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Introduction

The Gilpin Hotel & Lake House has been chosen from the list of hotels from the Relais & Chateaux group.

The Gilpin Hotel & Lake House is located at Windermere, Lake District National Park in the United Kingdom. The hotel is situated 2 miles away from Lake Windemere in the heart of National Park away from the hustle and bustle of city life.


The purpose of this marketing plan is to attract new customers to the hotel. People are free to travel after the COVID-19 pandemic lockdown and we need to reassure customers of the safety of the hotel. 































	
1. Marketing Mix  


Product –

1901 Georgian-style country house, The hotel has 28 rooms. It provides annexes, such as seprate spa suites. For dinners, there are three restaurants to choose from. Natural countryside location. The Lake house can serve 12 people, for those that want a feel of a country house with all the services of a hotel and a complimentary chauffeur drives guests to the restaurants.


Price -  

The price starts from £295 up to £850 per night (Theglipin.co.uk). In comparison to the nearby hotels, such as Linthwaite House £266 or The Wild Boar £144 (Tripadvisor.co.uk). The price reflects high standards, rich experience, services and amenities that competitors lack. Lower rates are available for longer stays and large bookings for the lake house. The wedding package starts from £14,460 for 12 guests up to £22,560 for 60 guests.



Place – 

Customers need not go far to book, The Gilpin has a website for booking and can also be booked through relaischateaux.com. Bookings can also be made through other major travel sites such as Tripadvisor, Lastminute.com, Kayak and Expedia. Any customer can phone the hotel and make a booking.



Promotion – 

The hotel is featured in the Instant magazine owned by Relais & Chateaux. The hotel is also included in the loyalty programme called Club 5C. The Gilpin has been featured in many online review sites with positive ratings such as 9/10 (telegraph.co.uk) and getting the highest possible rating from the AA (manchestereveneningnews.co.uk). The hotel has its own website for customers looking for information and has a presence on Instagram, Youtube and Twitter.








2. The Marketing Environment (Micro-SWOT)  


Strengths: Membership of the prestigious Relais & Châteaux group, highly rated hotel reviews in the UK. Naturally beautiful English countryside. Scenic location. Acres of land for customers to enjoy and view the lakeside. Five red AA stars award-winning hotel that certifies offer of luxurious accommodation and excellent standards of food and wine on-site (www.lancs.live).

Weakness: A shortage of workers in the hospitality industry (Hancock, A. 2021), less information about covid safety on the website. Competitors pricing is cheaper than The Gilpin.

Opportunity: Now that lockdown is over, people are free to move and travel after a year. The location of The Gilpin is ideal for travels looking for a less populated area. Acres of private walking space for travellers to enjoy. Travellers looking for a scenic view, premium luxuary and service The Gilpin can offer.

Threats: Nearby hotels offer cheaper prices even with lesser luxuries.
A limited segment to tap into since this is targeting luxury segmentation with the price reflecting that. Covid 19 outbreak in the hotel will be devastating if not contained.
Recruitment of staff is getting harder due to the lack of skilled workers and people looking for more secure employment (Toby, V. 2021).


The hotel can capitalize on its location and spacious land with more pictures and videos of the environment on its website and advertisements. Studies have shown that eco-friendly services and products can have a major impact on creating good consumer behaviours (Seirgy, M.J. 2019). It is often difficult to recruit workers with the attributes and attitudes needed for the hotel industry (Chris, H. et al. 2008), therefore offering work experience and apprenticeships will be the future of getting new workers into the industry.
















3. The Marketing environment (Macro) PESTEL  

The previous travel ban caused severe disruption ( Stephan, G. et al. 2021). There was a huge loss of employment and revenue due to Covid 19 ( Dube, K. et al, 2021). This has led to some companies struggling to survive.

A strong or a weak currency can determine the number of international travellers holidaying and can give the hospitality industry a needed boost.

With the digital age, there are newer ways to book rooms, such as Airbnb for customers who want a room but does not have to be a hotel.

[bookmark: _Hlk85569417]Companies can reach a large group of people by using social networks (Amoroso, M. Et al, 2014). And social media can be used to report incidents at hotels or nearby and everyone will have access to the news within minutes, no hotel has power over it and is beyond its control.  
Weather can dictate if someone wants to stay in a hotel especially in the countryside. Awareness of environmental issues has been growing in consumers (Mihaela, S. 2021). And if those growing concerns are not dealt with by hotels, like introducing greener policy, then they can be left behind in the consumer's minds.

Safety of customers and staff are paramount and with covid still looming, eyes need to be kept for any new laws for businesses relating to that.























4. Creating Customer Value & Engagement 

Creating customer values requires the hotel to be proactive in its vision. One source of competitive advantage is to convince customers to choose ecological clean hotels (Aleksandrovna, T.M 2021). The Gilpin incorporates nature into the design of the rooms, to make it look aesthetically pleasing. It has satalite tv and spas for comfort and relaxation. Giving customers the choice of dining from three restaurants and having them chafuer driven from the lake house.

Customer feedbacks are related to customer satisfaction (Hallowell, R. 1996). To find out what the customers want, a review page from hotel booking sites can give a glimpse of a customers experience. Negative comments can be used to improve future outcomes. A customer survey can be left in all rooms, it can indicate their satisfaction and areas that need improvements.

(Vermeulen & Seegers, 2009) recognized that, many customers turn to online reviews before planing any travel arrangements. In this digital age, the ideal channel would be hotel reviews.

Also, The Gilpin website can be used to add a customer review section and survey.  Recognition of customer intention and requirements can provide realization of what customer defines the quality of service and goods (Hayes, 1997)

























5.  Effective Use of digital Marketing 

The main digital marketing for the hotel will be the Gilpin website. At its current form, any customer can book a room and view pictures and videos of the hotel. More focus will be needed to showcase the surrounding acres of land and décor of the hotel. Instagram, Facebook and Youtube are currently being used but they can be used to further increase the hotel's presence online. Showcasing the luxury aspect of the hotel such as the spa and lake house and other facilities made more prominent.

Other hotels are using similar marketing tools such as Facebook, Youtube and Twitter. To be more effective The Gilpin will need to showcase its hotel in a better light with more current visuals of the hotel and facilities. For instance, the current Instagram page has a few pictures but seems to lack professional attention-grabbing pictures. Some of the competitor hotels have better Instagram pages that focus on the beauty of their hotel in a professional layout. The Gilpin must ooze luxury brand in the eyes of the consumers. The Twitter page can do with more interaction with current events of the hotel.

The hotel needs a digital marketing specialist to keep the information up to date and relevant. The manager of the hotel will have to liaise with the digital marketer to specify the direction. Such as with the lockdown being over, the safety aspect of the hotel, the cleaning regime of the hotel. The local environment and is less populated than cities. Those major points can be pushed forward when customers go to the website so it gives them confidence and reassurance of the safety of the hotel.
























Conclusion 

It is recommended The Gilpin will need to advertise the extra cleaning schedule for the hotel, provide cleaning of guests rooms at any time if they request. Additional literature about covid safety in all rooms. All these are for customers benefit to make them feel safe in the hotel environment. Also stating the acres of land to roam in, free of populated areas, hence less covid risk. These will need to be displayed and easily found on The Gilpin website and the hotel itself.


Differentiating the type of service offered, and the importance of health and safety from that of the competition will assist not only in building The Gilpin brand as a whole but will attract high-income travellers, who require a higher level of personal service and recognition than they can receive in a safe enviroment. This will provide The Gilpin with an opportunity to leverage its core competencies as regards servicing the high-income traveller in a luxurious safe environment.
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