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Quick recovery through sales is the only option in front of the management from the hospitality industry in order to recover from the losses of the global pandemic (Benson, 2020). This is why new marketing plans with aggressive approaches are to be formulated to attain more consumers and gain competitive advantages.
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1. Greater Usages of Digital Channels: The management of Gilpin Hotel and Lake House has the weakest presence on digital channels. This is certainly harming the potential of the business (Hao, Xiao and Chon, 2020). The organisation must design the recovery marketing plan surrounding digital media like social media and electronic print media. 
2. Designing Specified Packages: Consumers from the hospitality industry prefer to have specified packages. Wedding and corporate event packages can be designed by the marketing managers of Gilpin Hotel and Lake House in order to attract more visitors. Likewise, the Lake House is a perfect vacation place for individuals. This opportunity should be maximised through making individual offers like discounts, lower rates or complementary services (TELLIOGLU, 2021).
3. Taking the Direct Marketing Approach: Direct marketing can be a medium to directly approaching individuals. Through email, text or phone marketing, potential consumers can be reached and influenced to take the services (Trinh, 2021).
4. Focusing on Affiliation: Affiliate marketing approach should also be taken into consideration by the management of Gilpin Hotel and Lake House. Credit card holders, premium users of the telcos, members of different clubs can be given special offers (Jain, 2020).
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Gilpin Hotel and Lake House is a hotel service from the UK. The organisation has both hotel services and private lake house rent services available. Gilpin Hotel and Lake House is a service based organisation. The products of the organisation includes the room rent for staying, conference and public events, private event arrangements like birthday and wedding, spa, bars and dining. It is being seen that the organisation offers an array of services to the potential targeted consumers. This report will consider the post-covid marketing plan for the hotel through assessing the internal and external industry scenario.
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Marketing mixes are being used by the marketing managers to understand the industry situations and to set marketing strategies. Through detailed analysis of the competitor and the industry, the marketing mix is to be set by the managers (Cathonic, 2021). The marketing mix is being applied below for Gilpin Hotel and Lake House:
Product: The product for the service based organisation is the service they offer to the consumers. Gilpin Hotel and Lake House is a service based organisation. The products of the organisation includes the room rent for staying, conference and public events, private event arrangements like birthday and wedding, spa, bars and dining (Tensils, 2018). It is being seen that the organisation offers an array of services to the potential targeted consumers.
Place: From where the service is being provided is known as the place. Gilpin Hotel and Lake House operate through two of its establishments. The Gilpin Hotel is a place that offers hotel services and other event arrangement facilities. The Gilpin Lake House is a mile away from the hotel and is more of a private place for the visitors. This Lake House is perfectly designed for accomodation of 12 to 15 people and more focused on private vacation.
Price: Gilpin Hotel and Lake House has placed itself as luxury hotel services. However, the organisation believes in the experiences of the consumers within affordability. The core targeted consumers are the upper middle class and thus prices per night starts from £275 (Polard, 2019). 
Promotion: For promotions, the organisation still relies on the print media and word of mouth. Advertisements are being printed in magazines and newspapers. Even though there are social media pages, the organisation is not much active in these digital platforms.
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It is essential for the businesses to understand the internal strengths and weaknesses. This will enable the management of the organisation to make effective usages of the opportunities through mitigating the threats. Such an internal scenario of the business can be known through SWOT analysis (Veren, 2021).
Identifying the Strengths:
· The ambience and attractiveness of the properties are core strengths of Gilpin Hotel and Lake House. The rooms and other places are well decorated. Besides, the lake house ensures that the visitors are getting the opportunity to spend their leisure time in comfort.
· Pricing strategy is a mentionable strength for the organisation. Even though luxury and modern services are being offered by the organisation, the prices have been kept moderate considering the economic conditions of the targeted consumers (Lovour, 2020). 
· A well designed and interactive website is being used as sales channel by the marketing managers. The visitors get the initial impression from the website.
· Well trained human resources are one of the key and mention worthy strengths for the organisation. Every employee and staff has training from reputed institutions (Sergio, 2020).
Identifying the Weaknesses:
· The management of the organisation has a poor presence in social media. In this era of digital marketing, an integrated approach is really essential. As the organisation is missing the approach, this can easily be considered as its core weakness.
· The organisation does not have trained employees on health and safety measurements. This will cause hamper in onboarding visitors after the global pandemic.
Identifying the Opportunities:
· The economy of the UK is reopening after the effects of global pandemic. This is the perfect opportunity for the organisation to influence the visitors to visit the place.
