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[bookmark: _Toc151175039]COMPONENT 2: MARKETING PLAN FOR “SHERATON GRAND LONDON PARK LANE”
[bookmark: _Toc151175040]INTRODUCTION
The purpose of this marketing plan is to bring Sheraton Grand London Park Lane into a new age of market leadership. The plan is aimed at hotel management and focuses on revitalizing the brand's image and bolstering its competitive position. To leverage on the hotel's well-known brand awareness, accessible location, and historical importance, the plan employs strategic frameworks such as Ansoff's Matrix, Marketing Mix, and SOSTAC. Our strategies can be tailored to the changing hospitality market by including customer segmentation, competitive analysis, and a PESTLE study. This comprehensive approach lays the groundwork for an engaging and goal-oriented marketing trip.
[bookmark: _Toc151175041]SITUATION ANALYSIS
Company (SWOT): The Sheraton Grand London Park Lane offers many strengths, including historical significance, a convenient location in London, and a great reputation as a hospitality brand (Huang and Rust, 2021). On the other side, weakness includes problems that reduce consumer pleasure. Opportunities exist in capitalizing on upgrades to enhance the overall tourist experience. Given the threat posed by increasing competition in the hotel industry, strategic differentiation is necessary.
Customers: To find and target high-value clients, you must segment your customer base utilizing SimilarWeb data. The hotel learns about its visitors' opinions, preferences, and expectations by reading reviews on various websites. This information is critical for tailoring services to meet customer needs, ultimately increasing client loyalty and happiness.
Competitors: The Bowman's Clock Perceptual Positioning Map will be valuable in assessing competing organization’s market strategies. By charting the hotel vs significant competitors, the Sheraton Grand London Park Lane can assess its competitive stance and make well-informed decisions to differentiate itself. Investigating SimilarWeb will give helpful information about industry partners and collaborators, enabling the hotel to study potential partnerships and retain its competitiveness.
Climate (PESTLE): To understand the macroeconomic factors impacting both its operations and the hotel industry, Sheraton Grand London Park Lane must perform a PESTLE assessment of the external environment. Taking a deeper examination, we find:
a) Political: Consider how Brexit would affect worker availability, travel rules, and overall economic conditions. Changes in political stability can have an influence on international tourism.
b) Economic: Examine the status of the economy by considering exchange rates, GDP trends, and inflation rates. Economic downturns can have an impact on travel plans and hotel revenue (Beirman, 2022).
c) Social: Recognize how client preferences and cultural trends can influence demand for certain facilities or services. Keep track of how your clients' expectations change.
d) Technological: Accept and use technological breakthroughs to improve consumer experiences. Investigate emerging trends such as digital marketing strategies, smart room amenities, and contactless check-ins.
e) Legal: Keep up to speed on the rules and compliance requirements that apply to the hotel industry. Changes in regulations relevant to environmental sustainability or safety practices must be regularly monitored (Chaffey and Smith, 2022).
f) Environmental: Consider how environmental trends can impact how the hotel operates. Using sustainable practices attracts eco-conscious visitors while also aligning with global values.
Marketing Mix: The marketing mix, often known as the 4Ps, is a simple framework that specifies the key components of a marketing strategy. The following is an overview of the Sheraton Grand London Park Lane's current marketing mix:
a) Product: The Sheraton Grand London Park Lane offers a premium and historic hotel experience in a fantastic central location. The package includes opulent amenities, attentive service, and elegantly appointed rooms.
b) Price: At present, the hotel charges a premium to match the exceptional facilities and unique experience it provides.
c) Place: The hotel most likely utilizes its website to encourage direct bookings and works with online travel agencies (OTAs) to reach a larger audience.
d) Promotion: Examine current marketing strategies such as traditional and digital advertising, social media presence, and collaborations.
[bookmark: _Toc151175042]OBJECTIVES
Sheraton Grand London Park Lane's marketing strategy aims to increase customer interaction and market awareness. The SMART objective for the next six months is to increase website traffic by 15% using SEO and targeted digital marketing tactics. Simultaneously, a 20% rise in social media followers is created via promotions and attractive content. Key Performance Indicators (KPIs) include customer feedback, social media engagement data, and website analytics.
[bookmark: _Toc151175043]STRATEGY
According to Ansoff's Matrix, the Sheraton Grand London Park Lane's strategy is focused on market development and providing a more complex value proposition. Recognizing the need for an updated brand image, the hotel will focus on strengthening its reputation via strategic activities. The new value proposition emphasizes a seamless mix of contemporary luxury and historical charm, making it appealing to both existing and new clientele (West, Ford and Ibrahim, 2015). The chosen strategy focuses on extending the market by using existing goods and establishing new consumer groups.
Sheraton Grand London Park Lane will change its marketing mix to solve concerns mentioned by client feedback and ensure future growth. This includes lowering pricing to be more competitive, using cutting-edge processes such as online check-in, and expanding distribution networks to reach more people (Shurbaji and Furlan, 2017).
[bookmark: _Toc151175044]TACTICS
Putting strategy into action is critical for translating strategy into visible results. Sheraton Grand London Park Lane will adopt a comprehensive plan driven by the Communications Mix and the RACE framework (Reach, Act, Convert, Engage) to address identified challenges and connect with business objectives.
a) Reach: Invest in targeted online advertising activities to increase brand recognition and attract new customers (Vellas, 2016). To reach a broader audience, use social media networks and platforms such as Google Ads. Provide engaging and viral content, such as blog posts, videos, and virtual tours, to emphasize the hotel's special combination of old-world beauty and modern comfort.
b) Act: Provide time-limited discounts, packages, and special bargains to drive direct bookings and create a sense of urgency.
c) Convert: Utilize customer segmentation to inform targeted email marketing that highlights the hotel's value proposition, offers personalized deals, and caters to unique demands. Provide unique discounts or perks to guests who make direct bookings via the hotel website to drive a higher conversion rate.
d) Engage: Promote real relationships on social media by showing user-generated content, organizing participation contests, and responding to messages and comments as soon as possible.
[bookmark: _Toc151175045]ACTION
	Component
	Timeline
	Tasks

