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1. Introduction
The chosen company is the hotel Amberley Castle, which is a brand under Relais & Chateaux group of hotels. It is situated in the UK and located beside the River Arun, Amberley village. The location of the hotel is situated in a very lovely place, the region is in England, the countryside, at the foot of the South Downs, a land of chalk hills. It has a unique history of 900 years, a beautiful location, and luxury treatment for its guests (Relais & Chateaux, 2021). The purpose of this marketing plan is to promote hotel properties and increase consumer interest in luxury historical and royal accommodation services. 























2. Marketing Mix
The marketing mix of the hotel will involve 4 reference points:
Product – The destination hotel is currently offering interior design. The hotel has 19 elegant guest rooms echoing the castle's heritage, and rooms are decorated with antiques and beautiful textiles with contemporary amenities. This hotel offers luxury and royal stay along with the facilities. Other than this, there are other facilities like dining. Queen’s room restaurant offers delicious global cuisine with interior built in the 12th century. It has unique royal wedding venues as well (Amberley Castle, 2021). 
Price – The price per room is US$ 297.13. This is starting price of the one classic room of 236 to 269sqft for 2 persons (double bed or king bed). Superior Room with royal and comfortable interiors offer price starting from US$ 409.37. Junior Deluxe Room offers the price of US$ 495.21. Gatehouse Suite offers a price of US$ 567.84. Premier Deluxe Room with fireplace and garden offer price starting from US$ 680.09. All the rooms also involve many other facilities and services included in them (Amberley Castle, 2021). 
Place – As the hotel is located in Sussex, there are multiple things to do in Sussex. It is a trip to a near a century-old historical site. It is a small quieter place in the small towns surrounded by riverside and gardens. There are multiple castles and houses having historical significance, for example, Arundel Castle, Petworth House, Parham House, Uppark House & Gardens, etc. Multiple museums are present around the place. It is also worth exploring multiple towns and local cultures around. Short rambles, beach walks, and longer trail hikes with breathtaking vistas are all available (Amberley Castle, 2021).
Promotion –The hotel promotes itself by its historical value and royal, stylish interiors. The countryside view with the resident peacocks and alpacas and the 12 acres of beautiful grounds, which provide an enchanting medieval backdrop for country pursuits. unique aesthetic and antique feel are signatures for a hotel stay (Amberley Castle Brochure, 2021).










3. The Marketing Environment (Micro-SWOT)
SWOT analysis includes the analysis of strengths, weaknesses, opportunities, and threats of the hotel (Yan, 2018). 
Strengths:
The hotel is located at a picturesque and historical aesthetic location, which offers a royal feel.
The hotel ensures its premium status in the tourist and hospitality business, therefore setting it apart from the competitors.
The hotel diversifies its services from luxury global dining, wedding, and accommodation for various other events. Additionally, it is close to many other historical locations. It is best for destination weddings.
The online ratings on TripAdvisor and Relais & Chateaux are excellent for this hotel- 4.5/5 stars. It is a preferred choice of consumers in this locality (TripAdvisor, 2021).
Weaknesses:
The price may not be good for all consumers, it cannot be afforded by all. This contracts the consumer base. 
The room availability is very limited- 19 rooms. There is less capacity to expand considering the countryside and historical sites (Amberley Castle, 2021).
Opportunities: 
To increase the amount of business reservations, the hotel might give conferencing facilities to its corporate clientele. It might also review its pricing policy and offer incentives to its customers.
There is a need to expand more affordable rooms for consumers who want a budget stay and still enjoy the site's beauty. 
Threat:
The main threat is prices and limited capacity, where other luxury hotels are expanding their facilities, at more competitive prices, especially for higher grade rooms and added benefits. 







