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Strategic Marketing Plan For Maldron Hotel Newcastle
[bookmark: _Toc63369812][bookmark: _Toc63371436]Introduction
Maldron Hotel is a renowned hotel in Newcastle, United Kingdom. The hotel is located in a prime central location in Newcastle. Guests can enjoy easy access to attractions like the famous Tyne Bridge, St. James’ Park, home to Newcastle United Football Club, Grey’s Monument, Theatre Royal, Newcastle Cathedral, Great North Museum, Hancock and Newcastle University.  Maldron Hotel Newcastle is the perfect base for exploring Newcastle. Renowned for high standards and excellent customer service Maldron Hotel Newcastle is the ideal place for a business trip. They are members of North East England Chamber of Commerce and a Silver partner of Newcastle Gateshead Initiative.
[bookmark: _Toc63369813][bookmark: _Toc63371437]Vision and Mission
Vision and mission statements provide the goals and objectives of an organization. Though Maldron Hotel Newcastle does Maldron Hotel not have any mission statement its ultimate mission is to provide the best possible lodging services experience to customers.The vision of Maldron Hotel is very precise. They want to bethe Favorite travel company in the world. Maldon also shows concerns for the environment. They use echo friendly technologies that don’t harm nature. Thus, they observe their social responsibility. Their mission is to make a profit but also their main priority is their shareholders. It has aimed to increase revenue by 9 percent every year (Bratianu et al., 2008).
[bookmark: _Toc63369814][bookmark: _Toc63371438]SWOT Analysis
Strengths: Maldron Hotel invests a lot of money in research and they are recognized as highly innovative in exploring new ideas and technologies. All these inventions lead them to success.They have a strongly attracted customer segment. This segment occupies a huge number of loyal customers. The company established a marketing strategy targeting this segment. They strictly follow the rules and regulations of the organization. From cleanliness to managing works code of conduct is maintained thoroughly. Effective leadership is a weapon of continuous progress. The strategic partnership, the profitable acquisition is also the reason for excellent reputation.
Weaknesses: The hospitality industry and service providing industry are sensitive to public conception. Negative publicity is one of the major weaknesses. Maldron is focused mostly onaged customers who are family persons. But shortly young customers will increase in the hospitality sectors and travel sectors. Database security is weak in Maldron. 
Opportunities: This business is a compound of different businesses. Real estate, Catering, tourism, transportation, etc. are so related to this. If they bring changes into their target segment there is a great opportunity to increase the large number of youth consumers.They should involve customized services to meet up customers' desired requirements and make them satisfied. 
Threats: Maldron is a highly competitive hospitality industry. Sadman Signature Hotel Newcastle, Holiday Inn Express, and so on are the competitors of Maldron. So, it’s so tough to keep market share's price constant (Mitt Romney, 2011). Maldron has reported a huge loss in revenue due to pandemic. It’s a burning issue and hindrance to the development process. Political unrest, global recessions, taxes, tariffs are the trade barriers that hamper prosperity largely.
[bookmark: _Toc63369815][bookmark: _Toc63371439]Marketing Mix for Maldron internationals
Product: Maldron Hotel Newcastle is a hospitality organization. So their products are mainly intangible. Services like hospitality, security, safety, customized services are the products given by the organizations. If we consider Maldron as a hotel chain all the hotels under the chain are their products. As the marketing plan given below is about customer satisfaction. Somarketing orientation strategy or the services will be facilitated.
Price: Price determination is an important fact for any organization. As hotel business includes some other business like real estate, catering, etc. too. So the price is identified depending on all the costs of these separate businesses.
Place: Maldron Hotel Newcastle is ideally located in the heart of Newcastle City Centre, within minutes’ walk of many shops, restaurants, bars and popular tourist attractions. So the place is an important fact for the marketing plan. They need to executive different market strategies for increasing revenue according to custom, culture, distance, population, transportation, and so on.
Promotion: As a reowned brand, promotion varies from place to place. They deal with native customers as well as international customers. So branding, advertising bear a significan timpact on marketing plans.
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Their success depends on providing services equally and ensures customers' satisfaction of all ages. As traveling is mostly done by the adult people who have family and earns money. This category goes to the people 25 to 40 years old. So this is the targeting segment of Maldron hotel as they are potential customers. Another potential customeris categorized who have a family and they live at home with up to 4 members.  It categories its young customer's age ranges from 18 to 24 years. People of such young ages travel hardly.The top potential ranked groups have been combined below to identify the best option. 	
	Category 
	A 
(‘000) 
	B 
% 
Users 
	of 
	D 
Index 
	Rank 
within category 
	AxD 
(VP) 
	Rank 
within category 

	A (18-24) 
	17381 
	16.0 
	
	123 
	1 
	3,197,863 
	3 

	B (25-40)
	28605 
	26.4 
	
	114 
	2 
	7,260,970 
	1 

	C (4 Person or more) 
	65345 
	57.6
	
	109 
	1 
	10,122,605 
	1 


According to this table combination of these two age groups have a large number of targeted customers. It can be said that the volume is seventy percent as primarily targeted because of this large significant volume. On the contrary 2nd   category refers that category weight is thirty presents as a secondary target age group. The plan is to improve segment B as they are a developing segment. So, their market segmentation and target segment are perfectly developed to execute the market plan. The market plan will be definitely for segment A (25-40 years old) where they will include more facilities to satisfy the potential customers. 
[bookmark: _Toc63369817][bookmark: _Toc63371441]Strategic Plan
To establish a sustainable position in the market place it’s must impose a strategic marketing plan. The strategic plan has several steps to reach the goals and achieve the organization’s long-term success. 
They implement their plan offering their best services to facilities the process for their hospitality organizations.The strategic action plan is made to overcome the current obstacles faced. Maldron has some barriers that harm the company's development. The first issue is their market segmentation. They target the customers of age range from 25 to 35 who have families.  But in the current world young and single people are also getting interested in tour and travel. So it’s the main reason for revenue loss. Their database management is not secured too. At first, I convert these problems into questions.
What strategies should implement to overcome the problems?
After analyzing their market segmentation and planning I came to this opinion that they must develop a new marketing plan where they will emphasize all service qualities to increase the volume of young customers. Hospitality should be provided carefully to influence them. A strong database server should be imposed to make data secured.
[bookmark: _Toc63369818][bookmark: _Toc63371442]Objectives
To make friend workplace for the employees so that they can work wholeheartedly.
Market segmentation should be done wisely to build customers from the young generation.
To secure data and information specific team has been imposed in each branch.
To enhance facilities related to service and hospitality for sustaining in the competitive market.
[bookmark: _Toc63369819][bookmark: _Toc63371443]Conclusion
According to the overall analysis, it can be easily understood why Maldron is holding a secured position in the hotel industry in Newcastle. They do the job of marketing orientation, strategies, market segmentation, and target segment with perfection. Though they have some demerits too. But their prevailing success and perfect strategy and management overcome these shortcomings easily. Maldron has established a strong and reliable position in their customers' minds. Their hospitality and services are the centers of attraction to the customers.  But they need to improve their marketing plan to increase potential youth customers that have already been discussed above. They are determined to achieve their goals by hook and crooks. 
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