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Introduction
The marketing plan aims to define marketing opportunities and develop a communication strategy for Hilton Hotels in the current environment. The marketing plan entails analysing the macro and microenvironment to offer recommendations to the business of interest. The marketing plan is being prepared for Hilton Hotel's top management so that they can learn of the solutions to the current issues that adversely affect the business enterprise. The paper will rely on the following framework models, i.e., Swot analysis, Ansoff’s matrix, PESTLE analysis, and 4Ps. The models will assist in scrutinizing the internal and external business environment, including the strengths and challenges the hotel faces.
Situation Analysis 
The five ‘C’s model entails company, competitors, customers, collaborators, and climate. 
1. Company 
Under the company, Hilton Hotel is a global hotel firm famous around the globe for its outstanding services in the hospitality industry. The company has outlets worldwide and its customer service and loyalty initiatives (DeYeso, 2019). The firm has faced challenges associated with local competition and regulatory inconsistencies. 
2. Competitors 
The hotel has well-known competitors, which include InterContinental and Hyatt. The competitors have their advantages; thus, Hilton is supposed to continue distinguishing its products from those of the rest of the hotels (Lebedieva et al., 2019). The indirect competitors associated with Hilton Hotels include alternative accommodations like Airbnb.


3. Customers 
One can look at demographics, preferences, and loyalty programs to comprehend situational analysis at the Hilton Hotel. The customer base entails all kinds of travellers, business-class clientele, and families (Niemelä, 2019). Being aware of the demographics of the clients assists in adjusting services to suit various customer needs. Viewing customer feedback enables the business to understand the clientele's preferences. The company’s loyalty program plays a pivotal role in retaining customers.
4. Collaborators 
Hilton Hotels takes pride in collaborating with several travel companies and airlines. The company assesses the interactions with suppliers to avoid shortages of primary commodities.
5. Climate 
Hilton analyses economic trends and aspects influencing tourism and travel and helps the firm speculate problems. The hotel has embraced advanced technology through AI-driven services and the application of intelligent technology (Nozdreva & Churakova, 2021). The firm seeks to understand different cultural preferences and societal trends, which help them, tailor their services to suit their customer needs.
Marketing Mix at Hilton Hotel
4Ps refers to product, price, place, and promotion, which help develop marketing techniques.
1. Product 
Hilton Hotel provides a variety of services ranging from accommodation to dining options as well as fitness services. The hotel takes pride in a consistent brand reputation that assures clients luxury and outstanding customer experience (Stewart et al., 2022).
2. Price
The company utilizes dynamic pricing techniques, which enables the business to charge different fees based on the time of booking, special occasions, and demand for the services and products (Zeng, 2021). Hilton Hotel also gives discounts and customer-friendly packages to reward loyal clients. The hotel justifies its premium pricing by delivering quality services.
3. Place
Hilton boasts of having strategically located outlets in many countries around the world (Kotler et al., 2021). The company relies on various distribution channels, including its website and online travel agents. Its physical locations are selected for easy accessibility.
4. Promotion 
Several advertising and promotion campaigns are behind the success and growth of Hilton Hotels. The firm relies on television, print, and various online sites. Different digital channels are employed to interact with the target audience, for instance, social media platforms and the use of emails (Niemelä, 2019). Hilton Hotels collaborates with travel influencers and airlines to advertise its services and products. 
SMART Objective
S- Grow the number of clients rapidly in all their outlets
M- Increase the number of clients by 25%
A-Increase the number of clients 
R-Grow the numbers of clients by 25% through applying various promotional strategies like social media marketing
T- Grow the number of clients by 25% within the first quarter of 2024

