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   Introduction:
The goal of this marketing plan is to contribute to the Hilton Hotel chain improve an unfavourable circumstance and make the most of a promising promotional opening. The plan's primary objective is to create a sustainable communications strategy that would appeal to eco-conscious vacationers. SOSTAC (Situation, Objectives, Strategy, Tactics, Action, Control), the 4 Ps of marketing (Product, Price, Placement, and Promotion), and Ansoff's Matrix (a strategic framework for market expansion plans) will all be used as building blocks for the plan's structure. These models offer a systematic way to assess local and global contexts, zero in on key stakeholders, and plan for maximum marketing impact.

      Situational Analysis:
SWOT Analysis:

	Strength
	Weakness
	Opportunities
	Threats

	Strong brand reputation and recognition
	High operational costs
	Technological advancements in the hospitality industry
	Intense competition from other luxury hotel brands

	Strong financial position
	Need to adapt to changing consumer preferences
	Growing demand for sustainable luxury accommodations
	Economic uncertainty or fluctuations 

	Strong presence in key global markets
	Potential dependency on third-party booking platforms
	 Expansion into emerging markets	
	Disruption from alternative accommodations (e.g., Airbnb)	

	Wide range of luxury properties
	Vulnerability to economic fluctuations
	Rising interest in experiential travel	
	 Political and regulatory changes 

	 Extensive loyalty program (Hilton Honors)
	Limited presence in certain emerging markets
	 Increasing focus on personalized experiences
	Consumers' expectations and tastes are changing




   Customers (Segmentation and Targeting):
For a marketing campaign to be successful, segmentation and targeting are musts. The demographic, psychological, and behavioral characteristics of Hilton Hotel guests can be used to divide them into distinct groups. It can learn more about the customers' habits and preferences with the help of solutions like Similar Web. Knowing this will allow for more targeted advertising to certain groups of consumers, such as those with a preference for green travel, business travelers, and high-end vacationers (Aksu et al., 2022).
   Competitors: Hilton Hotel’s position in the market can be visualized in relation to its competitor’s using a perceptual positioning map, which considers criteria such as price and luxury level (See Appendix 1). Hilton can differentiate its brand and create a USP by studying the strengths and shortcomings of its rivals (Gigauri, 2019).
  Collaborators: Hilton Hotels has a convoluted web of business-to-business ties, joint ventures, and franchisees through which it operates. The brand's visibility and popularity may both increase as a result of such partnerships. Finding the right people to work with and maintaining those connections is essential. By working with various partners including travel agencies, airlines, and online travel platforms, Hilton can boost both bookings and awareness (Fu et al., 2020).
  PESTEL Analysis: Political situation, impact tourism, economic stability, and geopolitical conflicts. Economic variables include GDP growth, currency rates, and disposable income. Trends, habits, and cultural preferences are societal factors that change. Smart room, mobile app, and online booking system innovations lead technology. Legal considerations include labor, safety, and privacy regulations. Environmental concerns include climate change fear and eco-friendliness. (Roy and Chowdhary, 2021). (See Appendix 2)
   Marketing Mix: The marketing mix consists of the 4 Ps: product, price, place, and promotion. Hilton Hotels needs to ensure that its product offerings meet the needs and desires of the target market (Yin et al., 2022). Pricing strategies should be competitive yet reflective of the brand's value proposition. Developing a well-rounded marketing mix will help Hilton effectively reach its target market and achieve its marketing objectives (Cruz Milian, 2022).

   SMART Objective for the Marketing Plan:
To enhance the proportion of ecologically aware tourists opting for Hilton Hotels by 15% in the upcoming year via execution of a comprehensive communication plan that prioritizes sustainability (Bhandari and Sin, 2023).
   Strategy: Hilton Hotels will use Ansoff's matrix for growth (Kappr and Kapoor, 2021). Market and product development are priorities. Targeting eco-conscious travelers and emerging markets is market development. Eco-friendly amenities and services will improve guest experience during product development (Bondarenko et al., 2019). Hilton Hotels will offer energy-efficient features, recycling programs, and locally sourced organic food. Sustainability efforts might be priced accordingly. Targeted digital marketing efforts, social media participation, and environmental organization partnerships will promote the brand's sustainability (Bondarenko et al., 2019).