	1.	Digital Marketing Campaigns
	Month 1-2
	Develop campaign content, launch across online platforms, monitor analytics, and adjust strategies for optimization.

	2.	SEO Optimization
	Month 1-3
	Conduct website SEO audit, implement improvements, and continuously monitor and adjust strategies for enhanced visibility.

	3.	Social Media Engagement
	Ongoing
	Create engaging content, schedule regular posts, interact with followers, and analyze engagement metrics for continuous improvement.

	4.	Online Advertising
	Month 2-4
	Design and launch online ads, monitor performance, adjust targeting as needed, and assess the impact on website traffic.

	5.	Website Optimization
	Month 3-5
	Revise website layout, improve user experience, and ensure seamless booking processes to enhance conversion rates.

	6.	Special Promotions
	Ongoing
	Introduce and promote exclusive offers, track their success, and adapt promotions based on customer response and market trends.

	7.	Email Marketing
	Ongoing
	Plan and execute targeted email campaigns, analyze open and click-through rates, and tailor future campaigns based on customer engagement.

	8.	Customer Feedback Channels
	Ongoing
	Actively monitor and respond to customer reviews on various platforms, addressing concerns and highlighting positive feedback to enhance brand perception.
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[bookmark: _Toc151175046]CONTROL
To assess success, a detailed examination of key performance indicators (KPIs) such as website analytics, social media engagement metrics, customer feedback, and booking information will be employed. The effectiveness of each technique will be assessed periodically, allowing for in-the-moment changes (Kotler et al, 2017). Benchmarks will contain key performance indicators (KPIs) related to the objectives, such as a 15% increase in website traffic and a 20% increase in social media followers. Regular customer satisfaction surveys and sentiment analysis of online reviews will help to understand the hotel's reputation.
[bookmark: _Toc151175047]CONCLUSION
The Sheraton Grand London Park Lane is well positioned for success because to the personalized marketing plan. The hotel's objectives are aligned with the strategic mix of increased customer interaction, targeted digital marketing, and simplified value propositions. Constant monitoring via KPIs ensures flexibility in reaction to market situations, encouraging long-term development (Rogers and Davidson, 2015). The proposed initiatives, which include everything from customer feedback channels to SEO optimization, demonstrate a thorough and customer-focused approach. By implementing these strategies, Sheraton Grand London Park Lane will be able to exceed its objectives and increase customer satisfaction, brand image, and overall market competitiveness.
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The introduction slide provides a brief overview of the presentation's focus on a strategic marketing plan for Sheraton Grand London Park Lane.
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This slide covers the situational analysis, including SWOT Analysis, Customer Segmentation, Competitor Analysis, and a PESTLE Assessment, offering insights into the hotel's current standing and industry dynamics. The marketing mix discusses the four Ps - Product, Price, Place (Distribution), and Promotion, highlighting their significance in the overall marketing strategy.
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This slide outlines the SMART objectives of the marketing plan, specifying measurable targets, such as a 15% increase in website traffic and a 20% growth in social media followers.




