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Module Learning Outcomes 
(From module syllabus)

	Upon the successful completion of this module, the student should be able to demonstrate the ability to:
· Define and assess the development of hotel marketing.
· Identify the key elements of a customer-driven marketing strategy and discuss the marketing management orientations that guide marketing strategy. 
· Discuss customer relationship management and identify strategies for creating value for customers and capturing value from customers in return.
· To assess, understand and create value for customers utilizing various elements of the marketing mix.
· Understand the process and stages of marketing planning, including the role of the marketing environment, marketing research and the marketing mix within the leisure industry.
· The methods used for segmenting, targeting, and positioning within markets.
· The role of social media, data base management and digital marketing for the leisure industry
· Niche marketing, sustainable marketing and preparing an integrated marketing communication plan

	
TASK DESCRIPTION



Students will be required to rework their previous submissions based upon the same Hotel brand

Students should take on board the feedback received in their first submission as this will help guide and improve their works, 

Component 1 (50%) Presentation – The presentation will be prepared using PowerPoint slides. PLEASE ATTACH SCREEN SHOTS OF EACH SLIDE TO THE END OF THE MARKETING PLAN word document after the reference list. Failure to do this could mean there will not be any marks awarded.


Component 2 (50%) Marketing Plan (1250 words) 
The hotel should be the same as your original submission but could be situated anywhere globally. Your marketing plan should take into consideration the target market and current business environment addressing contemporary marketing strategies of the brand, be imaginative in your messaging but also think about the safety aspects how will you reassure your guests through your marketing?


Below is a recap and template for your marketing plan.
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Introduction
(100 words)
Marketing is a process utilized by companies to gather information about their customers and develop products and services that are designed to meet their specific needs. Traditional methods have since evolved into digital ones, and this has resulted in more effective marketing techniques. In addition to direct sales, other forms of offline marketing include television, radio, and trade shows. These are commonly used to reach out to customers and promote new products. Due to the technological advancements that have occurred in the past few years, various businesses, such as hotel chains, have started using digital marketing techniques to reach out to their potential customers. These include using videos to promote their products and services, which can then encourage people to stay at their establishments.
This article will talk about the marketing strategies of two major hotel chains, namely the Travelogue and the Premier Inn.
When Travelodge first opened its doors in the UK in 1985, it was regarded as the country's first value hotel brand. Over the years, it has grown to become one of the largest independent hotel chains in the country. It has over 590 hotels and 40,000 guest rooms across the UK, Ireland, and Spain.
One of the biggest competitors in the hotel industry is Premier Inn. It has over 600 hotels in the UK and Ireland, and it manages over 50,000 rooms. Even though its size has increased significantly, it has been regarded as the best value hotel brand for the last decade.

Situation Analysis
(350 words)
5 'C's

-Company: 
The two of the most prominent hotel brands are in the UK are premium inn and Travelogue. Any competitor would be interested in acquiring a SWOT analysis of either of these companies. This process will allow them to get a deeper understanding of where they stand in the market. They will then look at various factors such as their strength, weakness, and opportunities.
Strength and weakness are internal factors and opportunity, and threats are external factors. 
	Strength
	Weakness 

	· High profit margin
· Well trained/Knowledgeable staff
· Unique style and individual character of the hotel and services 
· Full independence and flexibility, control of the associated business decisions 
	· High setup cost
· Dependent on internal tourism 
· High-cost structure 
· Inexperienced staff 
· Single brand strategy 



	Opportunities 
	Threats 

	· online promotional offers
· Promotion offers to reach to maximum number of clients.
· interaction with the clients
	· Rival deals
· Train the staffs to handle the customer needs




-Customers: 
This process involves gathering information about your customers such as their demographics, locations, and interests. Having this data will allow you to identify your ideal customers and create a marketing plan that will meet their needs. Once you have a good understanding of your customers, you can then start planning on how to reach them.

-Competitors: An analysis of your competitors can help you determine how well your company is doing. By comparing the advantages of competing companies, you can improve your business' competitive advantage. By conducting a competitive analysis, you can improve the effectiveness of your company's approach to marketing and sales. Apart from examining the strengths and weaknesses of your competitors, you should also consider their market share and other factors. The Small Business Administration has a list of statistics that you can use in your review.

-Collaborators:  A collaboration or partnership is a vital part of any business operation. It involves the various parties involved in the supply chain, such as the raw materials suppliers, the distributors, and the manufacturers.
To evaluate the strength of a collaboration, analyse its history and look into its potential durability. Doing so can help determine if the partners have fulfilled their contractual obligations.

