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I. Introduction 
This essay is about analysing and evaluating the role of marketing in creating value for customers, globalisation and the role of stakeholders over the Hilton Hotels.
According to Kotler& Armstrong “Marketing is the process by which companies create value for customers and builds strong customers relationship in order to capture value from customers in return”. (Kotler & Armstrong,2010)
The marketing function is one of the most important aspects of managing a business and there are some reasons why that is, like:
-Marketing makes customers feel valued and is crucial for fostering brand loyalty and it does this through its customers relationship management roles.
-It provides a distinct character to a company and helps it stand out from its competitors.
Marketing has a significant importance because provides crucial information to potential consumers regarding the business and therefore, is the precursor to sales, finance, operations, etc.
Without appropriate marketing, you won't be able to reach close to clients and meet their requirements - and if a company can’t, a rival will.
Well-managed businesses have shifted their focus from personalizing things to providing internationally standardized products that are sophisticated, functional, dependable—and reasonably priced.
A company can expand in other countries because of the globalisation.

II.MAIN BODY 

Globalization is the method that defines the worldwide economy. The development has been formalized and inspired by numerous free or liberalized trade agreements. Globalization may be understood as a holistic development associated with general systems theory, says Dr. David Frum of the World Trade Organization.
The first phase of globalization began in the 1870s and concluded in 1919 with World War I. In the twentieth century, the introduction of electronic communications, most notably mobile phones and therefore the internet, connected billions of people in novel ways. This illustrates how advancements in technology and communication have aided globalization over the centuries.

 SOME FACTORS INFLUENCING GLOBALISATION:
1. Technology: As a result of the introduction of international television, for example, buyers square measure more aware of what's available in alternative countries, and square measure eager to give it a try.
2. Transportation: Businesses can build manufacturing facilities across the globe while maintaining scheduled, frequent deliveries of parts and finished products.
3.  Free Trade: Several trade obstacles have been eliminated, with many of these being dismantled by regional groups of states such as the EU. The WTO has done the most of it. This makes commerce more affordable and, as a result, more appealing to businesses.
4. Removal of capital exchange controls: Businesses in the have been able to move cash from one country to a different in an exceedingly seek for higher business returns. This is due to the control over the movement of cash between two countries by the government. The controls were introduced in the 1990s.
5. Consumer tastes have shifted, and customers are increasingly ready to test new items from other countries: The introduction of international television, for example, has made buyers more aware of what's available in different nations and more eager to give it a try.


Controllable and Uncontrollable Variables In Marketing Environment


Controllable:


A controllable variable is a variable that can be easily controlled by a businessman or company to suit the demand of the business. Controllable variables are those variables that can't be easily influenced by external factors like price, product, promotion, suppliers, place of distribution.


Uncontrollable:

A marketer's activities can be affected by a number of different variables. Marketers must devise ways of undertaking these activities under the umbrella of these variables. These may include technology, legal forces, demography, social and cultural forces, competition, economic forces.

International Marketing orientation

International marketing is the activity of exchanging goods and services on a worldwide scale, or the use of marketing ideas to fulfill individual and organizational objectives in more than one country.
Globalization, technical developments, and the availability of the internet provide a chance to join foreign markets in order to maximize revenues and the reputation of the business. Even though marketing concepts and techniques are similar, foreign marketing is not as simple as domestic marketing. It entails unpredictability, risk, difficulties, and intense competition; therefore, marketers should do an international environment analysis before making critical company decisions.

The EPRG framework examines how strategic choices are made as well as the interaction between headquarters and its subsidiaries. There are four major categories of business attitude toward overseas marketing:

ETHNOCENTRIC:

A firm's ethnocentric approach assumes that the goods, marketing tactics, and techniques used in the home market are comparable to those used in the abroad market. All overseas marketing operations of such a company are planned and carried out with little or no variation in product composition and specifications, price strategy, distribution and promotion methods. 
For example, Walmart's products are consistent throughout.

