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1.0 Introduction
Hilton brand was founded by Conrad Hilton in1919 with the opening of the first Hilton hotel in Cisco, Texas. The first high rise Hilton hotel was build in 1955 when the Hilton San Francisco Union Square The opened in California. Since then, the Hilton brand has expanded globally, and there are now 5,600 Hiltons properties and 1,500 properties in development in 122 countries and territories, also the company has welcomed more than 3 billion guests in its 100-year history of Hilton as per the ‘’ Hospitality Net’’, 2021. The purpose of this essay is to create a marketing plan following SOSTAC what is used in business planning and is one of the most important digital marketing strategies.
2.0 Main body

1. Situation Analysis 
[bookmark: _Hlk129338096] Hilton is one of the most spread hotel and resort all around the world offering excellent service and ambiance to their guests. According to C. Inkson and L. Minnaert (2012, p 344), principal of marketing is that companies and organisations achieve their objectives most successfully by focusing on satisfying customer needs more than competitors do. Hilton hotels differentiate from its competitors as Marriot, Holiday Inn, Hyatt, Ritz Carlton offering the highest level of standards and integrating IT systems into various aspect of service provision, as per Business Research Methodology (2016). Following similarity web comparing Hilton with Marriot hotels for the last three month, can see strong competition between them as example: global total rank: Hilton 194,462 and Marriot 791, industry rank: Hilton 960 and Marriot 7, total visitors: 904,584 and Marriot 146,3M, desktop distributions: Hilton 41,6% and Marriot 50,6%, mobile: Hilton 58,4% and Marriot49,4%, monthly visits: Hilton 301,528 and Marriot: 48,78M,visit over time: Hilton 904,584 and Marriot146,3M, geographic by country Marriot is mostly choose better than Hilton, paid search: Hilton is to lead with 14,92% referrals: Marriot.com is leading with 10,86%, media websites also Marriot is up in front of Hilton and social, Marriot is 1,59% in top of Hilton. Adding the situation analysis, SWOT involve to identify the strengths, weakness, opportunities and threats. Hotel segmentation is based on social class, high service, spa, gym, and delivering exceptional experience to their guests. Hilton hotel targeting position in the marketing is based on building hotels in popular locations as centre of cities, airports and travel locations. Following Bowmans strategy clock, can analyse Hilton hotels position as risk margins with high price which means, customers very high financials can afford to stay at Hilton. The company established relationship and partnership in the B2B with a several brands as airlines: Delta Air Line, Etihad Airways, Qatar Airlines, several brands and transport companies as Uber. Also, Hilton is in relationship with platform Booking.com, suppliers, service providers. Moreover, the hotel established franchised partnerships expanding into new markets. The climate of Macro Analysis is to analyse business of frame work. To increase occupancy rate 10% within the next six months through targeted digital advertising and promotional offers to drive more direct bookings to the hotel website. The objectives are specific, measurable, attainable, realistic and timely, which are the five characteristics of SMART target.

2.0 Objectives
The objective of Hilton hotels is to provide the customers service offerings of high standards. The goals to identify area, location where each hotel could improve their marketing efforts in orders to increase customer loyalty and attract more customers focusing on tourist places, airports, business centre. Internationally, Hilton hotels are focusing to expend the social media presence, on development of tourism in all around the world and on the sustainability and wellness in their marketing material. The companies evaluating constantly the market carefully to expand successfully in the future.

3.0 Strategy
The Kelliyn Smith Kenny (2019), Hilton enterprise marketing strategy to reach their customers and potential guests. Also, the marketing strategy is based on consumers and loyal customers who are members of Hilton. With the globally challenging of high inflation, it is very important to keep their standards high focusing on the responsible travel globally and give the opportunity to their customers offering attractive packets, reasonable offers and discounts for their customers stay. Hilton offering 15% off to their members. Also, it is important for the company to think bigger on reducing costs, investing more in marketing and promotion. As per Business wire (2022), Hilton is debuting big advertising campaign ‘’Hilton For the Stay’’, to improve the customers expectations, to expand the brand and to expose the realness of travel using all the platforms as TV, audio, media, print and influencers. 

