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	Introduction

    The purpose of this paper is to design a marketing plan for the Mallory Court Country House Hotel and Spa, a member of the Relais and Chateaux hotel chain. It is located in Leamington Spa, England. 
    The tourism and hospitality businesses have been hit hard by the Covid-19 pandemic, with fewer tourists, frequent changes in travel regulations, lockdowns, and financial problems (Demir et al., 2021). Also, staff shortage in the field has become a more pronounced problem, and some companies became unavailable for an indefinite period (Kim, Lockwood and Williams, 2019).
    Considering the improvement of the present circumstances, this plan will propose some strategies for Mallory Court to be a tourist attraction.
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1. Marketing Mix  



Product – Mallory Court is a Lutyen style, English country house that promises luxurious comfort and high-quality services. The various rooms, keeping a tasteful old-fashioned style, ensure high accommodation conditions. Customers have at their disposal selective dinning, spas with high quality products, thermal pools and relaxing gardens.




Price - If a customer finds the same booking for Mallory Court on another vendor website at a lower price, within 24 hours after reservation being confirmed, the company promises to apply that rate for client’s reservation. The client just needs to take a screenshot on that page and send it to the hotel’s reservation team, along with the personal information required (Mallory Court, 2021).




Place – Mallory Court is close to notable locations like Warwick castle and Stratford-upon-Avon – William Shakespeare’s birthplace.  Therefore, it is accessible and by its own status, it can attract more customers among those interested in history.




Promotion – The Relais and Chateaux loyalty program contributes to the company's success, by creating exclusive experiences for its members.
To join the membership, people must be willing to pay a special, regular price, which means loyalty. People remain committed to the products / services they are happy with and want as part of their lifestyle (Mittal and Kamakura, 2001).
To these are added gift vouchers, special Christmas and New Year's package.




213 words














2. The Marketing Environment (Micro-SWOT) 



Strenghts

        Mallory Court relies on the popular brand name of Relais and Chateaux, recognized for its dedication to quality and variety of services and reflected in the four Red Stars awarded from AA. The unique, historical style makes it stand out from the other accommodations by creating a different atmosphere. 
        Regarding the safety of customers during a pandemic, the hotel confirms the accreditation of sanitation and disinfection operations, planned according to official medical guidelines, and recognized by international health organizations (Mallory Court, 2021).

            
             
Weaknesses

           The dedication to a high budget segment of customers can be identified as a weakness because it is not affordable for every person, so it may result in some losses, especially in times of economic instability (Yang, Zhang and Mattila, 2015). 

Opportunities

           Mallory Court is available to host private events like weddings, conferences, or business meetings. This opens an opportunity for more people to encounter the venue’s services, make contact with the surroundings through direct experience and release personal judgements. 


Threats

       Being in a popular area with many tourist attractions, the competition represented by other hotel companies nearby can lead to fewer guests (Napierała, Birdir, 2020). Moreover, considering the variety of customers, then the prices and promotion of the competitors, facilities, and the type of accommodation they offer (such as low budget), Mallory Court may suffer losses.
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3. The Marketing environment (Macro) PESTEL 


Political – A travel ban and the government’s control over taxes can decline the contribution brought by the tourism companies to the country's economy, and implicitly it can trigger more problems for businesses -losing contracts with suppliers, staff shortage (Türkcan, Erkuş-Öztürk, 2019). 
 
Economic – The hotel industry is one of most susceptible to economic changes. Factors like unemployment rates, travel conditions, job growth influences its availability (Kim, Kim, 2015). Furthermore, their own financial resources are under threat, considering the payment of employees and lack of profit.
 
Social – Factors such as lifestyle, consumer demographics, culture, willingness to pay for leisure activities influence the stability of the hospitality industry. But also, due to pandemic, they may have they may be reluctant to engage in social interactions (Zhang, Choi and Akhmedov, 2021).
 
Technological - Many of the hotel operations have been made easy and more accessible due to technological innovations (Hua et al., 2020). On the other hand, travel websites cause hotels to remain competitive. Incidents can be reported by anyone in a very short time on social media.
 
