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Introduction

Creating an effective marketing strategy is the starting point for attracting new clients. The Longueville Manor is regarded as one of Jersey's best hotels. The hotel was founded in 1948 by Neal Lewis and his wife. The hotel is now headed by his son, who bought the property when his father sold it. There are 30 beautifully appointed rooms and suites at this Relais & Châteaux hotel network. In the midst of the epidemic, Longueville Manor encountered challenges similar to those of any other hotel. In the past few years, the government has removed travel restrictions, which has allowed the Longueville Manor team to focus on improving sales through marketing initiatives. Longueville Manor hotel's marketing strategy is outlined here, including plans for implementing it in Britain. By creating value for consumers and utilizing resources effectively, the marketing plan seeks to create a loyal customer base. A hotel's primary goods and services are rooms, services, and amenities. It is mostly through social media that Longueville Manor's clients find out about it. A micro and macro analysis of the hotel environment is also included in the report.
[bookmark: _Toc88474921]Marketing Mix

Any marketing strategy must include in this marketing mix. Before establishing a marketing plan, it is crucial to analyze the hotel's marketing mix. The analysis enables one to grasp the offering and identify opportunities for improvement.
Product – Longueville Manor's wide range of services and products makes it a luxury hotel. A high priority is placed on providing individualized service. Attractions at this hotel include spa packages, yoga classes, and gourmet meals. The hotel is also surrounded by wildlife and nature. Restaurants and event venues are also available at the premium hotel (Ferry Bastian, Setiawan & Armanu et al., 2019). Additionally, guests may enjoy forest rides where they can view and appreciate the animals. As well as the unique meals, room service, luxurious rooms and swimming pools, there are many other amenities.


[image: ]Price –Located in the heart of Orange County, the Longueville Manor is a Relais & Chateaux hotel. The hotel charges a premium for its goods and services. Along with that in some cases, the pricing of hotel rooms and other services at Longueville Manor depends on the anticipated demand. During different seasons, hotel rivalry, demand, as well as perks are taken into consideration when determining the hotel's prices.
Place –A specific demographic is catered to by Longueville Manor. Websites are used as marketing tools by the hotel. While still being attractive and easy-to-use, the website is also well-organized and user-friendly (Cunningham, Daoud & Baimbridge et al., 2013). Booking accommodations can be done directly on the website.
Promotion –Longueville Manor is an exclusive luxury hotel with a lot of recurring business. Due to this, email marketing is a vital tool for marketing (Ferry Bastian, Setiawan &Armanu et al., 2019). Sending personalized emails and messages, offering special offers to repeat clients, and advertising in periodicals are among the Longueville Manor's principal promotional techniques.
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The Marketing Environment (SWOT Analysis)

Developing a marketing strategy is made easier by conducting a SWOT analysis. In this application, Longueville Manor's marketing efforts can be understood in the context of micro environmental aspects (GONTARCZYK, STEFANIUK & ZELKOWSKI, 2015).
	Strength:
>Longueville Manor's greatest advantage is its geographical location. The woods and quiet locations are what makes it so popular.
>The company employs experienced staff members who are well-trained.
>The Longueville Manor's well-designed web page and brand reputation are also notable.
	Weakness:
>In spite of its attractive appearance, the website is not mobile-friendly.
>Potential customers are less likely to reach out to you when there is little social media marketing.


	
Opportunities:
>This loosened travel restriction will be beneficial to the Longueville Manor.
>Using social media marketing or social media influencers to promote the offering is one way the Longueville Manor might promote their offerings.

