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[bookmark: _heading=h.30j0zll]Introduction
This marketing strategy is intended to create a strategic road map for boosting Hilton Hotel's marketing initiatives in response to the current business climate. Hilton Hotel is a well-known global brand. I will draw on a number of important domains, frameworks, and theorists when I frame this approach in order to properly direct my strategy. The SOSTAC model, which offers an organised approach to planning and execution, is one of them (Darnell, 2021). In order to evaluate and enhance Hilton's marketing mix, I will also use the traditional 4Ps framework. In order to improve our competitive positioning, I'll also use Bowmans' Strategy Clock observations. My suggestions for the marketing success of the Hilton Hotel will be shaped by these frameworks, coupled with pertinent industry insights and research.


[bookmark: _heading=h.1fob9te]Situation Analysis 
SWOT Analysis 
Strengths
· Global Presence: Hilton has a vast network of hotels in popular locations, giving them a significant global presence.
· Brand Reputation: It has a reputable and well-established brand image that is linked to luxury and excellence.
· Innovation: Digital check-in and the Hilton Honours loyalty programme are two examples of how Hilton has demonstrated a commitment to innovation (Fayed, 2021).
· Diverse Portfolio: With a number of hotel brands under its wing, Hilton can accommodate a variety of consumer preferences (Darnell, 2021).
Weaknesses
· Cost structure: Exorbitant operational expenditures, particularly in enviable locations, could hurt competitiveness.
· Dependence on Economic Conditions: Travel patterns and economic ups and downs have a big impact on Hilton's business.
· Sustainability issues: There is growing demand on the hotel business to adopt sustainable practises, which could raise expenses (Paley, 2021).
Customers (Segmentation and Targeting/Customer Profiles)
Segmentation
· Demographics: There are segments for business travellers, vacationers, families, and event organisers.
· Psychographics: Aiming to attract affluent people, eco-aware tourists, and people who value individualised experiences.
Customer Profiles
Business Traveller Sarah: A seasoned business traveller who values comfort, contemporary facilities, and loyalty benefits.
Family Leisure Traveller: A group of people looking for accommodations, entertainment, and accessibility to tourist sites.
Event Planner Evan: A qualified event planner who needs large venues and a strong events crew.
Competitors (Perceptual Positioning Map, Bowmans Strategy Clock)
Perceptual Positioning Map
I can see the competitive environment for Hilton by placing competitors on a positioning map. While brands like Marriott and Accor could have different pricing structures or target markets, Hilton traditionally occupies a place associated with quality and luxury (Smith, 2019).
Bowman's Strategy Clock
Paley (2021) stated that in order to evaluate its competitive strategy, Hilton can employ Bowman's Strategy Clock. Presently, it has a differentiation strategy with an emphasis on quality and innovation. Getting the correct mix of value-adding and cost-effectiveness maintenance is the difficult part.
Collaborators (B2B Relationships, Partnerships, Franchises)
Franchises: Hilton has a franchising concept that enables independent owners to run hotels bearing the Hilton brand, thereby extending its presence internationally.
Travel agents: Bookings are made easier through partnerships with online platforms and travel agents.
Tech Partnerships: To improve the visitor experience, Hilton works with tech companies to implement technologies like smart rooms.
Climate (PESTLE Analysis)
Political: The hotel industry is impacted by changes in taxation, safety, and travel laws.
Economic: Consumer spending, currency exchange rates, and economic conditions all affect Hilton's revenue.
Social: The strategy of Hilton is impacted by shifting travel patterns, including as the demand for sustainable and local experiences.
Technology: Technological developments are what lead to improvements in guest services and operational effectiveness.
Environmental: Hilton adopts environmentally responsible practises in response to growing sustainability consciousness.
Legal: Adherence to labour laws, safety standards, and data privacy laws is essential.


