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Introduction 

Marketing is considered as the series of tasks for making bondage among customers to capture values from them. The task of marketing is known as marketing activities. It is only limited to selling and purchasing products or services. Rather marketing activities are broad. It is related to promoting a brand or product items in the market, selling and purchasing products, pricing strategies, and others. To make a marketing strategy productive, a firm has to make an effective marketing plan. Therefore, it needs to practice a number of steps for making the best suitable marketing plan for its organisation (Arya and Ramanan, 2019). However, marketing activities are obligatory for all firms to conduct business functionalities and remain their profitability in the market. A sustainable marketing strategy is created based on an appropriate marketing plan. The potentiality of marketing activities depends on the marketing plan. Therefore, a marketing plan must be produced exhaustively considering all aspects of a firm. 

About Buckland Manor

Buckland Manor is one of the well-furnished hotels in the Cotswolds. It is located on the tranquil sides of the village. The hotel is made by taking 10 acres of ground. It is enjoyable and relaxing for tourists who would like to have a tranquil environment and lessen depression. It attracts customers to have the beauty of nature as well as history. The hotel has nearly 15 bedrooms that are luxurious that has high standards of comforts. These rooms are well furnished with classical and antique equipment. Besides, all rooms are highly furnished and attractive for clients. It offers local fresh food items and well other products (Brown, Bhadury, Bansal and Bloxsome, 2020). A traveller can explore the history and heritage of the house by spending time in the hotel. The hotel ensures internet facilities, paid breakfasts, restaurants, free parking facilities, room services, and others.  

Marketing plan of Buckland Manor 

A marketing plan is a document that notifies a firm of the required activities for promoting its products and services towards target clients.  A marketing plan will help Buckland Manor hotel attain the main objective including new customers after the Covid-19 pandemic lockdown. The plan makes a strong relationship with marketing goals as well as business goals. Therefore, the hotel can effectively attain its desired objectives (Jong, 2020). Besides, all workforces of Buckland Manor hotel will keep on the appropriate track for attaining the business and marketing goals through making an effective marketing plan. The steps of a marketing plan are discussed below. 

Simple executive summary 

Buckland Manor hotel makes a simple executive summary through including a simple summary of the organisation. It will show the organisational mission statements and visions in the executive summary. The executive summary dictates the organisational goals, future plans, marketing strategy, and other factors. 

Metric driven marketing goals 

After making an effective executive summary, Buckland Manor hotel must produce a metric-driven marketing goal. It is a vital aspect of making an effective marketing plan. The firm has to ignore making a vague and simple marketing goal. Rather, it may practice SMART goals methodology for creating the best suitable marketing goal. In the marketing goal, the firm shows the future outcomes numerically. For example, it may plan to increase revenue by 20 percent, decrease average costs by 10 percent, and increase the rate of profitability by 15 percent. As a result, the hotel comes to know what to do for attaining the specific goals (Mosakhani, 2012). So, Buckland Manor hotel will highly concentrate on these metrics. Therefore, the firm must create marketing goals following the norm of a metric-driven strategy. 

Target customers 

Buckland Manor hotel identifies the target customers after completing metric-driven marketing goals. Therefore, it divides the entire market into many groups called market segmentation. Before segmenting the large market, the hotel pays attention to customer age, gender, income level, goals, and hobbies. For example, the tastes of young customers and old ones are not identical. The taste of couple and single is different from each other. The statement indicates that customer demands and tastes vary from age and gender perspectives. Besides, the hotel has also to concentrate on the income level of customers. As the firm is offering luxurious services, the low-level income people cannot afford to spend time in the hotel. It must conduct promotional activities towards those people who have the ability to bear the costs of spending time in the hotel. The firm can also take behavioural segmentation strategy alongside the demographic strategy to make the segmentations more productive. Based on these segmentations, the hotel may like to take one or more segments from the entire market. Thereby, Buckland Manor hotel can select the target market through effectively researching the entire market and customer behaviours (Shelegia, 2012). The firm practices different types of promotional strategies to make a positioned towards customers’ minds positively. 

Thoroughly competitor research 

One of the most important aspects of making an effective marketing plan is to analyse competitors. Buckland Manor hotel can practice different models for analysing competitors. It may use swot analysis for analysing compactors’ strengths and weaknesses in the current market. The hotel must find out the existing market share of competitors. To make a successful marketing plan, Buckland Manor hotel must determine what products and service features of competitors make high positions in the market. It also needs to know competitors promotional strategies as well as marketing plans. The hotel needs to have full information on compactors’ promotional channels. It has also to know competitors’ financial growth rate and the market positions (Skowron and Cieślik, 2016). Buckland Manor hotel will analyse this information with its organisational current marketing strategy and market position for getting thorough information about the lacking points. 

Actionable marketing strategy 

Buckland Manor hotel has to take a marketing strategy that is fruitfully actionable in the market. Seven elements of the marketing mix are the best approach for the hotel. These elements are “product/service, prices, place, promotion, people, process, and physical evidence”. The hotel is offering fresh foods items including local and national foods. It must include additional features and food items in the existing menu to attract new customers. The safety aspects are included in the service features. During the Covid-19, the firm is taking action against the coronavirus. It has to strictly maintain the social distance, remove contestation, first aid systems, digitalisation of payment, sanitising rules in the hotel. The price level of the firm will be lower than that of competitors. As a result, customers will switch to the hotel due to having quality foods at a reasonable price level. The place of the hotel is satisfactory as it has a beautiful history. They may use different types of advertising channels to promote products and services to target customer groups. The authority of the hotel may teach employees to inform of how to make a pleasant relationship with clients and handle all types of clients (Stone and Lees, 2004). The process of Buckland Manor hotel needs to improve to adapt to the situation after the pandemic lockdown. The physical evidence of the firm has high positions. The hotel may also concentrate on the new features based on the changing situation and tastes of clients. 

Results tracking guidelines 

Buckland Manor Hotel will close the marketing plan through taking a short summary of the way of tracking and measuring the outcomes of the marketing plan. As a result, the hotel will be somewhat sure of the effectiveness of the marketing plan. In this stage, the firm will also measure the probable return from the marketing budget based on Return on Investment metric approach (Uotila and Morrell, 2017). In this stage, the hotel must provide a clear and specific guideline for measuring the result of the marketing plan. 

Conclusion 

To attract new customers after the lockdown, a firm takes a marketing plan that is appropriate and actionable. It makes the marketing plan based on analysing several factors and analysing the current market situations (Van der Merwe, 2018). A productive marketing plan gives the advantage to succeed in the business rapidly. 
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