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1. Introduction: 
The goal of this marketing strategy is to handle significant marketing issues and seize new chances for the Hilton Hotel, a well-known brand on a worldwide scale. It is developed with the intention of improving the hotel's market positioning and guest engagement for the marketing team and senior management of the Hilton Hotel. SOSTAC (Situation, Objectives, Strategy, Tactics, Action, and Control), the traditional 4Ps (Product, Price, Place, Promotion), for a holistic marketing mix, and Ansoff's Matrix to direct strategic decisions for market penetration and growth are some of the major frameworks and theories used in this plan. In the present environment of competition, this strategy seeks to revitalise Hilton's marketing initiatives (Paraskevas and Quek, 2019).
2. [bookmark: _Toc148393022]Situation Analysis:
Company (SWOT Analysis): 
With a strong global presence and a well-known name in the hospitality sector, Hilton Hotel provides a wide range of services, from opulent to budget-friendly lodging. SWOT analysis, however, reveals a complex internal environment. A powerful brand, a devoted client base, and a huge network of hotels are some of Hilton's advantages. However, there are flaws that must be addressed, including high operational expenses and possible discrepancies in service quality among sites. Although Hilton Hotel has the tools to take advantage of opportunities and counteract challenges, internal harmony is essential for long-term success (Niyibizi, 2015).
Customers (Segmentation and Targeting): 
It's crucial to comprehend how diversified the consumer base is. Based on demographic, psychographic, and behavioural factors, segments will be created. In order to learn more about customers' tastes, behaviours, and expectations, data from sources like SimilarWeb will be added to Hilton Hotel's already-existing customer profiles. This will improve personalisation and engagement by allowing marketing activities to be tailored to particular client segments (Lin, 2002).
Competitors (Positioning and Strategy): 
A perceptual positioning map will be generated after competition analysis to show where Hilton stands in relation to its rivals. We will hone Hilton's competitive approach using Bowman's approach Clock. This study will aid in locating market insufficiencies, chances for differentiation, and competitive advantages to capitalise on (Simmons, 2023).
Collaborators: 
In the hotel business, cooperation is essential. Finding B2B connections, alliances, and franchises will be essential. The customer experience may be improved and special chances for visitors can be provided, giving collaborative ventures with complementing industries a competitive edge (Heirati and Siahtiri, 2019).
Climate (PESTLE Analysis): 
It is crucial to comprehend the macroenvironmental elements through a PESTLE study. Political variables like legislative changes, economic ones like economic trends and currency rates, and environmental factors will all be included. Travel tastes and expectations are changing due to sociocultural, technological, environmental, and legal considerations. Environmental factors include sustainability initiatives and industry-specific laws. According to (de Sousa and Castaeda-Ayarza's 2022) research, Hilton Hotel will be better able to respond to the external environment's constant change.
Marketing Mix: 
The marketing mix used by the Hilton Hotel will be thoroughly examined. Analysing the available products, price plans, distribution options, and marketing initiatives is necessary for this. This evaluation will assist in identifying areas that need to be enhanced and brought into line with the new marketing plan. Pricing plans, for instance, would need to be modified to meet consumer and market expectations.
Understanding the internal and external elements affecting Hilton Hotel is made possible by the scenario analysis, which offers a strong basis. It prepares the ground for the creation of efficient plans of action to solve the challenges found and seize fresh possibilities in the dynamic hospitality sector (Yin et al., 2022).
3. [bookmark: _Toc148393023]Objectives: 
Within the next 12 months, the aim is to see a 20% increase in online consumer interaction at Hilton Hotels. The goal is to significantly increase Hilton's online presence, customer engagement, and brand impression by concentrating on a digital transformation plan. This goal is consistent with the organization's dedication to improving the total visitor experience. Key performance measures such as website traffic, social media activity, and online reviews will be used to gauge the 20% rise in online engagement. It will demonstrate Hilton Hotels' accomplishments in recovering their brand image and building a stronger online presence in the cutthroat hospitality market (Shamim et al., 2017).
4. [bookmark: _Toc148393024]Strategy: 
Ansoff Matrix strategy has been used with a market penetration focus to handle the difficulty facing Hilton Hotels of boosting brand reputation as a result of negative reviews. By reengaging current consumers and luring in new ones, this approach seeks to increase Hilton's market share in already established areas.
The main focus of this approach is to raise the calibre and reliability of Hilton's services. Hilton will aggressively respond to consumer input, emphasizing rapid problem-solving and going above and beyond what is expected of it. This strategy is crucial for recovering respect and allegiance.
To complement this plan, improvements will be made to the marketing mix. Promotions that demonstrate Hilton's dedication to high-quality guest service and value will be given special attention. This value proposition may be reflected in the price approach.
The marketing efforts will also be updated to reflect Hilton's renewed commitment to providing outstanding guest experiences. We will use data-driven decision-making to make sure that these projects are successful. This tactic fits with the overarching objective of enhancing the reputation of the brand and regaining Hilton Hotels' status as a top pick for visitors in the cutthroat hospitality industry (Phillips, 2007).
5. [bookmark: _Toc148393025]Tactics: 
Based on the RACE framework (Reach, Act, Convert, Engage), our strategies for the Hilton Hotel's marketing plan will direct our efforts to address the identified problems and enhance consumer involvement (Akan et al., 2006).
Reach: 
We will use a variety of digital platforms as well as offline touchpoints to broaden the reach of our marketing initiatives. This places a big focus on social media, email marketing, search engine optimisation (SEO), and display advertising for online visibility. We want to reach a larger audience and build brand awareness; therefore we're focusing on both organic and sponsored channels. Hilton's reach will also be expanded through offline channels such offline relationships with travel agents, sponsorship of events, and involvement in local communities (Kaila et al., 2020).
Act: 
Effective client engagement is essential. We'll produce and share engaging content that speaks to our target market. This material will consist of enlightening blog entries, eye-catching social media updates, and email newsletters emphasising exclusive deals and experiences. The objective is to persuade prospective visitors to perform activities, such as visiting the website, looking through the menu, or even making reservations. Customers will be encouraged to connect with the Hilton Hotel's services through promotions, loyalty programmes, and special deals (Holliman and Rowley, 2014).
Convert: 
The conversion process must be optimised in order to convert interested visitors into paying customers. We'll try to improve website usability so that visitors can quickly discover the details they want and make reservations. This entails faster booking procedures, mobile optimisation, and user interface enhancements. Additionally, we will leverage data-driven customisation, providing individualised incentives and suggestions based on the user's prior interactions (Ash et al., 2012).
