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Component 1: Presentation
Introduction
Being the Marketing Executive of Gilpin Hotel, this presentation aims to:
· Propose and introduce an effective marketing plan
· Target new customers being attracted towards the newly proposed service
This presentation aims to make a strong base of new customers, who might have missed holidays, tours & trips, adventurous journey and all during Covid-19. Thus, by offering creative and interesting services that could maintain the highest safety level of each guest, this hotel can generate a huge new customer base. 
4Ps
· Go Contactless is the primary service that Gilpin is to introduce in some areas such as a menu, reception, room service, check-in and touch-less contacts. 
· A value-based pricing strategy is the most suited strategy. With this strategy, Gilpin hotel can calculate and try for earning the differentiated worth of its service for its new customer segments when compared to the competitors.
· Hotel premise is the selected place at which the service is to be brought up
· Social media networks and other offline with online tools such as Facebook and others would be useful for promoting the service reaching the new customers
SWOT
· Gilpin’s market reputation helps it to retain its existing customers and attract new customers
· A wide range of services is also a strength
· This hotel lacking effective pricing strategy makes it a weak contender in the competitive landscape of the UK hotel industry
· Currently, safety measures are highly given attention
· This hotel brings GO Contactless Service maintaining the safety level at the optimum level
· Intense competition is going on in the UK hotel industry hampering it to introduce the new service
Chain hotels find vulnerable to competition due to their large marketing budgets to guest loyalty, brand building and advertising (Lu and Tabari, 2019). 
PESTLE
· The political environment of the UK seems highly supportive, stable and cooperative for their hotel industry
· Driving Gilpin hotel introducing the respective service in the market
· The UK hotel industry majorly contributes to the GDP rate of the UK economic condition
· Fostering the future profitability of Gilpin Hotel
· Society and cultural factors led by the UK people currently consider a safe and healthy environment
· Go Contactless Services can be welcomed and appreciated by this safety culture and trend
· Social media promotions have become a trendy culture to attract and retain customers
· Gilpin Hotel aims to promote its service by using online tools such as Facebook, Twitter, LinkedIn and others
Environmental factors drive Gilpin Hotel as it stepped in towards a touch-less and contactless service that would maintain the health and safety standards at their best possible standards. Legal regulations such as Innkeeper law and others are to be followed by the respective hotel.
Conclusion
· Targeting the customers feeling rigidity to be tech-savvy may be a challenge for this hotel
· Go Contactless may seek an additional budget for maintenance
It is recommended to this hotel follow up the reviews of consumers regarding contactless service. 
Component 2
Marketing plan for Gilpin Hotel
MD.Wahidur Rahman
ST ID:1908557
Marketing Essentials BMIH4005
Lecturer: Deborah Lloyd
Introduction
Company
Gilpin Hotel as per its guest's perspective is a destination, where guests come for love and laughter. At the heart of this hotel, a passionate, dedicated and committed family cum team lies, which are highly dedicated to creating long-lasting memories for their guests, who revisit for celebrations, romance and escapes. 
Geographical area
This hotel is situated in the historical district of the UK, The English Lake which is on Crook Road, Windermere. This luxury hotel is around 0.1km from Lyth Valley and around 2 minutes of walking distance from Lake Windermere. This hotel is set on 21 acres with 28 bedrooms, two restaurants, lounges, terraces, a Champagne bar, a croquet hall and their resident alpacas with Llamas (Gilpin Hotel & Lake House | Luxury Lake District Hotel | Windermere Hotels, 2021). 
Purpose of marketing plan
Hospitality has been hit hard by the Covid-19 pandemic and its effects have been uneven, wherein, clubs and bars fared the worst (Ons.gov.uk, 2021). Hence, this marketing plan aims to attract new customers after lockdown towards the newly developed products & services of this hotel and to ensure every safety measure that this hotel would take to make the guest’s stay safe, enjoyable and memorable. 
1. Marketing Mix
Product
70.42% of hotel customers believe that the use of different technologies in service delivery would be necessary during the Covid-19 environment for minimizing human-to-human interaction such as contactless payments (Dragović et al., 2018). Go Contactless/Touch-less is the newly proposed service, which drives the guests to experience a contactless room and reception service. Covid-19 outbreak accelerates and penetrated robotics and AI technology into the respective industry (Jiang and Wen, 2020). Considering this trend leads Gilpin Hotel to introduce scan QR Codes to retrieve menu, contactless check-in, touch-less payments, in-app ordering and mobile-room keys (Rahimizhian and Irani, 2020). 
Place
This service is to be launched at the hotel's premises. Satisfied customers are advantageous for a service provider (Wang et al., 2021). For satisfying the customers, some services like bars, clubs, restaurants, lounges, terraces, and other crowd-associated areas must be following restrictions of limited space availability. These services are getting introduced on the app, website and other platforms run and operated by this hotel. 
Price
A value-based pricing strategy is to be applied by this hotel. This strategy is the combination of understanding the level of productivity and motivation (Liozuet al., 2012). This strategy applies an approach, which the price of products must reflect the values to the consumers instead of the actual cost of production with a margin (Garner et al., 2018). Thus, this hotel must apply this strategy and let the guests pay the price or cost of the products and services as what they find the worth of that product/service.
Promotion
Go Contactless and Touch-less Service is to be promoted by using different channels such as offline and online, for example, over social media networks, this service is to be promoted to not only attract the customers but to ensure them their 100% safety. Contactless technologies can help determine the quality of marketing, branding and service (Gursoy and Chi, 2020).Gilpin must offer its guests and visitors taking virtual tours of their hotel, which would attract the old and new guests visiting this hotel. This hotel needs to use fresh, creative and interesting with safe-sound content to ensure the customers for both refreshment and safety. 
2. The Marketing Environment
Micro-SWOT
	Strengths
· Gilpin’s Market reputation helps it hold a large and strong customer base
· A productive and lasting relationship with its suppliers and loyal guests
· Amenities, facilities, services and features, this hotel is having worth enough to attract customers
· Its location gives a soothing feeling to the customers being fond of adventurous tour
	Weaknesses
· Limited presence across the world, and even in the UK as well imposing a weakened impression on the new customers
· Price of services and products as per its location seems comparatively higher than any other hotel with the same location
· Less flexible and adaptive towards technological trends

