[image: ][image: ]





Marketing plan written for

                                                       The Vineyard

Student Name
Vlad-Alexandru Radu


Student ID number
2111633




Marketing Essentials BMIH4005


Lecturer

Dr. Jayne Griffith-Parry


























	Introduction 

The Vineyard Hotel situated in Newbury was an 18th century lodge owned by the Foley family. Sir Peter Michael purchased this majestic building in 1996 and relaunched in the Name “The Vineyard, a 5-star luxury hotel and award-winning Spa. It now operates under the prestigious name Relais and Chateaux and is the best place for a fine wine and dine experience brand, the hotel is located in Newbury, an hour away from London and 0.2 mi from Deanwood Park Golf Course.   Directions are available on the Vineyard website. Pubs, bars, restaurants and hotel businesses make 40% profit during Christmas and New Years Eve, they cannot survive one more loss on Christmas season (Guardian, 2021). A market plan is therefore essential for hotels including The Vineyard to ensure they get a competitive edge.


	
1. Marketing Mix  


The Vineyard is Britain’s best wine hotel with great ambience and owning a great collection of 30000 varieties of Wines and 300 bins from new and old world. It has 49 rooms under four categories of: suites Atrium, Deluxe, luxury, grand; the rooms are exclusively designed, air conditioned and soundproofed with a private balcony, exotic bathroom facility and a Minibar. Other amenities include: Spa, Gym, Pool etc. It has a conference room, business centre, free parking and Hi Speed Wi-Fi. Newbury is an hour drive away from London. The restaurant in the hotel offers exotic flavours made of locally sourced ingredients from farms and fishermen. Services includes À la carte, all day dining, Sunday lunch and afternoon tea. The restaurant has a premium pricing policy and gives an option to pair foods with favourite French/Californian wine. The services, directions, offers, pricing and other relevant information are published on the vineyard hotel’s official website which is available for public information.  Daily updates are shared via their official Facebook and Twitter pages. This is a favourite wedding destination in Berkshire; it also offers experiences like celebrations, wine tasting, art collections, offers on special days like Christmas and New year, Wine qualification courses etc. The surroundings are also great to explore (The vineyard, 2021).


2. Creating Customer Value & Engagement 


Pandemic restrictions are limiting activities, it is important to keep customers engaged throughout their purchase journey and to earn profit in return, this will enhance the customer loyalty and will ensure they act positively towards the brand (Kotler et al., 2019). The Vineyard is creating customer value through their unique service; “the exotic luxury wine experience”. It provides the best package with fine stay and wine, as well as all other possible activities to explore the hotel and surroundings at the best. It includes seasonal offers, special offers, discounts, gift, wine tasting, a wine course, an art collection, wedding destination, celebrations and other events. Post covid, some of the services are offered with restrictions and precautions by trained staff. The special offers include champagne Sunday, New Year’s giveaway, one/two nights/three nights Christmas break and various gift vouchers (The Vineyard, 2021). Preparing an action plan for customer engagement and include “Run your Vineyard story” contest in social media. Updating the website and social media continuously, add an additional page in the website to highlight and review covid precautions. Check your customers via email on crisis, arrange events e.g. wine classes online, share gift cards/vouchers, keep the promises, analyse the responses of each activity, keep the brand live with modified /new activities and engage the customers. 


3. Effective Use of digital Marketing


A survey conducted by Revinate (2021) found that 72.7% of people plan to travel next year and 70% of people prefer domestic travel which is good news for UK industry. Direct bookings are increasing as people prefer direct information on precautionary measures taken and therefore updating the websites and social media with the most recent information is vital. Appoint a dedicated team (Marketing and analysis team) specifically for boosting POST pandemic marketing via digital methods. Buy data from booking websites and also invest in search engine marketing, SEO and paid promotions etc. Use PPC remarketing to re-engage potential customers who have visited the website but left without booking. Maximise your digital usage by adopting relevant software to enhance the efficiency of activities like marketing, distribution channels, revenue management, booking and reduce human engagements.  Offer certificate courses of technology for employees to develop asper the change. Maximise social media presence for comments and reviews, try to reply to the positive messages and measure plans for the negatives mentioned. Automated check ins and check outs, text, and emails to check on the experience and thanking customers etc will enhance customer loyalty. Also running online contests, vlogs and blogs, tag campaigns, online events, vouchers, gift cards, live or recorded videos in websites etc will be useful. Watch what the competitors are doing and increase the level of marketing to remain visible, relevant and competitive (Hospitality.net, 2021).

