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[bookmark: _Toc126374069]Executive Summary
Royal Lancaster Hotel is a famous British luxury hotel located in Lancaster Terrace, London, United Kingdom. Being an iconic mid-century architectural building, Royal Lancaster Hotel has successfully gained the attention of a wider local and international audience. The hotel offers five facilities to its valued customers and is famous for its luxurious guest rooms, suites, conference hall and small meeting rooms. The purpose of this consultancy report is to analyse the existing operations and strategies of the marketing department and provide suggestions for improving marketing campaigns. A detailed discussion on the importance and benefits of a digital marketing campaign for Royal Lancaster Hotel is discussed in this report. 
Due to the rising competition between major hotels in the United Kingdom has increased the importance of marketing strategies for attracting the audience's attention. Management of Royal Lancaster Hotel is searching for means to increase business revenues through room bookings. It can help ensure sustainability in the market and increase market share and customs base in the United Kingdom and international audience. The time has come for Royal Lancaster Hotel to explore new avenues for expanding its customer base. I presented a detailed plan for improving marketing exposure in this consultancy report. This report aims to implement change management by revolutionising and improving current marketing campaigns through digital marketing strategies. This marketing consultancy report is divided into five parts. The first part includes problems in the traditional marketing campaign and its limitations. The second part of the report contains a detailed analysis of the external business environment, internal strengths and weaknesses and external threats and opportunities that Royal Lancaster Hotel is facing in the London market. The third part of the consultancy report contains a discussion on the benefits and implementation of digital marketing strategies for the Royal Lancaster Hotel marketing department. Lastly, this report discusses the action plan, recommendation, and condition of the marketing consultancy report. 
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[bookmark: _Toc126374070]Introduction 
The Royal Lancaster is a famous luxury hotel based in London, United Kingdom. The company is renowned for operating as a five-star hotel with complete services like Lodging, beverages, and food services. It is in Lancaster Terrace and is classified as Hyde Park's commanding mid-century architecture, which Richard Seifert built in 1968. Initially, this building was constructed as an office building; later, it was converted into a hotel by TP Bennett in 1996 and cladded the lower floors of the building with white stones, which makes it a very attractive and beautiful building in Lancaster Gate area. Currently, Royal Lancaster has 416 bedrooms and two function halls that can accommodate up to 1000 guests, and it also has 14 small meeting rooms available for corporate meetings (Villa-Clarke, 2023). To gain the attention of tourists and visitors all around the world, the management of the Lancaster Hotel has renovated the hotel with the help of award-winning designers to ensure that every guest can get remarkable services. Park Suites is also available that provide commanding wraparound views in all directions. Classic rooms also make it ideal set up for families and protect ultimate privacy (telegraph.co.uk, 2017). First part of the report contains analysis of the external business environment that has significant influence over the operations of the Royal Lancaster Hotel. Secondly, a detailed analysis on the Hotels internal capabilities and external threats that can influence overall operations of the hospitality under swot analysis is also discussed in this report.  
As a consultant at Royal Lancaster Hotel, I have presented a detailed consultancy report for the marketing department to effectively implement digital marketing to increase revenues and profits of Royal Lancaster Hotel.  
[bookmark: _Toc126374071]Scope and Analysis 
· The goal and purpose of this marketing consultancy report are to find the right technique for business promotion within the time frame and budget of the Royal Lancaster Hotel. 
· Increase audience reach in cost effective way. 
· Increase profitability and room bookings.
[bookmark: _Toc126374072]Pestle Analysis 
Pestle analysis is a famous strategic management tool that helps decision makers and management of the organisation in analysing the external business environment and devise strategic planning accordingly. The world pestle is an acronym consisting of letters for political, economic, social, technical, legal, and environmental factors affecting organisational performance (Smarandache, 2022). However, pestle analysis on the United Kingdom hospitality industry and its relevant impact on the operations of Royal Lancaster Hotel are explained below.
	
Pestle Analysis of Royal Lancaster Hotel 2023

	Political Factors
	Political instability, Brexit, and government control over hospitality sectors created an unfavourable environment for hotels

	Economic Factors
	Rising inflation rates, currency devaluation, higher unemployment rates, and imposing taxes due to Brexit have reduced consumers buying power, which is unfavourable for businesses in the hospitality sector. 