-Climate:  The goal of a situational analysis is to identify the factors that affect a company's performance. These include the external environment, such as government regulations and the economy, and internal factors, such as the company culture, resources, and employees. This process takes into account the different economic, social, environmental, technological, and political factors affecting a company's operations. It can provide a deeper understanding of the market's overall condition.
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Objectives
(100 words)
-SMART target: In 1981, George T. Doran, a former corporate planner, introduced the concept of SMART goals. He explained that in order to achieve success, goals should be clear and achievable, with enough measurement and specificity to track them.
Smart goals can be :
· SMART goals should be specific and focused, with no vague or derivative elements. To attain preciseness, one must follow a Six Sigma approach.
· Who should be involved in setting SMART goals?
· Before setting SMART goals, one should first identify the objectives that are most important to him or her.
· Once it has been identified, one should then determine when it is necessary to achieve it.
· This should be applicable to a specific time or campaign. It can be useful if the goal is related to a particular event or promotion.
· The skills that are needed to achieve this goal should be identified.
· This goal should be important to a person or organization because it can help them achieve their goals.
· Measuring and reporting on performance are necessary in order to determine whether or not a goal has been achieved.
· The goal should be achievable, and it should never be out of reach. Having the necessary resources and strategies to achieve it should be a motivating factor.
· One should set goals that are relevant to the organization's overall objectives. If a goal is not relevant to the current priorities of the company, it will not be able to influence the outcomes of the business.
· One of the most important factors that one should consider when setting goals is the time frame for them. Having a definite end date is necessary in order to ensure that goals are successful.



Strategy
(150 Words)
The number of rooms in Premier Inn grew by 3%. It now has over 72,000 rooms and 800 hotels. The company's head office is in England, and it operates in various countries, such as Ireland, Northern Ireland, UAE, Germany, and Qatar. Like other hotel chains, it follows different business strategies. Premier Inn is a leading hotel chain that provides extra standard rooms. Its competitors include Hilton Hotels & Resorts, IHG, and others. However, due to their unique marketing strategies and social media presence, they have gained a significant market share.
Premier Inn is known for its effective marketing techniques. They use various forms of media such as radio, television, cinema, and print. They also create exhibitions to promote their brands. In 2010, they hired comedian Lenny Henry to appear in an advertisement. The company's main goal is to attract people to its hotels by advertising its cheap rates. For instance, a one-night stay at one of its hotels can cost only £ 29. The spokesperson for Premier Inn stated that the company would give its customers a free night stay if they spend at least one night in one of its properties. The company utilizes the internet to its advantage, as most of the bookings are made through its website. Its target market is the middle class, and it launched a weekend package specifically for this group of customers. Premier Inn also provides better facilities for business tourists and foreign travelers.
One of the most prominent companies in the hospitality industry, Travelogue, has a variety of effective strategies that have helped it to become a leader in the industry. One of these is its pricing strategy. This strategy allows the company to provide the right product at the right price. Another strategy that the company uses is to open hotels in natural locations, which can attract tourists and guests easily.
Besides these, Travelogue also operates hotels near major highways and airports. The company prefers digital marketing, as it allows customers to book their rooms through its website and use various social media platforms to promote its brand.


