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	[bookmark: _Toc87719002]Introduction 
[bookmark: _Hlk87709566]Marketing defines the way organisations engage consumers and create a strong bond to acquire value from consumers by delivering value-based services or products. The marketing plan has taken in the context of Longueville Manor, A Hotel and Restaurant associate hospitality service under Relais & Chateaux group within London, the UK. The plan aims to create value-based service and experience to attract existing and potential customers among Generation Z and millennials to provide them safe, healthy and secured hospitality after the pandemic ‘Covid19’.  










































	[bookmark: _Toc87719003]The Marketing Mix
The marketing or sales director use a marketing tool called marketing mix to define effective promotional, pricing, distributing and production strategies for online and offline operation. The marketing mix for Longueville Manor is (Pogorelova et al, 2016);
Product: The basic product and services that Longueville is offering are comfortable and home-environment suites, luxurious bedrooms, quality food and complementary dietary, access to the internet and exemplary workers. They are well-known for their unique selling point that is ‘home-from-home Experience’. For instance, introducing Smart Keys Access to a hotel room by swiping mobile to unlock doors can be developed to attract new customers (Lim et al, 2018). The product segments include;


Figure: Product Mix
Source: (Self-Made)

Promotion: The initial strategy for promoting their marketing plan and attracting new customers are creating and making social engagements with customers via online platforms. For example, Longueville plans to promote its hotel experience Via social influencers, Hollywood personalities and inviting showcases at hotel entertainment facilities (Ohana, 2020).  

Price: The conduction of several secondary market research by R&D of Longueville Manor showed that the impact of Covid19 on economic standards has drastically changed especially in hospitality sectors within the UK and international market. The price rate has been increased from basic scheme and visitors travelling also has been restricted. Longueville plans to define their pricing strategy as per value-based, bundle and cost-effective strategies as per seasonal demand such as (Ludbrook, 2021);

Figure: Price Mix
Source: (Self-Made)


Place: Longueville currently operates its business within the UK localities but the strategic decision is to expand business globally. Their new marketing plan of developing channel managers, tour operators, online travel agency and partnerships with intermediatory such as Expedia.com to grow their distribution channels. 











[bookmark: _Toc87719004]The Micro Marketing Environment (SWOT) 
To analysis, the microenvironment, the SWOT analysis framework offers an internal insight to guide organisations whether take a strategic decision towards the goal or not. The sales director performs SWOT analysis of Longueville that includes (Singh, 2018);
	Strengths
	Weaknesses

	1. Jersey Brand.
2. A good number of customers and availability of holiday camps.
3. The international recognition of Relais & Chateaux group in the global market.
4. Low labour cost.
5. High-profit margin potential. 
	1. High project expense and tax structure.
2. Limited service according to the global standard.
3. Travel cancellation due to Corona restriction. 
4. Protectionist policies in travel industries.


	Opportunities
	Threats

	1. Developing infrastructurally to attain the market position. 
2. Favourable Environment for tourists in the UK.
3. Opportunities to acquire a new generation.
4. Increase of Eastern Europe market.
	1. Competition by Airbnb, Sofitel, Hilton (Lehr, 2015).
2. Brexit and political unrest.
3. Untrained staff to meet global hospitality standards.



Longueville Manor will design a new marketing plan based on the performance of internal capabilities to meet organisational objectives and assess opportunities against the weakness and threats by incorporating trained employees, expanding globally, meeting quality and international standards and keeping connected with the customers.







