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	[bookmark: _Toc76475987]Introduction 
Longueville Manor is a high rated hotel situated at Jersey. The hotel was founded in 1948 by Neal Lewis along with his wife. After the sold of the hotel his son has become the chairman of the hotel. The hotel has 30 exquisitely designed bedrooms and other suites and a member of Relais & Châteaux hotel group (Aubin, 2018). In this report a marketing plan on Longueville Manor hotel is established where the location for the execution of the marketing pan is selected as the United Kingdom. The purpose of the mareting plan is to create a customer loyal base through creating value and engaging customers by using better uses of resources (Goi, 2009). The products of the hotel are mainly its rooms, services and other facilities. The target market has been segmented into four divisions and the target customer is segmented into two groups. Almost 85% of the customers come to know about Longueville Manor through social media sites. The report also analyses the micro and macro environment of the hotel. 
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Marketing mix is used by business organisations to boost up sales of the products or services by using different marketing tools to explore profitable marketing plans and decisions. The 4Ps marketing mix for Longueville Manor hotel are described below: 
· Product– Longueville Manor hotel creates an experience of feeling at home by providing various facilities and services. The core products include the hotel rooms, lodges, boutique, food and beverages, dining, kitchen use and room essentials (Goi, 2009). The services that Longueville Manor hotel provides are boutique spa and cottage garden spa, check-ins and check-outs, laundry and pools. Services to meet the local community, the hotel enables meeting facilities, tailor-made and professional events, private dining and reception parties or weeding events. 
· Price-  The price of the hotel rooms and other products of Longueville Manor is determined based on the demand that is anticipated. The hotel takes in consideration for seasonality, hotel competition, demand and amenities while pricing the products and services (Gronroos, 2010). 
· Place- Longueville Manor is located in the nearby hillside area which presents a wonderful and aesthetic view. The hotel will have basically two types of target customers; one is local community and the another is tourists. The hotel will provide services in the city areas and commercial areas where customers can easily travel to the hotel. 
· Promotion– Through the website of the hotel, customers can easily book rooms and travel to the hotel. Also, beautiful pictures of the hotel in social media platforms will attract the customers who come as tourists in the UK (Goi, 2009). Longueville Manor will include Facebook, Snapchat, Twitter, LinkedIn and Instagram in the social media platform. Also, e-payments and other digital media services will be available for the customers. 
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[bookmark: _Toc76475990]1. Creating Value  
Longueville Manor hotel for creating value will segment the market based on geographic, demographic and behavioural aspects. Based on these aspects the hotel will segment the market into four individual categories (Beane and Ennis, 2012). The first category is transient in which people who are not concerned about the hotel room rate and will book the rooms at premium rate. The second category will include corporate people who like to stay at the hotel at a discounted rate and bring customers to the hotel. Group will involve the events, meetings and other arrangements for the local community to meet their demands (Wedel and Kamakura, 2012). And the last segment is general people who are interested to stay in the hotel at an affordable and reasonable rate. This segmentation will help the hotel to create value and manage resources. Longueville Manor hotel will segment its target customer into two sectors; one is local community and another is tourists or people from other countries who come for staying. Although, the local community will not require to stay at the hotel rooms, they will seek accommodation for events, weddings, receptions, business meetings etc. 
[bookmark: _Toc76475991]2. Benefits for Current and Future Visitors
With the growing demand, Longueville Manor hotel will enhance many services and benefits for the visitors. The hotel will provide the local community with arranging events, reception parties, wedding, birthday parties etc benefits (Ascarza et al., 2017). The tourists or the people who come to stay at the hotel for different purposes, the hotel will benefit the visitors with optimum facilities and services which include splendid and comfortable hotel rooms, Wi-Fi facility, food and beverages, laundry, kitchen, pools, boutique spa etc. 
[bookmark: _Toc76475992]3. Enhancing Visitor Engagement 
To engage the visitors a survey questionnaire will be provided while checking-out to know the feeling, impression and suggestions of the beloved visitors about the hotel. The survey question will include the questions that will help the hotel to determine customer’s needs and demands. 
[image: ]
Figure 1: Hotel Questionnaire Survey (Rosenbloom, 2012)
[bookmark: _Toc76475993]4. Marketing Channels 
The channels that will be used in Longueville Manor hotel are as below: 
· Direct: Visitors can book directly by coming to the hotel or through the hotel email or phone calls. 
· Website: The website of the hotel will be designed to enable customers at a distant to book rooms and make e-payments. 
· Social Media Platforms: Through the social media platforms of the hotel, customers will get information about the website and contact number (Rosenbloom, 2012). 
· OTAs and GDS: Travel agencies and travel sites will be used to reach customers globally. 
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Digital media especially social media sites help business organisations to reach customers globally and create value. Also, through social media platforms business organisations can involve customers and influence positive business-customer relationship. During the time of Covid-19 people were bound in homes and after Covid-19 people will be more attracted to go on tours and stay at hotels (Järvinen et al., 2012). So, in order to attract customers, the social media and digital media that Longueville Manor will undertake are as follows: 
Website: A website for Longueville Manor hotel will be designed and developed. The website will include booking methods and e-payment procedures. 
SEO: Search Engine Optimisation or SEO will help the hotel to rank higher and provide global visibility (Chaffey and Ellis-Chadwick, 2019). The local SEO will be emphasised and google map will be linked to find out location. 
Mobile Optimisation: To reach more customers, mobile website optimisation will be enabled and an app will be created and developed so that customers can easily get to know about the billing and booking information. The app will also help to book the hotel rooms according to their choice. 
Social Media Platforms: Longueville Manor hotel will be available on Facebook, LinkedIn, Instagram and Twitter. The hotel will make videos viewing the hotel rooms and other sites of the hotel. Elegant pictures of the hotel and hotel rooms, food and beverages and other facilities will be posted through social media platforms (Morris, 2009). Powerful hashtags will also be developed. 
Hand sanitization, wearing masks and maintaining social distance will be assured in the hotel so that customers get attracted because of Covid-19 fear. 
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The micro environment of Longueville Manor hotel includes its scallop suppliers, competitors, customers and other public. The competitors of the hotel are The Peabody Little Rock, Hotel 't Anker & Gasterij Mierle and Sheraton Detroit Metro Airport Hotel (Aubin, 2018). Here is the SWOT analysis of Longueville Manor hotel:

	Strengths
· High rating hotel
· AA five-star hotel
· Top position in the competitive market
· Better services
· Exquisite hotel rooms
· Social media reach
· Proactive
	Weaknesses
· Island based 
· Weak OATs 
· Maintenance cost

	Opportunities
· Global expansion
· Future growth of rooms 
· International travel
	Threats
· New entrants and decline in tourism
· Unpredictable situations like calamities. 
· Bad reviews


(Sarsby, 2016)
Longueville Manor can take advantages of its strengths and can attract more customers which will provide a customer loyal base. The weaknesses of the hotel can be addressed by the proper use of the strengths (Sarsby, 2016). The hotel also has many opportunities to cover the threats and gain competitive advantages. 
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The PESTLE analysis of Longueville Manor hotel is as following: 
Political Factors: In Longueville Manor hotel due to Brexit and restrictions on EU workers, can cause changes in the demand. Also, travel bans can result in negative. Again, terrorist activities can harm the brand reputation of the hotel.
Economic Factors: The post covid-19 situation will provide a lot of customers but customers can take an advantage on hotel room pricing (Camilleri, 2018). Exchange rate can also decrease the price of hotel rooms. Inflation and economic slowdown can reduce revenues.
Social Factors: Due to massive competition, the hotel has to depend on the demands of the customers. The price of the hotel rooms is to decide accordingly. According to the demands of customers, Longueville Manor has to enable “Garden Spa” and “Boutique Spa”. 
Technological Factors: Third party service can cause serious harm to the business of the hotel. On the other hand, emergence of social media and digital media can increase the reach of Longueville Manor.
Legal Factors: Longueville Manor has to abide by the laws and regulation provided by the UK government (Lane, 2010). In social media marketing the hotel has to take into consideration for data security of customers and safe e-payment. 
Environmental Factors: Being an island channel, Longueville Manor hotel has to consider environmental factors. Due to Covid-19, the revenue of the hotel had declined. 

















[bookmark: _Toc76475997]Conclusion
Longueville Manor is the AA rated hotel among the Jersey hotels in the United Kingdom. The hotel provides very good services that help to gain competitive advantages. Also the hotel is active on the social media platforms which enable the hotel to reach its customers globally.  The micro and macro environment of the hotel hep to make strategies and take decisions about its marketing so that the hotel can be profitable. In order to attract customers and increase sustainability the hotel has to provide sophisticated services and enhance SEO to reach customers faster. The hotel should also take strategies to cover up the losses during Cove-19 situation after the Covid-19 pandemic situation.  
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Dear guests, we convey our hearifelt thanks for your stay in our hotel and restaurant.
With earnest gratitude, we hope that you have enjoyed your visit to our hotel and will
come back again! We abways focus on our guest satisfuction and ny to provide best
service to them according to their satisfaction. Would you render us some of your pre-
cious moments to give your encouraging review on our hotel and restaurant?

Quesion 1 We sincerely thank you for choosing our hotel and restaurant and letting us a
chance to serve you. Dear guest, tell us how did you come to know about our hotel and
restaurant? Or can you please tell us why you have chosen our hotel and restaurant in
your visit for you and your family?

< Tlove the environment of this hotel and restaurant.
<+ Tsaw an advertisement of your hotel and restaurant in the TV or other social media.

% Talways choose this hotel and restaurant.
% Twas recommended by one of my friend or relative.

% My group selected this hotel and restaurant.
% Near to my venue.
% Friendly behavior of the employees.

Question 2: Our staffs are very friendly to our customers. Did they freat you bad? Or can
you just tell us if they responded to you timely? Do you have any advice for them?

Question 3: Do you have any bad experience about our hotel and restaurant? If any, please
explain.

Quesion 4: Is our check-in process lengthy? Do you have any suggestion?

Quesion 5: We hope that you loved our food and beverage. Please have a quick check-
up on the following statements.

' Good food quality and tasty
' Prompiness in food delivery

' Reasonable food value

V' Varieties of food and beverages

Question 6: Our hotel has comfortable rooms with convenience. How do you give your
opinion?

Agree
Strongly Agree
Neutral

Average

Strongly Disagree
Disagree

©o00000

Quesion 7: Review our hotel room-

Comfortable
Nice

Standard

Very nice

Excellently decorated
Should improve quality
Not worthy

Worst and ugly

©0000000
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