[bookmark: _heading=h.3znysh7]Objectives 
By utilising digital marketing and loyalty programme upgrades, the main goal of this marketing strategy for the Hilton Hotel is to raise yearly revenue by 15% within the upcoming fiscal year. This goal is SMART because it contains a specific revenue target of 15%, a method of assessment (year revenue), is reasonable and feasible given the suggested tactics, is in line with Hilton's corporate objectives, and has a set deadline (the following fiscal year) for completion. This goal is in line with the plan's primary goal, which is to boost growth and strengthen Hilton's position as a market leader (Miskelly, 2019).


[bookmark: _heading=h.2et92p0]Strategy
Value Proposition: The value proposition of Hilton Hotels is built around unmatched elegance, outstanding guest experiences, and a dedication to sustainability. Hilton sets itself apart from rivals by combining exceptional service, green initiatives, and cutting-edge amenities in a seamless manner (McKeever, 2019).
Differentiation and Communication: Hilton will make use of its standing as the industry leader in hospitality around the world to effectively communicate this value proposition. The Hilton Honours loyalty programme, customised guest experiences, and other distinctive selling aspects will be emphasised (Linneman & Stanton, 2020). 
Delivery: Well-trained staff members, consistently excellent service, eco-certified business practises, and cutting-edge guest technologies like smartphone check-in will all contribute to the value offer being delivered (Kolb, 2020). Energy-saving practises and relationships with eco-friendly vendors will demonstrate Hilton's dedication to sustainability.
Customer Segments and Positioning: Harvey (2020) reported that the consumer segments of Hilton are compatible with this value offer. Efficiency and loyalty rewards will be valued by business travellers, while opulent experiences and eco-friendly behaviour will appeal to leisure travellers. With this strategy, Hilton is positioned to lead the luxury hospitality industry and appeal to a large but selective audience.
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Product
At the moment, the Hilton Hotel provides a variety of lodging options, meeting rooms, eating options, and recreational amenities to accommodate both business and leisure travellers (Fayed, 2021). Hilton will concentrate on these areas to improve its product line:
Room Renovations: To maintain a high level of comfort and luxury, guest rooms and suites are continuously upgraded and modernised (Finch, 2019).
Sustainable Initiatives: Adoption of eco-friendly practises including recycling programmes, energy-efficient lighting, and a reduction in single-use plastics.
Experiential Offerings: The introduction of curated experiences, such as wellness packages, local culinary tours, and cultural outings, to provide visitors one-of-a-kind and unforgettable stays (Fayed, 2021).
Place (Distribution)
Through a multi-channel distribution strategy, Hilton Hotel will make certain that customers may find its hotels with ease:
Online reservations: Customers will be able to book rooms, packages, and experiences easily through Hilton's website and mobile app, which will provide a user-friendly booking platform (FARHAN MASUD, 2020).
Global Distribution Systems (GDS): Establishing connections with corporate clients and travel agencies by working with GDS service providers like Amadeus and Sabre.
Direct Sales Teams: Employing direct sales teams to forge business alliances and reserve group reservations.
Price
The pricing plan of the Hilton Hotel will be based on market analysis and client value, with a range of price points to accommodate various consumer segments:
Dynamic Pricing: Using pricing models that change in response to demand, seasonality, and special occasions (Diamond, 2019).
Value Packages: To entice price-conscious visitors, offering value-added packages with extras like breakfast, spa credits, and late check-out.
Corporate Rates: Establishing lasting partnerships while negotiating affordable corporate rates for business travellers.
Promotion
The RACE (Reach, Act, Convert, Engage) methodology will guide Hilton Hotel's comprehensive promotional approach, including both online and offline channels:
Reach: Using digital marketing methods to reach a worldwide audience, such as social media, sponsored search, and display advertising.
Act: Producing interesting information to excite potential visitors, such as virtual tours, video testimonials, and blog entries.
Convert: Converting involves website optimisation, the use of compelling CTAs, and the provision of special incentives for online reservations.
Engage: Building relationships with customers through customised email marketing, messaging from loyalty programmes, and post-stay surveys to get input and improve future experiences (Darnell, 2021).
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Gantt Chart
	Marketing Activities
	Months

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

	Activity 1
	
	
	
	
	
	
	
	
	
	
	
	

