


Content page 

1.0 Executive Summary 									2

2.0 Introduction 										2

3.0 Aim and objective 									2

4.0 The SOSTAC Framework 									3

4.1 Situation Analysis 										3

4.2 Objectives 											4

4.3 Strategy 											4

4.4 Tactics											5

4.5 Actions											6	
4.6 Control											7

5.0 Recommendations 									7

5.1 The future for contactless systems 							7

5.2 Measuring the contactless systems 							7								
6.0 Conclusion 										8

7.0 Reference List										9
















1.0 Executive Summary 

This marketing plan analyses the implementation of contactless payment systems in the Hilton Hotel and Resort Group, specifically focusing on the DoubleTree brand. This marketing plan has been structured using two core frameworks include SOSTAC and SMART. The SMART framework has been used to offer insights into a specific, measurable, achievable, realistic, and time-bound objective. The SOSOTAC framework has been used to structure and benchmark the goals of the marketing plan.  Additional theories have also been mentioned including the consumer purchasing decision and marketing mix to further the understanding of how contactless systems will benefit the Hilton Group. 

The Hilton Hotel and Resort Group is in the recovery stage of the global pandemic and needs new ideas, aims, and objectives to bring in new customers and revenue. Therefore, a customer-focused plan has been introduced that will benefit the profitability of the hotel. 
 
2.0 Introduction 

After an audit was conducted, several issues identified how The Hilton Hotel and Resort Group were able to make significant improvements that would positively impact the hotel. A follow-up report is being created, enabling a marketing plan to be developed and implemented, identifying many issues recognised from the initial audit. The issues will be created into SMART objectives with the implementation of the plan following the SOSTAC framework. 

3.0 The Strategic Marketing Objective

The Hilton Hotel and Resort Group uses aims and objectives to ensure quality and standards are followed throughout The Group. All aims set by The Hilton Group must have SMART objectives; SMART is an acronym for specific, measurable, achievable, realistic, and time-bound (Chaffey, 2022). Using the SMART framework, the objectives set by the organisation can be broken down into specific departments which will ensure the overall aim is achieved. 

One of the aims of The Hilton Hotel and Resort Group is to increase the number of clients visiting The Group after the Coronavirus pandemic (Jiang and Wen, 2020). Clients are now more aware of the hygiene and cleanliness standards which The Hilton Group have implemented. Therefore, the SMART objective should be to introduce contactless payment systems throughout all gift shops, restaurants, spas, and reception areas in the DoubleTree brand by 2025. 

This objective should increase the number of clients that visit the DoubleTree by Hilton brand as the macro environment has impacted how potential guests view the hotel industry (Pillai, Haldoria, Seo and Kim, 2021). Due to the Coronavirus pandemic, hygiene standards have become an important aspect for guests. Therefore, implementing contactless systems allows clients to have a better customer experience through the convenience and speed of paying via a contactless method (Gonzalez Vera, 2018). 

Another reason why introducing contactless payment methods will increase the number of clients visiting hotels is due to a 51% (Harrison and Smith, 2021), increase in Americans paying via a contactless method since the pandemic. Germany also witnessed a 50% (Harrison and Smith, 2021), increase in contactless payment methods after the pandemic.

4.0 The SOSTAC Framework

The SOSTAC framework is used to plan and structure a marketing strategy. Each stage of SOSTAC will strategically analyse the stages The Hilton Group adopts to implement the SMART objective into the company. The SOSTAC framework is an acronym for the six stages including situation analysis, objectives, strategy, tactics, action, and control (Reed, 2014). Each stage of the SOSTAC framework demonstrates where The Hilton group currently is and how the Group can improve and achieve its aim and objective. The Hilton Hotel and Resort Group can also use the SOSTAC framework, to benchmark success and consistently measure where improvements can be made in the future (Chaffey and Ellis-Chadwick, 2012).
  
