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     Introduction

     The main purpose of the Marketing Plan is to illustrate strategies to engage the targeted audience to achieve the organizational objectives. It portrays what actions are required to be taken to achieve the planned objective. Marketing planning helps to generate new potential customers, enhances the relationship with the existing customers, increases sales increases brand awareness, and improves brand retention. This particular report is based on Lucknam Park Hotel and Spa. It is a member of the Relais & Chateaux group of hotels established in 1988, Chippenham, United Kingdom (Lucknam Park, 2021). It is located six miles from the historic city of Bath and the location is about 500 acres.

     Marketing Mix  

Product – Product defines the goods or services provided by the organization to the customers in exchange for money (Renaghan, 2011). In the case of the Hotel Industry, the product is the service provided by the hotel such as standard quality room, exemplary stags, good food, meeting the requirement of the customer's effectivity, etc. 

Price - Price defines the value offered by the customer (Borden, 2014). In this case, the hotel management needs to determine an effective pricing strategy compare to their competitors. In order to attract potential customers, the hotel needs to rate in such a manner that is affordable for the client at the same time competitive pricing. 

Place – Place determines, where the hotel is advertising and promoting their organization. Tourists now a day prefer to use the internet for effective reviews and ratings in terms of choosing hotels.  Moreover, different apps help the tourist to compare the prices of the hotel and determine the most appropriate one. 

Promotion – Promotion is what activities are carried out to attract potential customers. Due to globalization and advanced technology it has become easier for hotels to market their product with the help of the internet all over the world (Kulcsár, 2014). This may include social media advertising, SEO, content, website advertising, email, newsletters, engagement of influencers, etc. 

     




     The Marketing Environment (Micro-SWOT)
     SWOT analysis of Lucknam hotel and Spa

Strength: the main strength of Lucknam Park hotel and spa is it is a member of the Relais & Chateaux group of hotels. This enhanced the brand recognition and position of the hotel in the market. It is an award-winning hotel with an excellent hotel location with an area of 500 acres. It has a team of effective employees and satisfied customers which enables them a competitive advantage.  
Weaknesses: The hospitality industry generates the highest profit thus new entrants and competitors are increasing at the fastest pace. New entrants are coming up with attractive offers to seek the attention of potential customers (Dimitrios et al., 2020). Moreover, the impact of the global pandemic has slowed down the operation process of the hospitality sector. Furthermore, due to covid-19 the taxation rates and currency rates have also increased. 
Opportunities: the number of travelers is increasing this will help the organization to generate more profit in the future by offering attractive offers and discounts. Moreover, with the help of technological advancement, the hotel can promote its business easily and more effectively. Moreover, after the government is lifting lockdown and restrictions thus there is an opportunity to do business more efficiently. 
Threats: After the Covid19 situation, customers are afraid of traveling for the risk of getting infected (Kaushal and Srivastava, 2021). Moreover, the hotel industry has become competitive and the competitor hotels are offering more facilities at a reasonable process to attract customers. The covid-19 has impacted the economy of the nation as a result the standard of living and purchasing power of people has also been impacted. 

      The Marketing environment (Macro) PESTEL 

Political: Rules and regulations implemented by the government impact the business organization (Antošová et al., 2020). For instance, due to Covid-19 the government has restricted traveling and imposed lockdown which has impacted the business of Lucknam Park Hotel and Spa. 
Economic: Due to covid-19 the taxation rate and inflation rate have increased moreover the currency rate has also increased which has affected the business of organizations (Seyitoğlu and Ivanov, 2020). 
Social: Covid-19 has impacted the standard of living and purchasing behavior of the people thus, the traveling of the tourist has reduced. 
Technology: It is important to adopt new technology to sustain itself in the competitive market. Technology will help the hotel to reach out to their potential customer with effective promotion (Chawla, 2020). Moreover, the hotel can take various measures to mitigate the spread of the virus and attract customers.
Environment: People are emerging to use sustainable products. Thus in order to attract potential customers, Lucknam park hotel should emphasize using sustainable and eco-friendly products.  
Legal: there are certain laws and legal responsibilities implemented by the government that is required to be followed by the organization to operate smoothly. For instance, following government laws regarding covid-19 like taking precautions, social distancing, sanitizing, etc. 

      Creating Customer Value & Engagement 

Marketing consists of activities like engaging customers, managing customer relationships, valuing customers, constructing strong consumer relationships to grab the value from the consumer in return (Beckers et al., 2014). There are some factors that can be taken into consideration to create customer value such as improving the purchasing process, focusing on the perception of the brand, obtaining continuous feedback from the customers., building unique offers and facilities to gain a competitive advantage, providing the customers with a positive experience, prioritize standard over price, recognize the strength of the organization adjust the organizations marketing strategy, educate the customers about their services, identify and recognize the targeted customers, run promotional effective campaigns, provide loyalty programs for the customers, provide them with valuable contents and interact with the customers effectively (Kumar and Reinartz, 2016). 

The needs of the customers can be determined by conducting surveys and interviews (Verhoef et al., 2010). It can be carried out directly face to face and also by creating polls on social media. This will help to achieve direct information from the customers and help the hotel adjust services as per the requirement of the customers. Moreover, the hotel can provide different packages and allow the customers to choose the most appropriate one for themselves. 

     Effective Use of Digital Marketing 

Technology has become the most important thing in people's everyday life. People use technology to get information about almost everything (Chaffey and Ellis-Chadwick, 2019). Thus, organizations are moving towards digital marketing to promote their goods and services. Digital marketing helps to promote the brand and connect with new and existing customers with the help of the internet and other types of digital communication (Wind and Mahajan, 2012). Digital marketing helps to get lots of opportunities and helps the business to grow. It also helps in increasing sales and is a cost-effective method of marketing. With the help of digital marketing, the management is able to communicate with the customers directly.  There are some forms of digital marketing such as SEO-Search engine optimization. Social media advertisement, engagement of influencer, content marketing, Email marketing, etc. With the help of SEO, the hotels are able to reach their potential customers as the ads pop up in the customer's feed when they search for it (Bala and Verma, 2018). Social media marketing is effective because people can find authentic reviews and ratings of the hotels along with other information, the hotel can also engage an influencer to promote their brand because they have lots of followers who are eager to take the services that the influencer prefers Moreover, content marketing and email marketing are another effective tools of digital marketing. 

     Conclusion 

In order to attract potential customers, it is important to construct an effective marketing plan. In this particular report, the marketing mix, micro and macro factors of the environment creating customer value and engagement, and the importance of digital marketing are illustrated. However, there are some challenges that a hotel might face at the time of marketing plan they are the problem of inaccuracy, inbuilt flexibilities, loss of drive and initiative, work pressure problems, cost of planning, etc. In order to mitigate this problem, the management of the hotel is required to plan effectively with an objective that must be followed by all the members of the organization to construct an effective marketing plan and achieve organizational success and generate new potential customers to increase sales. 
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