	Activity 2
	
	
	
	
	
	
	
	
	
	
	
	

	Activity 3
	
	
	
	
	
	
	
	
	
	
	
	

	Activity 4
	
	
	
	
	
	
	
	
	
	
	
	

	Activity 5
	
	
	
	
	
	
	
	
	
	
	
	



According to Chernev (2018), the systematic timeframe for carrying out the marketing plan is shown in a Gantt chart of marketing activities. It contains important tasks, accountable individuals, and due dates. The following reasons support the marketing channels schedule:
Customer Behaviour: The timetable is in line with customer research, representing the peak times of activity and receptivity for marketing communications among the target market.
Seasonality: By taking into account seasonal variations in demand, it enables targeted marketing activities during high-demand times.
Competitive Environment: The schedule may be changed to quickly react to market developments or competitor actions.
Money Allocation: Activities are dispersed according to resource and money availability.
Campaign Synergy: Assures that different marketing channels work well together for a well-rounded and effective approach.
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New Customers: Monitoring the rate of new client acquisition through online reservations and loyalty programme sign-ups will allow you to evaluate the success of your marketing initiatives (Boyd, 2020).
Customer satisfaction: Regularly surveying visitors to ascertain their level of satisfaction and assessing online comments to determine areas for development.
Brand Perception: Monitoring brand awareness and sentiment via social media sentiment analysis, client feedback, and surveys to make sure that consumers have positive perceptions towards the brand.
Gain in Profits: Analysing how marketing initiatives affect sales and profitability, including ROI calculations for particular campaigns and bundles.
Market Share: Analysing Hilton's market share expansion within the luxury hotel sector and contrasting it with rivals (Borg, 2020).



[bookmark: _heading=h.4d34og8]Conclusion 
The marketing strategy for the Hilton Hotel addresses the difficulties and possibilities presented by the present economic climate. Concerns about sustainability are among the obstacles, along with increased competition and shifting consumer tastes. Following are some suggestions for overcoming these difficulties:
· Innovative Experiences: By using cutting-edge technology, customised packages, and environmental initiatives, constantly improve the guest experience.
· Targeted Marketing: Marketing strategies should be targeted at particular client segments in order to take into account their particular demands and preferences.
· Sustainability Commitment: Strengthen sustainable practises and effectively communicate them to link them with changing customer values.
· Dynamic Pricing: Implement dynamic pricing tactics to increase profits and respond to market changes.


[bookmark: _heading=h.2s8eyo1]References 
Borg, B. (2020) Music Marketing for the DIY musician: Creating and executing a plan of attack on a low budget. Lanham, MD: Rowman &amp; Littlefield. 
Boyd, D. (2020) Writing a marketing plan. Erscheinungsort nicht ermittelbar: LinkedIn. 
Chernev, A. (2018) The marketing plan handbook. USA: Cerebellum Press. 
Darnell, R. (2021) ‘The right marketing plan’, The Communications Consultant’s Master Plan, pp. 133–141. doi:10.4324/9781003177913-11. 
Diamond, S. (2019) Digital Marketing All-in-one. Hoboken, NJ: John Wiley &amp; Sons. 
FARHAN MASUD, M. (2020) ‘Marketing research and integrated marketing communication plan of oreo’, International Journal of Research Publications, 65(1). doi:10.47119/ijrp1006511120201575. 
Fayed, A.E. (2021) ‘Artificial Intelligence for Marketing Plan: The case for e-marketing companies’, Marketing and Management of Innovations, (1), pp. 81–95. doi:10.21272/mmi.2021.1-07. 
Finch, B. (2019) How to write a business plan: Win backing and support for your ideas and ventures 2019. London: Kogan Page. 
Harvey, E.S. (2020) Developing an integrated marketing plan. San Diego: Cognella Academic Publishing. 
Kolb, B.M. (2020) ‘Implementing the marketing plan’, Marketing Strategy for the Creative and Cultural Industries, pp. 293–317. doi:10.4324/9780367817077-13. 
Linneman, R.E. and Stanton, J.L. (2020) ‘The role of the Marketing Plan in the business plan’, Marketing Planning in a Total Quality Environment, pp. 53–61. doi:10.4324/9781315859224-8. 
McKeever, M.P. (2019) How to write a business plan 2019. Berkeley, CA: Nolo. 
Miskelly, M. (2019) Encyclopedia of major marketing strategies. Farmington Hills, MI: Gale, a Cengage Company. 
Paley, N. (2021) ‘Developing the marketing plan’, The Manager’s Guide to Competitive Marketing Strategies, pp. 247–272. doi:10.4324/9780203736463-10. 
Smith, P.R. (2019) The Sostac Guide to your perfect digital marketing plan. London: PR Smith.
[bookmark: _heading=h.17dp8vu]Appendix
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide2.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide3.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide4.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide5.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide6.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide7.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide8.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide9.JPG]
[image: D:\Fabliha\september\task9\NINA-NEW COLLEGE-Marketing Plan\Slide10.JPG]
1 | Page