4.1 Situation Analysis

The first stage of the SOSTAC framework is situation analysis, which is investigating The Hilton Hotel and Resort Group’s starting point (Reed, 2014). This was addressed in the initial audit in which all internal processes were investigated using the SWOT analysis (Gurl, 2017) and all external processes were conducted using the PESTLE framework (Perera, 2017). However, both the micro and macro environments will be briefly discussed within the situation analysis, to provide some core aspects that directly affect the objective set.  

The internal processes including the number of gift shops, restaurants and reception areas in The Hilton Hotel and Resort Group must be analysed as a way to understand where the client is most interacting with technology systems. Other processes including Covid-19 hygiene procedures including cleanliness also need to be investigated as this can impact how the company is viewed by the client.  This is based on how seriously The Hilton Group has implemented cleaning regimens that are controlling the spread of the coronavirus (Pillai, Haldorai, Seo and Kim, 2021). 

In addition to this, The Hilton Group needs to measure its profitability and financial performance (Hilton, 2022). This internal process can measure which brands within the Hilton Hotel and Resort Group are financially performing and why so that a comparison can be made against the underperforming brands (Doubletree by Hilton, 2022). The financial aspect is important, especially after the need to recover from a semi-permanent closure due to external circumstances including the unforeseen pandemic (Shin, Sharama, Nicolau, 2021). 

The Hilton Hotel and Resort Group must also evaluate the macro environment to ensure all internal processes are being adhered to including laws and guidelines set out by the Government (Hipp and Roussell, 2013). However, due to The Hilton Group being an international brand, the Hilton must ensure all brands are following the correct laws and guidelines for that specific country. If the Hilton Hotel and Resort Group does not follow the laws set out by The Government in which that hotel operates then the brand could be faced with fines or closures (Shin, Sharama, Nicolau, 2021).

The Hilton Group have been aware of the macro environment as the group has been affected by the coronavirus pandemic with the implementation of travel restrictions, face coverings, social distancing and many more (Shin, Sharama, Nicolau, 2021). By The Hilton Group being constantly aware of the changes to the macro environment, the Hilton can become proactive and deal with issues before they arise (Hipp and Roussell, 2013).   

 4.2 Objective

From the situational analysis conducted a conclusion can be drawn that, the internal processes are being affected by the external environment as the coronavirus pandemic forced temporary closures that impacted months of potential trading (Shin, Sharama, Nicolau, 2021).  However, the clients that wish to visit The Hilton Group have new expectations and are aware of cleanliness and hygiene in and around the hotel and hotel facilities. Therefore, The Hilton Hotel and Resort Group have an objective to introduce contactless payment systems throughout all gift shops, restaurants, spas, and reception areas in the DoubleTree by Hilton brand by 2025.

The introduction of these contactless payment methods will inform the client that The Hilton Group has responded to the coronavirus pandemic by allowing for a touch-free transaction which maintained social distancing. Many customers still prefer to use contactless payment methods as America, Germany and the United Kingdom have all seen a rise in contactless payment methods being used by over 50% (Harrison and Smith, 2021). Therefore, the introduction of this payment method in the DoubleTree by the Hilton brand should see clients respond positively, and become repeat customers in the future. 

This marketing objective has been set to encourage more holidaymakers to choose to stay with The Hilton Group. By trialling this method specifically in the DoubleTree brand and monitoring its success of it, a decision is to be made in 2025 as to whether this payment method should be implemented across The Hilton Group. This objective is also achievable and realistic as it allows for the systems to be installed across the DoubleTree by the Hilton brand in three years. 

4.3 Strategy

To implement the SMART objective of introducing contactless payment systems throughout all gift shops, restaurants, spas, and reception areas in the DoubleTree brand by 2025 the Hilton Group must be aware that due to these changes being mandatory from the head office a dedicated budget must be set for this brand for the objective to remain realistic. Furthermore, the Hilton Group must also consider the consumer buying decision process (Williams, 2012), to fully understand how this contactless system will benefit the customer. 