Engage: 
After a guest stays at Hilton, interaction with the brand continues. It's about establishing a lasting connection. Post-stay questionnaires will be used to collect feedback and enhance the visitor experience. Offering exclusive deals, updates, and tailored material based on their choices, personalised email marketing will foster this relationship. In order to foster a feeling of community, social media participation will entail rapidly responding to visitor questions and criticism, starting discussions, and sharing user-generated material (McCarthy, 2010).
We will use tools like SimilarWeb and Google Analytics to carry out a detailed review of the Hilton Hotel's existing communications and social media performance as part of these strategies. This study will assist us in identifying potential weak points or missed chances for the hotel. For instance, we could find that Hilton's social media activity is below industry average or that a difficult booking procedure is preventing website traffic from efficiently converting. These observations will direct our improvement tactics.
By putting these strategies into practise, Hilton Hotel will be better prepared to solve the problems revealed by the situational analysis and will give its clients a more compelling and engaging experience.
6. [bookmark: _Toc148393026]Action: 
A Gantt chart of marketing activities that is well-organized will be used to carry out the action plan. This calendar defines the precise actions and activities that must be carried out over a predetermined period of time in order to meet our marketing goals. It will involve activities including producing content, launching campaigns, updating social media accounts, sending emails, and data analysis (Vojtech and Marek, 2015).
7. Gantt chart
The Gantt chart makes it possible to visualize tasks and due dates, facilitating effective execution and timely completion of goals. It is a versatile tool that may be modified as required to take into account any unanticipated situations or modifications to the marketing strategy.
The nature of the activity, seasonality, and anticipated results are just a few of the variables that influence the choices for this marketing channel timetable. For instance, long-term strategies focused at increasing brand recognition and demand creation often include advertising activities like TV and radio. Due to sales cycles, personal selling may take longer, whereas sales promotion and public relations operations are planned to coincide with expected demand spikes and promotional events. The timing of direct marketing initiatives is coordinated with anticipated client reaction times (Vojtech and Marek, 2015):
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8. [bookmark: _Toc148393027]Control: 
A variety of key performance indicators (KPIs) will be used to judge the success of our marketing strategy for the Hilton Hotel. The following measures will be used to gauge our success (Sydney-Hilton and Vila-Lopez, 2019):
1. Online Customer Engagement: An increase in website traffic, social media interactions, and online reviews will reflect improved customer engagement.
2. Brand Perception: Monitoring customer sentiment through sentiment analysis of reviews and social media comments will indicate a positive shift in brand perception.
3. Customer Acquisition: Measuring the flood of new clients, particularly via digital means, will show how well the strategy has worked to increase the clientele.
4. Revenue Growth: A rise in internet reservations, hotel occupancy rates, and overall income will signal a profitable effect.
5. Hilton Hotel will have a clear grasp of the plan's progress and the areas that need more optimisation by routinely analysing these KPIs.
9. [bookmark: _Toc148393028]Conclusion: 
The difficulty of increasing brand recognition and customer engagement in a fiercely competitive hotel business is addressed by this marketing strategy for the Hilton Hotel. SOSTAC, the 4Ps, and Ansoff's Matrix have all been used to create a strategic framework that will help us navigate the volatile market. The main obstacles to the plan's success include minimising service consistency flaws, promoting a more favourable brand image, and adjusting to changing client preferences. The Hilton Hotel should prioritise employee development, place a premium on excellent service, improve its internet visibility, and customise the guest experience in order to overcome these difficulties. To keep a strong position in the market, it is advised to do ongoing market research and make adjustments.
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Speaker Notes:
Slide 1: Title Welcome to Hilton Hotel's Marketing Plan Presentation
Slide 2: Introduction Good morning to everybody. I'm excited to reveal the detailed marketing strategy we created for Hilton Hotel today. We lay the groundwork for our marketing plan in this part. We stress that the strategy is created to address the Hilton Hotel's marketing difficulties and seize new opportunities. It is aimed at Hilton's marketing staff and senior management and uses a systematic approach based on important frameworks including SOSTAC, 4Ps, and Ansoff's Matrix. Our main goal is to revitalise Hilton's marketing initiatives in the very competitive landscape of today.
Slide 3: Situation Analysis
Hilton Hotel exhibits strengths in (brand, loyalty, property network) and weaknesses in (service inconsistencies, high costs). Utilizing demographics, psychographics, and behavior for personalized marketing. Collaborators and PESTLE Analysis exist in Leveraging collaborations and adapting to macro-environmental factors.
Slide 4: Objective: Our objective is clear: to boost Hilton Hotel's online presence and customer interaction. This aligns with our commitment to enhance the guest experience and revive our brand image. We'll measure success through KPIs like website traffic, social interactions, and online reviews.
Slide 5: Strategy: We're adopting Ansoff's Matrix, focusing on market penetration to grow within our existing markets. Our core strategy centers on improving service quality and consistency. Changes to the marketing mix, promotions, pricing, and data-driven campaigns are part of this approach.
Slide 6: Tactics: The RACE framework will guide our marketing efforts. We plan to maximize our reach through digital and offline channels, engage customers with compelling content and convert their interest into bookings while ensuring ongoing engagement post-stay.
Slide 6: Gantt Chart Efficiency in execution is paramount. Our Gantt chart, a visual representation of our schedule, highlights how each tactic is organized over time. It ensures that our plan unfolds smoothly and effectively.
Slide 7: Control Measures "We'll track success through KPIs. Improved online engagement, positive brand sentiment, customer growth, and increased revenue will show our plan's effectiveness. Regular evaluations guide optimization."
Slide 8: Conclusion "In summary, our plan tackles reputation and engagement issues using key strategies. We recommend staff training, improved service quality, online presence, and personalization to excel in a competitive industry.
Slide 10: Questions. Thank you for your attention.
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                                                           Tactics  RACE Framework: Our tactics for Hilton Hotel's marketing plan will follow the RACE framework (Reach, Act, Convert, Engage) to enhance customer engagement.  Reach: We'll leverage digital and offline channels to expand our reach, emphasizing online presence through social media, email marketing, SEO, and display advertising.  Act, Convert, and Engage: Engaging customers effectively, optimizing conversion, and nurturing relationships will be key components of our strategy. 6
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image18.png
References:

