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Hilton hotels, also called Hilton hotels and resort, is a worldwide brand providing Hospitality Services along with the Flagship brand of the US multinational hospitality company Hilton. This report will give an appropriate marketing plan for this Hilton hotel to identify marketing opportunities along with some challenges that will help the hotel develop a better communication strategy within the market and expand (hilton.com, 2023). This report is going to analyze the 4p framework to have a proper understanding of the current marketing plan of this hotel along with providing situation analysis and the strategy to increase the overall value proposition. 
[bookmark: _Toc126960941]Situation Analysis
5 ‘C’s of Hilton Hotel
Company: 
	Strengths
· Large customer base
· Powerful brand name
· Favorable reputation and good financial health
	Weaknesses
· Shortage of flexibility in the supply chain
· Poor Customer services
· Retention issues

	Opportunities
· Opportunity to make collaboration with the local players in order to have the ability to expand business operations
· Increasing customer base in the low and market
	Threats
· Lack of talent in the market
· Increasing criticism regarding Environment protection
· Urban market saturation along with the Rural market stagnation



Customers:
This hotel targets both low end and high-end market segments and the decision is to select wider along with the multiple segments that have increased the overall scope of opportunities. The primary customer segmentation of this Hilton Hotel includes significant families with children that further allow this hotel to do emotional, social as well as functional jobs to maintain their market segmentation being satisfied and happy (De Pelsmacker et al. 2018). The functional job involves core business operations, the emotional job represents commitment and concern to customers and the social job is to provide augmented services to promote social gatherings and family functions. 
Competitors:
The competition is very high which makes it tough for the Hilton Hotel to achieve its overall objectives regarding market growth. Product differentiation is less and also became challenging to set a differentiation basis. With the help of Bowman’s strategy clock, this hotel has positioned its product and services to gain maximum competitive advantage in the market in order to maintain its reputation. 
Collaborators:
This hotel has partnered with several collaborators that enable the company to create a new product line and also improve the distribution process and product development, therefore, it is significant for this hotel to comprehend the behaviors, and relationship purpose of collaborators to proceed with the right decision (Mahmutovic, 2021). The hotel needs to maintain certain significant franchises, B2B relationships, and partnerships. 
Climate:
Political: The current system of government needs this Hilton hotel to research about changing in government policies closely and there is a risk of political instability due to multiple market presence. 
Economic: Inflation applies a very powerful impact on the overall structure of the price of this Hilton hotel and resort.
Social: Rising low and market segment along with the population growth leads to several opportunities for Hilton.
Technological: Technology development has reduced the cost of production as well as increased requirements to restructure the overall supply chain.
Legal: Health and safety law, employment law and discrimination law, and some other legal factors implied in this hotel.
Environmental: Water and air pollution regulations along with the waste management in the services sectors implemented recycling process have been maintained consistently. 
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The objective of this Hilton hotel and resort is to fulfill the earth with the warmth and the light of hospitality by delivering top-notch exceptional experiences as well as also to increase the investment in the social factors that will help in reducing the environmental food print, allowing the hotel to increase its value chain (Njei, 2018). The aims of this marketing plan are to analyze the marketing opportunities of this hotel to expand worldwide and also to provide significant frameworks such as marketing mix, SWOT analysis, PESTLE analysis, etc. to have insight regarding the hotel business operation. 
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This Hilton Hotel allows to development of loyalty among its potential customers by delivering exceptional services as well as anticipating their ever-changing desires and also to make sure that the team members are also satisfied that make high contributions to full fill objectives. This hotel delivers a value chain by focusing on the changing priorities of customers and providing them with whatever they seek (Kola, 2020). Value proposition impacts the customer segment of this hotel by providing intangible and tangible benefits to the customer by enhancing customer engagement and understanding. A value proposition explains the factors that enhance the quality of services and products of Hilton hotel from its competitors with the help of the customer segment (Dogan et al. 2018).  It also provides an overview of the benefits of services or a product. 
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Marketing mix
Product
Production services of this Hilton hotel and resort involve a variety of food and beverages, lavish rooms to stay in, a gaming zone, an entertainment zone, a cab facility including pick and drop, etc. These products are services provided to the customer in terms of improving their productivity and establishing a great image in the market (Davras and Caber, 2019). This hotel worldwide is a perfect luxurious stop to conduct significant events and business meetings. 
Place
Place is in the UK market including 103 countries, this hotel is a significant part of the hospitality industry and the location matters a lot the brand image of this hotel is already very vast and large in customers' minds that allows this hotel to attract more customers and create the Goodwill in the market (Bi et al. 2020). This hotel has chosen the centralized location in order to develop another hotel in the UK market so that visitors and tourists get attracted. 
Price
This hotel chooses to manage its Repo with high quality and top-class amenities, therefore, implementing a premium pricing policy for the services (Li et al. 2020). This hotel only provides five-star and four-star Customer service that not only signifies the sense of staying as well as dining but with a sense of luxury and status. 
Promotion
This hotel chooses to select important and unique promotion activities to lead in the market, therefore, providing exclusive membership to potential people. Well-dedicated staff and team determine marketing strategies to implement unique and new marketing indulgence (Hajibaba et al. 2020). With the help of digital technology, this hotel has also utilized the method of displaying shows as well as sponsoring certain essential events. 
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Figure 1: gantt chart for marketing activities
(Source: Self Developed)
These are the significant marketing activities that need to be achieved in order to promote Hilton Hotel business operations within a specific period of time. These activities of very much significant as they will help spread awareness of the production services to the customers and also help them to engage and also influence their buying decision (Foroudi, 2020). Additionally, these activities will assist in developing a reputation, gaining a competitive advantage over competitors in the market, and maintaining relevance and demand for the services and products of the Hilton hotels with the ever-changing behavior of the customers. 
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Hilton hotels and resorts are going to measure success with the help of its service differentiation strategy which has been known as a cornerstone of the overall business strategies of hotel change. The overall brand positioning with the help of these strategies is going to favor this hotel by attracting new customers and also evaluate the type of customers it attracts (Azhar et al. 2019). Travel with purpose is another significant strategy that is going to increase the overall positive behavior towards the Hilton brand by the customers which will result in increasing profit revenue. 
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Based on the above discussion it is possible to conclude that Hilton hotel and Resorts has made its significant position all over the world. The marketing plan of this hotel has successfully been evaluated in this report provides very inside knowledge regarding its situation analysis of the company along with the marketing mix framework to understand the business operations of this hotel Inside out. Being a very large hotel, bad reviews are one of the challenges that it faced most of the time. The sole recommendation to be provided for this hotel is to enhance its Quality Services for its customers and not leave any room empty to implement technological innovations. 

