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Introduction
A marketing plan is a guideline and routine framework for promoting an organisation's goods or services. In this report, a marketing plan will be prepared for a highly renowned property, Hilton Hotel, Nottingham, United Kingdom. The key purpose of this plan is to promote the eco-friendly and sustainable initiatives taken by the hotel for service. To support the analysis of the plan, several theories like 4ps of marketing, bowman strategy clock to understand the market competition, STP framework, SWOT analysis etc will be in assistance.  


[bookmark: _Toc128879750]Situation analysis
The situation analysis for Hilton Hotel has been conducted below through 5C’s.
Company: The key strengths of the property are informed knowledge about the sustainable customers, commitment towards sustainability and group of motivated reliable employees whereas weaknesses are lack of coordination with customers and dependence over non-sustainable suppliers. The property has opportunities of enhancing demand and willingness of guests for sustainable products and improving environmental & social conditions of supply chain (KOTLER and ARMSTRONG., 2016). The existing threats are resource scarcity, climate change, price hike and stakeholder conflict. 
Customers: Customers will be segmented through geographic, demographic, psychographic criteria. Among them, the green consumers from psychographic criterion, mostly belonging to the above-average socioeconomic status will be targeted. 
Competitors: Following the Bowman’s strategy clock, Hilton hotel will compete in the market concentrating on the differentiation & focused differentiation. As the property is coming up with innovative and eco-friendly approaches, the idea will get appreciation and positive response from the market. So, the hotel should focus more on differentiating the services and focusing more on recycling products which will cut the cost of production (Richter, 2012). Thus, the business will be able to attain better perceived value and price for the product and stand ahead of the market competitors. 
Collaborators: Hilton Hotel has great number of B2B relationships with travel agencies, airlines, other hotels who in many ways can assist the property to market a new product or develop customer awareness about the product. The hotel has partnerships with many vendors and organisations to get assistance in operational and promotional procedure such as Hawaiian airlines, Interwoven Inc, Epiphany Inc, Akamai technologies, Acxiom Corp., Virgin Atlantic, Hampton etc. Moreover, the hotel has unique portfolio of hotels like LXR, Conrad hotels, Embassy suites etc. The sub hotel brands, chains franchises will slowly adopt the new eco-friendly measures and services to serve the customers in global scale.  
[bookmark: _Toc128879751]Climate: The political condition in UK is exposed to tough phase because of Brexit issue, trade war among countries etc. The economy is also in unfavourable position because of the oil crisis, ongoing Russia-Ukraine war and global inflation. Environmental and social elements are highly favourable to such eco-friendly approaches and will help push the business idea forward (Kotler and Armstrong, 2013). The laws and regulations favour the sustainable initiatives and wont requires any changes in business process. The technological innovation will improve the value proposition and enhance the recycling system by reducing disruptive processes. 
Objectives
The marketing plan focuses on promoting the sustainable & eco-friendly initiatives adopted by the Hilton Hotel, spread out the message of the eco-friendly services to the target customers, creative positive perception among them and encourages the potential and existing guests to willingly participate in the green initiative. 
[bookmark: _Toc128879752]Strategy
Hilton Hotel has come up with unique value proposition to offer its customers through green initiatives. To deliver better value proposition it has started with the tagline “Together for a Sustainable Future”. The strategy will focus on providing environmental, economic & social benefits to customers and society at large, while considering both short-term benefits and long-term sustainability. The market segmentation is based on psychographic variable as preference of sustainability depends on customer’s attitude & perception (Hung et al, 2010). For the targeting phase, consumers preferring environmentally-safe services and green customers will be targeted.  In terms of positioning, Hilton hotel will position itself as an innovative, eco-friendly and ecologically sound property. 
[bookmark: _Toc128879753]Tactics
Marketing Mix:
Product: The environment friendly services prepared organically and through recycling system are the key products of the property. Hilton Hotel will introduce green service through using biodegradable cutlery, bamboo ware, silicon straws, and countertop composters. Waterless laundry strips etc. Eco-friendly cleaning supplies to be used to limit water waste (Khan, 2014). The hotel is slowly going to cut down on the usage of plastic serving-ware, straws, paper plates, one time bath cosmetics etc.  
Price: In terms of pricing, green products usually tend to cut more cost as those record both economic and environmental costs. But a majority of green customers belong to the middle class. So, in order to keep the services affordable to customers, the hotel will strategically design the pricing. It will launch recycle bank and reduce cost of production by adopting recycling process which is sustainable in both environmental and economic way. 
Place: To green the place segment, the distribution networks and suppliers chosen will be environmentally responsible. The hotel will reconfigure the logistics arrangements for turning them into environmentally efficient.  Moreover, the sustainable practices and products will be in service of the customers by the chains and sub-brands of Hilton Hotel to stimulate ways of lowering the carbon footprint in the distribution channels (Marinov et al, 2013).
[bookmark: _Toc128879754]Promotion: The promotion will be intended to convey environmental benefits of the products. Hilton Hotel plans to conduct promotion mostly through online as social media and digital media marketing are the most effective ways nowadays. Other than that, arrangement of campaigns through collaboration with environmental unions will be part of promotion (Crane, 2021). Other than those, search engine marketing, public relations and customised marketing to the potential & loyal customers will facilitate the promotional effort. 
Action
For promotional purpose, here a marketing schedule has been prepared that contains the layout of event task and timeline of their accomplishment (Chernev, 2020). It will assist the team to keep track of time and finish the required activities prior to deadline to make the actual event happen successfully. The schedule is given below:
	Tasks
	1st March
	3rd March
	4th March
	7th March
	8th March
	9th March