Slide 5




The strategy slide delves into the refined value proposition and the utilization of Ansoff's Matrix for market development, emphasizing the hotel's proactive approach to enhancing its brand image.
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This slide details the tactical approach, including Reach (Digital Marketing and SEO), Act (Social Media Engagement and Online Advertising), Convert (Website Optimization and Special Promotions), and Engage (Email Marketing and Customer Feedback Channels).
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The action slide features a Gantt Chart illustrating the schedule for marketing activities, providing a visual representation of the planned actions over time.
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This slide focuses on the control aspect, highlighting the importance of Key Performance Indicators (KPIs) and continuous monitoring to assess the success and adaptability of the marketing strategies.
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The conclusion slide summarizes the main points, changes made, and potential impact of the marketing plan on Sheraton Grand London Park Lane.
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The introduction slide provides a brief overview of the presentation's focus on a strategic marketing plan for Sheraton Grand London Park Lane.
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This slide covers the situational analysis, including SWOT Analysis, Customer Segmentation, Competitor Analysis, and a PESTLE Assessment, offering insights into the hotel's current standing and industry dynamics. The marketing mix discusses the four Ps - Product, Price, Place (Distribution), and Promotion, highlighting their significance in the overall marketing strategy.
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This slide outlines the SMART objectives of the marketing plan, specifying measurable targets, such as a 15% increase in website traffic and a 20% growth in social media followers.
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Sheraton Grand London Park Lane's marketing strategy aims to increase customer interaction and market awareness.





The SMART objective for the next six months is to increase website traffic by 15% using SEO and targeted digital marketing tactics. Simultaneously, a 20% rise in social media followers is created via promotions and attractive content.
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The strategy slide delves into the refined value proposition and the utilization of Ansoff's Matrix for market development, emphasizing the hotel's proactive approach to enhancing its brand image.
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According to Ansoff's Matrix, the Sheraton Grand London Park Lane's strategy is focused on market development and providing a more complex value proposition.





The new value proposition emphasizes a seamless mix of contemporary luxury and historical charm, making it appealing to both existing and new clientele.





Sheraton Grand London Park Lane will change its marketing mix to solve concerns mentioned by client feedback and ensure future growth. 
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This slide details the tactical approach, including Reach (Digital Marketing and SEO), Act (Social Media Engagement and Online Advertising), Convert (Website Optimization and Special Promotions), and Engage (Email Marketing and Customer Feedback Channels).
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Reach: Invest in targeted online advertising activities to increase brand recognition and attract new customers.





Act: Provide time-limited discounts, packages, and special bargains to drive direct bookings and create a sense of urgency.





Convert: Utilize customer segmentation to inform targeted email marketing that highlights the hotel's value proposition, offers personalized deals, and caters to unique demands.





Engage: Promote real relationships on social media by showing user-generated content, organizing participation contests, and responding to messages and comments as soon as possible.
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The action slide features a Gantt Chart illustrating the schedule for marketing activities, providing a visual representation of the planned actions over time.
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This slide focuses on the control aspect, highlighting the importance of Key Performance Indicators (KPIs) and continuous monitoring to assess the success and adaptability of the marketing strategies.
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The effectiveness of each technique will be assessed periodically, allowing for in-the-moment changes.





Benchmarks will contain key performance indicators (KPIs) related to the objectives, such as a 15% increase in website traffic and a 20% increase in social media followers.
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CONCLUSION

The Sheraton Grand London Park Lane is well positioned for success because to the

personalized marketing plan.

By implementing these strategies, Sheraton Grand London Park Lane will be able to

exceed its objectives and increase customer satisfaction, brand image, and overall

market competitiveness.
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The conclusion slide summarizes the main points, changes made, and potential impact of the marketing plan on Sheraton Grand London Park Lane.
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The Sheraton Grand London Park Lane is well positioned for success because to the personalized marketing plan.





By implementing these strategies, Sheraton Grand London Park Lane will be able to exceed its objectives and increase customer satisfaction, brand image, and overall market competitiveness.
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