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	[bookmark: _Toc87718878]Introduction 
The report depicts the significance of the new marketing plan of Gilpin Hotel & Lake House, a member of Relais & Chateaux group, which operates in two estates as a District Park and Hotel management within Windermere, the UK. Gilpin Hotel will introduce a marketing plan for the new-nominal situation after Post Covid19 impact among the mass generation of new and existing customers. the target market is mid-aged, younger and millennial people who enjoy the premium experience of travelling. The plan focuses on developing safety issues, innovation and creativity in WOW Service to improve reputation and provide money value service. 









































	[bookmark: _Toc87718879]The Marketing Mix
A marketing mix determines how the sales department targets market guests or segments by using different marketing components including corporate, leisure and transient (Išoraitė, 2016). 
Product/Service: Gilpin Hotel offers its Unique Selling Point by introducing a private lake house apart from the main hotel that attracts customers. The post covid19 plan for Gilpin hotel is to introduce RFID Wristband Technology that carries reservation, payment and private information about the guest. Gilpin Hotel current offering (Ekawati and Yasa, 2018);

Figure: Product Line
Source: (Self-Made)

Place: Gilpin Hotel selects direct distribution channels such as city gateway, resort area, sea/hill station in multiple areas within the UK through joint-venturing and franchising contracts. The new marketing plan is an indirect distribution channel Partnership with Online Travelling Agent Agoda, HotelIQ (Zamyatina and Solntseva, 2019).

Figure: Distribution Channel
Source: (Self-Made)
Price: After frequent lockdown and safety securities the pricing challenges are overcome by Gilpin Hotel through developing strategic planning and global research. The developed pricing strategy for post-covid19 is Revenue-Management Principles regarding value-based, economic and premium pricing (Hayes et al, 2021). 
Promotion: The primary promotional strategy after Covid19 is developing E-reputation by inviting bloggers, journalists and specialised personalities for publicity. The promotional activities by Gilpin are (Ibrahim, 2016);

Figure: Communication Channel
Source: (Self-Made)








[bookmark: _Toc87718880]The Micro Environment (SWOT) 
Microenvironment including internal strengths, weaknesses, potential opportunities and threats analysing enables an organisation to benchmark their internal performances and assess competition in the hotel industry. The SWOT analysis of Gilpin Hotel is (Lin, 2016);
	Strengths
	Weaknesses

	1. Global recognition of Relais & Chateaux group.
2. Nurtured loyal customers.
3. Beautiful and Unique selling point attacks global customers.
4. Innovation in payment and reservation technology (Lin, 2016).
	1. Bounded market share market.
2. Mediocre facilities.
3. Limited positioning such as focusing on mid-aged customers.


	Opportunities
	Threats

	1. Opportunities to grow customer positioning as Gen-Z consumers are increasing.
2. Diversified and customised service offering.
3. Expanding to the online and international market.

	1. Brexit restrictions within the UK.
2. Economic shutdown due to covid19.
3. Tax and strict regulations from the government.
4. Strict competition from Hilton, Marriot & Novotel (Lin, 2016).



Regardless of the internal weaknesses and potential threats, the new marketing plan is to be developed by improving internal competencies indicating the drawbacks that Gilpin Hotel faces and taking benefit of the opportunities to sustain competition and strategic position. 










[bookmark: _Toc87718881]The Macro Environment (PESTLE)
The macro-environmental factors including uncertain atmosphere to competition impede the hotel industries and PESTLE analysis specify them to business. The factors are;
Political: The political atmosphere in the UK for travel industries is favourable regarding tax and tourism regulations. But due to the UK’s leaving decision from the EU and Brexit uncertainty regarding international trade policies sometimes ban travel decisions (Matovic, 2020).
Economical: The global economies of scale have faced a massive downturn during the covid19 pandemic that is beyond anyone’s power. Although the economic strategy of large investment in hospitality sectors has positive effect including wage rate, employment policy and travel expense. 
Social: Millennial generation has special space for Airbnb across the world and produces the highest competition for every hotel. So, focusing on particular services that Airbnb provides to the customer and addressing existing lacks to develop a strategy will work for Gilpin hotel. 
Technological: The Internet and social media have developed and broken a business’s reputation for years. For example, NFC Technology, Digitalised Check-In, Automated Concierge is a new marketing plan for Gilpin Hotel.
Legal: Hotel safety, privacy and security Acts such as Data Protection Law, Health and Sanitisation Law and Labour Act are main legal factors that affect positively if properly maintained (Mir et al, 2019). 
Environmental: Sustainable energy usage, recycling products and providing eco-friendly service are new-nominal strategies that attract and strengthen the customer base. 












