[image: ]






MARKETING PLAN OF HILTON


[image: Hilton Hotels & Resorts - Wikipedia]



MODULE CODE: BMBM6016






BY: ZEFOGA FODYA VERZHARO 2118678
LECTURER: LISA KNIGHT

Table of Contents
Introduction	4
Main Findings	5
The Strategic Marketing Objective	5
Situation Analysis	5
Objectives	6
Strategy	7
Tactics	9
Actions	10
Control	10
Recommendations	11
Conclusions	11
Reference List	12















Executive Summary 
The marketing plan is the backbone of the marketing division as a blueprint for the company's marketing activities that must play a role in increasing profitability as a responsibility to shareholders. Therefore, to maintain Hilton's existence in the market, Hilton designed a marketing plan as a reference for the company to implement marketing strategies. The marketing plan will be created using the SOSTAC framework. First, a situation analysis has been carried out to provide information on where Hilton is in the market to determine what strategy is most appropriate to achieve maximum performance. Second, clear marketing objectives have been formulated based on the SMART objective framework as a reference for the company in the context of the main goals. Third, a strategy has been formulated for Hilton to achieve key objectives. Fourth, detailed tactics have been elaborated in this marketing plan using a marketing mix framework where the company will focus on product and price strategy. Fifth, the implementation or strategic action has been formulated comprehensively on how the company applies the strategy in the field. Sixth, the company realizes the importance of control as the last step in implementing marketing in the field to evaluate periodically. Recommendations have also been made for companies as support for the company to perform.







[bookmark: _Toc104415440]Introduction   
According to Tosun, Doğan and Köylüoğlu (2021), marketing is a milestone for ensuring a positive financial outcome that will have contribution to a return and future investment. To have an optimal competitive position, a company need to use their marketing resources efficiently to maximalise the profit.(Brown, 2009). To achieve the set goals, the company need to create marketing plan in order to formulate strategy. Marketing plan is a set of way for a company determining the long-term priorities in regards to products and markets for enhancing company’s value (Arrey, 2013). A marketing plan is fundamental to any companies as a bases of strategic action by the company to achieve the objectives. To have a clear objective, SMART objective need to be considered which SMART stands for specific, measurable, achievable, realistic, and timely (Safanta et al., 2019)
Moreover, Mcdonough (2010) states, by having a SMART objective, it will help to company to focus creating the marketing plan for growing the business. Marketing plan is a blueprint that underline a company’s marketing strategy. “Marketing planning is critical for a company as it evaluates the company, gives directions and guidance, and enables to set objectives and to identify alternatives and strategies”(Vrontis and Thrassou, 2006).
In accordance with dynamic growing digital environment of business, a new approach for formulating marketing plan needs to be considered. Recently, SOSTAC is considered as one of the most robust frameworks for marketing strategy. SOSTAC consists of six stages of structure i.e., situation, objectives, strategy, tactics, actions and control. Used by many companies, SOSTAC evolve from meta-analysis of other tools of marketing plan, categorizing the common elements, unifying them to a fresh more flexible and accessible method (Reed, 2014).

