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	Introduction


Market essentials comprise demand, business cycles, supply, market segmentation, competition, promotion, sales process, social responsibility, price strategy, public relation and human resources. Market plays a mechanism role in business development because the market has the ability to classify a business through perfect and imperfect competition. Apart from that, the concept of market essentials deals with services or goods that assist a business to reach success. During this pandemic situation market essentials specified the changing situation of the business environment. Henceforth, market essentials include services or goods, sellers, global market and buyers. Market essentials have the capability to transform a business.
Background of the hotel
In this study, the hotel under Relais & Chateaux, The Little Nell has been considered in order to analyse a clear market plan. The Little Nell is defined as the destination for all the seasons and it is the only ski-in/out five-star hotel in Aspen. The main mission of the hotel is to provide variety of amenities that includes ski waxing, boot dryers, equipment storage and ski-tuning (Thelittlenell, 2021). The main aim of this study is to develop a clear marketing plan for the significant hotel in order to understand the firm’s business strategy to produce their products and services. Moreover, with the help of the marketing plan, the higher authority of The Little Nell will try to enhance their existing hospitality operations by regulating consumer satisfactions.


















































	
1. Marketing Mix  
Marketing mix is described as the marketing mixture that is required for making a better marketing plan for an organization. However, as per the view of Bacik et al. (2019), there are 4 P's of marketing such as place, promotion, product and price. The Little Nell, which is based in the United Kingdom, is applying a marketing mix that may be beneficial for the growth of the company (Thelittlenell, 2021). The marketing mix of The Yarrow Hotel is described below:
Product
Product is one of the most useful Ps of marketing as it is the only thing that can meet the requirements of the customers. Moreover, The Yarrow Hotel provides service to only the people of the UK as the hotel is based in the UK. Hence, the company may include various other products in conjunction with the existing service of the company. 
Price
Price is described as the second most important thing in the marketing mix (Bacik et al. 2019). However, as the Yarrow Hotel operates in an elite society, price is the least important factor in that area. Henceforth, pricing strategy like forecasting-based pricing may be beneficial for the growth of The Yarrow Hotel in the future scenario
Place
The Yarrow Hotel provides service both online and also in offline channels. Moreover, the company also has various franchises that can also influence organizational growth. However, including the digital marketing channels may benefit the company for better placing of the products (Peter and Dalla Vecchia, 2021). 
Promotion
The sales of a company can only increase through promotion. The Yarrow Hotel may implement various digital marketing channels such as Facebook and Instagram that may be helpful for the company to advertise about their hotel.
































2. The Marketing Environment (Micro-SWOT)  


	Strengths 
	Weakness 

	· The Little Nell is operating with a large profit margin (Thelittlenell, 2021).
· The sales of the Hotel are increasing.
	· The setup cost of the hotel is very high.
· The tax rates are unfavourable in the UK (Fu et al. 2020).

	Opportunities
	Threats

	· AI and ML are being introduced in the Hotel industry.
· The number of millennials is increasing in the hotel.
	· Various situations such as the Covid-19 pandemic can pose a major threat to the hotels.
· The behaviour of the consumer is changing.















































3. The Marketing environment (Macro) PESTEL  


	Factors
	Analysis
	Impact

	Political
	· Travel bans are being implemented by the UK government due to Covid-19 pandemic.
· The hotels in the UK pay less tax due to high GST in their hotel services.
	
· Travel ban produces a negative impact on The Little Nell.

	Economic
	· The inflation rate of the UK is 0.85%.
· The unemployment rate of the UK is 4.5% (Ho, 2017).
	
· The inflation rate produces a negative impact in the UK.

	Social
	· The millennials are visiting hotels in a large manner.
· About 4.3% of UK people prefer visiting hotels. 
	
· A positive impact has been observed as the UK people prefer visiting hotels. 

	Technological
	· AI and ML are being implemented in the hotel industry.
· The people can easily provide reviews to the hotels (Qiu et al. 2017).
	
· AI and ML produce a positive impact on increasing the sales of the hotels.

	Legal
	· The UK government has implemented the act of signals regulations.
· The crime rate of the UK is 0.23%. 
	· The increase in the crime rates possesses a negative impact on The Little Nell.

	Environmental
	· The air pollution rate in the UK is 0.2% (Berné-Manero et al. 2019).
· Climate change is increasing in the UK.
	· A negative impact on the Yarrow hotel can occur due to the increase in climate change.

















































4. Creating Customer Value & Engagement

Customer engagement plays a significant role in the growth of an organization. Moreover, as per the information obtained from Bacik et al. (2019), customer engagement is described as the connection between a brand and the customers. The Little Nell provides rewards such as a gift voucher to the customers who spend more than 1000 euro in a single visit. Moreover, the hotel also provides discounts to the customers who spend more than 4000 euro in a month. This is how the hotel creates customer value and the customers also get numerous benefits from the hotel. However, the engagement of the visitors may increase by properly marketing the hotel and the benefits that the hotel provides (Qiu et al. 2017). 
Various social media channels such as Facebook and Instagram may help to promote the organisations like, The Little Nell. Moreover, it may significantly improve the engagement of the visitors in the website of the hotels that may increase the productivity as well as the efficiency of the organization (Adegbola et al. 2018). Hence, it can be stated that the profit margin and the sales growth of the company can happen with the help of these marketing strategies.














































5. Effective Use of digital Marketing

Digital marketing mainly assists to advertise through several digital channels like websites, mobile apps, social media and search engines. Digital marketing has the ability to promote better marketing strategy to The Little Nell. The hospitality industry mainly uses “customer-led positioning theory” to increase consumer satisfaction and that helps to develop the business volume of the hotel industry (Rooney et al. 2021). Apart from that, digital marketing plays an essential role in the hospitality industry because the above-mentioned market essentially assists to assemble and maintain the above-mentioned hotel. In this modern generation digital marketing has the capability to find a proper hotel in any location and for that reason digital marketing plays a crucial role to develop the marketing strategy of The Little Nell. Digital marketing helps the previously mentioned hotel to approach the consumers that assist to create a base of loyal consumers. 
The consecutive opinion of De Pelsmacker et al. (2018), the strategies of digital marketing has the ability to influence the performance of the hospitality industry. On the other hand, Yoga et al. (2019), has argued that digital marketing allows managers to gain knowledge about this sector. The previous mentioned hotel also used several tools of digital marketing such as email, SEO, content marketing and social media marketing. Apart from that, in this internet era consumers are the maximum consumers trust on online marketing and for that reason digital media marketing assists The Little Nell to develop their business strategy















































6. Conclusion 



Conclusively, Effective Marketing Plan plays an essential role in this modern era of marketing. Market essentials such as services or goods, sellers, global market and buyers assist in business development. Market essentials help hotel industry to develop the business environment. During this modern marketing period, markets essentially help the hospitality industry to reduce the investment risk, identify the threats, improve the strategic plan and discover the weakness and strength.  
Apart from that, the concept of market essentials have the ability to deal with services or goods that assist a business to reach success. The assumption of the first point is a marketing mix that evaluated the 4Ps of marketing. SWOT analysis of the marketing environment analyzed the strength, weakness, opportunity and threats of the hotel, The Little Nell. This study has shed light on the PESTLE analysis of the market environment. Apart from that, this study highlighted the explanation of customer engagement and value. The deliberation of this study also explained the use of digital marketing in business. 
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