· As the government has permitted outdoor events, people will start to hold different public and private events at the venues. Inviting people to organise wedding or corporate events at the Gilpin Hotel or at Gilpin Lake House is the perfect opportunity to accelerate the pace of operations and to recover losses (Denson, 2019).
Identification of Threats:
· Even though Gilpin Hotel and Lake House have aesthetic views and services of its hotel, the organisation still has the threat to lose a large number of visitors due to lack of digital marketing. The global pandemic has proved to businesses the importance of digital marketing. Now, if the management of the organisation does not take urgent steps, it is bound to lose customers to other competitors.
· The pricing strategy of Gilpin Hotel and Lake House is praiseworthy. However, there still is a risk of not being able to attract visitors. The consumers are still cautious of spending as the threat of resurging coronavirus cases is still there. Thus, the consumers may not be interested in spending much after luxurious hospitality services.
Integrating Marketing Strategies with the Micro Factors: The management of Gilpin Hotel and Lake House has immense possibilities in attracting more visitors by using the digital channel. This is the perfect time for the business to take the initiative (Russvelt, 2020). Even though the organisation has the biggest weakness here, there are opportunities that are to be taken into consideration too. The aesthetic and services of the place can be promoted to influence the potential consumers.
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Understanding the overall industry is essential for the business managers. There are external factors that affect the businesses of the entire industry. In order to gain competitive advantages and sustain in the complex business scenario, the management of the organisation must conduct external environmental analysis.
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Political Factors: The political factors are associated with the government of a country alongside the political parties and situations. Politically, the government of the UK is supportive towards the businesses. The government has announced covid recovery facilities like reduction in tax rates, loans at lower interest and others to facilitate the growth of the businesses (Davidson, 2019).
Economic Factors: The initiatives of the government are also assisting in recovering the economy of the country. As a result, people have started to spend money on products and services. This is making positive impacts in the hospitality industry of the country.
Social Factors: People from Britain are well known for their interest in travelling. This social behaviour is a positive factor for the businesses like Gilpin Hotel and Lake House. The internal visitors can be invited through promotions to visit the hotel and lake house (Wilson, 2018).
Technological Factors: The technological factors are assisting the businesses positively. The management of Gilpin Hotel and Lake House is already using technologies in room or venue booking to ensure security and modern facilities at the hotel and house. Besides, the consumers of the UK are also technologically sound.
Environmental Factors: The management of the organisation has tried to develop modern hotels and houses by maintaining environmental balances. Besides, no harmful acts are being taken by them that can disrupt the balance (Denson, 2019).
Legal Factors: The management of Gilpin Hotel and Lake House maintains the legal requirements too. The hotel regulations and operations have been designed by maintaining the given regulations of the government and its authorities.
Integrating Marketing Strategies with the Micro Factors: The management of Gilpin Hotel and Lake House has the opportunity to recover from the losses using the incentives provided by the government of the country. However, this incentive will be given to all other businesses and thus they will have the same ground too (Veren, 2021). The management of Gilpin Hotel and Lake House must take additional steps in order to gain the competitive advantages. Digital marketing should be taken into serious consideration. Social media marketing should be prioritised as people are much active on these media. Regular visual and static contents can be posted and boosted to grab the attention of the potential visitors. Besides, offers can be made like discounts or packages to influence them more in taking the services.
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The customer value is being created through servicescapes. The organisation tries to add value through offering services and benefits. The products of the organisation includes the room rent for staying, conference and public events, private event arrangements like birthday and wedding, spa, bars and dining (Polard, 2019). It is being seen that the organisation offers an array of services to the potential targeted consumers.
[bookmark: _Toc88405601]Engagement through Digital Marketing
Even though there are social media pages, the organisation is not much active in these digital platforms. The management of Gilpin Hotel and Lake House has immense possibilities in attracting more visitors by using the digital channel. This is the perfect time for the business to take the initiative (Cathonic, 2021). Even though the organisation has the biggest weakness here, there are opportunities that are to be taken into consideration too. The aesthetic and services of the place can be promoted to influence the potential consumers.
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The management of Gilpin Hotel and Lake House has the opportunity to recover from the losses using the incentives provided by the government of the country. However, this incentive will be given to all other businesses and thus they will have the same ground too. The management of Gilpin Hotel and Lake House must take additional steps in order to gain the competitive advantages. Digital marketing should be taken into serious consideration. Social media marketing should be prioritised as people are much active on these media. Regular visual and static contents can be posted and boosted to grab the attention of the potential visitors. Besides, offers can be made like discounts or packages to influence them more in taking the services.
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