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	Introduction 




DoubleTree by Hilton is a hotel that is part of the luxury brands.
Located 5 minutes’ walk from the Tower of London, surrounded by pubs and tourist attractions of the city.  For easier exploitation it is located between the station. Subway Tower Hill and ready Fenchurch Street, and the center of London is just 15 min away by subway.


The hotel aims to analyses the role of marketing strategy in customer loyalty. The objectives are performance evaluation platforms, and these are:
-developing a marketing action plan to help him overcome his competitors in the hospitality industry
-to come up with a method of setting better and more advantageous prices.
Reinventing a new strategy to help maintain new customers.











































	
1. Marketing Mix 

Product – 
The products offered by DoubleTree by Hilton are intended to meet the individual needs of each customer. The hotel's products offer unparalleled personalised services and guarantee each client a unique positive experience. Its rooms are designed with advanced facilities and modern diligence.

The way the company develops and packages its products create an effect that attracts customers.

Price -  
The hotel's products are of premium quality and their prices reflect the positive attributes. The hotel has different price categories for different products depending on the quality of comfort, satisfaction, and level of exclusivity.
In penetration strategy, higher quality products are offered at lower prices compared to competitors' offers. This strategy helps to increase market share.



Place – 
Placement strategy refers to the specified where, when and how customer services are offered.
The strategic location of the hotel is also carefully selected to increase the customer experience, and this increases their chances of getting as many customers as possible.
When selecting the location, the delight of the passengers is examined together with the occupations related to the business destination.



Promotion – 
When it comes to promoting DoubleTree by Hilton offers exclusive subscriptions   to its customers.
Promotion strategies include advertisements and advertising, offering coupons and constant recall through phones and emails to customers. The purpose of this promotional activity is to increase customer loyalty.
































2. The Marketing Environment (Micro-SWOT)  

Swot analysis is a marketing-friendly tool   for DoubleTree by Hilton that goes through constant changes in the hotel business.
DoubleTree by Hilton’s strengths make it seem like Hilton companies enjoying extensive business experience due to its service history.
The hotel has well-established programs to retain customers and employees, an improved level of personalization of services
Weaknesses- Many customers were unhappy with the hotel's services, they posted on various platforms unsatisfactory experience.
Also, various government policies across the globe are a hindrance to hotels, and the market share of DoubleTree by Hilton hotels is very limited globally.
Opportunities-It can focus on further development and research to improve its performance and services in global markets.
The company should also market in developing countries because they have a potential for growth. The investment would not be big and would generate a lot of revenue for the company.

Threat-competition is high in the hospitality industry and gives rise to rivalry. The salary increase at other companies becomes a threat to DoubleTree by Hilton. Employees are always looking for change for a better life.
The rapid growth in the hospitality industry by its competitors could be a serious threat if the hotel brand does not keep up with them.









































3. The Marketing environment (Macro) PESTEL  

The PESTEL analysis reveals the different extrinsic scenarios that have an impact on brands.
Policymakers have a direct impact on the company because they must line up with current global political developments and political problems influence the number of business travelers and tourists.
Economic factors influence the hotel industry in various direct and indirect ways.
The Covid   19 pandemic has greatly affected the operations of various businesses and so they have less income to spend on various activities, which is certainly not a good thing for a hotel.
Social factors. Although the Hilton brand is known internationally, the financing of the hotel is affected by various social factors, such as new future trends in the life of the clients.
Technological factors- Adapting the technology is very important because it helps the company to reduce its costs and at the same time improve the customer experience.
Legal factors affect the operation of the hotel. It has defaced the laws and the cute puts of consumers and advertising standards. Hilton faces a difficult problem because it must keep in mind that each country has the rules and regulations in place.
Environmental factors include climate change and weather, rainfall, and recycling waste management programs. Environmental factors directly affect the development of effective marketing strategists.










































4. Creating Customer Value & Engagement 


Understanding customer needs allows   you to give customers more experience you can find which helps build brand loyalty. To set sales targets and achieve these targets, DoubleTree by Hilton continuously introduces offers that help them reach their desired sales targets.
For customer satisfaction you can collect feedback from customers, which is the easiest way   to find out what customers like and what they don't like.
Surveys that can be conducted in person, on the phone or online, using open questions and that offer the freedom to say what they have in mind without being influenced by another options.
Interviews offer the opportunity to get more detailed answers than a simple survey.
Contestants are an influence for the DoubleTree by Hilton hotel, and these can influence customer expectations. That's why the Company needs to be aware of what competitors are doing here and what customers think about their offerings.
To reach new customers and to keep them for the long term, the DoubleTree by Hilton hotel uses catalogs, and their purpose is to provide details about their services. In addition, it offers care services to keep customers for a long period of time. Through his services he tries to keep the customer loyal. To strive to ensure that the needs of the customer are met in an efficient hand.








































5.  Effective Use of Digital Marketing 


People spend a lot of time online, and the marketing budget continues to turn to digital.
 The digital marketing strategy helps to implement some desired objectives. First, the objectives are identified, as for example the goal for DoubleTree by Hilton is that by the end of the year to increase sales by a percentage of 5%. For this strategy you need to build one or more marketing channels to support what you want. This online marketing channel includes paid media. To reach the target audience online requires a good market research.
Digital advertising refers to digital channels such as search engines Google and Bing, social networks Facebook, Instagram, TikTok, Twitter
Digital email marketing is used more militantly to harass even potential customers. This method can be useful and help to increase the number of customers, but the best method of digital marketing are social networks because ads can generate more traffic to the site.
To build an effective digital marketing strategy, it is necessary to identify the target audience, personal development of the buyer, perform swot analysis, create SMART business objectives and set the budget.
Smart's goals are how a company can use its digital marketing strategy to generate positive business results.















































Conclusion 

DoubleTree by Hilton is a hotel that benefits from a well-established traditional management and a favorable management of human resources that offers an advantage over its competitors during this period of workforce failures.
Most of the clients are loyal to this brand hotel due to the strategies that are effectively implemented and are considered as the reason for the loyalty of the clients. It is preferred by customers due to its convenient location where public transport is easy to access. In addition, all the major companies are a few steps away from this hotel.
The product strategy also leads to customer loyalty, and these loyal customers appreciated the quality and service while the other customers were unhappy with the quality of the services.
In addition, the promotion is done through social networks, and the loyalty program is also very important for the development of loyalty of customers.

The DoubleTree by Hilton Hotel is complacent with the issue of loyalty due to the mismatch of prices and the value delivered to customers.
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