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Executive Summary
The success of any organisation is determined by the performance of its marketing department. Hilton has grown from a small company to a globally recognised brand with a chain of hotels in over 109 countries in the world. Its growth has been attributed to the improved sales it has been experiencing over the years. In Hilton Worldwide, the role of the marketing department includes raising awareness, communicating with customers, leads and sales generation, empowering a customer service culture, and developing strategies and innovative services. Through these roles, they have been supporting other departments in the organisation, therefore, giving it a competitive advantage in the hospitality industry. In its marketing campaigns, the critical market targets include senior professionals who pursue luxury, tourists and vacations seekers, corporate employees, and business people who travel frequently. The organisation uses sales promotion, public relations, and advertisements as the key media channels to achieve better performance. Contribution of marketing to organisational revenue, the number of sales, actions of the competitors, and customer responses and reactions are used in measuring the success of the marketing strategies. Sales targets, organic search traffic, and the number of returning visitors and clients are the key issues used in measuring the success of the campaign strategies. Marketing will continue to be a vital sector for the Hilton chain of hotels as it continues to seek ways of maintaining its competitiveness and becoming more sustainable in the short and long term.
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Introduction
Identifying the role of the department in the organisational structure: how did the marketing department develop; relationship with other departments - where does it ‘fit’ in the organisation?
Hilton Hotels and Resorts is one of the globally recognised brands in the hospitality industry. Hilton Worldwide has 201,047 rooms, 560 hotels, and it is one of the top ten recognised hotel chains in the world (Bogetić, Antić, and Lekić, 2015, p. 94). It was established in 1919 and has been able to achieve growth due to its market strategy. The marketing department has been responsible for building a recognised brand, attracting customers and creating strategies to maintain loyalty within that customer base.
Role of the department in the organisational structure
One of the functions of the marketing department in Hilton Worldwide is raising awareness and communicating with the customers. Many organisations are employing and implementing different strategies to sell their services to their local and global clients. According to Baker and Saren (2016, p. 267), the marketing team is responsible for identifying the market segments and trends to improve its intelligence and awareness. The hospitality industry is competitive, and for Hilton to maintain its competitive advantage, it needs the department to identify such trends. With the marketing strategies developed, they are used to communicate with the clients. The clients decide the purchase of the services based on their internal value systems, influenced by the marketing plans (Beller, Weiss, and Patler, 2013, p. 42). Through the efforts of the marketing department, it helps to communicate the critical information which is key to the sustainability of the brand.
The second role is leads and sales generation. Marketing is aimed at developing sales plans which will solicit new customers, and make organisations achieve a high brand awareness (Świeczak, and Łukowski, 2016, p. 106). Proceeds from the sales will be used in developing other aspects in the organisations. The competitiveness of an organisation is measured by the number of sales it makes within a specific period. The marketing department at Hilton is responsible for creating initiatives that will lead to sales generations. According to Chaffey and Ellis-Chadwick (2016, p. 413), achieving digital competencies require organisations to build relationships with their current clients, and attract new ones to fill in the sales pipeline. The initiatives will help clients recognise the brand and maintain loyalty; therefore, ensuring Hilton will continue to receive more revenues and profits through providing their clients will exceptional services.
The third role is empowering a customer service culture. Hilton Worldwide creates information that will ensure their customers are well informed of the services they offer. There is a difference between communication and connection, and it is the marketers’ role to ensure they connect their consumers using brand-related experiences (Atwal, and Williams, 2017, p. 44). The needs of the consumers keep changing, and for an organisation to achieve success in the short and long term, it must ensure it has a great customer service culture. The marketing department will handle all the complaints raised by the consumers and implement some of the feedback. The services will allow them to attract clients from all segments of the market and provide exceptional services that will help in maintaining their loyalty. Clients will differentiate brands through the services they receive, and that will inform their purchasing decisions.
Another role is developing strategies and innovative services. Other brands in the hospitality industry are developing unique services that help them to increase their market share. According to Ashley and Tuten (2015, p. 17), there is a correlation between the creative strategies employed by an organisation and its financial performance. Hilton is ranked among the best companies because of the revenues it generates every year. The department has been responsible for developing innovative strategies which help to attract clients and ensure they maintain their market share. For instance, Hilton hotels and resorts are located in a strategic location such as around airports and in major cities. Such strategies help them to attract clients and meet their needs. The strategies influence the performance of the other departments, and it is essential towards the sustainability of the brand.
