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[bookmark: _Toc119953344]Executive Summary
This report aims at setting a marketing approach for Brecon Castle Hotel, in order to ensure that it is able to withstand a lot of competition from new facilities and ensure it is environmentally socially and economically sustainable. COVID 19 had a lot of impact to the hospitality industry coupled with high prices of oil and food products and Brecon has been seeking to understand its clientele, as well as other potential visitors and developing on their communication and development of compelling messages to reach their prospect markets. This requires that we have development of the market infrastructure through consumer research and focusing on digital and Public Relations which have proved to be effective and cost friendly channels of marketing. 
Once the marketing infrastructure is in place then focus should focus on public relations as well as social media presence as these are effective recent ways of marketing. Digital marketing requires maintenance and this is the time an organization will be required to maximize on any gaps identified and how they can be filled to create a competitive edge. 
Traditional forms of marketing such as advertising have been considered appropriate to some audience segments but this should consider the budget available since it is one of the most expensive ways of reaching potential clientele. The traditional forms of marketing however should be considered only after public relations and other digital marketing channels have been exploited fully since advertising is relatively expensive and does not have long lasting impacts as compared to public relations and digital marketing. 
For the hotel to be successful the study recommends the following to be put into practice
· Consumer research- The hotel needs to develop a portfolio of all visitors and understand their different segments to solicit information from them on their preferences and behaviour. 
· Put to test the brand hypothesis under use to determine its appeals emotionally and understand how those who are new in the hotel interpret it, as well as define competition for the hotel and what makes people not to visit the hotel
· Task the department of public relations with the responsibility of generating positive tourism stories and share them out through the different social media platforms available with an aim of encouraging people to visit the hotel. The stories should oscillate around reasons why the hotel is a best suited destination.
· Revamp the existing website with stimulating themes as well as links to other commercial products who are partners with the hotel and the products will do the same in their websites.
· Come up with a digital marketing strategy and ensure that it is implemented. The issues around development of digital marketing include luring content development, search engine optimization and user-generated content. To ensure this is effected well, it will be important to involve an external agency or consultant.
· Develop and continuously update an online photo library to showcase the facilities available to the hotel and this will be an important resource to the tourist operators, journalists on transit and external tour operators.
· Advertising can be an expensive venture and it is important that the hotel only does niche marketing where by a particular audience is targeted.
In implementation of the stated proposals the Hotel should designate a strategy coordinator, either from within or if finances allow have a consultant to implement to see to it that the proposals are implemented. The person or consultant ought to have a background in PR and digital marketing and get support from the other departments to ensure that the changes are implemented. This report recommends that the coordinator be outsourced, to pump in fresh blood into the running of the marketing activities, be put on a budget and strict deadlines which will be monitored by the management. 
The paper concludes that the hotel still has a lot of potential that is unexploited; it has a reputation and strategic placement which ought to be taken advantage of. The hospitality industry is still bleeding as a result of COVID 19 and a high cost of food products and since this cuts across, the hospitality industry, Brecon Castle Hotel should take advantage of this marketing strategy to create a competitive advantage.    
[bookmark: _Toc119953345]1.0 Introduction 
Brecon Castle Hotel commissioned for this report through the marketing department and the aim of the report is to secure and strengthen sustainable marketing through innovative and creative ways to ensure that the hotel has a competitive advantage over very competitive hotels. There are three main problems that this report seeks to address, and they include image of the hotel, by ensuring that it receives positive appraisals, the second one is sustainability, by ensuring that presence of the hotel is felt and partnerships with different potential clientele to ensure that there is business for the Hotel throughout the year. 
The report is cognizant that the hotel has Strengths, Weaknesses, Opportunities and Threats (SWOT) and this will be considered in discussing the marketing strategy to ensure that the hotel is great again. The report will also look at the political, economic, social, technological, environmental and legal (PESTEL) structures that are available and how they can be harnessed to ensure that the marketing strategy works, and it is sustainable.   