4.0 Tactics  
Hilton hotels are offering with their service high standards and ability for customers to enjoy their stay with accessibility to free WIFI, B&B packages, quality, atmosphere, check in from personal smartphone, points to their guest being based as business. Secondly, the company differentiating very much through the details with impeccable uniforms and service. Important impact for companies marketing is the employee’s caring attention to details to meet the customer’s needs and a spotless service. As happy customers with good experience, the company has guaranteed customer loyalty and recommended the experiences. To locate the area Hilton hotels, are following a variety of channels to reach potential guests. One of the most popular channels used by customers is Booking.com, social media platforms with advertisement, Facebook, Twitter, Instagram by maintaining activities and events. As to say, Hilton makes marketing campaigns including newspapers, tv, online. Hilton has the partnership with travel agents and influencers add a big plus on finding more customers looking for expensive taste and are on business trips. The price strategy may be different from location, country and currency. The marketing environment can be shared after situation analysis as: tax policy, stability of government, cost of leaving crisis, inflation, environment regulation, unemployment policy, taxation, customers confidence, demographic growth, health consciousness, trends, cyber security, Ukraine situation is a big negative impact for customers and businesses. In light of the tourism industry, promoting very good the business attracts the curiosity of new customers and all public. Hilton as a brand is focused on promoting sustainability, wellness, spa, comfort, stile and in special are focussed on businesses. Not to forget some of the hotels are in wonderful destination all around the world. An important aspect is the company investment seeing in opportunity programs. Also, Hilton has different activities as donation program, is in partnership with urban communal garden helping locals with incomes.  The company prices are high compare with other five stars hotels differentiate from the country, location, currency. In hospitality industry Hilton is a very strong brand keeping connection with the customers direct and indirect using advertising, publicity, sales promotions for their members, emails, social media and the platforms to be found very easy as booking.com being engaged with their customers and business partners. 

3.0 Actions
 The Gannt Chart schedule for Hilton hotels, it is important that in quiet months the company has to keep the customers closed with discounts, promotions, attractive offers and reasonable price for their stay. Hilton is in continuous expansion and development to increase customers all around the world with professional services focusing on customers to improve their marketing efforts. The company marketing channel is community building, email marketing, offline adds and value of customers. For the business to succeed is mandatory to be in continue development and evolution to increase the success and to offer a reasonable price for the services.

4.0 Control 
Hilton hotel is a very strong company in the hospitality industry and for the market having control all around the world. Also, as five stars hotel it is mandatory to keep the standards high for the consumers and for the company’s rivals. However, Hilton has to be in continuous development to attract new customers all around the world, to keep the high standards and attract more businesses. For that its crucial to give to the quests positive attitude, confidence and unique experience. The development in the industry helping the company to increase profit constantly.

5.0 Conclusion
In conclusion, Hilton has a strong marketing strategy and tailored to the audience. In essence there are always more opportunities to improve customer numbers. Monitoring and evaluating their marketing efforts and constantly making adjustments, Hilton hotel can remain competitive in the hospitality industry. For more than 100 years Hilton, enjoying real success with a strong popularity specially on social media. Not to mention that the future looks very promising and ambitious. Not forget to mention: Hilton as a brand is offering services and opportunities to their guest to enjoy Hilton not just for business but also having holidays in spectacular locations all around the world.
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7.0 Appendices 
1.0 SWOT identify the strengths as strong brand recognition and reputations for the quality of services, well established with travel agencies and airlines, strong sustainability and corporate social responsibility. Secondly, the weaknesses of the Hilton are: bad reviews, the competitions from other hotels, overpriced for services, over staff. Thirdly, the hotel opportunities are diversifications in offering wellness treat, social media marketing, partnered ship with another companies or brands to create experience for customers and constantly expending. Fourthly, the threats can be the economic and political instability can affect the tourism industry, changing customers preference, increased competition from other hotels brands, potential reputation damage from negative customers experience.
2.0 Macro Analysis focused political as: tax policies, stability of government, the conflict in Ukraine, Brexit. Secondly economical as: inflation rate, taxations, consumer confidence. Thirdly, social as: demographic growth, young populations. And technological as: access to information, disruptive technology company has objectives to provide services for the community at either local or national level as per Travel Web.




















3.0 Bowman’s clock – Hilton is risky, hight Margins and hight price
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Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.

Project Lead

T

T

TASK Metrics STA END

Sample phase title block

Advertising 

Tv How many views.  aprilseptember

Radio Promotional code januarynovember

PPC Click rate januarydecember

facebook january december

Activity/Channel  MonthMonth

This is an empty row

Personal selling

T

facebook januarydecember

intagram  januarydecembre

email marketing januarydecember

local news januarydecember

linkedin  januarydecember

Sales promotion

15% off for members january march

free breakfasst january february

add travel points  january december

Activity/Channel  MonthMonth

Activity/Channel  MonthMonth

Public relations

local bussinesses  januarydecember

partneship  januarydecember

sustainability januarydecember

helping communitys  ja nuary december

Activity/Channel  MonthMonth

Direct marketing

influencers januarydecember

social media add januarydecember

travel agents januarydecember

Activity/Channel  MonthMonth
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ProjectSchedule

		Create a Project Schedule in this worksheet.
Enter title of this project in cell B1. 
Information about how to use this worksheet, including instructions for screen readers and the author of this workbook is in the About worksheet.
Continue navigating down column A to hear further instructions.		Communications Plan

		Enter Company Name in cell B2.		Company Name		 HILTON UK

		Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.		Project Lead		cristina silva pita				6 .03.2023  