Environmental – Climate and local weather can play a crucial role when planning a trip. Thus, in certain seasons, the hotel may have different degrees of occupancy and attendance, and prices may differ (Day et al., 2013).
 
Legal - Although each country has its own laws and many of them influence every branch’s activity, there are several universal regulations in the hotel industry such as innkeeper laws, truth-in-menu laws, furniture fire safety.
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4. Creating Customer Value & Engagement 


            The Internet has developed by creating various digital platforms to give the customer the opportunity to freely express their experiences and views. The interactive nature of social networks by involving consumers in discussions has generated an interest in manufacturers of goods and services to know and serve better the customer, satisfying their needs (Sashi, 2012).
           The Mallory Court team is dedicated to providing the best customer experience. A page on the official website is available for visitors' suggestions and reviews, so the management staff evaluate them and do their best to improve even the smallest details. 
            At the end of the accommodation, an invitation can be sent to the client by e-mail to say in a few words about the experience at Mallory Court, along with buttons to share the review on public social media pages or bookings. Thus, the hotel will get more benefits from its online visibility (Neirotti, Raguseo and Paolucci, 2016)
            Also, the creation of an active digital community (by sharing fun photos from venue, random thoughts, and short stories), consisting of hotel staff and visitors, can generate a family spirit. This will be attractive and may spark interest to new potential customers. Moreover, guests will be touched by this atmosphere, and they will be open for other future accommodation at Mallory.


215 words





























5. Effective Use of digital Marketing 

         The digital market is flourishing due to the advancement of technology and the evolution of artificial intelligence. People have started to travel more in the last decade, given that all the information is found on the internet, tickets can be bought in a brief time, and hotel reservations are available for a wide variety of budgets (Diffley, McCole, 2019).
         One third of the time people spend on the internet is on social media, opening a vast field of opportunities for the hotel to appear to the public, through advertisements, images and offers (Hennig-Thurau et al., 2010). Creating communities on social media networks, posting regular multimedia items, organizing regular giveaways, and broadcasting live events from the hotel will constantly bring novelty to the viewer and may gain their interest.
         Mallory's official website offers an email subscription to a newsletter to keep up to date with the latest offers and information from the company. Also, there is a blog with more information behind the scenes of Mallory Court’s activity and portfolio. 
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Conclusion 


Mallory Court is a hospitality company that stands out for its excellence, refinement, and elegance. Caring for the needs and desires of the client will increase its popularity, becoming a favorite destination for an unforgettable holiday. Keeping up with technology is vital to reaching as many potential customers as possible. Keeping serving guests at high standards will increase the chances that they will generate positive reviews, and the brand's reputation will gain trust and a favorable image among the public. Also, financial flexibility can play a key role in attracting them, considering the effects of the pandemic on society. Competition can be overcome if the goal of quality and development is maintained, and advertising is regularly invested.
The hotel industry is shaped by socio-political changes, it is influenced by new challenges, but nevertheless, its potential lies in its own strengths and opportunities that it must value to thrive.
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PowerPoint Presentation – Mallory Court Marketing Plan
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MALLORY COURT — SWOT ANALYSIS

Strengths:
« Popular brand

« Unique, historical style of location
* Quality and variety of services

Weaknesses
« Dedicated to high budget segment
of custormers

Opporturities:
« Opened for wedding hosting, conferences and
business meetings

Threats:
« Other hotels around the compary
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MALLORY COl STANDING OUT THROUGH EXCELLENCE

= Dedicated to provide the best customer experience

= Opened website with information and reviews

W |

= Active on social media and own blog

= Prioritizing sanitation and cleaning
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CONCLUSION

= Excellence, refinement and elegance
= Care for customer's needs and desires
= Keeping up with technology

= Financial flexibility
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One of the Relais & Chateaux collection of
luxury accommodations

Leamington Spa, Warwickshire County, England,
A SHORT Uniced Kingdom

VIEW ON THE Lutyen style, English country house

COM PANY Select dinings, Spa treatments, Hydrothermal

pools, beautiful gardens

Historical attractions around it:Warwick Castle
&Stratford-upon-Avon —William Shakespeare’s
birthplace
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