4. The Marketing Environment (Micro-SWOT)


According to Ferrell and Harline (2005) the analysis of strengths, weaknesses, opportunities and threats helps the organisation understand the strategic position when preparing the market plan. The major strength is the uniqueness of the services, the location with a huge collection of wine choices near to central London and nearby attractions such as Highclere castle, Blenheim palace, racecourse, Stonehenge, Marwell zoo, Bombay Gin distillery and more. The hotel has great activities and offers for customers to choose from, this ensures customer engagement and value creation. The major weakness is their premium pricing policy which limits them to attract a budget friendly category in this post pandemic period where people mostly prefer domestic vacations in a cost-effective way.  The hotel is already investing a huge amount to maintain Covid protocols, but revenue is comparatively less. Promoting the unique wine experience will give them more opportunity over their competitors. Also considering budget friendly options and highlighting CSR initiatives and sharing social media online campaigns for social cause and eco-friendly practices can improve visibility (The Vineyard, 2021). The major threat is covid related restrictions and current depression in the market. To overcome this, the hotel must focus on digital marketing through all possible channels and invest more on technology for the fast and permanent recovery and enhance the sale.

5. The Marketing Environment (Macro)


Considering Political and legal factors, the travel rules and restrictions implemented by the UK government reduce the number of visitors in hotels. Economic impact is very high as the Hotel must maintain all safety measures which will reduce the number of guests at a time. The hotels are forced to offer flexibility and discounts for upgrading, incentives etc to attract the customers without much surety on the business. A global Shortage of skill due to unemployment or job change is also a concern (Fred DeMicco, 2021). The social impact is people are coming back to travel and leisure even with the restrictions in place to improve their social life. If they stay unique, in political, social and economic factors among competitors by offering competitive prices, services and experiences with budget friendly offers and flexibility. Technology and environmental factors have an upper hand to survive the negative impacts. Corporate social responsibility initiatives can give more emphasis in the plan as post pandemic, people use technology more for searching information and are also highly conscious about the health and environment. For a social media campaign, charity initiatives can be highlighted in website and social media, a video should be added in the home page highlighting how The Vineyard is welcoming their guest after the pandemic and other short videos of guest experiences with their permission.











Conclusion 


Being the best wine hotel in Britain, the Vineyard has a unique position in the market. Yet the overall depression in the market has affected The Vineyard. The marketing plan and suggestion will enhance their brand visibility and attract more customers. The major challenge of the current market plan is investing more into new technology during this uncertain period. Huge numbers of hospitality professionals are also leaving the profession and are permanently moving to other professions. This might also affect The Vineyard in the long run, especially in situations where competition is at its maximum to capture the market and to gain the lost business.  It is recommended to take steps such as flexibility in working hours, staff welfare, staff training and development etc to retain them at the Vineyard.
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RELAIS &
CHATEAUX

The Relais and Chateaux , Hotel group stands out
in the hospitality industry with their 60 years of
the luxury and homely services through their
outstanding collection of the exquisite boutique
hotels, resorts, and gourmet restaurants .

vineyard®

A Relais family member since 2003
described as “ temple of Californian Wine
“- aplace for the best wine and dine and
more.....
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e 10 minutes away from Newbury station

Rooms
e  Beautifully designed luxury soundproof rooms

e Air conditioning Flat screen TV
e Other amenities like Gym ,spa ,pool and services for a

relaxed and enjoyable stay

Food and drinks
° Great food and fine, seasonal food

Offers
« Offers, discounts and gift vouchers

Great food with Fine fine and enjoy the delicious food prepared in the restaurant

lead by Executive Chef, Tom Scade!!
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30000 wines !!

e Collection of world’s best
wines .

e Award winning wine list

e Always adding interesting
wines to the collection

Be it a lunch with family or a
feast with friends..enjoy it with the
world’s best class wines in our Wine
bar ....
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VINEYARD Green Message

Works together with climatecare to for environment protection
Waste recycling

Ensure all possible resources are from sustainable sources
Business with only suppliers who have a CSR policy in place and
implementing it

Charity support
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COVID MEASURES .. Be safe !

e Regular revision on COVID -19 policy as
per Government guidelines

e Wearing mask is optional in UK now still
For additional safety , Guests are
requested to wear masks to protect the
vulnerable , appreciated.

e Enhanced cleaning methods to make
sure the safety

e Redesigned practices and trained staffs
to implement the same

Welcome to Vineyard ! Enjoy Christmas and New year !
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Wine and dine ,Wine
tasting and Offers wine
and spirit education
courses to learn more
about wine

Enjoy Art - The hotel
has a best collection
of paintings by french
artist Degas and
Pissarro -and English
artists Clausen and
Steer and others

Explore the beauty of
locality Coombe
gibbet circular walk,
Lambourne walley ,
Kennet canal .

Donnington castle etc
are some favourites

Spa

Offers massage
treatments and
therapies to relax body
and mind
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INTERNATIONAL

HOTEL MANAGEMENT
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Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