REGIOCENTRIC:
In a regiocentric strategy, the business embraces a regional marketing policy that covers a set of nations with equivalent market features such as economic, cultural, or political similarities, and formulates operational plans based on region rather than country. 
Pakistan, India, and Bangladesh, for example, are all quite similar. They have a strong sense of regional identity.

GEOCENTRIC:

In the worldwide market, geocentric and regiocentric methods are comparable. The geocentric method necessitates a considerably larger scale of activity. The goal of geocentric marketing is to reach out to "global customers" with similar tastes rather than local ones.
 Nokia, for example, sells items to a comparable type of client all over the world.

POLYCENTRIC:

When a company takes a polycentric strategy to foreign markets, it makes an effort to arrange its worldwide marketing efforts on a country-by-country basis.
The polycentric method is more effective in nations with considerable economic, political, and cultural diversity.
McDonald's, for example, tailors its offerings to the nation in which it operates, such as Maharaja Mac in India, and McLobster in Canada.

The benefits and drawbacks of these orientations vary depending on numerous aspects, including the business's size, expertise in a specific market, the firm's financial condition, product line, and the size of prospective international markets, as well as the degree of marketing orientation utilized by the firm.

The multinational business is completely dedicated to overseas markets and considers the globe as one market in the ultimate stage of international marketing participation, global marketing.

Globalization on Hilton 

Effective human resource management is one of the most important aspects of the hospitality business that will be impacted by globalization. People who work in Hilton Hotels must pay special attention to client satisfaction. They must understand how to please consumers. It is also the company's primary responsibility to please its own consumers, who are their staff.
Another consequence of current globalization in the hotel sector is technology; online bookings are now available, which increases the competitiveness of this sort of business. Customers gain from technology not only in terms of convenience, but also in terms of reporting and system operations accuracy. This is still an important component for effective company operations and accurate reporting to the business, giving the firm a better understanding of its current business status, particularly its profitability.
Hilton Hotel needs to spend much effort in focusing on how to offer business based on effective research and analysis of client needs and preferences, which would almost certainly result in a favourable conclusion. Other factors that contribute to Hilton Hotel's success, aside from its own focus on enhancing business operations and service, can only be attributed to these features. For the first time, Hilton Hotel has helped to raise the prominence of the hotel and catering industry.

Marketing Strategy of Hilton Hotels

  Hilton Hotels & Resorts is one of the largest hotel brands in the world. Founded by Conrad Hilton on May 31, 1919, now owned by Hilton Worldwide. There are more than 570 properties in 85 different countries and territories across six continents.
  The marketing approach will centre on promoting the Hilton hotel as a location that provides great service. The approach will centre on developing and maintaining great client connections in order to retain their loyalty. Customer relationship management efforts will assist the hotel in better understanding its clients' requirements and expectations.

Hilton Hotels will strive to deliver services that provide the highest level of comfort to each customer, putting him or her at rest. In addition, the hotel will place a greater emphasis on innovation to ensure that new items and services are introduced to satisfy the needs of its consumers. In order to develop a solid reputation and brand recognition, each Hilton hotel will have its own individual design.
    Because of Covid-19 Hilton has partnered with Reckitt, maker of Lysol & Dettol, to develop its Clean Stay program. The program provides enhanced training for Team Members, increased cleaning of public areas, wearing masks in public areas  and adjusted food & beverage service. Hilton is the world's largest hotel chain. They also are offering support to their clients by a price match guarantee, travel plan flexibility, etc.

Business clients, tourists, conference visitors, heads of state, actors, and musicians are all catered to by the hotel's services. Each customer will be attended to by a different staff to guarantee that he or she receives premium customized treatment. The hotels are intended to serve visitors, business travelers, and big convention groups.

Marketing Mix of Hilton 


The marketing mix is a method that assists businesses in choosing which components must be combined in order to reach their marketing goals and objectives. Finally, this incorporates the four Ps of marketing: product, pricing, location, and promotion.
These are the essential components that must be combined in order to properly develop and market a brand's distinct value and help it stand out from the competition.

