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Relais & Chateaux is an organization of premium hotels and restaurants that are owned and run by separate owners (Masse, 1998). It has more than 500 properties in 60 countries. What distinguishes Relais & Chateaux hotels from regular hotel chains is that for the most part, they are historic monuments such as castles, manor houses or townhouses that are situated in lovely locations and that serve great haute cuisine to accompany them. The chosen hotel is one of the finest country houses in Buckinghamshire, the Hartwell House Hotel, Restaurant & Spa.It is situated at just 64 kilometres northwest of London (Hartwell-house.com, 2021). The purpose of this marketing plan is to attract customers to Hartwell House after the pandemic. This plan will address the alternated consumer perception to formulate future fit strategies.  
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Product –  Hartwell House not only offers an exemplary country house experience but also provides world class dining experience. However, Breakfast, lunch, and supper are now being served in all of the dining rooms at Hartwell House in order to comply with social distancing policies and regulations. There are also spa facilities for its guests with experienced therapists. What overpowers all these is the historic value and the scenic beauty of the whole place (Jackson-Stops,1990).

Price - The regular room price in Hartwell Hotel starts from around 300 USD. The Buckinghamshire area has many hotels but less serving in the same category as Hartwell which is luxury. Competitors in the same category mostly follow forecasting based pricing. That's why Hartwell will follow occupancy based dynamic pricing.

Place – In this age, consumers are mostly made aware of product offerings through digital channels (De Pelsmacker et al., 2018). Hartwell Hotel’s website is already well furnished. But what should be changed is its’ appearance in the Relais & Chateaux website. There will be more dynamic contents on Hartwell. Hartwell is already listed in various hotel booking intermediaries. However, building the hotel’s social media presence will be prioritised.

Promotion – As mentioned earlier, building the hotel’s dedicated social media presence is a key activity in the new marketing plan (Hristoforova et al., 2019). The contents will be focused on the alignment of the offerings with the new normal. The objective is to make the consumers feel secure and still focus on a catered experience for them. There will be email marketing as well through newsletter and ongoing offers.
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Strength: The biggest strength of Hartwell Hotel is in its offerings. Guests have the choice of having an all in one escapade here. They provide a value for money service with a wonderfully catered experience for the guests. The marketing activities will also focus on this. The potential guests will be made aware of it through dynamic contents from the hotel’s dedicated social media handle. 
Weakness: The biggest weakness that can be seen in Hartwell Hotel is its high operational cost. However, according to the new marketing plan Hartwell Hotel will follow an occupancy based process thus reducing cost at several operational levels.
Opportunities: Many mid-range hotels in the UK as well as the Buckinghamshire area have closed their operation because of the pandemic (Küçük, 2021). This gives Hartwell Hotel the opportunity to grab a new customer base. Also the mindset shift of the customers toward a more secure residence will be a plus. Hartwell’s promotional activities will put focus on its high safety measures for potential customers.
Threats: Hartwell has to deal with consumers’ perception of high price points for their facilities. That’s why the promotional activities will make the customers aware of the value for money and totally unique experience.
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Political: The government has been extremely supportive to revive the tourism industry as it is considered as one of the key revenue generating sectors for the country (GOV.UK, 2021). However, certain safety measures are mandatory for everyone operating in the industry.   
Economic: As the economy revives itself from the pandemic ridden downturn, the overall spending ability of the customers has decreased. Thus, Hartwell Hotel is already offering certain discounts on their prices.
Social: The pandemic has shifted the customers’ mindset toward more safe and secure services. Many potential customers may be discouraged from travelling altogether. Hartwell Hotel is an absolute champion of safety measures in this regard and already complying accordingly to elevate the customers’ mindset. 
Technological: Even though Hartwell Hotel offers a classic experience, its overall operation is maintained by technology when effective. The hotel also needs to be more digitally engaged in its marketing efforts. 
Legal: Hartwell Hotel just like any other hotel has to comply with all regulatory changes just like it is doing right now regarding COVID-19 tackling protocol. They also have to consider issues like minimum wage, food quality etc.
Environmental: Tourism industry is one of the biggest polluters of the environment. However, as Hartwell Hotel’s target customers are conscious about environmental sustainability, it is a good opportunity to rebrand in that direction. Hartwell can use renewable energy, reduce use of plastic, enhance sustainable water consumption where possible (Bruns-Smith, 2015). 
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Knowing customers with relevant surveys: Independent surveys are a good way to know what potential customers want from the hospitality industry overall (Alghizzawi, 2019). Hartwell Hotel can also have guests fill up an experience sharing survey through which they can find out potential areas of improvements.
Creation of forum or community: Customer retention is an outstanding way of keeping any business sustainable in the long run. For Hartwell Hotel, operating in the hospitality industry is much more fruitions. Creating a community of people who have been a regular of Hartwell Hotel will be a masterstroke in this regard. 
Create agile offers: It is critical to look beyond the day-to-day when large-scale events influence your audience; doing so demonstrates to clients that you are actually concerned about their requirements. Hartwell Hotel can offer exclusive and surprising offers to the customers in this regard.
Add value throughout the customer journey: Taking the most holistic approach to client retention analyzes how to offer value across the whole customer journey, while also using personalisation to make the customer experience as simple as feasible (Radojevic et al., 2015). Hartwell Hotel can make it easier for the consumer to avail their services at all stages. Considering the economic downturn, Hartwell House is already offering some value added discounts for their customers.
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The one place Hartwell Hotel is lacking regarding communication is creating a consistent presence across relevant social media platforms. And in this age it is absolutely crucial to have a strong social media presence and promotion strategy. The most rewarding social media in case of customer awareness among younger audiences would be Instagram (Grotte, 2018). Instagram is a social media that can be used to utilize the scenic beauty of Hartwell Hotel. However, for creating awareness among older audiences Facebook will be relevant as well. In case of previous customers, email marketing can be used to let them know about upcoming offers and unique events. So, understanding the target audience and creating relevant promotional contents in this regard is a must do. The dedicated website page for Hartwell House in Relais & Chateaux website has to be reorganized and be more user friendly to navigate (Kriechbaumer and Christodoulidou, 2014).
A low-cost strategy to build a more loyal connection with your clients is to make better use of your existing channels of communication. A catered strategy focusing on the right audience in the right channel will be extremely beneficial for Hartwell Hotel.
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Hartwell House Hotel, Restaurant & Spa, a member of the hospitality giant Relais & Chateaux is currently in the revival phase as the whole hospitality industry from the effect of the pandemic. Tourism is starting to take off once again but the consumer perception has changed. Their concern about safety and health is more than ever and this is both an opportunity and a threat for Hartwell House. Hartwell’s competitors in the Buckinghamshire area are still setting competitor based pricing that’s why Hartwell House will move forward with forecasting based and occupancy based dynamic pricing (Buhalis et al., 2018). As Hartwell House is an exemplary case of providing unique and catered experience to its consumers, communicating their effort is the biggest concern right now. So, Hartwell House has to shift its marketing focus towards digital and social communication channels to make existing customers remind and potential customers aware of their redefined health focus to tackle COVID-19 and still keep providing value added service.
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