	Social Factors
	Most social factors favour Royal Lancaster Hotel, like the luxury ho and tourism demand. Therefore, social factors do not have any negative impact on the royal Lancaster Hotel

	Technological Factors
	The marketing strategies of Royal Lancaster Hotel failed to exploit digital technology to promote their business and attract audience attention which is the main hurdle in increasing the profitability of the company.

	Legal Factors
	Rising pressure from NGOs and government to adopt sustainable resources increasing, which requires to adopt of corporate social responsibility activities

	Environmental Factors
	Management must reduce the utilisation of resources like water and energy requirement 



[bookmark: _Toc126374073]Political Factors 
Political factors are the determinant which indicates the extent to which an external environment can influence the performant of a particular industry sector in the economy. In the United Kingdom, the government firmly controls the hotel industry. The government can put a strict ban on travel and tourism; it could badly influence the hotel industry. It means that one government decision can lose most the country's economic contributions and hotel profits (Barkauskas, Barkauskienė and Jasinskas, 2015). The latest example of the ban on tourism is after the emergence of covid 19 in 2021 when the government and social distancing suddenly stopped all economic activities were implemented at all levels. Lastly, economic reforms in the United Kingdom have led to the imposing of new taxes on hotels, which have significantly reduced overall profits. However, removing restrictions on financial activities has brought a positive change for the hospitality industry, which led to the increased earnings of Royal Lancaster Hotel (Perera, 2017).  
[bookmark: _Toc126374074]Economic Factors 
Economic factors refer to the country's economy that can have a long term or short-term impact on the company's performance. There are many factors that can lead to economic factors like trade tariffs, fiscal policy, and tax policies. The hospitality industry in the United Kingdom has faced devastating conditions during the emergence of covid 19 in the United Kingdom (Jha and Sekhar Bhattacharyya, 2018). However, after removing restrictions, hotels have witnessed an inclined profit as tourism increased again. However, economic conditions due to political instability, rising inflation, and unemployment have reduced consumer buying power, negatively impacting hospitality. Management of the Royal Lancaster Hotel is required to reduce overall guest room prices to increase market share and customer base in the United Kingdom (Zalengera et al., 2014). 
[bookmark: _Toc126374075]Social Factors 
Social factors scrutinise the social conditions of the market in the form of demographics, cultural trends, and population trends. The Royal Lancaster Hotel is well known among local citizens and international visitors as well. Social factors like population growth rate, consumer demographics, lifestyle, and gender rate greatly influence hotels' finances. Through increased income levels, customers try to increase their spending and invest more in leisure activities (Farnsworth et al., 2017). After removing restrictions of covid 19, customers' demand towards guest rooms increased, which is helping the rise in the company their profitability. However, the Management of Royal Lancaster is required to decrease room prices further to gain market share and customer base. Current prices for guest rooms start from 314 pounds which can be reduced further easily to gain the attention of the audience (Achinas et al., 2019).
[bookmark: _Toc126374076]Technological Factors 
Technological factors refer to the innovation in technology that can affect the operations of the company. Although Royal Lancaster Hotel is performing well, efficient use of specialised resources like digital marketing is necessary to improve its valuable customers' value proposition. Moreover, adopting new technology can help the company in increasing marketing strategies and reduce overall marketing costs at the same. However, further explanation of the efficient usage of digital technology will be explained in this report (Mihailova, 2020). 
[bookmark: _Toc126374077]Legal Factors 
Laws and regulations of the country really affect the operations of the hotel where it operates. Legal factors are closely interlinked with political factors. Royal Lancaster Hotel must follow employee and customer laws and other legal frameworks to avoid government intervention (Antonucci et al., 2019). Additionally, NGOs and other government institutions have put pressure on hotels on the efficient use of resources responsibly. To avoid this issue, the Royal Lancaster Hotel management must install innovative technologies to save energy (Srdjevic, Bajcetic and Srdjevic, 2012). 
[bookmark: _Toc126374078]Environmental Factors 
Hotels use a lot of resources like water, gas, and electricity and contribute towards the shortage of resources; therefore, government institutions and NGOs put a lot of pressure on the hospitality industry to minimise resource usage. Thus, the management of Royal Lancaster is required to have strict control over energy usage and work responsibly (Thomas et al., 2021). 
[bookmark: _Toc126374079]Swot Analysis 
Swot analysis is strategic management that helps organisations analyse external factors that can influence overall performance and establish internal capabilities for minimising external impacts. As expressed above, Royal Lancaster Hotel is one of the most iconic luxury hotels in the United Kingdom that has had huge success in recent years in the form of profitability and gaining market share. However, a detailed analysis of the Royal Lancaster Hotel is explained below.
	