In his 1960 textbook, Basic Marketing: A Managerial Approach, Jerome McCarthy introduced the present form of the 4 Ps. For more than 50 years, these characteristics have served as a standard manner of outlining marketing strategies.

Product

Clients may reach Hilton through a variety of media types. Customers have the option of making reservations online through Hilton hotel websites in many areas around the world. Customer service representatives are constantly available to answer consumers' questions about the services they provide.( Different types of rooms : apartments , double rooms , conference halls , spa ,restaurants, events and meetings rooms etc)

Place
Clients may reach Hilton through a variety of media types. Customers have the option of making reservations online through Hilton hotel websites in many areas around the world. Customer service representatives are constantly available to answer consumers' questions about the services they provide.( More than 730,000 rooms all over the world)

Price

The hotel has several pricing categories for various items based on the level of comfort, service, and exclusivity. The pricing approach used is relevant to the tastes of the clients, who are primarily recruited from the top income strata of society. Prices reflect their favorable characteristics. ( Premium pricing = high quality for all services supplied, guaranteed lowest price when you book direct with Hilton)


Promotional Strategy

The hotel will place and air advertisements in certain areas and media. The firm will display at numerous trade shows throughout the world, where its customer representatives will market its products to prospective customers. The firm will collaborate with airlines and tour operators to offer goods that are tailored to certain consumers at different periods of the year.
The firm's public relations function will be used to build strong connections with clients and increase consumer satisfaction. This will be used to encourage consumers to return and to suggest their friends and family to stay at the hotel.( The budget for advertising is more than £ 190 millions per year)

The role of Marketing in Creating Value for Customers 

A good marketing plan is essential in any organization for creating a brand, acquiring new consumers, and sustaining loyalty. The hotel sector is no exception. Because consumer loyalty is so important, marketing managers and executives invest a significant amount of time and money to increasing brand recognition and developing continuous, linked initiatives. These marketing activities often involve both print and digital content aimed at both returning guests and acquiring new customers. However, this business has its own set of problems that must be solved. Understanding the significance of marketing in the hospitality business may assist you in getting ahead and standing out in a competitive employment market.
Companies in the hotel sector employ a variety of strategies to create and maintain an efficient marketing campaign. The following are some general tactics used by Hilton Hotel and other hotels to ensure brand success.

RESEARCH

Customers select hotels and other forms of hospitality for a number of reasons. Companies must ensure that they are delivering what purchasers are looking for, from location to amenities and incentives. Marketers' duty is to determine what variables influence customers' decisions to use a specific hospitality service, which necessitates considerable research. Marketing experts understand what makes a hospitality service stand out and how it can be enhanced by chatting with current and past guests, monitoring customer evaluations on websites, examining industry statistics, and more.
For example, Hilton is offering a large variety of services like restaurants, pools, spas, gym, parking, etc.


AWARENESS

Potential consumers cannot acquire a service if they are unaware of its existence. This is where brand recognition comes into play. Marketers ensure that hotel, resort, and restaurant information is easily available and up to date. They can accomplish this by purchasing advertising space on relevant travel websites and social-media channels  developing an interesting website, and working with other, non-competing hospitality businesses in the same area. Ex: Hilton has announced the launch of "to new memories," its first worldwide marketing campaign since the covid-19 epidemic.

PROMOTION

Another effective approach for recruiting consumers is to conduct specials at specific periods of the year, typically when business is slow. Marketing experts do this in a variety of methods, including the introduction of incentives and the provision of incentives. Have you ever bought a Groupon for a spa weekend? That's how you get ahead at work. For example Hilton has a multitude of promotions like “ A night with us”, special prices for some location  and others.

RELATIONSHIPS

Good client connections are essential for ensuring high levels of repeat business. Repeat consumers not only promote a business through word-of-mouth and social media, but they also generate a consistent income stream. Customer loyalty programs, which reward consumers who use a certain hospitality service on a frequent basis, are one method to create connections.  Hilton is rewarding the loyal customers in different ways for example “Earn 100K Bonus Points, plus up to $100 in Statement Credits with the Hilton Honors American Express Card.