[bookmark: _Toc87719005]The Macro Marketing Environment (PESTEL)
The macro-environment consists of several external factors of the environment that are beyond the organisation’s control. The components of the macro-environment can affect both positively and put the organisation at risk such as (David, 2019);
Political: Political power such as election, the governmental decision can influence business policies and legal legislation for Longueville. For example, Brexit policies to international trade agreements might affect international travel within the UK (Belke and Gros, 2017).
Economical: Economic recession during Corona breakdown has to affect the exchange rate, inflation rate, customers demand on hotel and restaurants or luxury services. The number of international visitors has decreased due to a downturn in their income.
Social: Social trends of consumer review can directly harm a hotel’s goodwill so increasing the use of social trends and providing available information to consumers might affect positively organisational success. 
Technological: Introducing innovation to complementary service and operation in hospitality management balances the demand and what customers are ready to pay. For example, technological investment in keyless, touchless service, visitor and employees screening provides a USP for Longueville.
Environmental: The increase in greenhouse effect on the environment creates pressure for hospitality industries to provide information and conduction business within the green policy. For example, Longueville has been certified meeting Enviro Assurance from EarthCheck organisation that has developed a strategy of using efficient energy and long-lasting eco-friendly products (Halldórsdóttir, 2020).
Legal: Current legislation and labour union determines the minimum wage rate for employment and offers 3months of trial duration to employment assist hotels to gain best-suited employees for hotel management. 
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Longueville has conducted different market research and studied customers intention, demand and preferences toward hotel service and gathered information regarding how to create customer value such as;
1. The new marketing plan will create a new customers base among millennials and generation Z by focusing on innovation in hotel services like digitalized reservation, NFC payment, pocket concierge and entertainment facilities (Kumar and Reinartz, 2016). 
2. Longueville’s new strategy will benefit existing and potential customers to get a quality, premium, luxurious experience, long-term membership offers discounts on rebooking during their trip. For example, the hotel will get massive insight regarding visitors’ journey and consumer engagement will create strong and committed relationships. 
3. Longueville will create a customer touchpoint near customers door that will ease the customer-company interaction regarding reservation, orientation, and event management to manage customer engagement and develop multichannel techniques. 
4. In the 21st century, the global tourism experience has impacted both economic and social trends with the blessing of social media. Both directive and indirective channels of promotion will be used to attract and make loyal customers for Longueville via Facebook, WeChat, Whatsapp, Instagram, Twitter, YouTube and E-mail (Kunz et al, 2017).  
Hence, local and international marketing research will help the hotel to achieve loyal and active customers. 






















[bookmark: _Toc87719007]Effective Use of Digital Marketing
According to TAC (Travel Agent Central), the millennial generation spends more than $150billion on travelling than any other generation. The significance of managing digital marketing for Longueville is by;
Promoting Destination: Hotel management can engage customers by enabling their journey more flexible and simpler through recommending destination before service. For example, Disney Land keeps its employees connected with the media to promote destinations before hospitality services. So, Longueville can make the content of travel destinations for their existing and potential customer by providing different package services via social media and online platforms (Romero and Tejada, 2020).
Using Social Influencers in Marketing: Social influencers have interpersonal skills to encourage people to behave in a specific way in buying and purchasing. Nowadays YouTube vloggers, leaders and public figures hold the power to promote a small business and even destroy its reputation by putting a single review. For instance, B2B and B2C marketing techniques follow using influencers in social campaigns. Thus, it will help the hotel to get focused both locally and internationally.
Delivering Information Through Social Media: Recent pandemic outbreak has created many insecurities regarding travelling and visiting among people. Hotel management can use social media like Twitter, YouTube, Facebook to convert important information about safety, security, hygiene maintains and safe travelling via online media to get customers and employees connected and create interest in travelling (Von-Hoffen et al, 2018). 
Longueville can offer improved service and modern marketing to attract customers by catering digitalization, spa, luxurious experience, and unique facilities.

















[bookmark: _Toc87719008]Conclusion
In the UK, the 2nd Corona wave has impacted customers faith, insecurities to enjoy quality time outside their homes. However, Longueville Manor has designed a new marketing plan to gain customers belief and assure them their health safety and security by improving their internal competency, social engagement and introducing innovation in the distribution area. It is recommended to offer natural resources in the production sector and utilisation of online performance is significant to attract new customers and increase overall growth. 
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Peak Season:


Vacation Period, Occasion and High Demanding Period. 


The price rates are highest.


Valley Season:


Shoulder Season:


Between Peak and Fall Season. 


Off Season.


Offers Bundle and Discount Pricing. 


Offers Adjustable and Medium Rates. 



Infrared Sensors


Home From Home Experience


Keyless Pad on Door


Fingerprint Access


Scan Code Facilities to Dining and Gymnasium
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