[bookmark: _Toc119953346]2.0 Scope and Analysis  
The Brecon Castle Hotel has been considered as a heritage hotel characterized great charm and character. It was established in 1809 and considered the first modern hotel in the Wales located in private grounds on a prominent hill and this accords the facility beautiful views. It is also situated within a town facing River Usk and this renders it accessible with magnificent views. The hotel is privately owned and has all these years taken advantage of a friendly atmosphere for its clientele and breathtaking service, which makes it a home away from home and makes people to come back again and again. 
The rooms for the hotel have been modernized to keep up with competition, and they are en-suite equipped with a television set, internet direct dial phone and facilities for one to cook coffee or cook a preference while in the room. The Hotel has a golf course and the rooms are divided into three categories to accommodate people with various budgets with extensive conference and wedding facilities and even rooms that can comfortable hoist those who are disabled. The lounge for the residents and the bar is strategically located to face southwards strategically facing the Beacons to offer magnificent views when people are relaxing. 
[bookmark: _Toc119953347]2.1 Competition    
Competition in the hotel industry is as a result of two aspects, technological advancements and changing customer profiles. Technology has leveled the industry since branding has been made easy, the communication channels made cheaper and common to every hotel and the outreach has been leveled for all actors in the industry. It has been observed that globally we have more than 1 billion people who are online and in the United Kingdom (UK) most of the adult population in the UK is online. The hospitality industry has no choice but to ensure that they invest in user friendly adverts that are engaging to the prospective audience and they have guest engagement (Pappas, 2015). Clientele that are online are always looking forward to personalized services that will offer brand differentiation from other competitors that are existing in the industry. To stay ahead of the competitors Brecon Castle Hotel should come up with mobile booking applications that are very fast, and with explanations on every stage and with pictures of what they are booking, and in case they need a call back, there should be a customer care number accessible 24/7 and even a whatsApp number as there are people who may prefer to chat to placing calls. Brecon Castle Hotel, ought to invest in big data and analytics to get information about prospective clientele. 
In the recent past a change has been witnessed in the demographic and psychographic profiles of those travelling. The young generation is also setting completely different standards for the hotel industry and Brecon being the oldest hotel in the wales ought to ensure that its facilities are in line with the expectations of prospective clientele. The dominant brand differentiator at the moment is customer experience, and this is what leads to customer loyalty who may be a source of referrals to a hotel (Elsharnouby, & Elbanna, 2021). 
The Brecon Castle Hotel is still among the best brands in the Wales though we have lots of competitors. Brecon is receiving stiff competition due to excellent facilities, innovations, supportive staff, quality of services, and comfortable accommodation. Now that every hotel is putting its best foot forward in the above, Brecon has to create a competitive edge through innovative marketing strategies. 
[bookmark: _Toc119953348]2.2 PESTLE Analysis
[bookmark: _Toc119953349]2.2.1 Political factors
The hospitality industry is impacted very much by the political stability of a country and even other countries which are the potential customers of that industry. The number of tourists travelling to a country either for leisure or business is dependent by political circumstances and the political ties and relationships that a country has with others (Cheng, 2013). For instance the war between Ukraine and Russia has significantly reduced the number of tourists to the UK, and even the issue of terrorism has seen the UK offering travel advisories to different countries, and tourists from those countries have also avoided the UK. UK and Europe has imposed also restrictions to Russia and there are a number of countries that have close ties with Russia and they have felt betrayed, whence avoiding the UK and this has led to a reduction in the number of visitors visiting the UK hence reduced the amount of sales in hotels. 
Sometimes too we may have infringing laws from the local authorities, which may discourage visitors more especially those who are foreign or from other states from visiting (Capobianco, et al., 2021). This is a matter that is beyond control from the hotel management, and since it affects all the hotels, then what Brecon is left with are strategies on how it can attract potential clientele. 
