Marketing plan written for

Glenapp Castle Hotel

Student Name

Cristian Paveliuc


Student ID number
2110402




Marketing Essentials BMIH4005


Lecturer

Dr. Huw Thomas
































	Introduction
The chosen company on which the marketing plan is conducted is Glenapp Castle Hotel. The Hotel is established under the ownership of the Earl of Orkney. The Hotel is established in Ballantrae, UK, which is gifted with nature's bounty, a setting to be cherished and celebrated. The Hospitality industry, like all others, got affected by the COVID 19 pandemic. According to a study the spending of people during the pandemic scrolled down to 70% against the normal spending (Ons, 2021). According to the latest reading of revenue generation in early spring 2020, the turnover was just over £ 1.2 billion, compared to the march 2021 extractions £ 3.4bn. A Potent Market plan finds pertinence here.


















































	
1. Marketing Mix  

Product: Glenapp Castle Hotel offers a wide variety of services for the people who have taste and penchant to experience Royalty and Sophistication to the Core. The hotel offers Fine Dining Glass house Bothy Restaurants, wedding Halls, Sea Safari, Wedding couple suite (Glenappcastle, 2021). The hotel offers a lush green cover of royal garden that soothes the eye of the beholder. The Hotel also offers family service, Diving Sailing and a plethora of attractions. 
Price: The success of a hotel depends on friendly prices. Irrespective of the economic scenario, customers want smart pricing. This is logical in the middle of COVID 19 stagnations where business flow stagnated. The pricing of the Glenapp Castle Hotel starts from £ 245 per room per night. Present attractions include 7 nights for the price of 5, Dark Sky hotels starting at £ 229 (Glenappcastle, 2021).  The company follows a pricing in the Premium Segment. The company needs to shift pricing strategies like Economy pricing and penetration pricing. 
Place: Glenapp Castle Hotel is situated in Ballantrae, UK. Precisely the setting is in Ayrshire Countryside in South-West Scotland, which is a wide open area. The Hotel is situated in the areas widely cut off from the hustle bustle of the necropolis. Setting a hotel is definitely a plus point of a hotel to develop business relationships (Dilek and Harman, 2017). 
Promotion: Glenapp Castle Hotel has competent staffs who establish personalised relationships with existing customers.  Without competent promotional strategy reaching customers becomes difficult under the present scenario. Hotels like Glenapp Castle Hotel could use different promotional activities like Social Media Marketing, Streamlining buyers and booking processes.  The hotels have different attractions ahead like e Coorie in a Glenapp, a Magical Christmas, a New Year House Party, A magical Christmas, Hop into Easter and a host of others to woo customer attractions (Glenappcastle, 2021). 








2. The Marketing Environment (Micro-SWOT)  
	Strength 
	Weakness

	1. The facilities like lush Green Garden, Bedroom suites, Castle Penthouse Apartments, Restaurants and wedding halls are definitely the advantage of the Glenapp Castle Hotel Glenappcastle, 2021).
1.  Highly Trained Staff 
1. Extremely competent management monitoring day to day affairs internal to the hotel. 
1. Professionalism intent of the Staff
1. Geographical Setting 

	1. Pricing had been a major weakness of the organisation
1. Inadaptability with the changed norms under the COVID 19 pandemic 
1. Distance from the Metropolis. The setting is both advantageous and a problem area.
 

	Opportunity  
	 Threat

	1. Working on the Pricing is one of the areas
1. Customer Interaction and promotional campaigns 
1. Up-to-date Covid norms and regulations
1. Working on Price Strategies like Value Based Pricing, Market based Pricing, Economy Pricing, Penetration Pricing (Sutherland et al. 2021). 
	1. Brexit is definitely a threat as business got strangled due to the stopping of free movement of business items with the rest of the European Union. 
1. Covid 19 has grossly affected the business ambience. 
1. Recession has turned out to be one of the most compelling phenomena that work to impact business success for the hotel industry players (Longhurst et al. 2020).
1. Job Vacancy is below 11% compared to the pre pandemic levels (Ons, 2021). This affects recruitment of Glenapp Castle Hotel.




3. The Marketing environment (Macro) PESTEL  
A macroeconomic analysis helps organisations assess the scenario of the market prevailing in the UK. This analysis helps to study different factors that affect business development (George, 2021). This is a broad canvas study that sets to study compatibility of a company with external factors. 
Political: The UK follows a largely democratic structure of Governance under the parliament. The UK has a strong Strategic, Diplomatic and Business relationship with that of the other countries like the USA, European Union and emerging economies like the Mexico, Brazil and the Subcontinent. Brexit is definitely the cause of headache from the UK point of view.
Notwithstanding Brexit, the $3.12 trillion (nominal; 2021 could successfully leverage business options from the ecosystem post pandemic (Commonslibrary, 2021). 
Economic: Strong economic potentials unlock new avenues of growth and expansion and market research (BURKE et al. 2020).  Presently the UK's GDP is $3.12 trillion (nominal; 2021) (Heritage, 2021). In terms of purchasing parity the UK ranks 5th. The service contribution to total GDP is 85%. Economy showed contraction in the year 2020 to around -9.9%, but it gained strong resurgence in 2021 to 5.5% (Heritage, 2021). Glenapp Castle Hotel ought to exploit the resurging economy from the menaces caused during the pandemic and work on pricing strategy. 