Identifying key target markets: who or what is the main audience for the department
Corporate employees
International hotel chains such as Hilton have constructed their hotels in strategic locations, which include international airports, World Trade Centres and International Convention Centres, among others (Smagina, 2017, p. 102). That aims to cater to the needs of international expatriates who work in different countries. The brand has hotels in over 109 countries across the globe and continues to invest in more. Organisations such as the United Nations and other international brands have employees in different regions and they must provide accommodation to them whilst on business missions. The department targets this demographic as a service provider to these corporate organisations, helping to manage corporate travel. Hilton benefits as there is an increase in globalization and as more brands continue to expand and invest in other countries.
Frequent Business Travellers
According to Villas (2016, p. 47), improved global distribution systems has allowed hotels to take advantage of the conducive environments to meet the traveling goals of the business people. Hilton has over 2,500 properties worldwide that provide full services to people traveling across different destinations. There will be increased global travels due to improved ties between nations, and that will be an advantage to hotel chains such as Hilton Worldwide. The marketing department targets the people who travel since they require accommodation and are ready to spend their resources to get the best services. Meeting people remains to be a core business activity, and the interactions are helping in the management of global production chains and geographically dispersed markets (Strengers, 2015, p. 2). Increase in air travel will continue to ensure established brands such as Hilton continue to benefit from increased clients.
Senior professionals who pursue luxury
The professionals are people who belong to the upper social class and want to be associated with luxury brands. The department targets this segment of the market since they are ready to premium prices as they pursue luxury lifestyles. According to Yang, Zhang, and Mattila (2016, p. 82), people who are high on need for status (NFS) have favorable attitudes towards luxury brands. Hilton’s marketing departments targets these people through developing marketing plans and price promotions. Luxury services such as those offered by Hilton continue to attract people of high social status, and they are a crucial target for the organisations. The individuals have resources and would be ready to spend to get exceptional services. They also travel frequently, which makes them a great target population.
Tourists
Product innovation has led to an improved performance and productivity of tourism enterprises (Hjalager, 2015, p. 3). Tourism across the globe continue to increase. Improved transportation has helped to open up tourist destinations across the world. There is also an increase in middle class across most societies, and that has created an appetite for traveling. Stable employment and an improvement in the income earning opportunities has led to a sustainable performance of the tourism industry (Franzoni, 2015, p. 24). With increased traveling, Hilton has tailored its marketing plans to this market segment in an aim to raise awareness and improve their competitiveness in the market. Tourists will continue to be a key target market for Hilton, and as 
it continues to expand its hotels and to build them in strategic locations, it will stand to benefit in the short and long term.
Selection of appropriate media channels: consider some of the key methods of communication used by the marketing department – is there one channel such as advertising that is used more than others?
One of the media channels used by Hilton Worldwide is sales promotions. It is a strategy that aims to persuade potential clients to use the services offered by the organisation. It also ensures that the current clients will continue remaining loyal to the brand. Sales promotions are an effective tool used to arouse the interests of the clients and accelerate their purchasing behaviors (Familmaleki, Aghighi, and Hamidi, 2015, p. 1). The success of a company is based on the relationship it has with its customers and the number of sales it makes within a certain period. Sale promotion is a critical element for the marketing mix, and the department uses it to impact the behavior of the consumers. It will increase their awareness, impact their attitudes, and purchasing decisions. For instance, Hilton has a loyalty program which is part of their sales promotion. According to Hantuli (2016, p. 17), Hilton has an HHonors loyalty program which allows members to enjoy certain privileges, and it currently has over 52 million clients worldwide.
The members enjoy some of the privileges, and it is a strategy used by the organisation to ensure they remain committed, and they will sell the brand to other people. Through the card, a lot of information is communicated to the clients, and it helps in influencing their purchasing decisions.
Another marketing channel used by Hilton is public relations. It allows organisations to market their products and services. Public relations are used to raise awareness, therefore, demonstrating the positive attributes of products which will help in educating consumers and encourage them to use their service (Bowie, Buttle, Brookes, and Mariussen, 2016, p. 6). The image of an organisation is key in the current market, and it will play a significant role in attracting more people to the brand. According to Salvioni (2016, p. 40), consumer needs are changing the competitive landscape of hotel chains, and that has made hotels to focus on stakeholder engagement, and offering services that will meet the expectations of the consumers. Hilton is using public relations initiatives such as corporate social responsibility to enhance their brand in the competitive market. The hotel chain continues to focus on creating strategies that will help it enhance and maintain a positive relationship with some of its key stakeholders. Public relations and the needs of the consumer have made Hilton change its style of governance and business model as it continues to strive to be the leading brand in the hospitality industry.
