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	Introduction

    This paper aims to present a marketing plan for the Pale Hall Hotel in Bala, North Wales, United Kingdom. Following the Covid-19 pandemic that began in 2019, the hotel industry has been drastically affected by safety restrictions imposed worldwide. As a result, the number of tourists has dropped considerably, many employees have been laid off, and some hotel locations have been closed (Rueda López et al., 2021). 
    The marketing plan will focus on a set of strategies to attract tourists to the Pale Hotel, a member of the Relais and Chateaux hotel group. 
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1. Marketing Mix  

Product – Pale Hotel offers the experience of staying in a grand, historic house, high quality award-winning meals, afternoon teas and other activities such as fishing, off-road driving through nature and guided tours (Palé Hall Hotel Restaurant, 2021). It is also an exceptional location for hosting weddings and events. The hotel’s gardens are available for guests to enjoy walking around.




Price - Since many people may have suffered financial difficulties during the pandemic, the demand-price ratio must be adjusted so that customers are attracted, but at the same time, ensuring that the hotel has sufficient financial resources to support its operations and employees (Bandalouski et al., 2021). Creating packages with offers that include meals, accommodation, relaxing activities will allow flexibility of choice for a greater variety of clients.




Place – The hotel is conveniently located among other tourist opportunities such as Snowdon Mountain, Snowdonia National Park, Portmeirion, castles and historic steam railways. Obtaining discounts for the hotel's own guests for these locations can result in benefits, both for the company and for the other tourist spots.




Promotion – In addition to the packages designated for customers from diverse backgrounds and discount tickets in partnership with nearby places to visit, gift vouchers are provided by Pale Hall. People tend to share pleasant experiences, so vouchers can attract more visitors, especially because of the financial advantage they entail (Jang and Moutinho, 2019).



227 













2. The Marketing Environment (Micro-SWOT)


Strenghts

            As part of the Relais and Chateaux group, the Pale Hall Hotel offers a unique customer experience through its decor and atmosphere of the Victorian era. The guests can enjoy luxury level services. Being a different type of accommodation can arouse the tourist's interest, to the detriment of the modern hotel rooms. Also, Pale Hall has been rewarded a Michelin Green Star for their commitment to sustainability (Palé Hall Hotel, 2021).
             
Weaknesses

             The reduced activity on social media (shown by the small number of posts, followers) is a factor that may lead to a small percentage of online traffic, implicitly a low popularity and fewer customers (Ko, 2021).

          

Opportunities

            
            Pale Hall is close to many tourist attractions, so it may be a high targeted accommodation for visitors. The company also leverages Dee River's natural resources to provide free charging for customers' electric vehicles (Pale Hall Hotel, 2021).


Threats

          As an international company, the hotel management is more complex due to the differences in culture, language, socio-political factors of each country, resulting in several possible administrating difficulties (Rahimi and Gunlu, 2016). Pale Hall is located in Wales, so the regulations may be slightly different from those in force throughout the United Kingdom.
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3. The Marketing environment (Macro) PESTEL  


Political - Stability and political decisions influence the success of tourism companies. Regarding UK, Brexit has led to a shortage of hotel staff. The conditions required for eligibility to work make it more difficult to employ citizens from abroad (Noack, 2021)

Economic - The prices of the services depend on the strength of the currency, and a weaker currency at some point (implicitly a cheaper accommodation for some hotels) could attract more visitors (Brien et al., 2017). Also, economic stability influences all marketing segments (stabile jobs, increasing salaries).
Social – Hospitality companies are among the main employers in some countries. They offer career opportunities for people from different backgrounds, even those who are socially disadvantaged. Also, the hotels are open to adapt to the current requirements of the public, adding services such as spa, gym, or event hosting in their offer (Walsh, 2021).
Technology - The technology is used to the fullest to serve the consumer. Most hotels use social media to interact with the public and get their feedback (Law, Sun, and Chan, 2019).
Legal - Hotel management depends on the specific legislation of each country. The protection of personal data is a crucial legal issue to consider as failure leads to huge financial damage (Yallop et al., 2021).
Environmental - Due to the high consumption of resources (water, gas, electricity) in hotels, government institutions require their responsible use (Yoon, Kim, and Fu, 2020).