Swot Analysis of Royal Lancaster Hotel 2023

	Strengths 
	· The ideal location of the Hotel building near Hyde Park, London
· One of five-star hotels in London, United Kingdom
· 18-story large building with 411 rooms 
· Trained staff 
· Beautiful view of London city

	Weaknesses 
	· Many employees 
· Shortage of skilled workers and employees 
· Rising competition
· Higher room charges/night
· Easy availability of cheaper rooms by competitors
· Reliance only on traditional marketing 

	Opportunities 
	· Adopt digital marketing for business promotion and brand awareness.
· Hire digital marketers to improve the successful launching of digital marketing. 
· Merger and acquisitions 

	Threats 
	· Price wars due to growing competition reduced profit margins.
· Rising competition 



[bookmark: _Toc126374080]Strengths 
Strength refers to any activity that can help a company gain market share and increase profitability. Royal Lancaster Hotel is situated near Hyde Park, which provides a beautiful and eye catchy location for every visitor. It has a beautiful and tall 18 story building that attracts the attention of visitors and tourists worldwide. After a stunning renovation of 80 million pounds by the company's management, the hotel is classified as one of the best in the United Kingdom (Ahmadi, Dileepan and Wheatley, 2016). Moreover, Royal Lancaster is one of the few remaining independent hotels in the capital, offering breathtaking views of the famous London city. All 411 guestrooms are excellently designed in a timeless style, providing comfort and beautiful city views, and ensuring an unforgettable stay in London. Additionally, the collection of suites on the Royal Lancaster's 18th floor also attracts the attention of customers worldwide (Rizki et al., 2021). 
Employees are the engine that pulls any busies to the next level. Therefore, a business needs to keep its employees satisfied. Royal Lancaster Hotel is spending much on keeping their employees happy and satisfied by providing them market competitive salaries and packages, which is the main reason behind the company's higher employee retention strategies. 
[bookmark: _Toc126374081]Weaknesses 
Weaknesses account for the drawbacks that stop a company from growing. As every organisation has some drawbacks, however, effective strategies can help the company remove those weaknesses and turn them into an opportunity for increasing the profitability of the company (Shi, 2016). This section of the report contains Royal Lancaster Hotel's weaknesses which are explained below.
Businesses like Royal Lancaster Hotel need employees and workers to carry out operations. However, if the number of such employees grows, it becomes their liability. The hotel industry requires a higher number of staff due to the nature of the business. Currently, Royal Lancaster Hotel contains more than 500 employees, which is a massive expenditure for the industry to carry on operations. It is also reducing the profitability of the company (Gurel, 2017). 
Social media is an essential tool that helps organisations market their products and gain the attention of their valued customers. Reviews from social media platforms act like word of mouth that reshapes other consumers' points as well. Although most reviews about Royal Lancaster Hotel are excellent, the only criticism from customer reviews is higher charges as most of the packages start from 315 pounds, which is expensive. Most budget hotels in the United Kingdom withdraw 11 pounds per night (Mulono Apriyanto, 2021). 
[bookmark: _Toc126374082]Opportunities 
Opportunities are the chances for any organisation to have success in future. Every organisation tire to find opportunities to expand business operations and increase the profitability of the company. Some of the opportunities available for the Royal Lancaster Hotel are explained below.
Businesses are now changing marketing strategies due to technological advancement, especially after excessive usage of the internet. Digital marketing strategies are effective marketing strategies which are helping companies and hotels in attracting the attention of customers and make them loyal customers in a cost-effective way (Jonibek, 2021). Advertisements on billboards, TV ads, pamphlets and radio are expensive and do not yield fruitful results. Therefore, the Royal Lancaster marketing teams must hire a marketing team and IT staff to carry on a digital marketing campaign to increase market share and customer base (Krasavac, Radosavljević and Bradić-Martinović, 2018). 
