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Introduction
	The hotel chosen for this marketing plan is Sheen Falls Lodge (Ireland), located in the gorgeous Kenmare bay (southwest Ireland). The purpose of this marketing plan is to lure couples from the 21-65 age group with an income of £30,000 and above. These groups will be divided into three age groups. Group (a) 21-35, group (b) 36-49, group (c) 50+. The main purpose of this division is to manage clients more efficiently and offer deals and offers according to their age. Social media being in everybody’s daily life will play a key role to make contact with them. Young crowds are usually on Instagram and Snapchat. Older crowds tend to be on Facebook and Twitter (Avocado social, 2021).
Marketing Mix 
The marketing mix was developed by E. Jerome McCarthy, also known as the 4 Ps: product, price, place, promotion. The marketing mix focuses on the different Ps, they are part of a comprehensive marketing plan to revise your old products and incorporate new ones (Kenton, 2020).
Product – Sheen Falls Lodge is a luxury hotel of the Relais and Châteaux chain. This outstanding hotel offers its clients a variety of exciting activities such as salmon fishing, for those who not only fish but enjoy the catch as well. Cottages and villas blend in perfectly with nature. Trips to Neolithic stones in the Kenmare bay area.
Price - Prices Start from £190 per night. A few hotels near the Kenmare bay area, offer cheaper prices and others offer similar prices but do not have the glamour and the views of Sheen Falls Lodge (Priceline, 2021). 
Place – Clients have different outlets to locate the Kenmare Bay where the hotel is located. Clients can download the Relais and châteaux app, visit the web page, visit Instants magazine (Instants, n.d), Ark of taste magazine which is part of the slow food movement (Slowfood, 2021), social media, etc.
Promotion – Promote this destination to potential clients. Allocate 20% of the advertisement to the 21-35 age group, advertisement in Snapchat and Instagram, the age group 36-49 will get 40% of the advertisement in Facebook and Twitter, and the 50+ will get 50% of the advertisement to target them on Facebook (Avocado Social, 2021).
The Marketing Environment (Micro-SWOT)
SWOT analysis was developed by Albert Humphrey, in the 1960s and is a great way to focus on decision making. The meaning of the letters is as follows: S (Strengths) and W (Weaknesses) refer to the inside of the business. Letters O (Opportunities) and T (Threats) are the factors that are outside of your business (British Library, n.d).
Strengths: The views to Kenmare bay are unrivalled, excellent reviews available on Tripadvisor’s webpage (Tripadvisor, 2021), price/quality is in perfect balance.
Weaknesses: the hotel is quite far from major cities, guests may see the hotel too far from airports, the hotel does not cater for children and that might be a problem with the younger generations, no nightlife, this hotel is embedded in the woods and that might be a problem for a large segment of clients.
Opportunities: fishing and other outdoor activities will make this hotel a perfect place to be, is an oasis of peace and tranquillity in this hectic and fast world most of us live in, an excellent place to see Neolithic stones and explore the surroundings in Kenmare bay.
Threats: internet issues, being so far out might be a problem to be fixed right away, finding staff with skills might be a major problem in this luxurious hotel, new COVID-19 variants might deter guests from booking a holiday.
The Marketing environment (Macro) PESTEL
The PESTEL analysis was developed by Francis J. Aguilar in 1964. These are macroeconomic factors that may affect any type of business. These factors will affect business in general but if businesses anticipate these factors they will succeed in their decision making strategies (Frue, 2017). The acronym PESTLE has the following meaning:
Political- Movement restrictions due to new COVID-19 variants. New PCR rules may discourage potential customers from flying.
Economical- Buying power has not reached pre-pandemic levels. Economic growth has shrunk in the UK (Office for National Statistics, n.d).
Social- Health consciousness plays a major role in decision making. This pandemic has changed the way people think about everything in life.
Technological- Social media plays a conveying channel of good and bad news, fake news can destroy a business reputation, and a strong webpage is a must to disperse false information.
Legal- Employment laws are changing now more than ever. Businesses must have contingency plans to maintain their service.
Environmental- Green policies and being environmentally friendly is a good sign the hotel cares about the environment. The slow food movement and the Ark of Taste magazine are great projects to reject fast food and to eat local vegetables and bring old cuisine into the spotlight (Slowfood, 2021).
Creating Customer Value & Engagement
Relais & Châteaux hotel chain externalised their social media management to a company named Naes Consulting. The company Naes Consulting launched a campaign to make hotels more visible in several social media outlets, some of the strategic actions were: the creation of a monthly calendar to manage posts made during any month of the year, tagging the Relais & Châteaux community and member accounts, create and manage posts on Instagram, Snapchat, and Twitter, making organic campaigns (unpaid) based on user generated content (UGC) from the Relais & Châteaux’s community and its members, daily moderation of the brand’s contents (Naes, 2020), etc. 
These changes will be suggested to the hotel to develop user engagement are the following: allocate a budget to paid campaigns to the age groups previously described. Incentivise tagging in social media Sheen Falls Lodge and getting rewarded with a coffee at the hotel or a pin. This creates organic (unpaid) content which is the best content there is. Also, tag the food being served at the hotel on social media making an emphasis that local ingredients are used, these pictures should be uploaded on Instagram and Snapchat. The last suggestion is to let clients and future clients through social media know of all the outdoor activities the hotel has to offer.
Effective Use of digital Marketing
The communication channels to be used to attract more clients to the Sheen Falls lodge are: age group (a) 21-35 years, the hotel will target this group on Instagram and Snapchat, young people love to take pictures, tag people, share, and use filters to make their stories more fun, this is where the hotel must make contact with this group and incentivise them to post pictures and stories about the trip. Age group (b) 36-48, middle aged people like to be on Twitter and Facebook, they love to upload pictures and share them with friends and families, the hotel has to offer them fishing trips, hiking, and trekking around the Kenmare bay area with captivating pictures to grab their attention. Group (c) 50+ this group is found basically on Facebook where they love to keep in touch with family, friends, and even grandchildren.  The hotel has to offer them wine and dine deals, spa services, fitness centre, etc. Sheen Falls Lodge has plenty of activities, regardless of which age group the potential client is. Also, the hotel has taken all measurements to protect its clients and employees from being infected with COVID-19 (Tripadvisor, 2021). These extra steps are to protect guests and have to be included on social media advertisements.
Conclusion
Sheen Falls Lodge, has to outline its marketing plan around the three age groups mentioned. Make guests participate in tagging and sharing stories about the hotel using filters. Interact with clients on the different social media groups they are in, incentivise them with pins and coffee or even a bottle of wine, if the story they share becomes viral. The best content the hotel can have is organic content since this is the content that is unpaid for and is basically done by guests of the hotel telling captivating stories or sharing fantastic pictures of their stay at the hotel. One Suggestion to the hotel is to implement a point system to be used in future trips, these points could be exchanged for services offered at the hotel.
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