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[bookmark: _Toc82614690]Introduction
This report will represent the key aspects of the marketing plan forFarlam Hall Hotel & Restaurant.
[bookmark: _Toc82614691]Marketing mix
	Factors
	Analysis

	Products 
	Hotel services, accommodation, lodging, food, drinks, parking, Wi-Fi, and laundry. 

	Price 
	Cost-plus pricing strategy 

	Place 
	Mainly in the United Kingdom 

	Promotion 
	Word-of-mouth advertisements andrepresentations on social media, and online tourism review platforms


[bookmark: _Toc82614692]Micro SWOT
	Strength:
· High-rating reviews on online platforms such as TripAdvisor 
· Strong Go Green Policy 
· Reliable and responsible suppliers 
	Weaknesses:
· Limited market presence 

	Opportunities:
· Expansion in the UK 
· Social media promotions 
	Threats:
Intense of the threat of competition in the hotel industry of the UK



[bookmark: _Toc82614693]PESTLE
	Elements
	Factors

	Political 
	· Political stability index of 0.52 (positive)
· Corporation tax rate of 19% (positive)

	Economic 
	· The inflation rate of 1.51% (negative)
· Unemployment of 4.7% (positive)

	Social 
	Average yearly household income of £35.33 thousand (positive)

	Technological 
	Social media penetration of 77.9% (positive)

	Legal
	Equality Act 2010 UK (negative)

	Environmental 
	Environmental Protection Act 1990 (negative)
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Strategies to be incorporated for enhancing customer value are:
· Customer survey: This will provide FHRR with an opportunity to assess the customer needs and expectations in the market. Through this, improvement can be attained, which would enhance its ability to align its services with customer preferences(Chen, 2015). 
· Social media usage: Platforms such as Instagram, Twitter, and Facebook will support the organisation to engage with customers in real-time and further, understand the necessary market trends(Zadeh et al., 2019). 
[bookmark: _Toc82614695]Digital marketing strategies
The communication channels to be incorporated are:
· Website designs: Through this, FHRR will be able to enhance its web traffic.
· Social media: Cheap and effective, this would provide FHRR with larger market exposure.
· Email: This would support better customisation in customer communications. 
[bookmark: _Toc82614696]Conclusion
The above section discussed the key criteria of the Farlam Hall Hotel & Restaurant’s marketing plan.
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CUSTOMER VALUE

STRATEGIES TO BE INCORPORATED
FOR ENHANCING CUSTOMER
VALUE ARE:

® CUSTOMER SURVEY

® SOCIAL MEDIAUSAGE




image8.jpeg
THE COMMUNICATION CHANNELS TO BE
INCORPORATED ARE:

¢ WEBSITE DESIGNS: THROUGH THIS, FHRR
WILL BE ABLE TO ENHANCE ITS WEB
TRAFFIC.

¢ SOCIAL MEDIA: CHEAP AND EFFECTIVE,
THIS WOULD PROVIDE FHRR WITH
LARGER MARKET EXPOSURE.

¢ EMAIL: THIS WOULD SUPPORT BETTER
CUSTOMISATION IN CUSTOMER
COMMUNICATIONS.





image9.jpeg
CONCLUSION

THE ABOVE SECTION DISCUSSED THE KEY CRITERIA OF THE
FARLAM HALL HOTEL & RESTAURANT'S MARKETING PLAN
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INTRODUCTION

® THIS REPORT WILL REPRESENT THE KEY ASPECTS OF THE MARKETING PLAN FOR
FARLAM HALL HOTEL & RESTAURANT.
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