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Due to the Covid-19 induced pandemic, the hospitality industry is one of the worst affected industries in terms of their sustenance. So, it is essential to drive a marketing plan for such organizations to draw their customer's attention again towards the hotels. In this respect, the Gilpin Hotel & Lake House has been selected among the Relais & Chateaux group of hotels to devise a marketing plan for them. It is located in Windermere, UK near the Lake District National Park (Relaischateaux, 2021). The sole purpose of this marketing plan is to attract the attention of customers for Gilpin Hotel & Lake House in the post-pandemic scenario. It is being prepared for the business organization that is the Gilpin Hotel & Lake House in particular in order to enhance their profitability in the post-pandemic business environment. 
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· Product- At present, Gilpin provides hotel service with spacious rooms for the guests. The rooms open to a large garden and many of the rooms also have personal hot tubs and private suite spas. In the Gilpin Lake House, there are six rooms with exclusive access to 40 hectares of private land with a lake, boathouse, pool, hot tubs, saunas, and Jetty spa boats (Relaischateaux, 2021). 
· Place- This hotel and lake house is located in Windermere, UK. The customers can easily locate the area as it is present near the important milestone that is the Lake District National Park. It is also located 140 KM from the Manchester international airport and 2KM away from the Windermere train station. They can also access further assistance by locating on Google maps whose link is provided on their website (Relaischateaux, 2021).
· Price– The consumer spending behaviour on restaurants and hotels in the UK was highest in 2019 with 133.78 GBP (Lock, 2021). It supports their pricing strategy that is based on a premium pricing method to attract the attention of their affluent customers (Kimes and Ho, 2018). The base price from which the prices for accessing their service initiate is £256.24 (Relaischateaux, 2021). However, the consumer expenditure in this segment has drastically plummeted to only 77.45 GBP (Lock, 2021). 
· Promotion– The hotel can be advertised through digital touchpoints like social media platforms.   
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Strength: The hotel offers a wide range of services and facilities. It provides family services by welcoming children above seven years and also provides various leisure activities like hiking, rafting, canoeing, horseback riding (Relaischateaux, 2021). It is also surrounded by greenery and nature which can be enjoyed in seclusion. They can leverage these strengths for capitalization. 
Weakness: One of its weaknesses is that it is not all-inclusive for every family member, like not allowing children below seven years. So, in their marketing strategy, they can focus on their strengths like increasing the number of leisure activities and open-air programs for their guests (Cvelić-Bonifačić et al., 2017).
Opportunities: The hotel utilized the opportunities emerging from digital disruption by providing complete detail of their services and location on their website. In this way, the interested individuals can search about its convenience by browsing their website. Its facilities thus have the potential to enhance its customer base (Sharma et al., 2018). 
Threats: Due to the pandemic the hospitality industry was hugely impacted which also posed as its major threat. Consumer spending during this period also decreased (Keogh-Brown et al., 2020). However, the conditions of campsites are better in 2021 (ONS, 2021). The hotel can overcome this threat of pandemic by increasing one-night stays at their Lakehouse and decreasing the pricing.
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· Political: The government policies and stability can impact the hotel. In order to mitigate the impact of Covid-19, the government has extended a £352 billion package to support and provide help to these sectors. VAT cut on food and non-alcoholic beverages by 5% can also be utilized by Gilpin hotel in their marketing strategy (GOV.UK, 2021). 
· Economical: Due to Covid-19 the economic stability of the individuals of the hotel industry has been negatively impacted. In the marketing strategy, it can also be addressed to drive customers. 
· Social: Social demand towards hygiene preference and spending leisure time in nature can be optimized through their marketing strategy.
· Technological: Digital platforms can be leveraged to attract the attention of potential customers who spend most of their time in digital tools and social media platforms. 
· Environmental: Through the marketing strategy, focus can be shifted on the Lakehouse that provides ample facilities for the individuals to spend their time in the lap of nature. 
· Legal: The regulations surrounding employment Acts, Data Protection Act, Covid-19 regulations can impact their operations. In this respect, they can strictly comply with these regulations and also highlight the Covid-19 compliance framework in the marketing strategy to enhance customer awareness.  
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In order to create customer value and ensure their active engagement, it is first essential to gain an understanding of their present needs and requirements. Due to Covid-19, the customer's fear of contracting the virus has increased. However, due to social distancing, their mental condition has also deteriorated as more and more people remained homebound (Canhoto and Wei, 2021). So, the value will be created by focusing more on the hygiene facilities and Covid-19 protocols within the hotel premises. Regular hand washing, sanitization booths, usage of masks by the hotel staff, and frequent sanitization of open areas are some of the practices that can be provided to current and potential customers (Jiang and Wen, 2020). It can also be mentioned on their websites to attract the attention of new customers. Visitor engagement will be developed through updating the services to make them more relevant to the present customers. Customization offers can be provided through online booking services as well as from their hotels. Videos of the hotel and Lakehouse can be uploaded with content on focussing the sanitization procedures implemented there. Digital marketing channels like social media platforms, influencer marketing, SEO marketing, Pay-Per-Clicks, and others will be mainly focused to penetrate a new market (Garrido-Moreno et al., 2018).  
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In order to effectively optimize the potential of digital marketing strategies, the social media channels will be selected as a communication channel for the marketing plan. As per the reports of Statista, there are 53million active social media users in the UK as of 2021 (Statista, 2021). Social media penetration is also high by 77.9% of its total population (Statista, 2021). So, this communication channel will be used in the marketing plan in order to reach its customer base. Facebook, Instagram, and YouTube have the most active users, so these channels will be used for advertisement. Assistance will be sought from Social media influencers and digital content creators. In this respect, they will be invited to visit the hotels and make short videos of their stay. The videos will later be posted on their social media profiles like Facebook and Instagram to attract the attention of new customers (Waldburg-Zeil, 2020). Digital posters and short reel videos will be made using keywords that are relevant to the present social scenario to provide information regarding the available rooms in the Lakehouse and the facilities (Santos and Silva, 2019). The base price will also be provided in the specification which can later be accommodated based on the customer's choice and preferences to offer customized service. 
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In conclusion, this report has analyzed both the internal and external factors using relevant tools and techniques that impact the business operations of Gilpin Hotel & Lake House. During devising the marketing plan some challenges were also identified in terms of getting information regarding the present advertising methods used by the Hotel organization. Their social media presence and activeness need to be enhanced to effectively implement the digital marketing strategies across these communication channels. Email marketing and pay-per-click advertisements also need to be used to enhance its brand awareness and to enhance its customer service. Email marketing can also be used to offer loyalty program packages to existing customers.
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