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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, database management and digital marketing for the leisure industry
· Niche marketing, sustainable marketing and preparing an integrated marketing communication plan

	TASK DESCRIPTION




Component 1 (50%) Presentation - To be held W/C 29/11/2021
The exercise will require the student to undertake the role of a marketing professional and they will compile a marketing plan, to generate new customers as the hotel comes out of lockdown and the COVID-19 pandemic. 

The presentation must be based on your written marketing plan, and act as an illustration of it, which allows you the student to share your ideas and what you have written about with your audience- in this case to lecturers via an online platform.

The presentation will be prepared using PowerPoint and must last for 5 minutes (this is a timed exercise, and you will not be permitted to go over the time, with marks potentially being deducted for a presentation that is short also)
 

Component 2 (50%) Marketing Plan (1250 words) submission date Friday 10/12/2021
The hotel should be chosen from the Relais & Chateaux group of hotels but could be situated anywhere globally. Remember the purpose of this plan is to attract new customers to your chosen hotel after the pandemic lockdown, be imaginative in your messaging but also think about the safety aspects. How will you reassure your guests through your marketing?








You will be required to include specific essentials of the marketing process as follows:  

Introduction
· Introduce the geographical area.
· The purpose of your marketing plan
· Who is it being prepared for?
The Marketing Mix
· Product - What is the destination currently offering?
· Place (Distribution) – How will customers locate the area?  Which channels will be used?  Website? Intermediaries – stakeholders or investors, for example, businesses/franchises (lobby outlets) etc?  
· Price – What is the pricing strategy within the area?  Linked to market research and/or marketing environment analysis and/or customer value, are there a variety of price points for visitors- how will this be displayed/shared?
· Promotion – How will the hotel be advertised? 

The Marketing Environment (Micro)
· What are the main micro-environmental factors that impact the chosen hotel? – SWOT Analysis
· How can the hotel capitalise on its strengths in its marketing strategy?
· How can the hotel address its weaknesses in its marketing strategy?
· How can the hotel take advantage of opportunities?
· How can the hotel address its threats?

The Marketing Environment (Macro)
· What are the main macro-environmental factors that impact the chosen hotel? – PESTLE
· How can the hotel capitalise on its positive impacts in its marketing strategy?
· How can the hotel address its negative impacts in its marketing strategy?

Creating Customer Value and Engagement 
· How will/does the hotel create customer value?
· What benefits will it offer current and potential visitors?
· How will you develop visitor engagement?
· Which marketing channels will be used?
Effective use of Digital Marketing
· How can the hotel use digital marketing in its marketing activities – include who will contribute, how will it be managed.
· What message will you be delivering to attract new customers to your hotel 
Conclusion
· Summarise your marketing plan challenges and outline any recommendations you have.

References 
· You will be expected to use credible reference sources (minimum of 15) for information used within your marketing plan. Your references are not part of the word count.

	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   /25
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   /25
You should be able to present, evaluate and interpret qualitative and quantitative data, to develop lines of argument and make sound judgments 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 is 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    /30
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 the 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.
Screenshots 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.
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Marketing plan structure

All types that is coloured in red must be removed prior to your final submission. Remember that you must write within the compulsory sections, but then choose two additional sections to write about plus the marketing mix. You will decide what is the most suitable to suit the plan that you are putting in place and meets the aims of your plan. 

	Introduction 
The chosen company is Hilton Hotel Hyde Park is located on Bayswater Road that overlooks Hyde Park and Kensington Gardens in central London, the location is brilliant and it is convenient for the people living at the nearby sites to reach the hotel by walking or getting the tube as the hotel is suitably located close to two tube stations, moreover, its central location makes it easy to reach the hotel from anywhere (Hilton, 2021). The purpose of this marketing mix is to discuss the development of the marketing strategies and their impact on the level of customer satisfaction for the hotel.











































	
1. Marketing Mix
The Marketing Mix may be explained as the set of actions or strategies that may be applicable for the promotion of the brand or product by the organisation in the market, the 4 Ps of marketing mix have been recognised as Price, and Product, as well as Promotion and Place (The Economic Times, 2021).

Product – 
A product may be regarded as a physical item, or service as provided by the Hilton that assists in the provision of satisfaction to the consumer requirements or desires (Luenendonk, 2020).

Price -  

The cost paid by the consumers of the hotel causes the marketers for the development of an association of the price with the value of the product that may also involve enhanced considerations related to supply cost and the seasonal discounts, as well as the prices set by the competitors (Twin, 2021).
Place – 

The place is a strategy applied by Hilton Hotels to guarantee the convenient availability of the service for the target customers, its important aspects may involve the right place and the right time as well as the right quantity (Vishwal, 2020).
Promotion – 

 Promotion may be explained as the strategy that is applied by Hilton Hotel using advertising and marketing of the offers related to the services to reach target customers and convince them for their visit to the hotel, this may be achieved through the provision of the details of the services that assist the consumers to understand its uniqueness in comparison to the services provided by organisations of the same industry (Acutt, 2019).
2. The Marketing Environment (Micro-SWOT) 