	Social media marketing
	
	
	
	
	
	

	Content marketing
	
	
	
	
	
	

	Customised promotion
	
	
	
	
	
	

	Public relations 
	
	
	
	
	
	

	Promotional campaigns
	
	
	
	
	
	



[bookmark: _Toc128879755]Control
The success of the marketing plan and efforts will measured with the number of customers increasing and their level of interests towards the initiative. Initially, the success rate cannot depend on the profitability as green products are being introduced and in terms of that, environment and ecology are the bigger concern than the economy. The plan will be successful when guests visiting the hotel will appreciate the initiatives, give positive feedback and spread a good word of mouth in the market (Richter, 2012). In case of that, a greater number of customers and more profits inflow will automatically reach out the property. 

[bookmark: _Toc128879756]Conclusion
The key challenges faced while creating the marketing plan are finding coordination between marketing efforts and sustainability. Because marketing is about enhancing the number of customers & money inflow to business but sustainability cares more about environment. The plan has attempted to boost up the sustainable initiatives by Hilton Hotel and move it forward. The plan should receive enough finance and cooperation to bring fruitful outcome for the business. 
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The marketing plan will be prepared for Hilton Hotel located in Nottingham, United Kingdom. The key purpose of the marketing plan is to promote the sustainable initiatives of the hotel through eco friendly services. 


Objectives:
The marketing plan aims to promote the sustainable initiatives adopted by Hilton Hotel, reach out the message of their eco-friendly services to the potential customers and encourage people to willing participate in the process. 
Strategy:
The value proposition for Hilton Hotel is “Together for a Sustainable Future”. The value proposition will focus on offering environmental, economic and social benefits to guests and society at large, while keeping both short-term profit and long-term sustainability in mind. The market segmentation will be based on psychographic variable considering customers attitude and perception towards sustainability (Hung et al, 2010). Environmentalists and customers preferring sustainable services will be target whereas in terms of positioning, the hotel will position itself as an eco-friendly property. 


Company: The strength of the property is commitment to sustainability and highly motivated employees whereas weakness is dependence on the non-sustainable processes. 
Customers: The key customers are the green consumers who are mostly belong to above average socioeconomic position. 
Competitors: The property has to compete in the market concentrating on differentiation and focused differentiation and attain great price and perceived value for the product. 
Collaborators: Hilton Hotel has greater partnerships with Hawaiian airlines, virgin Atlantic, Hampton etc. the hotel has unique portfolio of hotels like LXR, Conrad hotels, embassy suites etc. 
Climate: The political and economic condition in United Kingdom is not in very favourable position. Other than that, the legal, environmental, technological and social elements are highly favourable to push the business idea forward (Kotler and Armstrong, 2013). 