[bookmark: _Toc119953350]2.2.2 Economic Factors 
The 2007-2009 global economic recession, brought the economy to its knees and since then it has not recovered completely. Then in 2019 COVID 19 strangled an already struggling economy and all this macroeconomic conditions have had significant impacts on operations in the hospitality industry. The economic recession brought about reduced consumer spending, and the COVID 19 closed the facility for sometime and upon opening of the hotels industry, there has been an increase in VAT, and increases in taxes, and this has impacted on people’s spending in the hotel industry. The war between Russia and Ukraine has led to an increase in fuel prices globally, and this has impacted on people who used to make day trips more especially on weekends to come and party in Brecon. This has had a negative impact to performance in the hotel, and even other hotels, and it is important to lure the local clientele, and those willing to travel long distances (Tajeddini et al., 2020). 
From the statics on the arrival in tourists, UK has experienced political stability and it is among the preferred tourist places in the Europe for “Staycation” (Jabeen, et al., 2021). This will increase the sales in the hotel industry and as Brecon it is important to strategically place self to ensure that we reap to the maximum from the wave. 
[bookmark: _Toc119953351]2.2.3 Social Factors 
There has been a change in trends in the hospitality industry and the following show that Brecon Hotel is strategically placed in handling the changes in trends through the following
· Authenticity in holiday experiences, for those who are looking at reflecting on issues of culture and an environment that is considered natural.
· An environment that physically and emotionally relaxing away from the frenetic working and business environment, rejuvenating the efforts of the clientele (Floričić, 2020).
· It creates a gut effect on the clientele to have concerns and interest to the natural environment
· There is a growing desire among the young families to spend quality time together and connecting between friends and family and the best joints are hotels
It is important for Brecon to take note of the above and be able to strategize on how to meet the needs of the prospective clientele. 
The brand Brecon has been in operation since 1809 and it is a brand name in the Wales, and globally. Most of the visitors more especially from China coming to the UK for various reasons would like to visit this iconic hotel that has been in operation for so long and still attracting people from different geographical jurisdictions as well as different ages. 
[bookmark: _Toc119953352]2.2.4 Technological Factors 
With technological innovations and its widespread adoption, it has offered a platform for communication with prospective clientele at a lower cost as compared to the traditional advertisement methods (Ocampo et al., 2021). Technology also offers an opportunity for an organization to choose the clientele that they want to communicate to, in terms of age, preferences and even geographical jurisdiction (Ocampo et al., 2021). This can be done through exploitation of social media and user-generated content. 
With the proliferation of technology people are increasingly visiting websites of the places that they would like to visit to have a sneak preview of what they are likely to experience when they visit. The National Tourism Operating Platform (NTOP) offers links to accredited and graded businesses which visitors can be able to explore when in different locations. Brecon should consider partnering with this to increase their media presence at the same time when recognized by such bodies it is easier to be noticed and adds on the credibility of an organization. 
Brecon has made the process of online booking flawless and easy and it is 100% online with accompanying photos and even video clips to show what one is booking for. The hotel also has a large following in all the social media handles including Facebook, Twitter, Instagram and you-tube, and here they post stories of what is in offer, and when they hoist prominent personalities and their feedback on the premises. 
[bookmark: _Toc119953353]2.2.5 Environmental Factors 
There is the widely spread notion that the hospitality industry more especially hotels produce a lot of noise. Brecon has broken this belief in that it has been in the frontline in advocating for environmental conservation and maintenance of the flora and fauna within the hotel to its original form and this has been a major tourist attraction activity. Hotels are known to be major contributors of significant volumes of carbon to the atmosphere, and thus contributing to global warming. However, this odd has been a belief in Brecon Hotel as it has embraced clean energy in preparation of food and also other activities by use of solar panels, and even advocating to their customers to use environmental friendly means when accessing their premises including use of electronic cars. There is a roadmap in the UK for environmental protection and Brecon Hotel is an active member and they are concerned about making the world a better place.   