As evaluated in previous assignment, Hilton has survived in the period of pandemic serving the consumer by new business process including marketing activity. Hilton has implemented their strategy sustaining their competitive position in declined market. By considering the changes of market and consumer behaviour, a new marketing plan is urgent to create. Hence, continuing the marketing audit of Hilton, a marketing plan will be made by using SOSTAC framework.
[bookmark: _Toc104415441]Main Findings  
[bookmark: _Toc104415442]The Strategic Marketing Objective 
“Doran (1981) first introduced the specific, measurable, assignable, realistic, and time-related (SMART) method for writing effective management goals”(Bjerke and Renger, 2017). By applicating SMART objective, the strategic marketing of Hilton in this marketing plan is “The objective is “to sustain the existence of a Hilton’s big brand by prioritizing the principle of product innovation and a customer centric approach to provide the highest possible value to shareholders, customer and environment post-Covid19”. In depth discussion about the objective will be demonstrate on the objective part.
[bookmark: _Toc104415443]Situation Analysis 
(Vrontis and Thrassou, 2006) define situation analysis as where are the company now which the company can realize its strengths and weaknesses so they can connect it with external opportunity and threats. As cited by Straková et al. (2018) It is essential for a company to deal with situational analysis ( Porter, 2015). Surviving in the pandemic, Hilton still innovated its marketing strategy to meet the needs of the market. According to Zeng (2021), Hilton extremely cared about providing innovative, personalized service, and consumer first principle. Hilton Inc has its competitive position above big player as Hilton has a high brand recognition (Ahsan, Qaz and Shahabuddin, 2014). “Being under the umbrella of a big brand can help ease operations for owners, which is especially relevant to many independents after this year’s challenges, its increase consumer confidence” (Skift, 2021). According to Lock (2021), Hilton hotels in the United States obtained an American Customer Satisfaction Index (ACSI) score of 79 in 2021 which is higher than its competitors i.e. Marriot (76) and Hyatt (76). In the pandemic period, Hilton has succeed innovating its service responding to the external environment of Covid19 appearances. In other words, Hilton has successfully had competitive advantage where the consumer got more perceived value increasing consumer satisfaction. Innovative services, creative marketing campaign, and customer engagement are the three pillars for the Hilton’s brand (Grano, 2021). Among other competitors, Hilton was the best to emerge from the pandemic looking into the balance sheets and leverage of some big player (Saloway, 2020). 
[bookmark: _Toc104415444]Objectives 
(Goi, 2005) defined marketing objective as bases of marketing strategy that a company use in their target market. The marketing objective of company must be considering consumer satisfaction to increase sales (Daniel, 2018). An objective need to be very clear to avoid any confusion in formulating the strategy. Formulation of strategy have to be accurate for effective outcome of marketing activity in any companies. According to McDonald (2007), an objective will assure the company to know what strategy is expect to accomplish and when the strategies has met its goals. By realizing how much objective is fundamental of creating marketing plan, SMART objective will be considered to state the objective of this marketing plan. As Ogbeiwi (2017) stated “SMART consist of specific which states an outcome, measurable which states an indicator of the outcome, attainable which  states an achievable relevant target level of the indicator, realistic: the target level can be attained with available resources in a particular time frame, time bound: the desired time frame is specified.”
[bookmark: _Hlk104342921][bookmark: _Hlk104340541][bookmark: _Hlk104342900][bookmark: _Hlk104342869]The objective is “to sustain the existence of a Hilton’s big brand by prioritizing the principle of product innovation and a customer centric approach to provide the highest possible value to shareholders, customer and environment post-Covid19”. 
The stated objective has followed the concepts of SMART. Firstly, the objective is specific where the goals “to sustain the existence of a Hilton’s big brand” where maintaining high brand equity will be a goal that the company will work on. Secondly, the objective is measurable as “highest possible value to shareholders, customer and environment” which the value will be concretely calculated by a clear measurement tool. Starting from the value for shareholder, will be calculated using market share. According to Buzzell, Gale and Sultan (1976), there is a strong relation between market share and return on investments. Moreover, for consumer value, perceived value will be calculated by using consumer satisfaction index. Furthermore, for the environment, will be calculated by how much Hilton contributes to the environment by doing CSR. Thirdly, it is attainable and achievable as Hilton has a very strong strength both internally i.e., huge resources & capability and externally i.e., brand awareness. Lastly, it is time bound as its specifically stated “post-Covid19”.
[bookmark: _Toc104415445]Strategy 
According to Hooley (2019), as a strategy, marketing will be creating effective response to adjust changing market environment by determining the segment of market and positioning the products. “At the broadest level, marketing strategy can be defined as an organization’s integrated pattern of decisions that specify its crucial choices concerning products, markets, marketing activities and marketing resources in the creation, communication and/or delivery of products that offer value to customers in exchange” (Varadarajan, 2010). Strategic approach of company includes platform of strategy which organize the directions and strategic in action that how the approach of selling products (Varadarajan, 2010). To accomplish the objective, an accurate strategy has to be made by Hilton for having competitive stance gaining more perceived value and leading market share. Supported by excellent model of business and strong assets, Hilton is very optimistic to keep performing its best market share (Skift, 2021). Performing in market share demonstrate the success of its marketing strategy (Bee, 2009).  In this marketing plan, fundamentally, brand equity strategy will be in this plan to achieve our stated objective. “Keller (1993) points out that building brand equity requires (1) internal brand identity efforts, and then, (2) integration of brand identities into the firm’s overall marketing programs, such as product, price, advertising, promotion, and distribution decisions” (Madhavaram, Badrinarayanan and McDonald, 2005). 