The second opportunity for Royal Lancaster Hotel is to have merger and acquisition strategies to increase market share and customer base. It is one of the easiest ways to collaborate with the hospitality industry's pre-existing brands (Yulia Yulia, Novyandra Ilham Bahtera and Evahelda Evahelda, 2019).
[bookmark: _Toc126374083]Threats 
Threats refer to anything that stops a company from performing well. These threats must be tackled timely to avoid damage to the brand. Some of the dangers faced by the Royal Lancaster Hotel are explained below.
Growing competition from the hospitality industry is causing Royal Lancaster Hotel to have lower profit margins (Jonibek, 2021). Due to price wars and unnecessary marketing campaigns, business face losses. Royal Lancaster Hotel is operating in a highly competitive market, stopping the company from performing well. This threat can only be reduced by charging lower prices, launching effective digital marketing campaigns and offering excellent services to valuable customers (Wu, 2020). 
[bookmark: _Toc126374084]Analysis of the Marketing Department of Royal Lancaster Hotel
There are many ways of capturing the attention of the audience to generate hotel revenues. Marketing is one of the effective ways to help businesses obtain people's attention (Pantano, Priporas and Migliano, 2019). There are mainly two marketing strategies: traditional marketing and second is called digital marketing. A brief analysis of the Royal Lancaster Hotel marketing department indicates that traditional marketing is their core marketing strategy for gaining the attention of the audience on global and international levels (Xu, Frankwick and Ramirez, 2016). However, traditional marketing is also effective for expanding business operations and has evolved through the ages. But these methods have been around for decades and are less effective now than digital marketing. However, the strengths of traditional marketing applied by the Royal Lancaster Hotel include.
· Radio and television commercials
· Newspapers and magazine ads
· Telephone and text notifications
· Billboards
· Fliers
Although traditional marketing does not mean it is old-fashioned, it is still essential for businesses like Royal Lancaster Hotel to grow business operations. The immersive experience of television ads and famous magazines is as they were 30 years ago because of their long-lasting impact on people's memory (Othman et al., 2020). Therefore, traditional marketing is still beneficial for Royal Lancaster Hotel in the following ways.
· Royal Lancaster, Hotel's marketing department heavily relied on traditional marketing, which helped gain the attention of a wider audience in London and other parts of the United Kingdom. 
· Traditional marketing is still essential for capturing the attention of the older population. Most people like to watch television when they reach home, view billboards on the roads, and view advertisements in newspapers (Abdul Rahim, Ab. Wahab and Saad, 2015). 
· Traditional marketing also helped Royal Lancaster Hotel capture the attention of tourists and visitors in London, Hyde Park, and regional areas. Especially after renovation of 80 million pounds has helped make it one of the five-star hotels in the United Kingdom. 
· One of the essential benefits of traditional marketing is that it can be repeatedly viewed by the audience and cannot be skipped like in digital marketing. 
· Most marketers undervalue traditional marketing due to the advancement in technology and the effectiveness of digital marketing (Todor, 2016)
· Window display signs in different locations present a beautiful view of the hotel. Its attractive closures and letter designs develop a positive image in the midst of common people, making it an attractive option for Royal Lancaster Hotel marketers. 
· Repetitive advertisements on billboards, television, newspapers and radio a permanent and memorable image of the Royal Lancaster Hotel, which is one of the main reasons behind the success of the hotel (Aljumah, Nuseir and Alam, 2021).
Despite the effectiveness of traditional marketing for many businesses like Royal Lancaster Hotel marketing department has failed to fully utilised empty guest rooms. Moreover, most of the tourists in United Kingdom come from foreign countries that cannot be attracted by current traditional marketing strategies. therefore, as a consultant, I would recommend launching digital marketing campaign due to its countless benefits like attracting new and foreign tourists and internet users in cost effective way. To further strengthen my suggestions, benefits, and implementation of digital marketing campaign for Royal Lancaster Hotel are explained below.