It has been noted that the hotel has been in the frontline in environmental conservation and environmental friendly visitors have been increasingly visiting the hotel. It has also been noted that an increase in the number of visitors would have a lot of pressure on the landscape and other sensitive areas and there is need to ensure that the natural environment is maintained as it is one of the assets driving environmentalists into the hotel. The hotel ought to put into place good management practices of visitors to ensure that they do not cause any environmental risks.
One of the global concerns that every environmentalist is trying to address is the issue of environmental pollution by cars. Very many countries including the UK are advocating for use of electric cars, and to the contrary majority of local tourists in the UK travel around in motor cars with big engine capacities and which emit a lot of harmful emissions to the environment. There is a debate on improving accessibility of the hotel for visitors and restricting accessibility since most of the visitors would love to access the hotel using motor vehicles. 
[bookmark: _Toc119953354]2.2.6 Legal Factors    
The law on raising the retirement age among employees in the UK, had an impact on the hotel. Following technological advancements, the hotel has been hiring younger staff to ensure that they are drivers of technological innovations. This has been thwarted by a directive to raise the retirement age, and most of the old employees are no longer innovative in the ways of bringing in more clientele. The hotel has also implemented the Disability and Discrimination Act of 1995 to ensure that all its facilities are accessible by those with disabilities and also ensured that the gender rule is obeyed in all its employment structures (Hussain et al., 2020). Employment Equality  regulation of 2003 has been implemented for the past 19 years by ensuring there is no discrimination when it comes to employment in terms of religion or beliefs. The Hotel too has been in the frontline in ensuring that the data protection Act of 1998 is observed and there clientele records are not shared with any third party. 
With the increased number of marketing opportunities associated with digital technology, and the ease with which it is to reach a number of potential clients cheaply, there is observation of legal structures. The hotel has had to observe regulations that touch on privacy as enshrined in the Data Protection Act of 1998, and this is through avoiding sliding into the inbox of someone with marketing messages minus their consent. 
The laws on licensing in the Wales have allowed for control on the minimum pricing of alcohol licensing advertising and this had an impact on the licensing regulations. The hotel welcomed this, as the fees that is imposed is used to develop the local infrastructure at the same time it is in line with the local businesses. The hotel is also aware of offering some business incentives which might be considered inacceptable and be treated as cases of bribery which are criminal offences. 
[bookmark: _Toc119953355]2.3 SWOT Analysis 
In designing any business strategy a SWOT analysis is very important. The strengths of Brecon Hotel include the brand name, credibility and support it has enjoyed from its clientele for more than 100 years, and the vision it has more especially towards environmental conservation. The strategic strategy should consider planning for new marketing strategies to ensure that they are in line with the clientele needs. The threats makes informed decisions on what can hinder the success of the marketing strategies and how to handle the threats and opportunities that are existing for better performance of the hotel. 
[bookmark: _Toc119953356]2.3.1 Strengths  
· The first strength is on recognition, Brecon has been recognized as an iconic brand, and it has been well known for the past 100 plus years
· The second issue is on landscape, the hotel is situated in an area with a mix of wild and scenic beauty, that is not congested and tranquil in an open space
· The third is the national park within the premises that expresses a special image and very special in the minds of environmentalists as it presents scenic beauty within a natural environment that is protected (Yusoff et al., 2020). 
· The hotel too has outdoor activities which suite the young people and children and the outdoor activities include cycling which is a way of keeping physically fit, hiking which is adventurous, horse riding and other related outdoor activities which offer a relaxing mood more especially to those who are used to a busy town life. 
· We have also outstanding high quality award winning services in terms of accommodation, culturally iconic destinations that not only allow people to be in touch with their culture but also for those who have not had an opportunity to be in touch with their culture it is a learning experience, and also for those interacting with a new culture. 
· The people around the hotel are also an asset in that they have been labeled “environmental entrepreneurs” as they practice a mix of rural farming and have an already established market within the hotel and to clientele who visit the hotel. This has ensured that there is an excellent local produce of a number of products that might not be available in towns and if available at exorbitant prices and are not fresh, and this is a source of fresh food to the hotel and visitors and provides a natural environment to the hotel. 