Social: Success of the service sector depends to quite an extent on the development of human capital. This is estimated according to a study that the population of the UK will reach around 74 million around 2039.The UK has a strong presence of Diaspora which support the hospitality Industry. Delineating from the Glenapp Castle Hotel perspective this condition is symbol of growth.
Technological: The UK is a hub of Modern Technology. Numerous R&D is conducted by the universities across the UK. Management Institutions like University of Birmingham, University of Liverpool, University of Surrey, Edge Hill, have extremely high competence (Marketingtutor, 2021). 
Legal: The UK government has extremely strong and effective laws safeguarding the rights of the stakeholders associated with the hotel Industry. Legislative frameworks like Employment Act 1996 Equality act 2010, The Competition Act 1988 works to provide safeguarding to the people and interests (Heritage, 2021). Glenapp Castle Hotel‘s endeavours are well aligned keeping these frameworks.
Environment: The UK has strong environmental laws (Wilkin et al. 2018). The hotels frame its policies so as to provide a better platform of operation, Green Building concepts, Renewable energy plans, Wastage plans and others. Data protection, Safety and privacy is also practiced professionally. 









































4. Creating Customer Value & Engagement 
Glenapp Castle Hotel could use its marketing team to research what exactly the customers want at this point of time. The management teams could establish connections with the existing customer and collect feedback and Review (Jaakkola and Aarikka-Stenroos, 2019). Glenapp Castle Hotel could also use surveys as a potent means to collect data. The company could use Conversational Marketing, sharpening social media marketing to connect with the customers. 
There are different loyalty programs which Glenapp Castle Hotel could use to elevate customer value and this includes:
· Offering Loyalty Programs
· Offering extra and exciting packages
· Emotional engagement with guests and communicating with them an amicable ambience
· Breaking their monotony through engagement.
Surveys
Q1. Do you feel that Customer offerings of Glenapp Castle Hotel effectively work for them?
[image: ]
Figure 1: Customer offering
(Source: created by researcher)
Q2: Do you feel that Glenapp Castle Hotel needs to provide services keeping in mind COVID 19 stringency?
[image: ]
Figure 2: Service
(Source: created by researcher)

Q3. Are you happy with the Glenapp Castle Hotel pricing strategy?
[image: ]
Figure 3: Pricing strategy
(Source: Created by researcher)

Analysis
It is understood through the survey that Glenapp Castle Hotel   needs to strengthen the customer integration strategy as it is found out that 31% of the customers affirmatively called for a better customer relation. In response to question 2 it is found out that 29% and 31% agreed and strongly agreed to do well in this Service section. Pricing strategy needs to be augmented. 
















































 Effective Use of digital There are different digital media and communication channels that the Glenapp Castle Hotel could use to its benefit. There are different types of visual and communication channels that the company could exploit upon. These communication channels are Verbal, Nonverbal, Written and Visual (Yahiya and Sachar, 2021). Glenapp Castle Hotel management needs to extract apposite data from the existing marketing strategy so as to decide upon which one would be compatible for the company. Moreover, there are different communication channels that the hotel could use to its benefit. This includes Social Media communication channels and Website design. This needs to be understood that the Internet traffic is huge and the company could use Social media channels to benefit its sales derived campaigns (Bellaaj, 2021). Social media campaigns are extremely beneficial for companies as personalised marketing is facilitated easily using different social media platforms. 

































Conclusion 
It could therefore be summarised that Glenapp Castle Hotel needs to use different communication channels to reach the people. The company has a highly regarded infrastructure which provides added benefits. The history, lineage and practice of professionalism are leveraged to earn profits though there are certain grey areas for the company to work upon. Based upon this scenario a group of suggestion is provided:
Firstly, Glennep needs to work in the pricing strategy as it is found that the company’s pricing is in the premium section. Secondly, the Company needs to deeply study Markets so as to understand the communication channels. Thirdly, Glennep needs to work upon its advertisement and promotional activities. 
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Location

« The chosen hotel is Glenapp
Castle Hotel. It is a a 5-star luxury
castle hotel in Ayrshire Countryside g
in Southwest Scotland. The hotel is - S
situated at 1.25 miles south-east of
the coastal village of Ballantrae.
From the hotel’s terrace, the guests
can observe the River Clyde, Arran
and Ailsa Craig. The purpose of the
marketing plan is to attract new
customers post pandemic.
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The hotel is offering a luxury, private and a safety staying.
Besides the views and local attractions, the hotel also
offers family services, pet acceptance, payment diversity
and many activities such as hiking, sailing, biking, and -
many others.

The prices differ considering the number of nights, the

season. Price starts from £245 per room per night. MARKETING
The guests can arrive to the hotel by car, train and MIX
airplane. With the help of official website and the app, the

guests can find the direction to the hotel.

The promotion strategy will be based mostly on digital PN
marketing. The hotel will be promoted on social media

platform, websites, emails and tv advertising.

Product
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a Digital
Marketing

Social media, like Facebook,
Instagram, and mobile apps are the
most prominent tools hotel
owners can use.

Because of social media, the news
is available and updated 24/7. Any
incidents close to the hotel can be
reported within minutes, shared
online by thousands, and have
articles written.
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Recommendations

Design hotel website in a friendly and easy

manner
Reward the guest with loyalty programs

Flexible cancellation policies
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