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	Introduction
Cliveden is one of the most iconic luxury hotels in the UK. The hotel has 47 rooms, 15 suites, 2 restaurants for dining and 1 bar for drinking the beverages. The interior of the hotel has a balance with modern art and history. The purpose of the report is to develop a plan for attracting customers to the hotel after the pandemic of Covid-19. The hotel has to maintain the limitations for the pandemic but now it’s time to attract customers towards the hotel. The marketing manager of the hotel Cliveden is going to develop the plan for the organisation.


























	
1. Marketing Mix  
Product: Cliveden is offering the customers the rooms for staying and restaurants for dining and bar for beverages (Nunkoo, 2018). Also, the hotel has spa services, tannins and gymnasium, garden, boats, meeting and party hall etc. facilities for a royal service to the customers. Customers can customise their services according to their needs and budget in the hotel.
Price: The price for staying in the hotel Cliveden start from £450 to £3000 according to the facilities that the customers enjoying. According to Schaefer (2018), the price strategy of the hotel Cliveden is value-based rice system where according to customer’s expectation Cliveden serve them and set the price according to the services. 
Place: Customers will be able to reach the hotel and book for check-in via telephone, websites and email. Davis (2017) mentioned that if the customers book the hotel via website and applications customers will enjoy a discount as well. The hotel has the facilities for the customers to reach the hotel easily but avoids the intermediaries. 
Promotion: Along with the television advertisements the organisation is going to focus on social media advertisements as well. The social influencers in social media will encourage the customers to come to the hotel (Pike, 2018). The advertisements of the hotel will be available on the internet and social media as well to reach customers globally.











2. The Marketing Environment (Micro-SWOT)
Strength: The iconic luxury is the strength of the brand Cliveden. The organisation has a high investment as well (Bhatt and Gupta, 2018). The brand value of the organisation is also very high in the market. Customer review for the organisation is also reached the five star. The great interior of the organisation is also a strength for Cliveden.
Weakness: The number of rooms of the hotel Cliveden is very minimum according to the capacity of the organisation (Agyeiwaah, 2019). As an iconic luxury hotel, the price of service of Cliveden is high according to the competitors.
Opportunity: According to Deepak and Jeyakumar (2019), Cliveden has the opportunity to open its outlet to other areas of the UK. The high brand image will attract the luxury required customers very well. With a proper marketing plan, the organisation is going to increase its market share also.
Threat: The high competition has become a threat to the hotel Cliveden. Also, pandemic Covid-19 has an impact on the business (Adams et al., 2019). The investment can get low if the situation continues and so Cliveden need to create the marketing strategy for the brand.

















3. The Marketing Environment (Macro) PESTEL  
Political: According to Mothersbaugh et al. (2020), the tax for the hotel industry in the UK is currently 20% that is 5% lower than the current tax. Also, the government is offering other facilities to the industry. So the political environment for Cliveden is positive. 
Economic: For the pandemic situation, the economic condition of the industry has declined. So the investment in this industry is lower than before (Appel et al., 2020). This condition is the influencer of the new marketing plan for Cliveden to reach the goal of customer attraction to Cliveden.
Social: The tourism industry is linked to the hospitality industry. Before the pandemic, this industry has a very good impact on the hotel Cliveden. After the pandemic, it is expected that the industry will again boost up with the business (Jelassi and Martínez-López, 2020).
Technological: The development of technologies has a positive impact on the business. As upgraded services are able to offer the customers. Cliveden has adopted these radical changes in technologies to serve customers continuously.
Ecological: As Cliveden offer customers quality foods so this organisation is dependent on the ecological environment (Varelas and Georgopoulos, 2017). Also for the interior of Cliveden, it depends on the ecological environment. 
Legal: Cliveden follows the law regarding its services and employment. As the legal terms for the hospitality industry are very strict to be maintained. 












4. Creating Customer Value & Engagement
Customers Value of Cliveden: Chaouk et al. (2020) mentioned that Cliveden is already offering customers all types of luxury facilities to enjoy their vacations. The organisation will newly offer customers golf plying opportunities after checking in the hotel. Along with all the facilities the most regular customers will also enjoy some additional services such as consultancy regarding business, lawyer services etc.
Benefits for Current Potential Customers: Current potential customers will enjoy discounts from the organisation on the prices (Kandampully et al., 2018). Also, a package system will be offered to them to enjoying the vacation. Buffet breakfast will be offered to the customers as the free service of the hotel Cliveden.
Visitors Engagement: According to Nugroho (2018), for understanding the customers, Cliveden will ask customers about their services. Interview, the survey will be arranged for the customers while they will check out from the hotel on the internet. Also, there is an option for customer review on the website of Cliveden.
Marketing Channel: Direct marketing will be the marketing channel for Cliveden. No intermediaries will be involved in the marketing channel. The organisation will interact with customers directly for better communication.














5. Effective Use of Digital Marketing
As the digital media social media will be used for the hotel Cliveden. Also, telecommunications and email will be used for digital media (Mulet-Forteza et al., 2018). The website design can be upgraded for the organisation so that customers can directly communicate with Cliveden. The organisation will be able to be connected with the customers directly. Without direct communication, it will be hard to understand customers’ opinions and demands. The review system on the website will support the brand to understand the customer’s valuation.
 