[bookmark: _Toc119953357]2.3.2Weaknesses
· It has been argued that the number of available restaurants is not enough to attract a high number of a short break market that is keen on spending.
· On the issue of cultural practices, very few visitors are in search of a place with indigenous identity. However the hotel has a potential of cultural and historic experience which if creatively and well promoted have the potential of attracting clientele. There is need that the marketing strategies 
· It has been noted that Brecon has not established enough partnerships with other agencies in the hospitality industry more especially the online travel agencies. It is a recommendation of this report that there is need to partner with the online travel agencies, advertise on their websites and even allow some of the online travel drivers to have some of their marketing materials like brochures since they interact with a number of clientele looking for hotel facilities, and this would be a point of sale. 
[bookmark: _Toc119953358]2.3.3 Opportunities 
The industry has been saturated with new trends, and Brecon retaining its mission of environmental conservation is a selling point. Originality is this case is a selling point that cannot be replicated by the competitors. New trends to some clientele are considered as clones or forgeries and some would like to stick to the uniqueness of a hotel that has been in existence for the past 100 plus years. 
Advancements in technology are offering marketing platforms that are inexpensive can be measured and at the same time have a wide reach within (Molina-Collado, et al., 2022). The proposed marketing strategy is to take advantage of social media handles, in bringing people to speed on what the hotel has got offer. The strategy should capitalize on memories of those who have visited the hotel while on trips, family holidays, field studies and work related. Advancements in technology bring about a cost-effective way of reaching out an ever increasing targeted clientele through digital marketing. 
In terms of international development there is a gray opportunity of ensuring that there is room for improving the living conditions of the world’s population. International development is concerned with having long term solutions to problems such as poverty, human rights violations, sanitation and inequalities. Brecon is devoted to corporate social responsibility that helps the immediate community at the same time it is devoted to environmental conservation so that other generations will have a clean environment (Rhou, & Singal, 2020). 
There are still partnerships with different players in the hospitality industry who will help in marketing the hotel. 
[bookmark: _Toc119953359]2.3.4 Threats    
There is the issue of terrorism and its targeting masses more especially those in hotels. Terrorism is a threat not only to the hospitality industry but to a number of sectors. In the past we have had terrorist attacks in hotels, and people no longer feel safe in hotels except when we have adequate security measures which will assure your clientele that they are safe. Brecon has tried to have metal detectors placed in strategic positions more especially in the entrance to the facility to deter the analogy that hotels are not safe, and it seems to be paying off. 
Economic and political shifts is another threat. The global recession and COVID 19 have been the top economic threats that we have had that have caused economic impacts to the hotel industry. With the Russia-Ukraine war, there have been a number of political shifts, with UK supporting Ukraine, those countries that are politically aligned to Russia, are trying to avoid UK. This has an economic impact because hotels thrive in an environment where the political temperatures are cool. 
Another threat is entry of new hotels which usually come with up-to-date innovations, advanced ways of operating and this has a lot of pressure to a hotel that has been in existence for more than a century. People love modern technology and structures built with up-to-date technology (Pirnar, 2019). To attract customers the new entrants offer services at lower prices and even have special offers to lure customers to their side. Brecon has to manage this impediment by erecting up-to-date facilities as well as capitalize on research and development on how to meet the needs of the clientele they have and how they can improve on the same. 
