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	Introduction 

For the current report, the chosen hotel is Mallory Court Country House Hotel & Spa. The chosen hotel is a member of Relais & Chateaux group.
Geographical area: The hotel lies in the Midlands, inside the centre of ancient Warwickshire. It is indeed located halfway between Birmingham and Oxford, which is only a little ride away. This is surrounded by ten acres of beautiful greenery. Mallory is indeed the perfect representation of a traditional British country house hotel.
The coronavirus (COVID-19) pandemic has had quite a mixed effect on the hotel industry. Within the entire sector, hotels have suffered the very worst (Baum and Hai, 2020). The purpose of the current report is to generate a recovery marketing plan for the concerned hotel after the Covid-19 outbreak.














	
1. Marketing Mix  

Product: Product line as well as quality, branding, marketing, including services are all part of the product mix. A commodity is a collection of products and services that make up the overall offerings. A hotel room, for instance, comprises the guest bedroom, Valet services, tour desk, hotel service, and so on.
Price: The Price Mix is made up of strategic judgments on how to leverage price as such an administrative and motivating tool. The hotel must begin by developing a variety of charges that extend from the lowest to the highest, based on room rates, seasonal need, as well as other services connected to Covid-19 procedures given to its visitors (Dube et al., 2020).
Place: The distribution and supply chain management of developing a service or product including making it accessible to the ultimate customer are included in the place mix component of the marketing mix. The location of a hotel is indeed significant in the hospitality business since it influences the customer's purchasing choice.
Promotion: Advertisement, media relations, promotional offers, sales promotions, as well as lead generation are all part of the promotion mix. This is not enough to focus on the service aspect of marketing to be profitable; it is indeed influence creating that the hotel advertises the brand in a rather manner that consumers learn about the quality given to them as hotel guests.












2. The Marketing Environment (Micro-SWOT)

In terms of strengths, Mallory Country hotel and spa does have highly trained staff that offers the best quality service and maintains the covid-19 protocols properly. Their good location helps in marketing that anyone, who is looking for better holiday planning with a peaceful environment, can visit the place. Even their good architecture with etiquette makes the environment more mind-soothing for the visitors.
Mallory must maintain higher prices than the prevailing market rate because of the restricted quantity of accommodations in order to earn a profit. Lack of accommodations in the specific hotel could lead to lower the customers. Customers may discuss and exchange thoughts with people all around the world. Mallory did not invest in building a web presence to attract more consumers since they do not have accessibility to social media platforms such as Instagram and also was unaware of how to manage social media accounts. 
Mallory hotels are now building mobile-friendly websites and smartphone applications that include guided tours, regional facts, tourist sites, as well as transportation and registration features (Anguera-Torrell et al., 2020). This hotel also makes use of social media to acquire information, accept reservations and bookings, purchase materials, and connect with prospective visitors. Managers have been able to explore new markets as well as visitors thanks to these internet initiatives, which have reduced operational expenses.
The Mallory hotel is especially vulnerable to macroeconomic issues, as well as regional uncertainty and terrorist threats, all of which have a detrimental impact on people's desire to travel. Brand awareness is critical to attracting customers in the hotel sector, that is both established and aggressive. Because changing costs are cheaper in this market, a strong brand image aids to retain both new and returning consumers (Canhoto and Wei, 2021).






3. The Marketing environment (Macro) PESTEL)

Political
· Restrictions on travel have the capacity to suffocate the Mallory hotel 
· People are terrified during election campaigns.
· A wise investment with room for expansion.
· Tax reform might assist the hotel in a beneficial way (Japutra and Situmorang, 2021)
· Currency stability may be beneficial to the industry.
Economical
· A significant investment with the potential to grow.
· Financial cycling's significance.
· Currency strength has the potential to help the sector.
· Adapting to the needs of customers in various regions.
Socio-economic
· Customers prefer Airbnb to hotels since it is less expensive.
· Visitors are scared to visit hotels after Covid-19 pandemic
Technological
· New technologies to be cautious of.
· The internet allows for rapid dissemination of information.
· Blog reviews have the power to create or ruin a hotel's brand.
· Mallory needs to be compelled to continue to compete as a result of booking sites.

Environmental
· The significance of the climate in the area: Hotel visitors stay in hotels for a number of reasons, including visits to family and friends, corporate travel, and vacation. Visitors prefer to remain somewhere pleasant and peaceful while on vacation. The climate in the region influences whether or not someone prefers to stay at a particular hotel.

Legal
· Sometimes, crime rates are high, so it can be difficult for hotels to make a profit.
· Innkeeper rules, which protect the wellbeing and safety of visitors as well as their belongings, are followed by the administrative team of Mallory.
· Mallory must be forthright about the calories in the cuisine as well as the nutritional value of the components.


