Marketing Plan for “Gilpin Hotel and Lake House” 
Student Name:Emanuel Hurmuzache
Student ID:2110794

Marketing Essentials BMIH4005
Lecturer: Dr Jayne Griffith-Parry, Dr Huw Thomas, Neil Dyer, Ruth Taylor-Davies, Deborah Lloyd.








 
















Introduction
This report will prepare a marketing plan for Gilpin Hotel and Lake House which is situated in Windermere, England. It was established in 1987 and provides different kinds of exclusive facilities to its guests such as hot tubs, a heated indoor swimming room, boathouse, private lake and so on (About | Gilpin Hotel and Lake, 2021). Due to the Covid 19 pandemic, people are worried about staying in the hotel for safety reasons (Chronopoulos, Lukas and Wilson, 2020). To resolve this issue, this marketing plan will be developed to draw the attention of consumers towards the hotel so that they can feel assured regarding the safety measures undertaken by the hotel authority.
The Marketing Mix Plan for Gilpin Hotel and Lake House
In the marketing mix plan, overall strategies regarding how Gilpin Hotel and Lake House will offer its target market segments about the hotel’s exclusive facilities will be discussed (Kotler, Armstrong and Opresnik, 2021). It will highlight mainly 4’P of Gilpin Hotel and Lake House such as product (facilities and services), price, place, and promotion. However, the marketing mix plan for Gilpin Hotel and Lake House is developed below:
	Marketing Mix
	Strategy

	Product
(Facilities & Service)
	· Room Service
· Lounge
· Airport Shuttle
· Meeting Service
· Laundry Service
· Spa
· Parking
· Sanitization Service

	Price
	The price of each of the facilities is listed below:
	Product or Facilities
	Price

	Room Service 
	£350 per guest

	Lounge and Bar
	£50 per guest

	Airport Shuttle
	Free

	Meeting Service
	£120 per guest

	Laundry Service
	Below 20 kg           £15
Above 15 kg           £25

	Spa
	£75 per guest

	Parking
	£10  per day for each vehicle

	Sanitization Services
	Free




	Place
	Target location choices of the hotel include:
· Hill station
· Resort area
· Outskirts of London city

	Promotion
	For the effective communication of facilities with target consumers, the advertisement will be provided in the following media:
· Website
· Facebook page
· Brochure
· Commercial TV Channels
· Youtube Channel
· Billboards



SWOT analysis of Gilpin Hotel and Lake House
	Strength
· Lots of luxury and zero pretentiousness.
· Furnished with uninterrupted lake views.
· Efficient human resources provide genuinely friendly services to the guests so that they may visit again and again for their special celebration.
· Two charming luxury country houses on two separate estates.
	Weakness
· A limited number of skilled employees.
· The number of rooms is limited against the demand.

	Opportunities
· The UK government set out tourism policy 2024 for recovering the sustainable position of the hotel business.
· The government of the UK developed a four-step road map for easing restrictions on hotel business all over England.
· Consumers started overcoming the fear of staying in the hotel.
· The infection rate of Covid 19 started to decrease.
· All of the people of the country become aware of safety measures.
	Threats
· Confidence of hospitality business in the hospitality sector started to decrease in May 2021 but remains below the all-sector level (Sanjaya, 2020).
· Inbound visitors of the United Kingdom are decreasing significantly.
· Recovery of significant losses in business due to pandemic requires a longer period.



Macroeconomic analysis of Gilpin Hotel and Lake House
Macroeconomic analysis of Gilpin hotel and lake house is discussed below:
· Recently, due to Brexit and lockdown imposed by the government of different regions, the number of visitors vising the UK reduces significantly which can unsympathetically influence the revenues of Gilpin hotel and lake house. 
· Due to the pandemic situation, commercial banks of the UK are offering cheaper interest rates which can help Gilpin hotel and lake house to recover their performance. But the reduction of disposable income of consumers due to Pandemic can have a negative impact on the profitability of the hotel business.
· Due to the Covid 19 pandemic, people are worried about staying in the hotel for safety reasons which is a matter of concern for the Gilpin hotel and lake house.
· Due to the rise of social media and the development of various websites has helped consumers to book the hotel from anywhere (Strangmueller, 2017).
· To tackle the problem of the pandemic, the government of the UK requires hotel businesses to adopt different safety measures. These measures increase the operational cost of hotels.
· Due to the incremental concern of people towards the protection of the environment, the authority of Gilpin hotel and lake house must have environmental friendly measures to sustain their existence.
Creating Customer Value & Engagement
In creating customer value and engagement towards using different exclusive facilities, the following steps will be undertaken:
· First of all, a customer survey will be conducted to identify the priorities and expectations of customers regarding the facilities of hotel services. In this respect, a questionnaire survey and interview will be conducted with the selected number of people engaged in receiving hospitality services (Coronavirus and its impact on UK hospitality - Office for National Statistics, 2021).
· Based on the results of the customer survey, the research and development team of Gilpin Hotel and Lake House will modify their hotel services.
· After developing an overall framework of the hospitality services of Gilpin Hotel and Lake House, necessary advertisements will be provided in different media such as the Website, Facebook page, Brochure, Commercial TV Channels, Youtube Channel, and Billboards (Kerin, 2017).
· Since due to the Covid 19 pandemic, people are worried about staying in the hotel for safety reasons, a short video will be created for assuring people of various countries regarding their undertaken health safety measures for ensuring the safety of their guests. 
· After developing this video, this video will be uploaded in different selected media such as hotel websites, Facebook pages, commercial TV channels, and Youtube.
Use of Digital Marketing
Media of digital marketing used by the Gilpin Hotel and Lake House is discussed below:
Social Media Marketing: All of the developed hotel facilities will be uploaded on social media for informing people of different countries regarding their new developed services. In this case, prioritized social media include Facebook, Twitter, and LinkedIn (George, 2021). 
Update Search Engine: The hotel website will be updated with the features of the newly developed facilities of Gilpin Hotel and Lake House. It will help in getting more visitors to the hotel and these visitors will be turned into hotel guests (Javed Parvez et al., 2018).
Video Marking: A short video will be uploaded to the hotel website for assuring people of various countries of their undertaken health safety measures for ensuring the safety of their guests. These videos will also be uploaded on social media. It is better to add videos on the hotel website for highlighting and boosting hotel facilities as online visitors will always prefer to stay on the website for a longer period only when a website has a video related to their search and it also enhances website quality (Khasaia and Nana Kvirtia, 2021).
Conclusion
The alarming condition of the Covid-19 pandemic disproportionately influences the profitability and earning generation capacity of the hotel business (Bhattacharjee and Jahanshahi, 2021). In addition to this, recently, due to Brexit, the number of visitors vising the UK reduces significantly which can unsympathetically influence the revenues of hotels. Therefore, to recover their performance, the authorities of hotel business needed to update their product mix and marketing strategy (Renaghan, 2018). For drawing the attention of consumers towards the hotel so that they can feel assured regarding the safety measures undertaken by the hotel authority, the authority of hotel business should stay engaged with their customers, take necessary measures for strengthening digital capabilities, and finally, assess the affected areas for mandating operational process of business.
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