   Tactics: Although the Hilton Hotel current strategy is remarkable, but they need to revise it in order to stand in front of competitors. Their email marketing strategies and landing page optimization need consideration. They are lacking in their campaign’s promotion and citizens engagement. The RACE framework will handle the situational analysis' challenges and successfully express Hilton Hotels' new value proposition of sustainability-focused premium hospitality (Putri, 2021). RACE—Reach, Act, Convert, and Engage—structures communications planning. These include: 
1. Reach: 
· Digital Marketing Campaigns: To attract more environmentally concerned customers, Hilton Hotels will run digital marketing campaigns with specific goals in mind. Advertising on social media platforms, search engines, and display networks are all possibilities. The environmental efforts and distinctive selling point of the brand will be featured in these advertisements (Rautela, 2021).
· Influencer Partnerships: The message may be amplified and spread to more people by partnering with prominent environmental advocates, travel bloggers, and social media influencers (Putri, 2021).

2. Act:
· Sustainable Packages and Offers: Hilton Hotels will promote their eco-friendly amenities and activities with limited-time deals and bundles. Guests who opt for sustainable activities or meals may receive preferential treatment, such as lower prices (Rautela, 2021).
· [bookmark: _Toc6785]User-Generated Content: User-generated content and social proof of the brand's commitment to sustainability can be developed through social media contests and the use of hashtags to encourage visitors to share their sustainable experiences at Hilton Hotels (Putri, 2021).
3. Convert:
· Personalized Email Campaigns: Hilton Hotels will use targeted email marketing to attract new customers and retain existing ones. The emails will emphasize Hilton Hotels' sustainability efforts, exclusive deals, and other advantages (Safanta et al., 2019).
· Landing Page Optimization: A higher conversion rate can be achieved by optimizing landing pages on the website to emphasize sustainability and the unique value proposition (Putri, 2021).
4. Engage:
· CSR Initiatives: Corporate social responsibility (CSR) efforts by Hilton Hotels will focus on sustainability and include things like tree planting programs and collaborations with environmental nonprofits. Guests will feel included and part of the community thanks to these efforts, which will be shared with them (Safanta et al., 2019).
· Guest Feedback and Reviews: Hilton Hotels can better track and enhance its performance in the area of sustainability if it solicits feedback and reviews from its customers. Brands that actively engage with reviews, both favorable and negative, show their dedication to customer service and growth (Putri, 2021).

Action:  Effective channels to contact the target market are prioritized in the marketing channels schedule based on audience, reach and impact, cost-effectiveness, data and analytics, and integration. This includes the widespread reach and significant influence of social media platforms, SEO, and targeted digital advertising (Chaffey and Smith, 2022). This method guarantees a well-coordinated and productive marketing campaign that successfully reaches and involves the intended audience. (Gantt Chart - See Appendix 3)

Control: New customer acquisition, brand favorability as measured by surveys and sentiment analysis, increased profits as indicated by revenue growth and occupancy rates, sustainability metrics like energy reduction, waste management, and customer retention rates are all important key performance indicators (KPIs) by which success can be gauged (Poole et al., 2021). The success of the marketing strategy in terms of acquiring new customers, enhancing existing ones' perceptions of the brand, increasing profits, advancing sustainability objectives, and solidifying loyalty will be measured by these indicators. Measuring and monitoring these KPIs on a regular basis will provide useful data for making strategic marketing decisions (Santos, 2023).

Conclusion: In conclusion, the marketing plan for Hilton Hotels tackles the challenge of adapting to the growing trend of sustainability in the hospitality industry. Some of the suggestions are to improve green initiatives, tell stories about sustainability, use digital marketing and social media campaigns, work with environmental groups, and get workers involved. Monitoring and reporting on sustainability performance, doing market research, and reviewing the plan's success on a regular basis are all very important. By following these recommendations, Hilton Hotels can do well in the current market.
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Appendices:

Appendix 1: Market positioning map
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Appendix 2: PESTLE analysis 
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Appendix 3: Gantt Chart 
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