The value of high brand equity results from the positive perception from the targeted customer having respect to the brand (Keller, Parameswaran and Jacob, 2011). In other words, the greater the customer mind share, the greater the brand equity and market share. According to Hunt (2019), basic foundation of brand equity strategy is that to achieve competitive edge outcoming superior financial performance, a company have to develop and benefit leverage an effectiveness-accelerating portfolio of “high equity” brands. As cited by Srivastava (2009), “Companies that manage a successful brand can enjoy higher sales, repeat purchase and help to meet consumer expectation” (Gibson, 2003). 
Hence, Product development through innovation will be brought by Hilton to sustain the high brand equity. It is supported by the study conducted (Hanaysha and Hilman, 2015) showing that there is a positive significant impact of product innovation to company’s brand equity. Secondly, Hilton will always keep the service quality high to maintain high brand equity. Hanaysha (2016) found there is significant positive influence of service quality to brand equity. Lastly, diversification or conglomeration strategy. Lastly. Hilton is going to focus on diversifying its portfolio by implementing product diversification and conglomeration strategy to maintain brand equity. Expanding in new segment of market through diversification will increase brand awareness (Ruiter, 2015).
[bookmark: _Toc104415446]Tactics 
Marketing mix, customer engagement management and marketing communication are the specific area of tactics (Hanlon and Chaffey, 2015). Every marketing goal will be focusing on providing good value to the customer to increase customer satisfaction resulting in profitability. Hilton will be focusing more on product and price to this marketing plan due to the given size of this marketing plan. 
· Product 
According to Armstrong & Kotler (2006), product is defined as a good or service throwed in the market to be consumed by customer to meet their needs. As discussed, Hilton is going to keep innovating in its product providing the best consumer perceived value to have competitive stance. Firstly, product innovation is the approach that Hilton will undertake as Hilton will keep develop the product through innovation. Rainey (2005) states innovation is essential for every company propensity, by doing product innovation, the company will improve strategic position. One of the product innovations that Hilton will implement is providing virtual experience by utilizing virtual and augmented reality. Hilton will provide a metaverse package to the consumer for travelling virtually as according to Jobs (2022), metaverse experience has now become very popular attracting more consumer. Moreover, artificial intelligent will be develop constantly to provide excellent consumer experience. It includes receptionist robot for interacting and helping the consumer and in room self service technology where the consumer can interact with the AI like “Jarvis in the Iron Man”. Furthermore, service quality is going to be significantly constantly improved to provide the best experience for the consumer. Customer centric strategy inspire the consumer to stay loyal with the company  (Ferguson and Hlavinka, 2006). Service quality will be improved by training the frontliner periodically.
· Price
Price is defined as a charged value for product or service the consumer purchased (Nuseir and Madanat, 2015). Hilton will keep utilizing premium pricing strategy. “A premium pricing strategy has the advantages of producing higher profit margins, creating tougher barriers to entry for competitors, and increasing the brand's value for all the company's products”(Woodruff, 2019). 
[bookmark: _Toc104415447]Actions 
The company will bring the tactic into concrete practice which a particular human resources will be involve implementing the tactics that Hilton will utilize.  Hilton will invest for research and development division to create innovation to its product service and create timely plan for the R&D division to come up with creative plan.  Moreover, regarding the service quality, frontliner is the key of to succeed this tactic by providing an excellent service to the consumer so the consumer will have a best experience staying at Hilton. Service training will be applied to the frontliner periodically to maintain the frontliners manner, attitude, and value to behave to the consumer. “Training remains a necessary part of employee retention and staff development but also contributes to improved service quality” (Joao, Spowart and Taylor, 2019).
[bookmark: _Toc104415448]Control 
Effective control system is the fundamental for the company to consider for strategic implementation.  An effective control system is standing as one of the backbone of management operations effectiveness for each department including marketing (Hadrian, Milichovský and Mráček, 2021). Marketing control has a significant impact to the outcome of organizations (Munuera-Alemán, Montoya and Ortiz-Rendón, 2019). 
[bookmark: _Hlk104414991]Excellent performance management system plays a role for strategic marketing controlling. The performance management system includes key performance indicator or we called KPI standing as the measurement of all division performance of company and also interrelationship between each team. To applicate KPI, it requires interrelated system of process from each employee. Moreover, KPI must be carried out periodically. KPI becomes more relevant for implementing the marketing plan as it involves a lot of parties. Hence, an effective system of KPI must be there. 
[bookmark: _Toc104415449]Recommendations 
To achieve maximum results, companies need to motivate their employees to have a passion for work in order to achieve maximum output. Employee benefit programs need to be coordinated with Hilton to always maintain employee motivation at the best level. Motivation is very important for every employee to achieve maximum team work. Benefits programs can be in the form of additional incentives, share allotment programs, bonuses, Hilton vouchers, and programs related to employee benefits. In addition, it is necessary to carry out a program to sharpen the chemistry of each employee in a team to increase the effectiveness of teamwork. Programs for the benefit of human resources are important because they are the ones who will implement the plans in the field
[bookmark: _Toc104415450]Conclusions 
Based on the marketing plan above, Hilton will keep sustaining the competitive position within the market by implementing the plan to the concrete strategic action. Hilton will achieve the objective by applicating the strategy with the created tactics in terms of product and price. Hilton has also planned to implement the tactic by delivering it into action. Moreover, supervising the action will be the last steps to practice it strategic implementation.
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