[bookmark: _Toc126374085]Suggestions for Royal Lancaster's Marketing Department 
It is difficult to overestimate the importance of an effective digital marketing strategy for expanding business operations and spreading awareness about the brand on national and international levels cost-effectively. Digital marketing allows businesses to reach the global market and reach out to guests worldwide (Vollrath and Villegas, 2021). Therefore, it is suggested that Royal Lancaster Hotel's marketing department redesign the marketing campaign to ensure access to the wider community and convince them to receive remarkable services from the hotel. It has been observed that most of the famous hotels in the United Kingdom have a solid understanding of how to harness their online marketing, which can create a stable flux of bookings. In this way, all hotels successfully capitalise on demand and benefit from the opportunity (Chaffey and Ellis-Chadwick, 2019). Therefore, the marketing department of the Royal Lancaster Hotel is required to launch a digital marketing campaign to ensure maximum booking by providing them with excellent services. It is suggested to have a contract with Talk N Text Consultancy for launching digital marketing services by paying 10000 pounds monthly or hiring employees with digital marketing backgrounds. It seems a little expensive marketing strategy but it has more customers retention rate than traditional marketing. therefore, detailed benefits and discussion of digital marketing that a Royal Lancaster Hotel can enjoy can digital marketing have been explained below
[bookmark: _Toc126374086]Hotel Digital Marketing Campaign
Hotel digital marketing refers to all activities required to do in the digital space to attract the attention of the audience to make them loyal to the company. The digital marketing campaign's main objective is to establish a solid online presence that helps generate hotel bookings. In this way, travellers will be able to discover the hotel before they arrive at the location or are even out of the country. 
[bookmark: _Toc126374087]Benefits of Digital Marketing 
[bookmark: _Toc126374088]1 - Global Reach 
Traditional marketing campaigns restrict access to geographical locations, making international marketing almost impossible, expensive, and requires resources. However, digital marketing campaigns are run on the internet, meaning the business can reach out to its audience cost-effectively (Hartanto, Firmansyah and Adhrianti, 2022). Even small companies can easily reach out to international audiences by opening their online store. T was possible with the help of traditional marketing strategies. Therefore, digital marketing will unlock growth opportunities for Royal Lancaster Hotel and increase the chances of booking their guests' rooms. It is recommended to apply a combination of global and local reach and visibility to have access to the audience (Kannan and Li, 2017). 
[bookmark: _Toc126374089]2 - Lower Costs 
As expressed above, digital marketing provides an opportunity for the hospitality sector to promote business locally or internationally with effective solutions. It allows hotels to compete with the largest and most famous hotels in the United Kingdom. Most of these strategies, like content marketing, social media marketing and SEO, do not cost much to carry on operations. Therefore, the marketing team of Royal Lancaster Hotel can apply appropriate solutions based on their goals and objectives (Piñeiro-Otero and Martínez-Rolán, 2016). 
[bookmark: _Toc126374090]3 - Effective Targeting 
One of the most important benefits of digital marketing is that if marketing teams do not have an idea of a targeted audience, digital marketing enables them to extract data to find the right audience that provides an opportunity for optimising marketing campaigns. There are many different options for targeting an audience, like search engine optimisation, pay per click and finding demographical information from social media platforms (Vollrath and Villegas, 2021b). This strategy can provide enormous targeting elements to reach out right audience. Moreover, it also helps in understanding customers' behaviour and changing cent marketing campaign, which helps in ensuring the success of the company. Therefore, digital marketing is an effective way of targeting the right audience for the marketing department of the Royal Lancaster Hotel (Todor, 2016b). 
[bookmark: _Toc126374091]4 - Increase Customers Loyalty with Frequent Communication 
It costs a lot more to attract and convert more customers than to retain existing customers. Therefore, keeping loyalty is a complicated and costly process. Moreover, it's suitable for businesses like Royal Lancaster Hotel to have bookings for guest rooms, but it's even better to retain these customers after their visit (I Fierro, 2017). Therefore, customers included can visit again in future or recommend others to call the hotel, which increases by 40 per cent of sales. Therefore, the marketing team of Royal Lancaster Hotel is required to send personalised email offers so that customers can learn from new offers and seasonal discounts. This not only makes customers feel more valued and also makes them try to visit again in future (Todor, 2016c).  
[bookmark: _Toc126374092]5 - Measurable Results 
Traditional marketing campaigns do not provide measurable results as these are launched for brand awareness only. However, digital marketing campaigns provides aces to numerous tools that can track and analyse marketing campaign performed. Hard data does not allow real-time data on market conditions for better strategic planning. On the other hand, digital marketing campaigns allow marketers to access real-time data, which helps understand current customers' behaviour, purchasing power, customer buying behaviour and feedback, which helps in realistic planning (Ghahremani-Nahr and Nozari, 2021). 