[bookmark: _Toc119953360]3.0 Implementation of the Business strategy   
For Brecon to remain relevant in the market it needs to take medium and long-term strategies to make sure that it differentiates its service from the competitors in the hotel industry. The impact of the current competition, high costs of food, a society that is enlightened, environmental issues and technological innovations are forcing hotels to adopt strategies that will not only enable them stay afloat, but also survive the strong currents of competition. Owing to such changes in the hospitality industry, and following the analysis done above, Brecon has to formulate marketing strategies based on different approaches. According to Kotler (2000) a marketing strategy is one of the major concepts of management which propels organizations to compete and be profitable in an environment that is competitive. For Frye et al., (2020) the importance of adopting a marketing strategy has been proven to have a direct correlation with the performance of an organization and the profitability of firms. Hotels with capacity to offer services that meet and even exceed customer expectations and have implemented marketing strategies based on their unique selling points have capacity to remain competitive and profitable in a competitive environment and industry. It is therefore important for Brecon to establish marketing strategies based on different approaches to cover some of the issues raised through the PESTEL and SWOT analysis above. 
The following strategies can be adopted by an independent public relations consultant or organization and the outcome evaluated from time to time, to ascertain if there is an impact on performance and profitability of the hotel.
[bookmark: _Toc119953361]3.1 Product Marketing  
Ries and Trout (1986) argued that a marketing strategy should normally begin with a product or service and what that product or service creates. The scholars argued that the strategy shifts the impact of the marketing from the service or product to the mind of the clientele. For them, product marketing is supposed to be concerned on the benefits that consumers will get by associating themselves with a particular hotel, or service, and this implies that unique features are important in formulation of a product marketing strategy. Brecon can employ the product attributes and more specifically considering the issue of environmental consciousness in adopting their marketing strategy. Brecon is a place where people can come to appreciate the natural environment, acquaint themselves on taking care of the environment be treated with fresh farm produce and if willing to carry some, they are at liberty to do the same, and has breath taking sceneries that showcase environmental conservation. 
Karadenize (2009) opined that within the current business environment, competition for market shares and resources is exponentially growing and this is narrowing on the market share. Due to competition for resources which are scarce and in this case food, the price of inputs is increasing in every industry, which automatically translates to an increase in the price of the output, which a number of consumers are skeptical about. For the scholar, in order to maintain the clientele that an organization has and even to attract others, there is need to create products or services with superiority over the rivals for purposes of maintaining the perceptions from consumers that even if the prices of commodities have gone up, the quality of the product and service is worth it. Hotels can perfect the art of positioning themselves by ensuring that they offer the service from a unique location that will have a lasting impact on the minds of the clientele, and once again Brecon can take advantage of their location. According to Hu, and Olivieri, (2021) the location of a hotel should be able to offer additional value to consumers as compared to what competitors are offering. For many clients when looking for a hotel facility, they want somewhere quite, away from town noise, in a natural environment and with very good views to allow them relax and reflect. 
Other services that can give Brecon a cutting edge is the facilities that are available within the hotel, which include free parking and allowing for pets which some hotels do not allow, a golf course, fishing is allowed and one can fish what they will consume or even carry home, hiking and cycling for purposes of keeping fit, horse riding, kid meals, facilities for the disabled among other peculiar services. The above mentioned services are not provided in many hotels and this ought to be a selling point. 
[bookmark: _Toc119953362]3.2 Customer Service Marketing    
It has been argued that in a competitive business environment, customers cannot even complain about the quality of a service from a hotel, but would rather invest their money where they get befitting service. Elsharnouby, and Elbanna, (2021) have argued that delivering high quality service and products to clientele is important in creation of a competitive advantage and it is important to identify the value of a customer and appreciate the same by offering impeccable service to lure the customer to come back, and even refer the service to his/her friends. In a competitive environment, satisfying customer needs and even at times going beyond their expectations is what will keep clientele from having that gut effect of sampling other service providers. 
In the hotel industry customers are spoilt of choices and they will visit premises that will offer them service that meets their tastes and preferences. Brecon can exist in the next 100 years and be profitable if amongst its strategies ensures that they offer what their clientele value. Therefore it is important to have training sessions on those that offer services to the clientele, from the people manning the gate, to even those who have small farms within the neighborhood to ensure that clientele are treated with utmost care, so that they feel valued (Dev et al., 2010; Damnjanović, et al., 2020). The human resource department will be required from time to time to look at the feedback left by the clientele, and even reviews on the social media handles, and if we have any negative review they counter the same by training their staff on the right thing to do even in scenarios where we have difficult customers. All employees too ought to be conversant with the activities and services within the hotel so that when they encounter queries from clientele, they are able to give concrete responses. 
