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Introduction
A marketing plan refers to the strategies that a business can adopt to advertise and sell its products and services. The aim of this marketing plan is to identify a marketing opportunity for Hilton Worldwide Hotels, Belfast. The Belfast Hilton worldwide hotel is located in the Belfast City Centre (Zeng and Li, 2021, p.23). This plan will involve the communication strategies that can be used to introduce an afternoon tea in the food and beverage menu. The plan will employ tools like the PESTEL analysis to analyze the macro environment and the SWOT analysis to analyze the micro environment. 
Situation Analysis- 5 'C's
Company: SWOT analysis (Micro analysis) 
The SWOT analysis is a micro environment analysis tool that evaluates the Strengths, Weaknesses, opportunities and Threats of a business. For Hilton Hotel Belfast, its main strengths are that it’s a global brand with a high stock performance, it is also persistent in business and market development (Mekhruza et al., 2022). The weaknesses are that it has had some poor customer reviews and ratings in the past and at some point it also recorded high debt levels. Its opportunities are high potential for expansion and also vendor partnerships for hybrid meetings (Ahsan et al., 2014). The main threats are the long term impacts of the covid-19 pandemic and possibilities of labor shortages.
Customers: Segmentation and Targeting/ Customer profile's'
Segmentation refers to the process of subdividing the market into different groups of buyers having the same requirements. For the afternoon Tea business plan, psychological, profile and behavioral variables will be used for segmenting the market (Bhanji and Mehá, 2022). The targeting strategy to be adopted will be the differentiated strategy. Since Belfast Hilton is part of the international hotel chain, the targeted audience will be travellers from Asian countries and US who will prefer Hilton Belfast (Wang, Yao-Chin, and Yeasun, 2015, p.570). Local citizens and Business travellers will also be targeted by this business idea.
Competitors: Perceptual positioning map, Bowmans strategy clock
Positioning is arranging a business offering a product or service in such a way that it will have a desirable and clearly distinctive place as compared to the other competing products in the minds of target market. The Bowman’s strategy is an easy to use and comprehensive strategy that provides better positioning options within the market based around perceived value and price (Eyvrigh and Ghodrat, 2016, p.77).
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Collaborators: 
Collaborators in business include the supply chain partners both downstream and upstream of the value chain. The collaborator factors to be considered are the bargaining power, what suppliers bring to table, flexibility & agility of supply chain and what suppliers bring to table. The collaborators of Hilton Belfast do not hold strong bargaining power and therefore the business will be able to sustain high profit margins (Piboonrungroj, Pairach, and Stephen, 2015, p.27). 
Climate: PESTLE analysis
PESTLE analysis stands for political, economic, social, technological, legal and environmental factors. The political factors are the Tourism taxation and the Brexit vote (Born et al., 2017). The number of visitors increased in the UK after its withdrawal from the European Union. Belfast Hilton was advantaged by the rapid economic growth after the Brexit vote. Many families now prefer spending holidays in UK, this an economic advantage to Belfast Hilton Hotel (King, Lewis and Jeroen, 2017, p.130). The social-cultural factors include the “free from food” market trend as well as the growth of gluten free market. Technologically, the introduction of online bookings and ordering will be an advantage to this idea. Legally, the introduction of Hilton Worldwide health and safety laws will also favor this afternoon tea idea (Jobber, David, and Fiona, 2019). In terms on the environment, Hilton Worldwide has adopted waste reduction strategies and environmental friendly practices.
Objectives-SMART (OBJECTIVES)
The specific objective is to introduce the Afternoon Tea to the public by end of March 2023. The measurable objective will be to continue providing high quality standard services to the public. The attainable objective will be to increase Afternoon tea orders and bookings by 7% in 5 months in the Sonoma restaurant, Belfast Hilton. The realistic objective will be to discover new market for this product apart from the existing market. The targeted objective will be to achieve the Year of food and drink in Ireland by the end of 2023.
Strategy 
Hilton has always adopted market penetration specifically through value propositions. Their value proposition for most products and services is to seek for the loyalty of customers by aiming to satisfy their needs. For the Afternoon Tea in Sonoma Belfast Hilton Worldwide Hotel, market penetration will be the most appropriate in implementing this business idea. The value proposition will focus on quality product and customer satisfaction (Deng and Jing, 2022). For both travellers and the local guests, the value proposition centered about the customer will catch the attention of many people and majority of them will want to prove whether what they have read is true. It will be communicated on all the social media platforms as well as the hotels website. This will attracts both the new market and the existing market.
Tactics 
The marketing mix refers to the key elements of a marketing strategy. Most commonly used are the 4 Ps of marketing developed by McCarthy (Arif et al., 2017, p.70). The 4 Ps are the product, the place, the price and the promotion strategies. 
Product
The responsibility of the job marketer is to define a product and its qualities before introducing to the customer. Apparently, the restaurant is offering tea but only in the morning and evening hours. The afternoon tea will be more less the same but with a different tea flavors added to suit the afternoon context. The product will be diversified as: mint tea, ginger tea, lemon tea, strawberry or natural tea. This diversification will give this product a competitive advantage since most competitors do not yet offer flavored tea (Benur, Abdelati and Bill, 2015, p.221). This unique selection in the existing market will be served in a high quality graceful environment. 



Place
Place refers to the consideration of the locations in which the products will be available. For Hilton worldwide hotels, all their products are directly bought from the physical hotel structures even though orders can be made online. The advantage of this location strategy is so as to have the exact data of customers visiting their hotels and to establish loyal customer relationships. It will be located in the very heart of Belfast City which is very convenient for everyone shopping in town (Nielsen et al., 2017, p.71). Also, this location makes it convenient in terms of transport since it is located next to the central station.
Price
Normally prices in an international hotel in Belfast are constant both to local and international visitors. When making these prices, the international visitors are considered more compared to local visitors; this makes the prices to be relatively higher. In terms of pricing the Afternoon tea will consider the local visitor more than the international visitor, meaning it will be relatively cheaper compared to the existing options in the market. This will be part of the penetration strategy. The average prices will range between 22 and 30 Euros per person.
Promotion 
In terms of product promotion, the social media platforms will be highly utilized for advertisements. These include Facebook, twitter and Instagram; these are well known and commonly used platforms that will reach both the local and international visitors (Evans et al., 2021). Apart from these advertisements, special offers will also be displayed on the Hotel’s website for the public to view.
Control 
The success of this business idea will be measured on weekly, monthly and yearly basis. In weekly measurements, the management will collect the feedback from the afternoon tea customers. The kitchen staff will also provide information on which flavor is on a high demand. On monthly basis, the marketing team will be collecting online feedback from customers comments and analyze the sales promotion ratings. After 12 months, the weakness of the this product will be analyzed and the marketing team will makes considerations on how their promotion affected the sales.
Conclusion 
The afternoon Tea marketing plan is indeed worth investment by the Belfast Hilton Worldwide hotel. However, there are a few challenges likely to be encountered: First, it is not easy to have an exact projection of the number of customers who will visit the hotel for the afternoon tea, this makes it hard to project the expected profits. Secondly, there is limited supply of tea flavors in Belfast, this will be a bit challenging in maintaining the consistency of supply. My recommendations are that the hotel utilizes the data for afternoon visitors to establish the number of customers who may be interested in this product.
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