Social media can help the organisation to advertise and communicate. Also, the social media influencers will attract customers by giving their reviews and showing luxury on social media (Slootweg and Rowson, 2018). On the other hand, the email will help to develop a bridge between the customers and Cliveden. After the pandemic, the most potential customers need to know about the organisational current packages and facilities. So they will be sent the email and massages. The organisation will have an effective relationship with the customers after managing the digital media in the right way.

















Conclusion 
The report has focused on the marketing plan of the hotel Cliveden that is one of the most iconic luxury hotels in the UK. The brand needs a new marketing plan for attracting customers after the pandemic Covid-19. The marketing mix showed the organisational market activities. Then the macro and microenvironment have analysed with the help of the SWOT analysis and PESTLE analysis for understanding the current situation for Cliveden in the market. After that, the customer valuation has focused on the facilities that the organisation will offer to the customers to be attracted. Lastly, digital marketing has focused on understanding its effeteness in the business.
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Marketing Mi

Product:

+ Cliveden is offering the customers the rooms for staying

+ Restaurants for dining and bar for beverages.

+ The hotel has spa services, tannins and gymnasium, garden, boats, meeting and
party hal etc.

Price:

+ The price for staying in the hotel Cliveden start from £450 to £3000.

+ The price strategy is value-based rice system.

+ Here, according 1o customer's expectation Cliveden serve them.

Place:

+ Customers will book for check-in via telephone, websites and email.

I the customers book the hotel via website and applications there will be discount

Promotion:

+ Television advertisements and social media advertisements wil be focused.

+ The social influencers in social media will encourage the customers to come to the
hotel.
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The Marketing Environment (Micro-
SWOT)
Strengtl

+ The iconic luxury is the strength of the brand Cliveden.

+ The organisation has a high investment as well,

+ The brand value of the organisation is also very high in the market.

Weaknes:

+ The number of rooms of the hotel Cliveden is very minimum according to the
capacty.

+ As an iconic luxury hotel, the price of service of Ciiveden is high according to the
competitors.

Opportunity:

+ Cliveden has the opportunity to open its outlet to other areas of the UK.

+ The high brand image will attract the luxury required customers very well

Threat:

+ The high competition has become a threat to the hotel Cliveden.

+ Also, pandemic Covid-19 has an impact on the business.

+ The investment can get low i the situation continues
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The Marketing Environment (Macro)
DEQTEI

Political:

+ The tax for the hotel industry in the UK is
currently 20%

+ The government is offering other facilties to
the industry.

+ S0 the political environment for Cliveden is
positive.

Economic:

+ For the pandemic situation, the economic
condition of the industry has declined.

+ o the investment in this indusry is lower
than before.

Social:

+ The tourism industry is finked to the
hospitality industry.

+ Before the pandemic, this industry has a
very good impact on the hotel Cliveden.

Technological:

+ The development of technologies has a

positive impact on the business.

As upgraded services are able (o offer the

customers

+ Cliveden has adopted these radical changes
in technologies.

Ecological:

+ For qualiy foods the organisation is
dependent on the ecological environment.

+ Also for the interior of Cliveden, it depends on
the ecological environment

Legal:

+ Ciiveden follows the law regarding its
services and employment.

+ As the legal terms for the hospitality industry.
are very strct so it has 1o be maintained.
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Creating Customer Value & Engagement

Customers Value of Cliveden:

+ Cliveden is offering all types of luxury faciliies to enjoy their vacations.

« Itwill newly offer customers golf plying opportunities.

+ The most regular customers will aso enjoy some additional services such as
consultancy regarding business, lawyer services etc.

Benefits for Current Potential Customers:

+ Current potential customers will enjoy discounts from the organisation

« A package system will be offered 1o them to enjoying the vacation

+ Buffet breakfast wil be offered 1o the customers as the free service of the hotel
Cliveden

Visitors Engagement:

* Ciiveden will ask customers about their services.

« Interview, the survey will be arranged for the customers
There is an option for customer review on the website of Cliveden

Marketing Channel:

+ Direct marketing will be the marketing channel for Cliveden.

+ No intermediaries will be involved in the marketing channel,
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Effective Use of Digital Marketing

As the digital media social media will be used for the hotel Cliveden
The website design can be upgraded for the organisation.

The organisation will be able to be connected with the customers directly

The review system on the website will help to understand the customer's
valuation

Social media can help the organisation to advertise and communicate.

The social media influencers will atiract customers by giving their reviews and
showing luxury on social media.

‘The email will help to develop a bridge between the customers and Ciiveden

The organisation will have an effective relationship with the customers.
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Conclusion

Cliveden needs a new marketing pian for
atiracting customers after the pandemic
Covid-19.

The marketing mix showed the organisational
market activities.

Then the macro and microenvironment have
analysed with for understanding the current
situation for Cliveden.

After that, the customer valuation has focused
Lastl, digital marketing has focused on

understanding its effeteness in the business.
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Introduction

The Geography of Cliveden:

* The hotel is in the UK.

« It has 47 rooms, 15 suites, 2 restaurants for dining
and 1 bar the beverages.

* The interior of the hotel has a balance with modern
art and history.

Purpose of Marketing Plan:

« To develop a plan for attracting customers to the.
hotel after the pandemic of Covid-19.

* For the pandemic it had limitations but now it's time
to attract customers towards the hotel.

Preparing the Marketing Plan by:

+ The marketing manager of the hotel Cliveden s
going to develop the plan for the organisation.
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HOTEL MANAGEMENT
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