[bookmark: _Toc119953363]3.3 Marketing according to Safety and Security
One of the threats identified by the SWOT analysis is the issue of terrorist attacks that is widespread among the hotels and other areas where we have masses of people gathered. Though this is a security concern that should be addressed by the security apparatus it is also important as a hotel to put in place control measures that will assure your clientele that they are safe once they are within your premises. This is through ensuring that we have up-to-date machinery in doing checks at the entry points to the hotel and there are partnerships with the antiterrorism police so that any incident that is suspicious and requires their attention is reported and attended to in good time (George, 2021). There should be security drills performed from time to time and ensure that all employees are trained on how to deal with issues of insecurity or when there is a terror attack. It is also important to capture identification details of all visitors within the premises, when they access the premises and log them out once they leave the premises, so that incase of a security issue, they can be able to retrieve identification details of the people who were within the premises when the incident happened. It has also been proven that in cases of terrorist attacks, the terrorists may get insider information from some of the employees in the organization and therefore in the recruitment, it is important to have on board people minus criminal or terrorist records. 
According to Jabeen, et al., (2021) safety and security of the environment where the premises are situated is among the factors that will be considered by visitors more especially those who are influential in society. According to the authors safety involves protection of employees and the clientele within the hotel premises from potential injury or even death, while the hotel security is concerned with preserving the property of the clientele while they are within the hotel. For instance the parking space has to be safe and the hotel rooms, because there have been instances of clients who lose their property from hotel rooms to unscrupulous employees and others even lose their cars from the parking lots. It is important that the hotel has employees with good morals. Therefore in the marketing strategy it is important to indicate that the safety of the clientele is insured and their property, when within the premises of the hotel. 
[bookmark: _Toc119953364]3.4 Information Technology Marketing  
With proliferation in technology, marketing efforts and customer relationship has found its way to the online table (Chou et al., 2020). A Harvard business review article has noted that clientele who are 35 years and below spend on average 4 hours daily on social media and most of that time they take engaging in a particular brand. There is need that Brecon engages its clientele and prospective ones through social media, to be able to create brand loyalty in some of them. Let it be that when a client is browsing for a hospitality service within Wales, then Brecon should be on top of that page, and in the UK atleast be in the first page. The report further claims states that 38% of new clientele make decisions on a product or service based on the reviews in social media and 46% use social media in making their decisions and with this it is important to settle on celebrities with large followings, and partner with them as brand ambassadors for the hotel to have a large following on social media. We should have designated people who are very good in marketing to handle the social media handles of the hotel with constant updates, deal with queries 24/7 and wherever there is a bad review address the issue so that it doesn’t escalate to negative publicity. 
It has also been observed that with social media customers have more influence on the hospitality industry than even the owners of the premises. It is important to harness all feedback coming from clientele, and even reviews that are given to the competitors so that whatever is offered meets the expectations of the clientele (Ruel, & Njoku, 2020). The website will be revamped, with what is on offer, when there are special offers, and even success stories. There is the issue of partnerships that was raised from the SWOT analysis, this report would like to propose that there are so many partners in the hospitality industry, from airlines, online taxi applications to different distributors of different commodities. In their websites, and even advertising content Brecon should appear there with a brief description of the ambience with which they treat their clientele. It is also important to train all employees to be  good ambassadors of the organization, even with the photos that they might be posting in their social media pages, they should depict a good image of the hotel. 