image3.jpg
Objectives

> By utilising digital marketing and loyalty programme upgrades, the main goal of this
marketing strategy for the Hilton Hotel is to raise yearly revenue by 15% within the
upcoming fiscal year. This goal is SMART because it contains a specific revenue target of
15%, a method of assessment (year revenue), is reasonable and feasible given the
suggested tactics, is in line with Hilton's corporate objectives, and has a set deadline (the
following fiscal year) for completion. This goal is in line with the plan's primary goal,
which is to boost growth and strengthen Hilton's position as a market leader (Miskelly,
2019).
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Strategy

StrategyValue Proposition: The value proposition of Hilton Hotels is built around unmatched elegance,
outstanding guest experiences, and a dedication to sustainability. Hilton sets itself apart from rivals by combining
exceptional service, green initiatives, and cutting-edge amenities in a seamless manner (McKeever, 2019).

Differentiation and Communication: Hilton willmake use of its standing as the industry leader in hospitality
around the world to effectively communicate this value proposition. The Hilton Honours loyalty programme,
customised guest experiences, and other distinctive selling aspects will be emphasised (Linneman & Stanton,
2020).

Delivery: Well-trained staff members, consistently excellent service, eco-certified business practises, and
cutting-edge guest technologies like smartphone check-in willall contribute to the value offer being delivered
(Kolb, 2020). Energy-saving practises and relationships with eco-friendly vendors will demonstrate Hilton's
dedication to sustainiability.

Customer Segments and Positioning: Harvey (2020) reported that the consumer segments of Hilton are
compatible with this value offer. Efficiency and loyalty rewards will be valued by business travellers, while
opulent experiences and eco-friendly behaviour will appeal to leisure travellers. With this strategy, Hilton is
positioned to lead the luxury hospitality industry and appeal to a large but selective audience.
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According to Chernev (2018), the systematic timeframe for carrying out the

marketing plan is shown in a Gantt chart of marketing activities. It contains
important tasks, accountable individuals, and due dates. The following reasons

support the marketing channels schedule:

»  Customer Behaviour: The timetable is in line with customer research,
representing the peak times of activity and receptivity for marketing
communications among the target market.

» Seasonality: By taking into account seasonal variations in demand, it
enables targeted marketing activities during high-demand times.

»  Competitive Environment: The schedule may be changed to quickly
react to market developments or competitor actions.

» Money Allocation: Activities are dispersed according to resource and
money availability.

>  Campaign Synergy: Assures that different marketing channels work well
together for a well-rounded and effective approach.
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New Customers: Monitoring the rate of new client acquisition through online reservations and
loyalty programme sign-ups will allow you to evaluate the success of your marketing initiatives
(Boyd. 2020).

Customer satisfaction: Regularly surveying visitors to ascertain their level of satisfaction and
assessing online comments to determine areas for development.

Brand Perception: Monitoring brand awareness and sentiment via social media sentiment
analysis. client feedback. and surveys to make sure that consumers have positive perceptions
towards the brand.