Tactics
(350 Words)
Marketing mix: 
One of the company's major initiatives is its Force for Good campaign, which aims to reduce its food waste. Through this program, Premier Inn has donated over 500,000 meals to a charity in the UK. It also partnered with a children's hospital in 2012. Through a fundraising campaign, Premier Inn was able to establish a clinical building that will provide treatment for children with hearing and sight disorders. The company aims to reduce its carbon footprint by 50% by 2025. It also plans to reduce the use of single-use plastic in its restaurants and hotels by 2025. The company is the first major hotel chain in the UK to provide free water bottles to its customers. All of its hotels are powered by renewable energy sources.
Also, To achieve the SDGs of the USA, Travelogue has various responsibilities. They aim to improve the skills of hospitality professionals and create opportunities for women, refugees, and persons with disabilities by 2025. They have invested over $35 million in this project. In addition, they plan to enhance biodiversity by creating green roofs and reducing the amount of water wastes.
Due to the outbreak of the coronavirus pandemic, Premier Inn has launched a marketing campaign aimed at making up for the losses it incurred. The company has also adopted a spend to win strategy to take advantage of the anticipated increase in demand for local staycations. It plans to invest around £20 million in order to expand its operations into new markets. The company's new branding initiative aims to inform customers about its convenient services, such as making a hotel reservation and providing top-quality bedding. The website, which is designed to make it easier for customers to book their rooms, also helps boost the company's income and bookings. The digital transformation strategy of Premier Inn aims to raise the company's visibility and expand its reach. The marketing strategy of Travelodge is very important to the company's success. Due to the outbreak of the coronavirus pandemic, businesses will have to rethink their marketing strategies. Due to the increasing number of customers who are looking for unique experiences. This is a travel-centric program that allows members to earn rewards for frequent visits to its various brands.
Product- For its clients, Travelodge provides various services, such as providing lodging accommodations for business and personal travel. Through its online marketing platform, the company can reach out to its potential customers.
Price- One of the main reasons why people choose Travelodge is its low prices. The company's prices are determined according to the prevailing market conditions and other factors.
Promotional activities - Through its online marketing platform, Travelodge can develop and implement various promotional activities. These activities highlight the company's services and products. They are expected to increase the company's sales and improve its brand awareness.
Place- Travelogues marketing strategy is developed according to the needs and expectations of its potential customers.

Over 800 Premier Inn hotels are located in various countries, such as the UK, Ireland, Qatar, Germany, and the United Arab Emirates. Its customers can book their accommodations directly through the hotel's website or its app. They can also book their rooms through third-party websites such as Booking.com and Lastminute.com.
Action
(100 Words)
-Gannt chart of marketing activities Travelodge  plans to adopt effective offline and online promotional methods to promote its products. Through the latter, it can interact with its potential customers and analyse their buying habits. This method is beneficial for the company as it allows the management to make changes to the company's operations and improve its productivity. It can also help the company increase its sales. The key factors that affect the company's performance are analysed and presented to the clients in order to find the most effective ways to boost the sales. The strategies adopted should be analysed according to the company's objectives and performance. The goal of the company's promotional plan is to reach out to as many potential customers as possible. This will help boost the company's sales, improve its brand image, and attract more clients. To increase its sales, the company has proposed to implement online marketing strategies. This method involves analysing the various steps involved in approaching potential customers and improving the sales.
Premier Inn has various pricing strategies that can be utilized by its customers. Some of these include the Flex, Advance, Standard, Non-Flex, and Semi-Flex rates. The latter allows customers to change or cancel their stay up to one hour before the scheduled arrival time. The hotel also offers a value pricing strategy that aims to provide its customers with a great value. Price discrimination is another strategy that the company uses. Its lowest rates are often offered for rooms on certain days of the week, such as on weekends.



Control
(100 Words)
Identify USP, Features and Benefits
Discuss how we will measure success? New customers? Positive attitudes towards brand? Increase profits? etc..


Conclusion
(100 Words)
The marketing strategy plays a crucial role in the company's development as it involves identifying the various opportunities and challenges that can be encountered in approaching potential customers. This process will help the company improve its sales and marketing techniques. The client's requirements will also be considered. The way a company advertises is very important in order to maintain its competitive edge. It has to use various promotional tactics and pricing to attract more potential customers. This paper examines the origins of Premier Inn and the travelogue.
Both of these companies have been able to become prominent players in the hotel industry by using effective marketing strategies. They have also been working toward achieving sustainable development goals. While the pandemic affected the tourism industry in both countries, the businesses of the hotel industry are back on track.
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You will receive failing grade if you do not follow any of the following two instructions.
1)	You must write this assignment in essay format
2)	You must include a reference list with minimum of 15 references








	GUIDANCE FOR STUDENTS IN THE COMPLETION OF INDIVIDUAL TASK



NOTE: The guidance offered below is linked to the five generic assessment criteria overleaf.