	
Threats:
> Unpredictability of the pandemic.
>Climate change is unpredictable (take the heat wave of 2021).
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The followings are the factors of PESTEL analysis-
Political: Britain's political landscape is largely stable. Many of this year's movements in Jersey were sparked by the Brexit. A short time later, it was tense. In contrast, tourists were lured to Jersey by this issue.
Economic: In Jersey, the economy is stable. In 2016, Jersey reported revenue from tourism. The fauna and islands played a major role (Cunningham, Daoud & Baimbridge et al., 2013). In addition, as was the case with other industries, tourism was gravely affected by the epidemic. The British and Jerseyn economies are rebounding.
[image: Chart: UK hotels: No light at the end of the coronavirus tunnel | Statista]
Social: Recent years have seen an influx of refugees in Britain. London was affected, among other major cities. This, however, has had some social repercussions in Jersey (Lahtinen, Dietrich & Rundle-Thiele, 2020). However, luxury hotels like Longueville Manor can hardly take advantage of their presence now that they are part of the workforce.
Technological: Digital media and technology have resulted in significant changes in the tourism industry. Social media is used more to make plans for vacation than to research, and user reviews have a powerful impact on businesses and travel destinations (Abdeldjebar, 2017). Jersey has a good reputation as a social destination. A significant threat to premium hotel services is posed by the increasing popularity of the sharing economy.
Environmental: In addition to consumer demand for green items, resorts and hotels are also likely to offer more environmentally friendly products.
Legal: The tourism policy had not been changed significantly before the epidemic. Jersey requires all travelers to have a valid vaccination record before they travel (Cunningham, Daoud & Baimbridge et al., 2013). As of September, 2021, those who are partially vaccinated can travel without restrictions.
[bookmark: _Toc88474924]Creating Customer Value & Engagement
Luxury hotels may struggle to attract and retain customers during a pandemic, but Longueville Manor will undoubtedly succeed in attracting new guests and retaining existing ones with a dynamic value proposition. The Longueville Manor hotel targets two groups of consumers: the local population and tourists from outside the UK. It is still likely that locals will still need to have weddings, anniversaries, and corporate meetings held in hotels despite the fact that they won't be staying in hotel rooms.
•	Extensive Use of visual elements in the website: The website already features a number of captivating photographs of the Longueville Manor and its surroundings. The hotel could however, include images of its efforts after the pandemic, such as room service workers sanitizing rooms, changes made to dining areas, and snaps of gift baskets addressed to guests (Jaakkola & Aarikka-Stenroos, 2019). Furthermore, a greater number of images of the Longueville Manor's wildlife and breathtaking scenery should be included.
•	Inclusion of new activities: Guests should be able to enjoy the natural surroundings of the Longueville Manor by participating in the existing "adventure gateway" concept (Lahtinen, Dietrich & Rundle-Thiele, 2020). The addition of bonfire nights or similar events can help draw in younger visitors.
•	Email Marketing: Alternatively, a visitor can email prior guests with the changes and an invitation to return in the spring.
•	Survey: It would be beneficial to conduct a survey to better understand client satisfaction and demand. Sending an email to visitors and community members is one option for the Longueville Manor's marketing team (Jaakkola & Aarikka-Stenroos, 2019). The website can also be expanded to include a new section where everyone can provide feedback and help with the survey.
[bookmark: _Toc88474925]Effective Use of digital Marketing
Influencer marketing: The marketing departments of luxury hotels may find this idea useful. Influencers do their business on social media, where luxury travelers are quite active (Keiningham, Aksoy & Cadet, 2017). The benefit is obvious, though only a few luxury hotel marketing teams take advantage of it.
Search Engine Optimization: By utilizing search engine optimization (SEO), the hotel will be able to gain higher rankings and get greater exposure worldwide. It will be emphasized that local SEO is very important, and a Google Map will be used for business identification.
Personalized Approach: Keep loyal customers by sending personalized emails. With the help of a clever website customization engine, a hotel can collect new or existing data from its customers and track their activities whenever they visit (Frow, Reisman & Payne, 2015). The customer's name may be remembered or previous booking dates could be entered based on previous reservations, which enables highly tailored experiences on repeated visits. Those who are members of a loyalty program can also benefit from being automatically updated on their status or eligibility issues.
Mobile-friendly website: Majority of luxury resorts and hotels overlook the importance of websites that precisely fit small screens (Nenonen & Storbacka, 2018). The design of Longueville Manor's website can be updated to make it more responsive.
[bookmark: _Toc88474926]Conclusion 

The economy is still recovering, and more and more people are struggling to adjust to the "new normal" following the flu epidemic. Longueville Manor faces challenges in attracting new patrons, but on the plus side, people have been deprived of nature, travel, and adventure, all of which Longueville Manor can offer. A marketing plan can increase the Longueville Manor's client base and improve the hotel's stay with the help of new customers.
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             Opportunities:  Loosened travel  restriction.  Social media  marketing or  social media  influencers to  promote the  offering . Threats: • Unpredictability of  the pandemic. • Climate change is  unpredictable.
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             PESTLE A NALYSIS  Political:  Britain's political landscape is largely stable. Many of  this year's movements in Jersey were sparked by the  Brexit .  Economic:  In Jersey, the economy is stable. In 2016, Jersey  reported revenue from tourism.  Social:  the hotel has had some social repercussions in Jersey.  Technological:  Digital media and technology have resulted in  significant changes in the tourism industry( Lahtinen , Dietrich &  Rundle - Thiele, 2020). Social media is used more to make plans for  vacation than previous time.  Environmental:  In addition to consumer demand for green  items, resorts and hotels are also likely to offer more  environmentally friendly products.  Legal:  The tourism policy had not been changed significantly  before the epidemic.
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                  E FFECTIVE U SE OF DIGITAL M ARKETING  Influencer marketing.  Search Engine Optimization.  Personalized Approach.  Mobile - friendly website ( Nenonen &  Storbacka ,  2018).   
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