Gain in Profits: Analysing how marketing initiatives affect sales and profitability. including
ROI calculations for particular campaigns and bundles.

Market Share: Analysing Hilton's market share expansion within the Iuxury hotel sector and
contrasting it with rivals (Borg. 2020).
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The marketing strategy for the Hilton Hotel addresses the difficulties and possibilities presented
by the present economic climate. Concerns about sustainability are among the obstacles,
along with increased competition and shifting consumer tastes. Following are some
suggestions for overcoming these difficulties:

» Innovative Experiences: By using cutting-edge technology, customised packages, and
environmentalinitiatives, constantlyimprove the guest experience.

» Targeted Marketing: Mcrkeﬂn? strategies should be targeted at particular client segments
in order to take info account their particular demands and preferences.

» Sustainability Commitment: Strengthen sustainable practises and effectively
communicate them to link them with changing customer values.

» Dynamic Pricing: Implement dynamic pricing factics to increase profits and respond to
market changes.




image9.jpg
YYVYY Y VYVYVVYVYOVYY

vvyvy

References

Borg, B. (2020) Music Markefing for the DIY musician: Creating and executing a plan of attack on a low budget. Lanham, MD: Rowman &amp: Litflefield.
Boyd, D. (2020) Writing amarketing plan. Erscheinungsort richt ermittelbar: Linkedin.

Chernev, A. [2018) The marketing plan handbook. USA: Cerebelium Press.

Darnell R. (2021) ‘The right marketing plan’, The Communications Consultant's Master Plan, pp. 133-141. doi:10.4324/9781003177913-11.

Diamond, S. (2019) Digital Marketing All-in-one. Hoboken, NJ: John Wiley &amp: Sons.

FARHANMASUD. M. (2000) Meskaling fsecieh ond inte gl s aling Sommminic ion i o o INGHaRInLiodnal ot Resstamh Publiciifios
65(1). doi:10.47119/irp1006511120201575.

Fayed, AE, (2021] ‘Arfificial Intelligence for Markefing Plan: The case for e-marketing comparies’, Markefing and Management of Innovations, (1), pp. 81-95.
doi:10.21272/mmi.2021.1-07.

Finch, 8. (2019) How fo write abusiness plan: Win backing and support for yourideas and ventures 2019. London: Kogan Page.
Harvey, ES. [2020) Developing anintegrated marketing plan. San Diego: Cognella Academic Publishing.
Kolb, B.M. (2020) ‘Implementing the marketing plan’, Marketing Strategy for the Creative and Cultural Indlusiries, pp. 293-317. doi:10.4324/5780367817077-13.

Linneman, R.E. and Stanton, J.L. (2020) ‘The role of the Marketing Planin the business plan', Marketing Planning in a Total Quality Environment, pp. 53-61.
doi:10.4324/781315859224-8.

McKeever, MP. [2019) How fo write a business plan 2019. Berkeley, CA: Nolo.
Miskelly, M. (2019) Encyclopedia of major marketing strategies. Farmington Hills, Mi: Gale, a Cengage Company.

Paley, N. (2021) ‘Developing the marketing plan’, The Manager's Guide to Compefitive Marksting Strategies, pp. 247-272. doi:10.4324/9780203736463-10.
Smith, P.R. [2019) The Sostac Guide to your perfect digital marketing plan. London: PR Smith.




image1.jpg
Introduction

» This marketing strategy is intended to create a strategic road map for boosting Hilton
Hotel's marketing initiatives in response to the current business climate. Hilton Hotel is a
well-known global brand. I will draw on a number of important domains, frameworks, and
theorists when I frame this approach in order to properly direct my strategy. The SOSTAC
model, which offers an organised approach to planning and execution, is one of them
(Darnell, 2021). In order to evaluate and enhance Hilton's marketing mix, I will also use
the traditional 4Ps framework. In order to improve our competitive positioning, I'll also
use Bowmans' Strategy Clock observations. My suggestions for the marketing success of
the Hilton Hotel will be shaped by these frameworks, coupled with pertinent industry
insights and research.
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