A marketing environment tends to encompass the internal and external factors that have the potential to drive and have an enhanced influence on the activities of the organisation, (Udoagwu, 2021). SWOT analysis of Hilton Hotels and Resorts provides the analysis of the brand through its strengths, weaknesses, opportunities & threats (MBA Skool, 2021).
Strengths 
Location
The location of the hotel is central to the city that provides enhanced convenience to the customers for reaching it from anywhere (Hilton, 2021).
Size of the Hotel
The hotel is large, having the potential to facilitate huge segments including business persons, and tourists as well as meetings, in addition to the accommodation that ranges from rooms, and suites to two-bedroom apartments (Masra, 2021).
Weaknesses
Targeting only rich customers
Reduced market shares as the number of rich people are less in comparison to the other people in the market (Masra, 2021).
Market Concentration
All the services of the hotel targets segments from the upper-upscale market (Masra, 2021).
Opportunities 
Development of Services at Reduced Prices 
The hotel has an opportunity for the enhancement of competitiveness in prices (Masra, 2021).
Introduction of Low Priced Services 
The hotel has an opportunity for an increase in affordability (Masra, 2021).
Threats
Increase in Cost
The hotel may experience an increased cost of labour and a decline in profit (Masra, 2021).
Competitiveness 
Reducing the costs of the services may cause an increase in the competitiveness of Hilton Hotels (Masra, 2021).
3. The Marketing environment (Macro) PESTLE


PESTEL may be explained as a strategic analytical tool that involves political, economic, social, technological, environmental and legal factors. The PESTEL analysis of the Hilton Hotel involves the analysis of the potential effect of such factors on its revenues and its prospects for long-term growth (Dudovskiy, 2016).
Political Factors
The political environment has been recognised to be significantly stable and the legal framework provides enhanced support to the economic development and investments, additionally, the current political environment is conducive for the expansion of the hotel industry considering the limited number of tariffs that may contribute to the enhancement of the business environment (Masra, 2021).
Economic Factors
The UK has a stable economic environment as it demonstrated a rapid recovery from the global economic recession, it promotes hotel growth as an important tool boosting the revenues of the industry as its success is dependent on the availability of excess cash in the economy to spend on luxurious products and services (Masra, 2021).
Social factors
The green initiative taken by Hilton Hotel has a positive impact on the health status of the society through the utilisation of environmentally friendly products in their daily activities, this provides the hotel with a competitive advantage in the market of UK due to the environmental consciousness of the consumers (Masra, 2021).
Technological Factors
The advanced technological applications in the process of the economy are central to the success of the hotel industry in the UK, such as the high-speed internet connection enabling Hilton Hotel for the successful provision of high quality and diverse internet services to its customers (Masra, 2021).
Environmental Factors
Hilton Hotel is required to take various steps toward saving the global environment, which may help the company in the avoidance of the intervention of various NGOs and governments in business operations, consideration of the environmental factors may ensure the satisfaction of its stakeholders (MBA Skool, 2021).
Legal Factors 
Hilton hotel is required to have an enhanced understanding related to the various laws of the countries for its operations particularly the ones having constant amendments for the firm for the identification of the changes in law and making the necessary business changes that may be required by the law (MBA Skool, 2021).
4. Creating Customer Value & Engagement

The identification of the customer requirements may be based on the management of the relationship that may exist between the organisation and the consumers that may be beneficial for the organisation, the engagement of the consumers may be enhanced through marketing that may be regarded as a customer-oriented approach for the success of the business (Masra, 2021). The Reservations & Customer Care of the Hilton focused on the increase in the engagement of the consumers through effective consumer services, moreover, the hotel has been recognised to be involved in the understanding of the individual characteristics of the consumers that assist them to understand their requirements and the gathering of data from the consumers through the utilisation of social media, in addition to the provision of the brochure that highlights the services provided by the hotel that may be significant for the enhancement of customer interest (Hilton, 2021).
5.  Effective Use of Digital Marketing
The use of digital marketing has been recognised to be beneficial for Hilton Hotel as a variety of consumers have been identified to be using platforms that are based on the internet such as social media for the discussion of their concerns and requesting client support, as well as the submission of proposals, or providing staff recognition based on their job, in addition to this, the trend of posting a positive sentiment rather than a negative may provide a significant uplift to company and may be recognised as a positive impression of their performance worldwide (christosbouritis, 2019). 
The use of digital marketing may through the use of social media provide the organisation with an opportunity for enhanced engagement with the existing consumers and reaching new potential customers allowing them for promotion of their desired culture and mission, social media marketing requires the development of attractive content and messages that may be shared by the users with their families and friends as well as co-workers (Hayes, 2021). The benefits that may be experienced by social media marketing may involve increased brand awareness and the generation of leads and sales as well as the growth of the audience for the promotion of the brand (Barnhart, 2021).

Conclusion


Hilton Hotel may be recognised to have significant opportunities for the enhancement of competitiveness in prices as well as an increase in affordability, it may also prove challenging as an increased cost of labour and a decline in profit may affect the growth of the hotel in addition to the increase in competition as other hotels may also be observed to be making a similar offer. The hotel is recommended to indulge in the development of enhanced strategies for effective marketing that may involve increased use of social media; it may improve the level of customer engagement and provide an opportunity for an increased level of visits to the hotel.  A variety of advantages and benefits may be experienced by the hotel through the utilisation of social media marketing may involve increased brand awareness and the generation of leads and sales as well as the growth of the audience for the promotion of the brand.
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	     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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