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MARKETING is an important strategy used by the organisation and companies to create brand awareness and product awareness.
Marketing can also be used to influence the decision of the buyers and potential customers. In the below context how the Amberley Castle can create more brand awareness and attract more visitors in the post Covid scenario. The Amberley Castle has too prioritised the safety of the visitors and must publish that safety of the visitors is guaranteed in the below context. In the below study conducted SWOT analysis has been conducted in the Amberley Castle's marketing strategy. The creation of customer value along with increasing the visitor's engagement will also be discussed in the study below.


MARKETING MIX


Marketing mix can be identified as a set of methods applied by the company or an organisation to usually promote the brand or the product (Lahtinen et al., 2020). Marketing mix ensures to provide the organisation with the correct details for putting the right product in the right place and at the right time and price.
     PRODUCT- The product is Amberley Castle hotel's extravagant services standing for 900 years, located 60 miles south west of London and only 22 miles from Brighton. Thus, Great Britain has been blessed with charming villages and green countryside which serve as attractive destinations for any visitors (Mintzer al.,2021).
The Amberley Castle has it is charisma, characteristics and dynamics to attract customers. The Amberley Castle is best hotel that provides with safe and unique weddings and is on the best when it comes to weddings.
        PRICE- The pricing for each room is different as the room with the best of basic service is likely the cost 350 dollars all night and the premium their looks
       PLACE- The customer can locate the hotel with the help of maps and the internet. The Internet would be used as the main channel. The official site www.amberleycastle.co.uk can provide the data about destination to the customers to choose from the wide range of rooms and for a fine dining. The Amberley Castle can be found online as well as offline (Kwok et l.,2020).
         PROMOTION- The Amberley Castle has been using both modern and conventional methods of promotion. Amberley Castle promotes itself through magazines, news articles and the internet (Sudarias al.,2019). The promotion step needs to be pushed even further by Amberley Castle to create customer awareness through social media a bit aggressively.

                                1.MICRO- SWOT

Strength of the Amberley Castle:  The prices of the rooms at Amberley Castle are best in the price range as compared to their competitions. Amberley has made the best quality relationship with the customers as they global rating shows 4.7 out of 5 stars (Lazareva and Kazakova,2021). Amberley has some of the most unique points such as the best services, better destination and high level of customer satisfaction.
 WEAKNESSES: The hotel has a relatively weak marketing team and must adapt to new technologies of marketing and design ads campaign that can impact the decision making of the potential customers.
       OPPORTUNITIES: The Amberley can advertise that it has adopted some of the latest norms that encourage the safety of the visitors. This can be implemented using modern tools and digitalized platforms for marketing as it helps to target a wide range of customers and influence their decisions. This hotel can train its employees to be more friendly and reliable when the visitors need assistance the most (Smyth,2018).
    THREATS: The imposition of a new worldwide lockdown has brought radical changes to the polices and functioning framework of Amberley Castle. Direct competitors can also create an impact when the prices are lowered with the best service and experience. Lower prices of the competitors can increase the cost of operation with lower revenue and eventually impact the finance of Amberley Castle.
                      
                                     


                                         2.    MACRO- PESTEL

  The major macro-environmental factors are the political and economic.
POLITICAL FACTORS: The sudden change of the rules and norms imposed by the UK government can impact the decision of the Amberley Castle hotel (Camilleri,2018). The marketing decisions of Amberley Castle are greatly affected by the rules and restrictions taken by the UK government to curb the rise of COVID-19 again.
The marketing and sales have gone down tremendously and also the Brexit has led to a surge in its losses encountered with limited tourist’s viability.
ECONOMIC FACTORS: The fall in the currency's value of pound and Euros has also impacted the demand and supply of hotel’s services (Kwak et al., 2019). This can result in making the customers pay a higher price for this hotel services especially due to the pandemic. The economic slowdown and imbalance in the demand and supply forces has led to a rise in the cost of operations for the Amberley Castle. This in turn has further reduced the profit margins for the hotel.
Amberley Castle can adapt to specific marketing strategies in lieu of COVID-19 by highlighting the safety protocol measures for their customers. Amberley Castle can address the new steps taken for the better experience of the visitors and design the ads especially for the targeted customers and influencing potential customers.
                




                                       3.CREATING CUSTOMER VALUE                                             AND ENGAGEMENT                                        

The Amberley Castle can create the highest customer value by transforming the customer experience. The customer usually tries to identify the experience using the three main aspects that are known as savings, stay experience and the time saved (Afifi and Amini, 2019). Offering something extra and giving more value to the customers than their expectations can help Amberley Castle to create high customer value.
Amberley Castle must try to ensure that the customers are safe and free of contamination from COVID-19 from their entry till their exit.
The safety of customers is of great value for the long-run sustainability of Amberley Castle will make sure to keep the customer and potential customer on loop meaning fewer crowds and less chance of covid-19 spreading. Amberley can develop visitors' engagement through taking reviews and acting on the reviews of customers (de Oliviera Santini et al., 2020).
Social media and marketing channels would be used to bring out the most customers and potential visitors the hotel.







                     4.EFFECTIVE USE OF DIGITAL MARKETING

 The marketing team has to realize the three basic factors based on which the customer opts for a hotel are price range, reviews and hotel’s website. Amberley can list itself in search engines through ads that are designed to impact the decision of the customers.
Amberley Castle must try to build up story in the ads by taking a 360-degree video of the hotel and its rooms, wide-angle shots of the lobby, room interiors, restaurants, swimming pool and so on. The end message that Amberley would be providing exceptional services to attract more customers to the hotel post-covid-19 will be that travelling and experiencing the world comes beyond any barrier. Amberley Castle can convince the customers to enjoy their stay and have the best experience without a very low percentage of infection.
CONCLUSION:
The study above shows how the hotel Amberley Castle can increase and have an effective marketing strategy that can create more visitors and increase the revenue of the organisation. The above study shows the scenario of the post Covid world and the strategy to increase the number of visitors. The political and economic factors that might impact the functioning of Amberley Castle have been

 discussed in the above context. Amberley Castle can increase the number of customers by providing the customers with the best experience and highlighting safety as the main aim to attract the majority of the customers. 
The study conducted above allows Amberley Castle to find a broad picture in the best destination for the visitors. Marketing is an important strategy and the above context has studied in detail the marketing mix to influence the decision of the customers and the potential customers.
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Juniors Deluxe Rooms
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INTRODUCTION
This castle has a very old
history and in the present is
one of the famous luxury
hotelin UK and over the
world.
Every year are many happy &
events organised here, most
of them weeding’s.
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