[bookmark: _Toc87718882]Creating Customer Value and Engagement
Generally, the marketing analyst of Gilpin hotel conducted various secondary research regarding the post-impact of covid19 situation of customers towards tourism and hotel industries and developed marketing plan accordingly. The primary focus of the marketing plan is to attract new customers and create money-valued engagement by;
1. Engaging travellers both before and during the tour to make loyal customers’ experience even better. For example, delivering WOW SERVICE to a customer by observing their needs for particular products or facilities and offering them before they ask for it impress a customer and create value (Isa et al, 2020).  
2. The new marketing plan will benefit the new customer and existing customer to get advanced travelling experience, social campaigns and membership offers, and exclusive wallet-free payment and discounts on pre-booking service. 
3. Developing hotel website with current safety and hygienic activities that are offered at the hotel. Delivering premium quality Medicare facilities, sanitisation and social distance facilities create customer value (Rather and Sharma, 2017). 
4. Gilpin Hotel offers a socially distant SPA service that attracts mid-aged and millennial customers. Acquisition and franchising contracts have let them operate in any localities within the UK.
5. Gilpin’s recovery plan will use both directive and indirect marketing channels such as social media, travel agencies, GDC, local campaigns regarding health and safety. 














[bookmark: _Toc87718883]Effective use of Digital Marketing
Before COVID, both physical and online marketing strategies were used to drive consumers to the hospitality sector but after the pandemic, consumers preferences are based on the quality of online presence. Gilpin hotel can manage customers engagement and new customers preferences by utilising digital marketing such as;
Social Listening: The Internet is the platform that can build or ruin an organisations success and online reviews of visitors’ experiences hold the power to create or reduce potential customers. Gilpin Hotel must pay attention to TripAdvisor, google my business and various online sector for visitors experience on both their own and competitors services that develop a strategy according to their preferences (Choi et al, 2016). 
Communicating Regarding Covid19: Gilpin hotel can update regular information regarding safety issues, health and precautionary before conducting any trip for example, always carrying your mask, sanitiser and Medicare can enhance customers engagement with the hotel. However, any updates regarding flight cancellation, reservation and payment compensation are to be communicated to consumers with travel agents and personal websites (Jiménez-Barreto et al, 2021). 
Engaging Individuals to Manage: Both employees and line workers are to be involved ineffective use of social media and digital marketing to analyse local customers, their feedback. For example, Gilpin Hotel employs managers to keep connected with customers regarding how was their experience, why they are not coming back etc. 



















[bookmark: _Toc87718884]Conclusion
During Pandemic Outbreak, frequent lockdown and restrictions on travelling have decreased the demand for leisure and hospitality services across the world. Gilpin Hotel has failed to meet customers data security and privacy while conducting business and during the pandemic, the hotel almost lost its existence. So, developing a new strategic plan will overcome those macro challenges and ensure information safety, health safety, social distancing and hygiene controlling is recommended to Gilpin hotel to succeed. 
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Telephone Calls


Pay-Per Click


Banner/Online Advertisement


Website Booking


Global Distribution Channel 



Brochures


Hotel Websites


Commercials


Billboards


Facebook Page


Google 



Product/Service


Luxurious suites.


Complementary Food & Beverages


Internet Facilities


Executive Lounge


Automation check in/out facilities.


Health and safety facilities. 


2 | Page