	Opportunities
· Pricing is an opportunity to attract customers, wherein, VBP would be a key to success during Covid-19
· Sustainability related promotions can also be done under the coverage of safety, healthy & hygienic aspects
· Go Contactless Service can help Gilpin Hotel overcome its weakness related to technology
	Threats
· Competition is taken into account via the average price of competitors (Sánchez-Pérez et al., 2020)
· The competition among the International Groups of the UK Hotels is fierce (Gheribi, 2018)
· Acts of God, pandemics like situations and political instability can hamper this hotel's service
· Consumer’s perception about service


Table 1: SWOT
3. The Marketing Environment
PESTLE
	Aspects
	Considerations

	Political
	The political storms of the UK drive the British hotel industry stronger and more productively, which means this industry receives huge support and backup from the political environment of the UK. Thus, Gilpin Hotel can also continue for experiencing steady growth and keep it's supply-flow being driven by the stability of the UK political environment.

	Economic
	In 2019, this sector contributed approx £59.3 billion in Gross Value Added to the UK economy (Hutton and Foley, 2021), approx 30% of the overall UK economic input. Currently, this industry is seen high-take of the UK Government business support schemes such as business loans and CJRS (Corona-Virus Job Retention Scheme). Hence, these data boost Gilpin Hotel successfully introducing the service in the market, wherein, the hotel can take financial support from various schemes introduced by the UK Government. 

	Social
	Currently, tourism culture gets transformed after getting hit by Covid-19, nowadays, guests follow the culture of safety instead of enjoyment only and their tendency of availing services within a low budget has become a trend in the hotel sector. Currently, guests prefer reading the reviews and feedbacks online, and then the selection of hotel is done. All these aspects seem a lesson for GilpinHotel that before introducing the service, online reviews of consumers regarding contactless is thoroughly readout. 

	Technological
	Social media networks are significant tools for acquiring and retaining hotel guests (Jung et al., 2018). The respective industry of the UK applies different marketing strategies, use effective online tools such as social media for promoting services and products to attract a huge number of customers. Technological trends such as Twitter, LinkedIn, Facebook Post, and others are highly effective in attracting customers, which appeal to Gilpin to promote its Go Contactless Service. 

	Legal
	Innkeeper laws are followed in the respective industry that ensures the safety and welfare safety of guests including their properties. This law needs to be posted inside the door of each guest room regarding the hotel. Trust-in Menu laws must be followed by the hotel industry of the UK for being honest regarding the good calorie of food with nutritional ingredients. All these aspects positively drive Gilpin Hotel to impose a good impression on the UK customers. 

	Environmental
	Safety, hygiene and health are the major concern that the UK Hotel industry takes into account due to Covid-19. All these considerations support the proposed service of this hotel, which itself aims to promote contactless or touch-less services with payments maintaining the safety concerns of the customers


Table 2: PESTLE

Creating customer value and engagement:
Creating Customers value and engagement is crucial part for the company especially for the hotel industry. The organisation requires to find out, either customer is getting actual need they wanted versus the current service the organisation offering. Therefore, it is essential to understand marketplace and customers need and their expectation. The strategies to be made customer driven and to conduct integrated marketing programme that deliver superior value to the customers. Organisation can be built profitable relationship and create customers delight. For example, Regular feedback can be taken with the customers directly about their experience. Also, the online reviews for their feedback on the social media, google review, trip adviser etc.The marketing on the social media, like factbook, Instagram, Tok-tok  can be made.  The allocation of customer relation manager in the hotel industry will also identified the need of customer who are visited in the hotel. The warm welcome and asking the question about their stay, identifyingwhat they like and what is their actual expectation will be helpful for the customer engagement. This creates the atmosphere of comfort and their value for customers. Hence, leads the customers engagement.
Effective use of Digital marketing 
This is the global and digital era and can be considered as the one of the great opportunities to advertise and promote the business. As the nature of the business, in the hotel industry, this requires getting promote worldwide. People can review the about the destination and place for staying. The social media advertisement, example Facebook marketing, creating website and full discerption about organisation including promotion and offers will help the customers attraction.
Customers rely on the internet for the favourite place, From a nearby coffee shop   to a hotel mile away from their current location. Therefore, to set those information digitally extremely essential. To find a hotel at any location, the very first thing to do is search ‘Hotels  price range, Guest review and its website. Therefore these 3 factors to be effetely available in the website.  
Email and video constantly effective ways to marketing, in the hospitality industry. Search engine optimisation, video advertisement, network marketing is the way of effective digital marketing. The use of UpToDate latest digital technology will create an atmosphere effective communication to all customers around the globe. Hence to use digital technology are crucially important. 





Conclusion
After analysing the overall scenario, it can be concluded that the respective marketing plan may not target the audience, who find it difficult and complex with the use of technology. Hence, the major challenge of this marketing plan is to target guests of every age, specifically the elder people, who find resistance to using and availing technologically driven service. Furthermore, it is found that maintenance costs of the services may bring further challenges to the financial stability of this hotel. However, some recommendations are provided to the respective hotel, for instance, promotions on offline media and channels can also be carried out to target every customer worldwide. 
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