de Sousa, G.C. and Castaiieda-Ayarza, J.A., 2022. PESTEL analysis and the macro -
environmental factors that influence the development of the electric and hybrid vehicles
industry in Brazil. Case Studies on Transport Policy, 10(1), pp.686 -699.

Akan, O., Allen, R.S., Helms, M.M. and Spralls III, S.A., 2006. Critical tactics for
implementing Porter's generic strategies. Journal of business strategy, 27(1), pp.43 -53.

Phillips, P.A., 2007. The balanced scorecard and strategic control: a hotel case study
analysis. The Service Industries Journal, 27(6), pp.731 -746Vojtech, S. and Marek, V.,
2015. Smart, SWOT and Gantt Charts employment for business management. Yuensie
3ammcku [leTpo3zaBojickoro rocynapcTBeHHOro yHmsepcurera, 1(3 (148)), pp.102 -106




image19.svg
                                                           References:  de Sousa, G.C. and Castañeda - Ayarza , J.A., 2022. PESTEL analysis and the macro - environmental factors that influence the development of the electric and hybrid vehicles industry in Brazil. Case Studies on Transport Policy, 10(1), pp.686 - 699.  Akan, O., Allen, R.S., Helms, M.M. and Spralls III, S.A., 2006. Critical tactics for implementing Porter's generic strategies. Journal of business strategy, 27(1), pp.43 - 53.  Phillips, P.A., 2007. The balanced scorecard and strategic control: a hotel case study analysis. The Service Industries Journal, 27(6), pp.731 - 746Vojtech, S. and Marek, V., 2015. Smart, SWOT and Gantt Charts employment for business management. Ученые записки Петрозаводского государственного университета , 1(3 (148)), pp.102 - 106 9


image1.emf
Hilton Hotel Marketing Plan

Company Name

Hilton Hotel Marketing Plan

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.

TASK Metrics START END

Advertising 

Tv How many views.  March August

Radio Promotional code Novemeber November

PPC Click rate November November

Activity/Channel  Month Month

Personal selling

Sales Rep 1  March July

Sales Rep 2 April Augest

Sales promotion

Online Promotion Coupon redemptions  May July

In-Hotel Promotion Customer feedback  MAY June

Public relations

Press Releasesl  Media coverage April Sep

Social Media   Engagement metrics March Aug

Direct marketing

Email Campaigns  Click-through rate Jun Aug

Direct Mail  Response rate   July Sep



September October November



July August



June May



November December January February

Project Start:



March April


image2.png
Marketing Plan for Hilton Hotel