234



















4. Creating Customer Value & Engagement 


         Creating customer value is a tool that allows knowing the wishes and needs of the customer and meeting them may generate guaranteed satisfaction. Therefore, designing a questionnaire for customer feedback, or an online questionnaire for visitors interested in accommodation is a strategy to gather as much subjective information as possible. The hotel staff will be able to ensure a personalized experience (Martín-Ruiz, Barroso-Castro and Rosa-Díaz, 2012).  The information obtained can be a source of inspiration for improvement and innovation, distinctive elements compared to competitors.
       The positive customer experience will lead to a positive customer satisfaction. The client’s first encounter with a product or service can leave a “lasting personal impression” (Wu and Liang, 2009) and further, a good impression about the company is instilled. 
Then, the client will leave a positive review that will help build a favorable image for other future visits. It has been proved that once the consumers are happy about a product and its associations, they are likely to purchase it again, increasing the company’s profits (Gupta, McLaughlin and Gomez, 2007).
        Having social media pages and on various booking platforms (Booking, TripAdvisor) to leave their own rating and feedback, there will be more accumulated stories about the guest encounters (Solakis et al., 2021). 
       Given the pandemic circumstances, Pale Hall pays special attention to sanitation and disinfection, with operations accredited by three internationally recognized stamps ("We're good to go", "AA Covid-19 confident", "Safe Travels").
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5.  Effective Use of digital Marketing 


         To meet the goal of receiving more tourists at the Pale Hall Hotel, social media and digital networks are powerful tools to increase their interest. People are especially influenced by the information and images they encounter on the internet. The Pale Hall’s natural surroundings may be an advantage. Nature's landscapes can evoke soothing and tranquil emotions for every client who wants a holiday to relax and rest (Wang, Tsai and Tang, 2018).  So, the official social media pages of the Pale Hall hotel must regularly display quality, professional images, captured in different frames of the location. 
        Also, the positive and remarkable experiences from holidays and trips of some popular people are a source of inspiration for their followers on social networks. Therefore, collaborating with a few top influencers can be an investment to attract new customers. 
        Advertising campaigns using channels such as TV, radio and Google Ads can reach more audiences and make the hotel more popular among them. The diversity of advertising promotion contributes significantly to the company's success on the market (Kurbatskaya, Dobrotvorskaya, and Ustin, 2015).
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Conclusion 


        All customers would like to spend their holiday or relaxing time in a clean environment that offers them security and that does not endanger their health. Therefore, it is important that the Pale hotel applies the cleaning and disinfection protocols, as well as the other necessary protection measures.  
       The attention offered to the service packages and the surrounding tourist opportunities can create unforgettable experiences for their clients.  Weaknesses and threats, challenges caused by socio-political changes can be overcome by taking advantage of strengths, opportunities and last but not least consider the customer’s expectations.
        
       The focus on the quality of services, the investment in advertising, the creation of strategies specific to the potential of the Pale Hall hotel may result in long-term success.

       The goal is not to achieve universal perfection, but a set of high standards that will fit the guests received and be flexible according to trends, requirements and circumstances.
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STRATEGIES FOR PANDEMIC TIMES

» The Pale Hall Hotel is official ready to welcome their guests again
» Hygiene protocols are rigorously practiced to ensure customer safety

» Sanitation and disinfection operations are accredited by three
internationally recognized stamps
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STRATEGIES FOR PANDEMIC TIMES

» Socialmedia accountsand pages with photos

» Collaboration with influencers

» Desighing a questionnaire for visitors and customers
» Reviews
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STRATEGIES FOR PANDEMIC TIMES

» The price of services must be considered
» Create various packages of services

» Make the most of the surrounding opportunities (Showdonia
Portmeirion, historical castles)
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FINALTHOUGHTS

» Rigorous application of sanitation and disinfection protocols offers more safety and
frust to customers
» Social media is a powerful ool to attract new clients.

» The packages of services and surrounding places can create unforgettable
experiences. /
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ABOUT PALE HALL HOTEL _

« Part of Relais & Chateaux group

» Location: Bala, North Wales, United
Kingdom

» Luxurious, exclusive accommodation

« Grand, historic, Victorian mansion
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