		The Display Week in cell E4  represents the starting week to display in the project schedule in cell I4. The project start date is considered Week 1. To change the display week, simply enter a new week number in cell E4.
The starting date for each week, starting with the display week from cell E4, starts in cell I4 and is auto calculated. There are 8 weeks represented in this view from cell I4 through cell BF4.
You should not modify these cells.
Display Week: label is in cell C4.																November														December														January														February														March														April														May														June														July														August														September														October														November

		This row contains headers for the project schedule that follows below them. 
Navigate from B6 through BL 6 to hear the content. The first letter of each day of the week for the date above that heading, starts in cell I6 and continues through cell BL6.
All project timeline charting is auto generated based on the start and end dates entered, using conditional formats.
Do not modify content in cells within columns after column I starting with cell I7.		TASK		Metrics				START		END

		Do not delete this row. This row is hidden to preserve a formula that is used to highlight the curren day within the project schedule. 														

		Sample phase title block		Advertising 												

				Tv		How many views. 				april		september				ERROR:#VALUE!

				Radio		Promotional code				january		november				ERROR:#VALUE!																														15%														15%														10%														10%														speccia offer to the members and add travel points														offers for extrentisc destinations 														check in and free cancetations plus welcome guests with free drink														honeymoon discounts and free botle of shampagne on the room														discount for b&b														the meetings room having acces to free soft drinks and free snaks														15% for rooms and b&b

				PPC		Click rate				january		december				ERROR:#VALUE!		2 post a week,10 000 cliks														10 posts a week, 100,000cliks														2 posts a week, 8000 click														2 posts a week, 7000 cliks 														2 posts a week, 7000 clocks														3posts a week, 10 000 cliks 														3 posts a week, 15000 clicks														4 posts a week, 15000 cliks 														5 post a week, 20 000 clicks														5 posts a week, 20 000														3 posts a week,15 000														2 posts a week, 10 000click														2 post a week, 8 000

				facebook						january 		december				ERROR:#VALUE!																														tt

				Activity/Channel 						Month		Month				ERROR:#VALUE!

		This is an empty row		Personal selling												

		This row marks the end of the Project Schedule. DO NOT enter anything in this row. 
Insert new rows ABOVE this one to continue building out your Project Schedule.		facebook						january		december				ERROR:#VALUE!																														two

				intagram 						january		decembre				ERROR:#VALUE!

				email marketing						january		december				ERROR:#VALUE!

				local news						january		december				ERROR:#VALUE!

				linkedin 						january		december				ERROR:#VALUE!

				Sales promotion												

				15% off for members						january 		march				ERROR:#VALUE!

				free breakfasst						january 		february				ERROR:#VALUE!																																																																																																				 

				add travel points 						january 		december				ERROR:#VALUE!

				Activity/Channel 						Month		Month				ERROR:#VALUE!

				Activity/Channel 						Month		Month				ERROR:#VALUE!

				Public relations												

				local bussinesses 						january		december				ERROR:#VALUE!																																																																								 

				partneship 						january		december				ERROR:#VALUE!

				sustainability						january		december				ERROR:#VALUE!

				helping communitys 						ja nuary 		december				ERROR:#VALUE!

				Activity/Channel 						Month		Month				ERROR:#VALUE!

				Direct marketing												
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		SIMPLE GANTT CHART by Vertex42.com

		https://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html

		About This Template

		This template provides a simple way to create a Gantt chart to help visualise and track your project. Simply enter your tasks and start and end dates - no formulae required. The bars in the Gantt chart represent the duration of the task and are displayed using conditional formatting. Insert new tasks by inserting new rows.

		Guide for Screen Readers

		There are 2 worksheets in this workbook. 

TimeSheet
About

The instructions for each worksheet are in the A column starting in cell A1 of each worksheet. They are written with hidden text. Each step guides you through the information in that row. Each subsequent step continues in cell A2, A3, and so on, unless otherwise explicitly directed. For example, instruction text might say "continue to cell A6" for the next step. 

This hidden text will not print.

To remove these instructions from the worksheet, simply delete column A.

		Additional Help

		Click on the link below to visit vertex42.com and learn more about how to use this template, such as how to calculate days and work days, create task dependencies, change the colours of the bars, add a scroll bar to make it easier to change the display week, extend the date range displayed in the chart, etc.

		How to Use the Simple Gantt Chart

		More Project Management Templates

		Visit Vertex42.com to download other project management templates, including different types of project schedules, Gantt charts, tasks lists, etc.

		Project Management Templates

		About Vertex42

		Vertex42.com provides over 300 professionally designed spreadsheet templates for business, home, and education - most of which are free to download. Their collection includes a variety of calendars, planners, and schedules as well as personal finance spreadsheets for budgeting, debt reduction, and loan amortisation.

		Businesses will find invoices, time sheets, inventory trackers, financial statements, and project planning templates. Teachers and students will find resources such as class schedules, grade books, and attendance sheets. Organise your family life with meal planners, checklists, and exercise logs. Each template is thoroughly researched, refined, and improved over time through feedback from thousands of users.
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