The eco-friendly services through recycled and organic will be the product of the property. In terms of pricing, though green products tend to demand more cost, the hotel will reduce cost through adopting recycling process. The distribution of the products will be in Hilton Hotel and all other franchise and sub-brands of Hilton (Marinov et al, 2013). The promotion will be through social media, public relations and advertising. 
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Objectives :

The marketing plan aims to promote the sustainable initiatives adopted by Hilton Hotel, reach out the message of their eco-friendly services to the potential customers and encourage people to willing participate in the process. 

Strategy :

The value proposition for Hilton Hotel is “Together for a Sustainable Future”. The value proposition will focus on offering environmental, economic and social benefits to guests and society at large, while keeping both short-term profit and long-term sustainability in mind. The market segmentation will be based on psychographic variable considering customers attitude and perception towards sustainability (Hung et al, 2010). Environmentalists and customers preferring sustainable services will be target whereas in terms of positioning, the hotel will position itself as an eco-friendly property. 
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The eco-friendly services through recycled and organic will be the product of the property. In terms of pricing, though green products tend to demand more cost, the hotel will reduce cost through adopting recycling process. The distribution of the products will be in Hilton Hotel and all other franchise and sub-brands of Hilton (Marinov et al, 2013). The promotion will be through social media, public relations and advertising. 



5





Product- recycled and organic will be the product of the property. 





Pricing- reduce cost (Marinov et al, 2013)





Place- Hilton Hotel. 





Promotion- social media, public relations and advertising. 













































image3.jpeg









MarketingMix






image6.emf
Conclusion



The marketing plan attempts to move the 

sustainable initiates of the property forward and 

bring fruitful outcome for the business. 


Microsoft_PowerPoint_Slide5.sldx
Conclusion

The marketing plan attempts to move the sustainable initiates of the property forward and bring fruitful outcome for the business. 

























image3.jpeg









Conclusion

+ The marksting lan attempts to more thie
sustainable nitites of e property forvard and
bring uithal outeome forth business,






image7.emf
References



Hung, K.P. and Chiang, Y.H., (2010). Open innovation

proclivity, entrepreneurial orientation, and perceived

firm performance. International Journal of Technology

Management, 52(3/4), pp.257-274.



Marinov, M., Cox, T., Avlonitis, G.J. and Kouremenos, T.,

(2013). Marketing approaches in Bulgaria. European

Journal of Marketing, 27(11/12)



Jobber, D. and Chadwick, F. (2012) Principles and

Practice of Marketing. 7th Ed. Maidenhead: McGrawHill.



Kotler, P. and Armstrong, G. (2013) Principles of

Marketing. London: Prentice Hall.


Microsoft_PowerPoint_Slide6.sldx
References

Hung, K.P. and Chiang, Y.H., (2010). Open innovation proclivity, entrepreneurial orientation, and perceived firm performance. International Journal of Technology Management, 52(3/4), pp.257-274.

Marinov, M., Cox, T., Avlonitis, G.J. and Kouremenos, T., (2013). Marketing approaches in Bulgaria. European Journal of Marketing, 27(11/12)

Jobber, D. and Chadwick, F. (2012) Principles and Practice of Marketing. 7th Ed. Maidenhead: McGrawHill. 

Kotler, P. and Armstrong, G. (2013) Principles of Marketing. London: Prentice Hall. 

























image3.jpeg









P, 5. 308 Ching, Y. (20103 Open inmovation

oty emspraewial Gresaton o et
Firm patormancs Trtersations Jowal of Tabelgy |

Samsgement, 52/, PBa57274.

iz 2 Cox T, Alonis, .3 20 Kinwammos. T,

(20s0) Sarkaing pproachs in Bulgra. Ewopeas
Soumalof ariatng 27442

ooz, D. 30 Chadvick, 7. (o) princiles sad
Pracies ofsarkating 7 B idenbesd MeGravEEL
ol 5. 308 Armetone, . (zoxe) Princpls of
Driating Landon: Pruic Fall.






image1.emf
STUDENT NAME: ALEXANDRU BOGDAN

Marketing Essentials


Microsoft_PowerPoint_Slide.sldx
Student name: Alexandru Bogdan

Marketing Essentials









































image3.jpeg