The consumer buying decision process consists of five stages which include problem recognition, information search, alternative evaluation, purchase decision making and post-purchase evaluation (Williams, 2021). Not every aspect of this model is relevant for the contactless payment service being introduced in the DoubleTree by Hilton however, the purchase decision and post-purchase evaluation should be considered.

At the point of the purchase decision, the customer is at the transactional stage and is about to purchase a product or service. At this point in the consumer decision-making process, the customer will be faced with the option of purchasing the product or service using a contactless payment method (Zsarnoczky, 2018). The Hilton Hotel and Resort Group will rely on data from this and many other transactions to measure the performance and success of the contactless methods implemented throughout the DoubleTree by the Hilton brand. However, the Hilton Group also need to be aware that this contactless system has been applied to improve customer service (Hilton, 2022).  

The second aspect of the consumer decision-making process is the post-purchase evaluation. At this stage, the customer is evaluating the purchase made within the Hilton Group including the form of transaction used (Chaffey and Bosomworth, 2013), as this could impact how the customer has viewed the overall experience. Often clients want a quick and easy (Buckle, 2022) transaction and do not want to be waiting to complete the purchase especially if the customer has an excursion or airport transfer that is time-sensitive time-sensitive and cannot be missed. If the clients have had a great experience with the DoubleTree by Hilton brand then this will be reflected in the reviews. 

4.4 Tactics 

The tactics aspect of the SOSTAC framework relates to how the contactless payment systems will be implemented across the DoubleTree by the Hilton brand. To understand this process the marketing mix model will apply  (Wearne and Morrison, 2013). The marketing mix consists of seven stages, four of which will be addressed in this section. The four stages of the marketing mix that will be related to how the objective will be met consist of the product, place, price, and promotion (Wearne and Morrison, 2013).

The first aspect of the marketing mix is the product. The product is the goods or services that an organisation offers to customers. For the Hilton Group and the objective specifically relates to the service of contactless payment systems. The “contactless payment is paying for something by tapping or waving a contactless device” (Harrison and Smith, 2021).  Contactless payments aim to make a transaction below £100 quickly (Jones, 2021), and without the need for a pin code to be entered. Many devices allow for contactless payments, including debit and credit cards, mobile phones, and smartwatches (Harrison and Smith, 2021).  

Another stage of the marketing mix is the place in which this service should be made available (Hancock, 2021). Due to contactless systems involving the public specifically the clients of the DoubleTree by the Hilton brand, all contactless payment systems need to be accessible in customer orientated areas. This is why the overall SMART objective refers to gift shops, restaurants, spas, and reception areas as all of these are used by customers often for a purchase to be made. 

The marketing mix also considers the price aspect. However, the price aspect will be related to the Hilton Group because this system will need to be paid for before it can be offered in the DoubleTree by the Hilton brand. There is a variety of contactless payment systems available, however, all will need to be researched and quoted in depth before a final decision can be made (Pillai, Haldoria, Seo and Kim, 2021). 

These contactless payments systems will have lots of benefits for the customers and in turn, the DoubleTree by the Hilton, as the aim would be that the easy and quick way to pay combined with quality service will make the clients want to return and become a loyal customer. The more likely a client is to return the more valuable that customer becomes to the business (Wearne and Morrison, 2013).

The promotion stage of the marketing mix also considers how the contactless payment methods will be marketed around the DoubleTree by the Hilton Brand. Currently, other organisations that use contactless payment systems will have the logo in and around the areas that offer it. For this to work in the DoubleTree by the Hilton brand the logo would need to be visible in the gift shops, restaurants, spas, and reception areas. 


4.5 Actions

The action section of SOSTAC will also be related to the marketing mix as seven elements complete the model. The first four stages have been discussed in the tactics aspect, whereas there are three remaining. These include people, processes, and physical evidence. 