4. Creating Customer Value & Engagement 
Consumer demand:
· Cancellation options have become considerably more essential than before COVID-19, indicating the turbulent and unexpected character of travel in recent years.
· COVID-19 has had a significant influence on food and beverage service, which is only one of the many aspects it has changed the hotel industry. They prefer food to be served without touching it.
· A further aspect of hospitality which has been severely damaged by the outbreak seems to be housekeeping.
Offering consumer value:
· Mallory needs to employ instant Covid-19 tests before allowing the visitors or staff to visit the hotel.
· Given the increased requirements of cleanliness, hygiene, and social distance, the Relais & Chateaux group, as a worldwide enterprise and the sole solution provider on the market, can assist any hotelier in reopening quickly and safely as possible following a coronavirus lockdown.
· Hotel owners are worried about the safety of their guests and employees.
· Guests which use the fast check-in/check-out options save time by not having to wait in line at the front desk.
· No-cash payments through smartphones seems to be the quickest and most convenient way to make payments, because it is becoming increasingly widespread all over the world.
Mallory hotel can conduct a closed end survey questionnaire digitally towards their potential consumers.

	Questions
	Yes
	No

	Is it required to test Covid-19 instant at the time of visiting?
	
	

	Is contactless fooding service okay?
	
	

	Is no-cash payment okay?
	
	

	Increase the housekeeping service?
	
	




















5.  Effective Use of digital Marketing 
People nowadays depend on the internet for almost everything. Mallory needs to employ digital marketing effectively. Here’s a few ways Mallory might implement the post Covid circumstances.
· Google My Business does have a number of useful features, including:
Review and ratings.
On the hotel's corporate website, there is a portfolio.
User-generated material geolocated with a brand must auto-update.
Site manager has been added.
Attributes of the hotel
· Visitors would like to make a simple reservation. As a result, having a mobile-friendly website boosts bookings and income generation (Filimonau, 2021).
· Instead of merely telling how a tourist may get to the hotel, they can expound on the location and highlight the amenities in the region. In most cases, a hotel's location has been the first method to set itself apart from the rivals.
· Hotel digital marketing would largely depend on search engine optimization to provide relevant information for the individual consumer. They may enhance keywords as well as social networking sites linkages to reservation search ranks with Mallory's existing website, which can minimize a hotel's reliance on such services through future.
· It is indeed critical to solicit positive feedback from consumers and also to notify them of this approach at all times. Mallory could also post any positive perceptions on social networking sites as well as reply to them with gratitude, indicating that they are paying attention. Regarding online presence, addressing negative ratings is just as crucial (Dimitrios et al., 2021).



Conclusion –

Based on the above discussions, it can be said that Mallory Country House Hotel & Spa can boost their profitability after the terrible pandemic situations, by considering each trifling factor of their Micro and Macro environment. They need to focus on the overall process by leveraging a high standard Covid-19 protocol to secure the safety measure. 
A few recommendations have been made as follows.
· They must promote the wearing of facial coverings in all public locations. They advise discarding the facial covering while sitting at a table in the hotel. 
· Mallory should remain to have a mechanism in place to gather NHS Test as well as Trace information. Assuming visitors do have an NHS Covid-19 application, they may present a poster that lets them scan the NHS QR code (Yu et al., 2021). 
· They would also maintain the request that the primary customers as well as guests confirm their information, and therefore all visitors have their temperatures checked at their Reception upon entrance. This information is only kept for 21 days.
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CONSUMER ENGAGEMENT METHOD

By considering current customer needs, Mallory needs to implement
these methods.

*No-cash payment

*Housekeeping policy

*Market value price

*Safety measurement

*Contactless food service (Dimitrios et al., 2020)
«Instant NHS test of the visitor

*Monitor the temperature of existing guests and enrolled potential
guests.

*Keep record of their test report upto 21 days.
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DIGITAL MARKETING STRATEGY

Effective digital marketing tools are as
follows.

* ‘Google My Business’reviews o m@ 5
* Mobile friendly website L P

+ \Jm o1
* Facebook & Twitter posts, Short r.@)

Instagram video, Youtube content, SEO
blog

* Respond to the positive feedback as
well as negative reviews accordingly.
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HOTEL DETAILS

Mallory Court Country House Hotel & Spa, member of Relais & Chateaux group

Situated in the center of ancient Warwickshire, middle between Oxford & Birmingham, a short drive
distance

Surrounding by greenery, flower’s garden
This hotel signifies the authenticity of British country house

The presentation aims to develop a recovery marketing plan for Mallory
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MARKETING MIX
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PRODUCT PRICE PLACE

Product mix: Guest bedroom, good valet services, staff
response.

Price mix: Develop price ranges according to the Post-
covid economic situation by preserving their expected
profit margin

Place: Peaceful hotel locations matter, which mainly
depends on customer purchasing decisions (Anguera-
Torrell et al., 2020)

Promotion: Advertising, media relations, social media
promotion.
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