[bookmark: _Toc126374093]Training and Development and Recruitment of Employees 
Successful launching of digital marketing campaigns for Royal Lancaster Hotel required hiring marketing teams to achieve these objectives. The in-house marketing teams can help the business grow and spread awareness worldwide (Ldama, Mohammed and Bazza, 2015). However, these strategies require investment in training and development to improve the overall skills of employees. The following methods can help the marketing teams of Royal Lancaster Hotel in developing effective digital marketing teams for the company (Sung and Choi, 2018). 
[bookmark: _Toc126374094]Step 1 – Understand the Capabilities of Each Employee 
The management of the company must have a better understanding of employee capabilities for executing specific tasks and responsibilities. Team leaders such as the director of the marketing department have a better idea of what employees can do based on their past experiments. This purpose can be achieved by identifying skills gaps and opportunities in a regular and structured way (Ldama, Mohammed and Bazza, 2015b). For example, developing a matrix containing information about different roles and responsibilities within the marketing department and skills required to accomplish those skills like a strategist, senior strategist, coordinator, and copywriter. Secondly, assigning high, very high, medium and low ratings for each position can help find employees' capabilities (Paposa and Kumar, 2019). 
[bookmark: _Toc126374095]Step 2 – Provide Training to Fill the gap.
Once the gaps are identified, the next step is to launch training for employees to help them improve their skillset to meet Royal Lancaster Hotel's marketing objectives. The purpose of training and development can be achieved by hiring a consultant or trainer who can help existing employees upgrade their knowledge and skills. The second way of training employees to benefit from online training initiatives is through months of extended training programs available on a course, Udemy, market motives and HubSpot academy. Secondly, internal training initiatives are much more critical than hiring external employees for training purposes. This way, knowledge and experiment can be easily shared among senior company employees (Hardy, Day and Arthur, 2019).
[bookmark: _Toc126374096]Step 3 – Provide Appropriate Tools 
Much software can help employees manage projects, plan capacity, gauge success, and keep them aligned in their efforts towards the organisation's success. It can be overwhelming to keep a manual record of each activity. However, with appropriate tools, employees can easily access the correct information and develop digital marketing strategies correctly. Such devices include Trello, Jira, Screaming Frog, and Link Research Tools. 
[bookmark: _Toc126374097]Step 4 – Provide Clear Instructions and Goals 
Any marketing department needs to communicate clear goals and objectives of a marketing campaign. Instruction should be easily understood and followed by reduced back and forth communication (Wei Tian, Cordery and Gamble, 2016).
[bookmark: _Toc126374098]Finding and Results 
[bookmark: _Toc126374099]Suggested Digital Marketing Campaign for Royal Lancaster Hotel 
Embracing digital marketing is a proven way of getting more customers. Finding a famous business that is taking advantage of digital marketing is now demanding. The number of internet users is increasing day by day. According to the latest report of Statista.com, more than 4.6 billion users are using the internet, which is 60 per cent of the total population, and this number is growing yearly (Li, 2018). A marketing campaign for any company aims to reach the right audience at the right time and place. This purpose can easily be achieved through digital marketing as it can help provide detailed information in front of different audiences in cost effective way. Therefore, the importance of digital marketing for Royal Lancaster Hotel is explained below
[bookmark: _Toc126374100]1 - List Royal Lancaster Hotel on Google My Business 
Before the internet, people searched yellow to find business information. However, easy access o the internet has allowed businesses to rank their website on google so that customers can easily access the information they require. There are many strategies to register a company on google, like GMB or Google My Business creates an E-card for businesses, reducing the gap between the user and business owners (Fahad and Tran, 2019). It basically helps in making bookings and allows guests or tourists to select a property to stay in. Readers can easily decide about hotel selection by analysing features like star categories, reviews, photos, ratings, price ranges, and FAQs. Employees of the marketing department of Royal Lancaster Hotel can update any of the online information by using their smartphones at any time (Manu and Fallo, 2019). Google My Business allows the following features to fill appropriately so that tourists can review the hotel Easily.
· Adding site Manager
· Integrate meta-Search for hassle free booking
· Auto update user search 
· Collection of hotels business page
· Ratings and reviews
· Hotel attributes 
If Royal Lancaster Hotel is successfully listed on the website, it would be easy for the marketing department to update content to ensure the maximum reach of the audience (McGruer, 2020).