Strategy
The new value proposition at Hilton Hotel aims to enhance customer experience differentiation, improve sustainability, and address changing trends in the hospitality sector. Personalizing services can improve customer experience, proving their dedication to customer satisfaction (Matteucci, 2020). Personalization tailors customer services to meet the increasing demand for quality services and products. Embracing sophisticated technology would enhance the guest experience by bringing contactless check-ins and smart room platforms into place. Adopting advanced technology will enable the business enterprise to address emerging sector trends. The Hilton hotel should embrace sustainable practices through an alleviated environmental footprint and initiating eco-friendly policies, a primary element of the new value proposition (Niemelä, 2019). The business will rely on Ansoff’s matrix. Some changes that should be made to the marketing mix include emphasizing social media marketing because of its increased popularity in the contemporary world. Utilizing social media will enable the business to attract the attention of a wide variety of potential customers.
Tactics
RACE/ Communications Mix at Hilton hotel
Research, Action, Communication, and Evaluation is a communication framework that assists Hilton Hotels in implementing their communication strategies.
1. Research 
Hilton Hotel undertakes market research to comprehend client preferences, contemporary trends, and competition status (Van Ruler, 2019). Customer surveys and feedback enable the hotel to obtain valuable information from clients.
2. Action
Some of the primary actions taken by Hilton include introducing new amenities, advancing technology, and effecting sustainable practices. The hotel has also embraced operational adjustments like bringing into place digital transformations (Legrand et al., 2022). Digital transformations are essential for the growth and expansion of Hilton Hotels.
3. Communication
The company utilizes a variety of communication avenues like public relations and social media. Hilton uses its website and various social media sites to persuade clients. Strategic public relations assist Hilton Hotels in controlling its brand reputation (DeYeso, 2019). The company communicates every community initiative on its website and other avenues. 
4. Evaluation 
The company uses KPIs to gauge the effectiveness of its communication techniques. The firm uses regular surveys to obtain customer feedback (Banjac & Palić, 2021). Evaluation assists the firm in comparing its communication performance with that of its primary competitors. 
The hotel has a good presence on primary social media sites like Twitter, Instagram, and Facebook. Social media platforms reach potential clients because of their popularity. Some of the improvements that ought to be made to the utilization of social media sites at Hilton Hotels include presenting more interactive content. Hilton Hotel's website also has a busy website associated with heavy traffic (DeYeso, 2019). The users of the website need hospitality services. One of the improvements concerning the company's website is optimizing the website for mobile responsiveness. The communication channels at the firm are consistent (Eagle et al., 2020). The communication is in tandem with the brand reputation. The improvements as far as communication is concerned include undertaking client surveys to comprehend customer expectations. Scrutinizing the social media presence of the primary competitors identifies the practical approaches successful firms use in the hospitality industry.
Action 
Gantt chart of marketing activities: Marketing channels schedule
	Task
	Start Date
	End Date
	Duration 

	Market Research
	2023-11-20
	2023-11-23
	3 Days

	Strategy Development
	2023-11-24
	2023-11-26
	2 Days

	Campaign Planning
	2023-11-27
	2023-11-29
	2 Days

	Execution 
	2023-11-30
	2023-11--02
	3 Days

	Evaluation and Reporting
	2023-11-03
	2023-11-06
	3 Days



The marketing activities of interest pertaining Hilton hotel include market research, strategy development, campaign planning, execution ad evaluation and reporting. The firm relied on social media marketing, television and print marketing (Morrison, 2022). The above-mentioned approached are relevant and practical for Hilton marketing department. Many people will be reaching through the social media channels because of their popularity in the contemporary world. 
Control
How to Measure Success/Metrics/KPI’s? New Customers? Positive Attitudes Towards Brand? Increase Profits.
Several KPIs enable measuring the success of communication strategies at the Hilton Hotel. The online presence metrics entail monitoring the website traffic and conversion rates. The key performance indicators include monthly unique check-ins, page views, and whether the visit converted to clients for hotel bookings (Zeng, 2021). The key performance indicator for the social media analysis provides follower growth, shares, and likes, and its measurement involves checking increased numbers and engagement levels (Adeola & Olaniyi, 2022). Email marketing metrics entail KPIs like subscriber growth and open rates (da Conceição, 2019). The measure involves open and click-through rates and smooth email communications. Checking on the financial metrics is the other area of scrutiny. The KPI for financial metrics includes year-over-year revenue growth and is measured by checking the status of revenue and profit.
Conclusion
Some of the challenges of the marketing plans include increased competition, digital disruptions, changing customer behaviour, global crisis management, and technological advancements. Keeping up with technological advances is a costly affair for Hilton Hotels. Unexpected occasions can negatively influence the hospitality sector. Consumer preferences change, demanding many installations to suit the new trends. Online digital platforms have changed the booking space, affecting direct bookings. The hotel industry is characterized by stiff competition. Adapting affordable technological advancements would help resolve the problem of technological advances. Conducting competitor analysis to understand the status of the competition would help Hilton Hotel. Optimization of Hilton Hotel's online presence would propel the firm to greatness. 
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