Recently, the most common media channel used by Hilton Worldwide has been advertising. Hilton uses advertising to communicate its marketing message to its target audience. According to Segal (2015, p. 5), advertisements are the first impression of a brand which affects the consumers and will lead them to a hotel. The level of engagement with the clients determines how the organisations will benefit from this marketing channel. In its advertising message, Hilton stresses the high-quality services it provides to the people from its vast chains of hotels. It also elaborates how the organisation uses new technology to personalize their services, therefore, provide services that exceed the expectations of the clients. Lu, C., Berchoux, C., Marek, M.W. and Chen (2015, p. 176), outlines that it is difficult to control what the public thinks but advertisements can help to improve public perceptions through creating interactive relationships. Hilton uses the majority of its marketing resources on advertising, and it has benefited from the initiative. Social media campaigns have been a popular advertisements channel used by the organisation to raise awareness of the services it is offering and engaging with the consumers. Social media advertising targets consumers who embrace technology and especially Millennials and Generation Z. Hilton has also been publishing its marketing message on newspapers and magazines such as Financial Times and Forbes to target senior level professions. The hotel chain also uses broadcast advertisements on television channels to target the baby boomers. The advertisements help to remove some of the misconceptions of luxury brand hotels such as the price of a room and therefore attract more clients. It has been key to increasing the revenue stream for Hilton and will continue to play a significant role in the sustainability of the brand.
Measuring success: how is the effectiveness of campaigns assessed within the marketing department – which key issues (if any!) are considered. This could include, for example, sales targets; brand development; extending market share.
Measuring the effectiveness of marketing campaigns
One of the ways to measure the effectiveness of marketing campaigns is the contribution of marketing to organisational revenue. The impact of market orientation depends on its ability to improve its returns on from other strategic actions (Moorman, and Day, 2016, p. 13). Since data are collected, the effectiveness of the campaigns is evaluated based on the returns it brings to the organisation. The higher the return, the more effective the strategy is, and that will influence the perception of teams in the marketing department. The data will inform the decision the organisation will make regarding the type of marketing strategies to use as it strives to improve its competitiveness in the market.
The second way is customer responses and reactions. Kandampully, Zhang, and Bilgihan, (2015, p. 381), outlines that service companies have recognised of providing services that can be uniquely differentiated as competitiveness in the global market intensifies. The customers are now brand ambassadors for their organisations. Through the marketing campaigns, it will be easy to identify the reaction of the market and thus inform the decisions of the management. If there is a negative response, the management of Hilton will identify how that can be changed due to the impact it has and vice versa. The responses and reactions from the customers will be in the form of feedback, and it will be key in determining the effectiveness of the marketing campaigns.
The third way is reviewing the number of sales. It is one of the most basic techniques to determine if the campaign is working and if there is a need for any change to be made. Managers quantify the effectiveness of a strategy on its returns on brand sales (Kumar, Choi, and Greene, 2017, p. 268). For instance, after advertising through social media, Hilton will be able to establish the number of people who paid and enrolled for their services. The higher the number of sales, the more effective the strategy is. Although one need to take consideration of other aspects such as time and economic status of the people at the time.
Another way is the actions of the competitors. Achieving competitive positional advantage helps organisations establish the capabilities of their marketing campaign and full potential concerning their performance (Tan, and Sousa, 2015, p. 87). Competing brands such as Marriott, Hyatt, and Intercontinental, among others, constantly assess the strategies used by other brands in the industry. Effectiveness of the strategy will be measured based on how the competitors will react. For instance, if they rush and copy the strategy, it will mean it is effective, and the organisation can invest more resources in ensuring it brings more returns.


The factors to consider
One of the factors is the sales target. According to Järvinen and Taiminen (2016, p. 21), most of the processes in organisations have been automated, and that has led to a better quantification of the sales leads and performance. The marketing departments set annual targets, and their performance will be based on the percentage of sales they acquired. The sales target is a crucial issue to consider when selecting a marketing strategy to be used in an organisation as it will indicate one that is more effective than the other.
The second factor is organic search traffic. The majority of campaigns used by Hilton Worldwide are online, and the traffic can easily be measured using SEO. Organic search by people can help organisations determine the number of visitors and visits on their campaigns (Pan, 2015, p. 15). Since most of the campaigns are deployed online, it will be critical to use the factor for determining the effectiveness of a strategy.
Another factor is the number of returning visitors and clients. As with any organisation, big data is vital in measuring success and developing futures strategy, this particular data about returning clients is critical to future marketing plans. Determining which services have attracted the most clients and which demographic groups are being attracted by which marketing campaigns is one of the key factors in marketing planning within the organisations, to ensure continued future success.
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