[bookmark: _Toc126374101]2 - Have a Business Website 
Having a website is necessary for the hotel's digital marketing strategies. A website must contain all information that can showcase amenities, location, availability and total rooms, pictures and other information that can facilitate visitors before booking any bookings (Pyykkö, 2020). Moreover, adding a mobile-friendly feature allows smartphone users to easily access the website. Nowadays, people want to make the hassle of bookings by using their smartphones (Bala and Verma, 2018). Therefore, mobile phone optimisation increases booking and maximises revenue generation for Royal Lancaster Hotel. Research conducted by word stream, up to 75 per cent of customers judge a brand based on website design
[image: ]
[bookmark: _Toc126374102]3 – Strengthen Direct Booking Website with SEO
Websites of the Company do not guarantee to become the primary source of the booking. It's difficult for the hotels like Royal Lancaster Hotel to compete with major websites like Expedia, Like, and Booking.com. These websites charge higher costs and fees, which quickly get a central portion of the profits (Kerdpitak, 2022). To overcome these hurdles, effective search engine optimisation plays a vital role in ranking the website on google and ensuring website visibility to the targeted audience (A Panchal, 2021). Therefore, the marketing team should hire marketing employees that have a better understanding of search engine optimisation, which is explained below.
[bookmark: _Toc126374103]On Page Optimisation 
On page optimisation also refers to content marketing. Royal Lancaster Hotel's website must have a blog filled with engaging content that covers topics searched by customers on the internet. For example, containing information about the location, attractive checkouts and graphs that attract an audience to visit Royal Lancaster Hotel to make their visit memorable. 
[bookmark: _Toc126374104]Off Page Optimisation 
Off page strategy refers to reaching out to trustworthy websites like local directories, local press, travel blogs, online publishers, and famous websites and publishing advertisements for the business. It can help rank the website and improve its overall ranking in google. So, link building is an essential aspect of website SEO which can help Royal Lancaster Hotel launch successful digital marketing strategies for business promotion (Patrutiu Baltes, 2015). 
[bookmark: _Toc126374105]4 – Run Ads on Various Platforms
The marketing department of Royal Lancaster Hotel is required to launch advertisements on digital platforms like metasearch, Google Hotel Ads, TripAdvisor, and Trivago. These platforms not only help on boosting visibility but also help increase brand value. Additionally, launching ads on Facebook, YouTube, Twitter, Snapchat, and Instagram can easily get more bookings and increase Royal Lancaster's profitability by staying within the budget (A Panchal, 2021). 
[bookmark: _Toc126374106]5 – Story Telling through Video Commercials 
Most of the hotel's websites also contain video-based content along with graphics. These videos can help viewers by showing them 360-degree view of the hotel. These videos include a wide angle of capturing all aspects of the hotel, like the lobby, rooms, restaurant, pool, interiors, and suites. This strategy can help gain guests' trust, allowing customers to understand Royal Lancaster Hotel better (Puthussery, 2020). 
Hotels send video content highlighting the precautionary measures for hygiene during and after covid 19. Such video contents indicate the preventive measures necessary for hotel sanitisation every day. Before entering the hotel, staff and tourists are checked for the covid 19 temperature. Short clips are placed on websites, YouTube and social media platforms for better planning (Tabuena et al., 2022). 
[bookmark: _Toc126374107]6 – Email Marketing 
Today, people use emails to send and receive important messages. Hotels are using emails in marketing strategies efficiently and effectively, which is helping to enhance room booking and increasing the profitability of the company (Muhonen, 2017). Therefore, email marketing is the best way of communication for Royal Lancaster Hotel to retain and attract new customers. This purpose can be achieved through email marketing, where a company can connect with guests by sending them pre arrive emails and emails about guidance for selecting the best option that meets their budget (Bala and Verma, 2018b). 
[bookmark: _Toc126374108]7 – Offer Loyalty Programs  
Loyalty programs are widely used in the hospitality industry's digital marketing strategies, which help retain guests by offering discounts. Studies on digital marketing indicate that keeping existing is five times more effective than attracting new ones. Therefore, loyalty programs are low-hanging strategies that do not require much capital investment for business promotion (Hwang and Choi, 2019). 
Above is the list of suggestions for the marketing department of Royal Lancaster Hotel to transform their marketing strategies and increase the profitability of the company. 
[bookmark: _Toc126374109]Action Plan
A clear plan can help the company determine the most effective strategies for increasing revenues through the successful implementation of the action plan (Hwang and Choi, 2019b). The following table is prepared based on the initial investigation of Royal Lancaster Hotel's marketing department and presented a detailed solution to each problem which is explained below.
	No.
	Problem 
	Solution
	Desired Outcome
	Time Scale 
	Completion Date 