4. The Marketing environment (Macro) PESTEL 
Policies: Travel bans imposed by the government in the UK, especially during a pandemic in 2020 was the great influencing factor. new rail pass and vouchers for popular tourist attractions, new tourism recovery plan of the UK government will promote the tourism in coming times (Government of UK, 2021).
Economic factors: Increasing cost and falling revenue is the major economic factor in the UK due to pandemic. Due to high unemployment, there is a lack of income, which reduces the demand for international tourism and domestic luxurious tourism (RAND, 2021).
Social: Due to large economic inequality, issues in society, increase in crimes, etc. after 2020 there can be a negative perception about tourism to the UK. However, this factor is less prevalent (RAND, 2021). 
Environmental: Increasing the impact of climate change and awareness about sustainable practices may not attract few customers to luxury hotels, they may think that luxury hotels are a wastage of resources (Watts, 2019). 
Technological: Wifi, computer stations, HDTVs, and other amenities are available. This enhances the quality and length of the clients' stay. Hotels should promote their culture for online services and increase digital dependence to reduce human interference post covid (Spanaki, Papatheodorou, & Pappas, 2021). 
Legal: Laws regarding restrictions and precautions of covid-19 have reduced customer arrivals and tourism. In Europe, there was a decrease of 64.6% in luxury tourism in 2020 (Statista, 2021). 














5. Creating Customer Value & Engagement
To create customer value, the hotel’s marketing team should have a generous idea of customer preferences. What customers want can be found out from online surveys and feedback from existing customers. This data can be acquired from social media as well (Silverthorne, 2019). 
To create customer value, the hotel’s marketing team can offer some innovative benefits. It can make its rate more competitive to attract the lower-income class or address a fall in wealth. Loyalty programs such as free stays, transport, and relaxation services added to existing packages can be beneficial as well. Other than its strengths, a hotel can also add meditation programs/exercises, a luxurious spa, healthy cuisines, etc. There should be exciting offers and deals for customers (Górska-Warsewicz , 2020).
A hotel can offer live streaming or virtual tours of what is going on in hotel premises, how many visitors are visiting. Hotels can showcase the amount of safety practices, precautions taken and benefits offered to customers to increase customer confidence. Loyalty points and rewards, gift vouchers also help in customer engagement. According to customer reviews, there are few customers who do not like limited menus, staff services, views, and facilities, etc. Hotel scores less on value for money (TripAdvisor, 2021). A hotel can work on these fronts, train the staff properly to address diverse customers, and also maintain safety post-covid.

















6. Effective Use of Digital Marketing
In the marketing plan, marketing team is going to use all social media pages and websites as well. On social media pages, it posts about the picturesque locations and reviews, offers that the hotel is offering. This could be increased and made more attractive. Social media pages are the best palaces to offer virtual tours. The hotel is inconsistent with posting regularly on social media. Social media traffic can be increased through regular posts. It can also request consumers to follow the page or like the page if they found services good. The potential customers can be targeted by sending them such attractive posts in promoted or recommended sections of social media (Parvez et al., 2018).
A hotel can also improve its website to make it easier and more user-friendly. The design of the website can be improved by reflecting its medieval aesthetics. The posts about offers, deals, and promotional posts, and booking should be on the front and be made bolder and more attractive (Pelsmacker, Tilburg, & Holthof, 2018).
Email can also be used to promote. The team can use big data analytics and customer feedback/surveys to know more about the target customers. The hotel can personally mail them about the deals and offers, promote about location and facilities, customer testimonials, etc. which can attract potential customers. 


















7. Conclusion
Summing up, there are immense opportunities for the hotel to promote the customer base, its services and facilities considering unique location, beauty and aesthetics it has, medieval historical importance, royal treatment, and so many other plus points. A hotel can expand its customer base through digital marketing, deals and offers, loyalty programs, offering social media traffic, etc. However, it also faces some challenges like lower demand, unsatisfied consumer base, declining tourism sector, and higher costs of safety and precautions. The marketing team recommends the hotel add customer-friendly deals, attract more potential customers through low-cost and easier means such as social media. Innovation, technology, and big data applications taking benefit of unique features and strengths it has is the good and relatively low-cost strategy consistent with the targets of the hotel’s marketing strategy. It is also recommended that it should take the benefit of good online reviews and promote consumers’ testimonials on its social media and website. 
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