1. Engagement with Literature Skills   /10
Your work must be informed and supported by scholarly material that is relevant to and focused on the task(s) set.    You should provide evidence that you have accessed an appropriate range of sources, which may be academic, governmental, and industrial; these sources may include academic journal articles, textbooks, current news articles, organisational documents, and websites.  You should consider the credibility of your sources; academic journals are normally highly credible sources while websites require careful consideration/selection and should be used sparingly.   Any sources you use should be current and up-to-date, mostly published within the last five years or so, though seminal/important works in the field may be older.  You must provide evidence of your research/own reading throughout your work, using a suitable referencing system, including in-text citations in the main body of your work and a reference list at the end of your work. 
Guidance specific to this assessment: At least 15 references showing evidence of a range of sources used to research the topic area.
2. Knowledge and Understanding Skills   /20
At level 4, you should be able to demonstrate knowledge of the underlying concepts and principles associated with your area(s) of study.  Knowledge relates to the facts, information, and skills you have acquired through your learning.  You demonstrate your understanding by interpreting the meaning of the facts and information (knowledge). This means that you need to select and include in your work the concepts, techniques, models, theories, etc. appropriate to the task(s) set.  You should be able to explain the theories, concepts, etc. to show your understanding.  Your mark/grade will also depend upon the extent to which you demonstrate your knowledge and understanding. 
Guidance specific to this assessment: You need to show your understanding and application of how the Marketing Mix, SWOT, PESTEL and Stakeholder analysis tools can be used in the context of the task.
2. Cognitive and Intellectual Skills   /20
You should be able to present, evaluate and interpret qualitative and quantitative data, to develop lines of argument and make sound judgements in accordance with basic theories and concepts of your subject(s) of study. You should be able to evaluate the appropriateness of different approaches to solving problems related to your area(s) of study and/or work. Your work must contain evidence of logical, analytical thinking. For example, to examine and break information down into parts, make inferences, compile, compare and contrast information.  This means not just describing what! But also justifying: Why? How? When? Who? Where? At what cost? You should provide justification for your arguments and judgements using evidence that you have reflected upon the ideas of others within the subject area and that you are able to make sound judgements and arguments using data and concepts.  Where relevant, alternative solutions and recommendations may be proposed.
Guidance specific to this assessment: Glean and evaluate data assembled through research of the company in question and form judgements based on analysis of the company’s external and internal environment. Are there internal effects on the hotel’s operation and marketing strategy? Is there flexibility for them to change their individual approach or has this got to be company led?
3. Practical Skills    /40
At level 4, you should be able to apply the basic underlying concepts and principles to evaluate and interpret these within the context of your area of study. You should be able to demonstrate how the subject-related concepts and ideas relate to real world situations and/or a particular context.  How do they work in practice?  You will deploy models, methods, techniques, and/or theories, in that context, to assess current situations, perhaps to formulate plans or solutions to solve problems, or to create artefacts.  This is likely to involve, for instance, the use of real-world artefacts, examples and cases, the application of a model within an organisation and/or benchmarking one theory or organisation against others based on stated criteria.  
Guidance specific to this assessment: Demonstrate how the Marketing Mix, SWOT, PESTEL can be used with the hotel in question to reveal problems and how solutions can be sought, based on examples and cases from other sources. Compare and contrast with other global hotels.
4. Transferable Skills for Life and Professional Practice    /10
Your work must provide evidence of the qualities and transferable skills necessary for employment requiring the exercise of some personal responsibility.  This includes demonstrating that you can communicate the results of your study/work accurately and reliably, and with structured and coherent arguments; that you can initiate and complete tasks and procedures, whether individually and/or collaboratively; fluency of expression; clarity and effectiveness in presentation and organisation. Work should be coherent and well-structured in presentation and organisation.
Guidance specific to this assessment: This will be achieved through successful completion of your presentation and your ability to display your understanding of the marketing plan you have written, and the benefits that you hope to achieve. This will also show your understanding of how this could be used within a professional context, especially within the context of international hotel management. 


Please ensure that the marketing template has been used to submit component 2 for this module.
Screen shots of your presentation must also be attached to the end of this document and those along with your marketing plan uploaded to the Assessment 2 Turnitin link on your module Moodle Page.


	
     STUDENT FEEDBACK FORM INDIVIDUAL  EXERCISE


This section details the extent to which the assessment criteria are demonstrated by you, which in turn determines your mark. The marks available for each category of skill are shown. Lecturers will use the space provided to comment on the achievement of the task(s), including those areas in which you have performed well and areas that would benefit from development/improvement.
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	Generic Assessment Criteria 
	Marks available
	Marks 
awarded

	1. Engagement with Literature Skills
.
	
	

	
	10
	

	
	
	

	2. Knowledge and Understanding Skills

	
	

	
	
	

	
	20
	

	3. Cognitive and Intellectual Skills

	
	

	

	
	

	
	20
	

	4. Practical Application Skills

	
	

	
	
	

	
	40
	

	5. Transferable Skills for Life and Professional Practice

	
	

	
	10
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