliness (Hilton, 2020)

= New hotel brands and segments are being developed in order to capture
new market segments (Hilton, 2019)

=  Due to the COVID-19 pandemic, there is an increase in demand for digital
and contactless guest experiences (Hilton, 2020)

Weaknesses

The company reliance on international markets for revenue growth makes
it vulnerable to economic and political instability (Hilton, 2020)

Due to the company's focus on luxury and upscale hotels, operating costs
are relatively high.

The COVID-19 pandemic's negative impact on the hospitality industry and
the company's financial performance ( Mekhruza etal., 2022).

Economic downturns and political unrest in key markets are influencing
travel demand (Hilton, 2020).
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Exchange rate fluctuations and geopolitical risks have an impact on
international operations (Hilton, 2020).

Maintaining consistent quality and service standards across a large
network of properties poses challenges (Hilton, 2019).
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Product

* Hilton Hotels has a diverse portfolio of
hotel brands and segments that cater
to various types of travellers, such as
luxury and upscale hotels, fullservice
hotels, select-service hotels, and
extended-stay hotels (Hilton, 2019).

* The company caters to both leisure
and business travellers by providing
high-quality accommodations,

luxurious amenities, and exceptional
service (Hilton, 2020).

Cohn, M. (2016). What Is a Product?
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              Product • Hilton Hotels has a diverse portfolio of hotel brands and segments that cater to various types of travellers, such as luxury and upscale hotels, full - service hotels, select - service hotels, and extended - stay hotels (Hilton, 2019). • The company caters to both leisure and business travellers by providing high - quality accommodations, luxurious amenities, and exceptional service (Hilton, 2020). Cohn, M. (2016). What Is a Product?
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* Hilton Hotels bases its hotel pricing on
the type of hotel and its location, as
well as market demand and
competition (Hilton, 2019).

* While maintaining its focus on luxury
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rates and packages to accommodate
different budgets and travel needs
(Hilton, 2020).

PRICE

The Marketing Mix- Pricing. (2017).YouTube.
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              Price • Hilton Hotels bases its hotel pricing on the type of hotel and its location, as well as market demand and competition (Hilton, 2019). • While maintaining its focus on luxury and upscale accommodations, the company offers a variety of room rates and packages to accommodate different budgets and travel needs (Hilton, 2020). The Marketing Mix - Pricing. (2017). YouTube .
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                 Place • Hilton Hotels has over 6,400 properties in 119 countries and has a strong presence in both domestic and international markets (Hilton, 2019). • To reach a diverse customer base, the company employs a number of distribution channels, including its own website, third - party online travel agencies, and travel agents (Hilton, 2020). (Facebook and Twitter, n.d.)
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* Hilton Hotels promotes its brand and hotels
through a variety of marketing channels,
including digital advertising, social media,
email marketing, and public relations (Hilton,
2019).

¢ Hilton Honors, the company's loyalty
programme, provides members with exclusive
benefits and rewards (Hilton, 2019).
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and partnerships with a variety of
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and increase customer loyalty (Hilton, 2020).

MASSAGE Magazine. (2020) Marketing Without the Ick
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               Distribution • Hilton Hotels promotes its brand and hotels through a variety of marketing channels, including digital advertising, social media, email marketing, and public relations (Hilton, 2019). • Hilton Honors, the company's loyalty programme, provides members with exclusive benefits and rewards (Hilton, 2019). • Hilton Hotels also engages in sponsorships and partnerships with a variety of organisations in order to promote its brand and increase customer loyalty (Hilton, 2020).    MASSAGE Magazine. (2020). Marketing Without the Ick
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