	1 
	Poor marketing strategies for business promotion 
	Implement digital marketing for maximum for ensuring higher conversion 
	Increase fast conversion rates and leads to an increase in room bookings
	Three months 
	15 June 2023

	2
	Unavailability of trained digital marketers 
	Hire competent and expert digital marketers, train existing marketing staff for the successful launching of the campaign on digital platforms
	Ensure maximum engagement with existing and new customers for higher leads through repetitive advertisements on various social media platforms 
	Three months 
	15 June 2023

	3
	Absence of advanced marketing analytics and statistics 
	Devise marketing strategies through targeting and positioning for a targeted audience based on their interest and demographics
	A better understanding of customers' outcomes and requirement 
	Three months
	15 June 2023

	4
	One-way communication with existing customers, which fails to get customers' feedback
	Digital marketing strategies help in establishing two-way communication with existing and new customers, which is necessary for receiving their feedback, suggestions and complaints for better planning of resources  
	Timely and effective feedback from valuable customers helps in identifying inefficiencies in existing operations and developing strategies for better planning
	Three months 
	15 June 2023

	5
	Standardised marketing 
	Similar advertisement for every type of tourist and visitor fails to bring positive and fast results. Digital marketing offers customised services and packages that can quickly meet customers' requirements by showing them advertisements according to their budget, luxury requirement, and beverages, which attracts customers successfully. 
	Customers' buying patterns can be easily influenced with the help of advertisements on various social media platforms. In this way, the chances of room bookings and revenue of Royal Lancaster Hotel can be increased (Alshurideh et al., 2020)
	Three months 
	15 June 2023

	6
	Marketing strategies fail in tracking customers' records 
	Digital marketing campaigns play an essential role in grabbing the attention of the wider audience and keeping track of records
	Sending frequent emails and advertisements to existing and potential customers increases the chances of room booking and increases the revenues of the hotel 
	Three months 
	15 June 2023

	7 
	Traditional marketing is confined to the local community 
	The beautification of digital marketing is its global reach. Customers interested in tourism or planned visits to London can be easily targeted with the analysis of their search history. Relevant and related advertisement for every user increases retention ratio and Leeds for business expansion  
	The repetitive and frequent ad creates a sense of urgency which greatly influences buying decisions of existing and new customers and increases the chances of room bookings
	Three months 
	15 June 2023



[bookmark: _Toc126374110]Recommendations 
· It is recommended to launch a beautiful and catchy eye website that contains detailed information about Royal Lancaster Hotel in the form of graphics of rooms, lobby, dining, beverages, conference rooms, suites and hotel building for a better impression.
· Start an email marketing campaign for interested customers, whether existing or new ones, who are searching for a hotel for their planned visit to London (R Arora, 2021).
· Content marketing plays a vital role in customers' decisions for locating and selecting a hotel for a temporary stay. Engaging content in blogging and video content can help in providing detailed information to every customer. 
· Posts on Royal Lancaster Hotel's web pages on various social media platforms like Facebook, Instagram, Snapchat, and Twitter can help in updating customers regarding new changes and ensuring maximum engagement. 
· Ensuring excellent search engine optimisation of the Royal Lancaster Hotel website helps in ranking the website on google and reaching customers who are in search of hotels in London, United Kingdom (Saura, 2020). 
· Offering affiliate marketing for famous websites, social media influencers, and famous web pages on social media platforms increases the chances of room booking and revenue generation.  
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Conclusion 
The rising demand for hotels in the hospitality industry has increased in the last two years, especially after lifting economic restrictions due to the covid 19. A frequent rise in tourism and visits to foreign countries has created a favourite environment for hotels like Royal Lancaster Hotel in London. After the effective renovation of the hotel with a cost of 80 million pounds, the management of Royal Lancaster Hotel has successfully classified it as a five-star hotel and gained the attention of the broader audience in the local community and international audience with the help of traditional marketing strategies. Being a consultant hired by Royal Lancaster Hotel from Talk N Text consultancy, I had presented a detailed analysis of the marketing department of the hotel and a list of drawbacks in current marketing strategies are discussed in this consultancy report. To further strengthen the study of marketing strategies of the marketing department of Royal Lancaster Hotel, suggestions for launching effective digital marketing strategies, cost estimation for making a contract with marketing agency or hiring new employees are discussed in this report. Moreover, the benefits, importance, and expected desired outcome of digital marketing, as a requirement of employee training and development, are discussed. 
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