The people aspect of the marketing mix refers to the staff at the DoubleTree by the Hilton brand that will be delivering this service to the customer. Therefore, all employees that work in the gift shops, restaurants, spas, and reception areas will require training on how contactless systems are implemented in and around the hotel (Hancock, 2021). The employees will also be given a  visual idea of how this system will appear on all tills across the core area. By the staff of the DoubleTree by the Hilton brand being trained on how the system works the customers will benefit from a quick transaction which will allow for an easy experience (Jones, 2021).  

Whereas the marketing mix process relates to the contactless systems that will be implemented in the gift shops, restaurants, spas, and reception areas of the DoubleTree by the Hilton brand. These processes are crucial to the Hilton Group as it shows the customer how efficient, timely, and helpful the business is (Goi, 2009).

The final aspect of the marketing mix is physical evidence which refers to everything the customer interacts with (Jain, 2013), including employees, the new contactless systems, the hotel's physical spaces – hotel room, reception areas, spas, gift shops, and more. The combination of the guest experience and interactions with employees in and around the hotel can impact how a client views the hotel (Buckle, 2022). Often customers rely on third-party review websites like TripAdvisor to provide honest reviews on experiences with a range of hotels, apartments, villas and more internationally (TripAdvisor, 2022). To ensure that the reviews posted on the website are positive the Hilton Hotel and Resort Group will need to monitor these platforms closely for the DoubleTree by the Hilton brand once the new contactless system is in place.  
4.6 Control

Measuring and monitoring is an important aspect of the SOSTAC framework as it allows the Hilton Group to evaluate whether the objective has been met (Chaffey, 2022). As well as this,  measuring and monitoring allow the Hilton Hotel and Resort Group to investigate how the contactless payment systems are being received by customers and can check via transactional history as to whether these systems need to be implemented throughout the Hilton Group. 

The contactless systems in place will be specifically measured in the gift shops, restaurants, spas, and reception areas as these are mostly used by customers. Analysing the transactions can evaluate how many contactless transactions were made. This can be compared against cash and card transactions in which a pin code had to be entered. 

However, the measuring of the new contactless system will take place once it has been in place for a month. The first month is important as there should be a rise in customers choosing to purchase via a contactless method. From the first month onwards, measuring and monitoring should take place quarterly and should always be compared against the previous month's transactions made by contactless payment, cash, or card where a pin code was required. From this data, a conclusion can be made as to whether the new system is successful and if it should be implemented across The Hilton Hotel and Resort Group. 

5.0 Recommendations 

5.1 The future of contactless systems 

If the implementation of contactless payment systems in the DoubleTree By Hilton brand is successful, then The Hilton Hotel and Resort Group should conduct another SMART objective to install contactless payment systems into all Hilton brands by 2030. Considering the success of the contactless systems should be visible in 2025, the Hilton group will have five years to achieve the next SMART target which is realistic. Having this goal in place will help to bring in new clientele and positively impact the booking which is directly related to the profitability of the company.   

5.2 Measuring the contactless system

If the contactless systems are being implemented throughout the Hilton Group then measuring and monitoring of the internal system is needed to ensure the contactless payment method stays efficient for customers. As well as this, the Hilton Hotel and Resort Group will also need to monitor the maco environment for trends in technology that could affect the success of the contactless system. By investigating the competitors, The Hilton Group can gage an idea of how the payment systems compared to others are used in the hospitality industry. Therefore, frameworks like SWOT and PESTLE should be conducted at least six to nine months to ensure the Hilton stays up-to-date with changes in the micro and macro environment.

6.0 Conclusion

By using a SMART objective The Hilton Hotel and Resort Group have been able to apply one objective in one brand that can be broken down departmentally in which a conclusion can be drawn as to whether it's successful. However, based on the predicted success of the implementation of contactless payment systems in the DoubleTree by the Hilton brand, the Hilton Group should consider applying this service across all brands. This is due to changes in the macro-environment that have affected how customers decided to purchase items and services. As well as this the SOSTAC framework has allowed the Hilton Hotel and Resort Group to visualise how this service will be brought into the business and measure how it will impact the clients. Recommendations have also been to another SMART target that should be used for the other Hilton brands.  
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