STAKEHOLDERS

A stakeholder is any person, group of people, or organization who may influence or is influenced favourably or adversely by the business.
 The stakeholders can be divided in two types : 
· Internal stakeholders
· External stakeholders.
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   Internal stakeholders are persons who are actively involved in a firm's activities or own stock in the company. These include a company's owners, workers, and investors. Internal stakeholders, also known as main stakeholders, are involved in the decision-making process. These stakeholders offer services to the firm and are significantly influenced by its outcomes, decisions, and performance. They are also aware of all of the company's internal problems. Internal stakeholders include all employees, persons, and groups who work for the organization. Internal stakeholders include all people who work for the organization, including workers, individuals, and groups.
  Internal stakeholders typically have a substantial effect on an organization's operations. Owners, for example, are the ones who make important company choices. Furthermore, managers and workers are actively involved in a company's everyday operations and make numerous judgments on a daily basis about various commercial activities.
The business cannot flourish without consumers. Customers who appreciate services and products are more likely to purchase the product again in the future (Gitman et al., 2018). As a result, client loyalty to the organization can boost the Hilton Hotel's financial success. Furthermore, when consumers refer friends and family to the Hilton Hotel, the financial performance improves.
  Employees may help the organization's financial performance by being totally devoted to their work and providing great services to consumers. Customers are satisfied as a result, and they become loyal to the firm. Customers who are well-treated and served may have better financial results. Employees, on the other hand, can only do this if they are given the proper work.
 Profits in the firm can be increased by having healthy business partners. Suppliers are among the numerous stakeholders in supply chain management at the Hilton Hotel. Negotiations between suppliers and the organization can have an impact on the amount of money going into and leaving the organization. As a result, suppliers may assist businesses in cutting expenses by offering goods at competitive prices.
    External stakeholders are individuals, groups, enterprises, and organizations who are not directly affected by the performance of the business. These stakeholders may be concerned about the organization's performance and success, but they are not directly impacted by it. They are also known as an organization's secondary stakeholders.
  These external parties constitute the business environment of the organization. They use the financial information and other publicly available information about the company to become aware of its profitability and performance.
    External stakeholders are not involved in an organization's day-to-day operations; nonetheless, organizational actions have an influence on them. They are unaware of the company's internal difficulties and deal with them from the outside. Customers, raw material suppliers, clients, creditors, rivals, middlemen, and the general public are examples of external stakeholders.
 For example the Communities are external stakeholders and their are interested how Hilton business model is impacting the local community. 
 Another external stakeholder is the Government and Hilton has to comply with the laws and corporate taxation.
 A third and final example of external stakeholder is the Competition .  When it comes to the Hilton Hotel, they solely focus on lodging and providing guests with a nice stay. Other hotels provide transportation from their clients, making it more dependable and easy for the consumers. Clients may be drawn to these hotels because of the added service of transportation, putting the Hilton Hotel at danger of losing customers.

III  Conclusion

A good marketing plan is essential in any organization for creating a brand, acquiring new consumers, and sustaining loyalty. Marketers' duty is to determine what variables influence customers' decisions to use a specific hospitality service.
 Businesses can build manufacturing facilities across the globe while maintaining scheduled, frequent deliveries of parts and finished products. Free Trade has made commerce more affordable and, as a result, more appealing to businesses. Consumer tastes have shifted, and customers are increasingly ready to test new items from other countries.
 Hilton has announced the launch of "to new memories," its first worldwide marketing campaign since the covid-19 epidemic.
Hilton Hotel is one of the leading names in the hospitality industry. The hotelier has published a paper on how to improve customer service, effective pricing strategy and effective human resource management. Hilton says that no business can exist without proper marketing study which is an essential tool to used to be successful.
Every firm and organization cannot flourish on their own; instead, they require the assistance of other businesses from various industries. Hilton Hotels, a major business in the hospitality industry, has demonstrated this interdependence. Furthermore, the many stakeholders have an important influence in the success and growth of a firm.
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