[bookmark: _Toc119953365]3.5 Price Marketing
When the competition is very stiff at times, organizations result to cost leadership strategy for purposes of positioning themselves and differentiating themselves from competitors whom they are offering the same service (Kim et al., 2020). Positioning an organization through offering low priced services and products can be done through different cost reduction techniques. For instance this report recommends for reduction of the budget of advertising and resulting to social media marketing. Since marketing is an act of creating an image or product in the mind of a client, reducing the price of a product to repeat clientele while you cut on other budgets is a way of appreciating them and they will come back again and again (Cerchione, & Bansal, 2020). From an economic perspective, demand, cost and competition are the key factors when making pricing decisions.
[bookmark: _Toc119953366]4.0Findings and Result   
	Underutilized Assets 
	What needs to be done

	· The environment where Brecon is located is one of the very best that ought to be exploited in maximum 
	· There is need to create a working public relations office to be able to fast track issues of social media marketing 

	· The employees are an asset and they need more training on security management, and digital marketing 
	· Ensure that employees are trained on security management and social media marketing to help out in ensuring security and safety and to be ambassadors of the hotel

	· The community around the hotel is an asset to the hotel, and they need to be trained more on customer care skills to handle visitors better. 
	· There is to partner with other players in the hospitality industry to ensure that they complement marketing efforts, and they also do the same to the partners

	
	· There is need to invest in research and development, one on the current marketing preferences and how they can be met


The findings above show that there are facilities that the hotel has that so far have not been utilized well. The first one is the tranquility of the environment where the hotel is located; it ought to be its number one marketing strategy with all the other facilities found there and the ambience of the environment. The employees that the hotel has are the best but they need more training and others refresher training on security management as well as digital marketing. The neighbors around the hotel too count the hotel as a blessing and for them to keep on putting a smile on visitors, they need training on customer care skills. 
To oversee issues of digital transformation, and digital marketing, there is need to have a consultant on board to guide on the whole process. As much as employees are underutilized they also need to be empowered on security management as well as establishing partnerships with other players in the hospitality docket (Konopelko, 2015). 
[bookmark: _Toc119953367]5.0 Action Plan 
	No. 
	Problem 
	Solution 
	Desired outcome 
	Time scale 
	Completion date
	budget

	1
	Lack of training on security management
	All members of staff ought to be trained on maintaining security and how to handle terrorist attacks 
	It will reassure the clientele that they are safe, and the personal security of employees will be guaranteed
	2 months 
	28/2/2023
	$5,000

	2
	Lack of a framework for digital marketing 
	Have a consultant in place to implement the same, ensuring there is partnerships with different players and ensure the community is trained  
	Increase the number of sales, and empower the community as well as the staff on issues of digital marketing
	1 year
	31/12/2023
	$20,000


The action plan above shows that there is need for refresher training as well as have a consultant to oversee the marketing strategy.
[bookmark: _Toc119953368]6.0 Recommendations   
· Consumer research- The hotel needs to develop a portfolio of all visitors and understand their different segments to solicit information from them on their preferences and behaviour. 
· Task the department of public relations with the responsibility of generating positive tourism stories and share them out through the different social media platforms available with an aim of encouraging people to visit the hotel. The stories should oscillate around reasons why the hotel is a best suited destination.
· Revamp the existing website with stimulating themes as well as links to other commercial products who are partners with the hotel and the products will do the same in their websites.
· Come up with a digital marketing strategy and ensure that it is implemented. The issues around development of digital marketing include luring content development, search engine optimization and user-generated content. To ensure this is effected well, it will be important to involve an external agency or consultant.
· Develop and continuously update an online photo library to showcase the facilities available to the hotel and this will be an important resource to the tourist operators, journalists on transit and external tour operators.
[bookmark: _Toc119953369]7.0 Conclusion 
With the current competitive environment and the status of the operations in Brecon Castle Hotel it is important that the above marketing strategy is implemented to ensure that the Hotel secures a competitive advantage. The Hotel has a number of assets that have been underexploited and they need to be exploited fully. The Hotel is fairing on very well, but has got to keep up with the pace of competition.   
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