[bookmark: _Toc126960948]Presentation
The above marketing plan of the Hilton hotel and resorts analysis the business opportunities to expand its business operations in that particular area where there is no presence of any five-star or four-star hotels. There is a representation of the customer segmentation of this hotel where the company targets its customers and positions its production services. The geographical segmentation strategy of this hotel directly focuses on developing hotels in particular locations where there is a target customer segment such as this hotel has the perfect spot for their locations such as Singapore (Hanaysha et al. 2021). It is very much evident from the marketing plan that this hotel targets a customer segment who have a high level of income and also belong to the rich class and who purses luxury in their day-to-day life, such kind of segment will justify the premium pricing of the hotel. Psychographic segmentation has been utilized by this hotel in the marketing plan that helps them to target those kinds of persons who love to express their class and high status along with achievements they have made in life by staying in a 4-star or five-star hotel paying premium prices. Particularly, this Hilton hotel and resorts have a total of 13 brands all over the world offering luxury, vacation ownership, and so on. 
The situation analysis of this hotel that has been analyzed in the report assists in recognizing the certain challenges and opportunities that this Hotel is currently going through, enabling it to take stock of its internal deficiency and strength and also recognize the broader trend in the market happening among competition so that this hotel can implement technological advancements in their services and product to remain on top (Loo and Leung, 2018). With the help of this analysis, Hilton Hotels can easily utilize its market research to analyze projected growth along with the behavior of its potential customer. 
The framework of the marketing mix is a very significant part of developing value as well as satisfaction for the customers regarding the production services of Hilton Hotel. This framework acts as an essential element at the time of dealing in full feeling the demands and requirements of the customer and also developing a profitable and long relationship with them (Khalayleh and Al-Hawary, 2022). Basically, marketing mix provides a certain road map evaluating business adjectives and also helps in keeping a track of the target market providing a guideline to put the right services and products at the right place, at the right price, and at the right time. 
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