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[bookmark: _Toc89038893]Introduction 
In this report, there'll be discussion on Hermitage Hotel & Spa. Hermitage Hotel & Spa, the five-star luxury hotel in Denmark, may be found here. For businesses, marketing is essential for optimizing reservations and revenue. By using social media and sites, customers may learn about a hotel's unique value proposition and company principles. In order to attract a large number of consumers during Covid-19 pandemic quarantine, a vital aspect of the marketing plan is to target and divide clients as per their interests.


[bookmark: _Toc89038894]Marketing Mix  

The marketing mix is a collection of approaches used by firms to enhance their brands and products. The four Ps of a traditional marketing mix include pricing, products, promotions, and place. The marketing mix has expanded to include more Ps such as Packaging, Placement, People, and even Politicians (Rexha, 2021).

Product: Five-star premium property, Hermitage Hotel & Spa, provides a broad selection of dining options and hotel facilities. Just a some of the numerous facilities available at this large resort include tennis courts, an 18-hole putting facility, stunning bathrooms, an outdoor spa area, apartments, and wet areas. This is the actual product that are being spoken about here. If the product doesn't function at a minimum level, even the best marketing efforts won't have any influence.

Place: It doesn't matter what mode of transportation clients use to arrive to the hotel. Clients may also get in contact with hotel's management and book rooms through a variety of websites and newsgroups. The hotel's ideal location and peaceful environment attract a large number of visitors. Here's where the item is offered for sale. Distributor or "place" strategies are designed to capture the customer's eyes and interest it as easy as possible for her to purchase the goods. In order to get the right location, a shop must pay. "Location, location, location" is the mantra of popular store enterprises (McLoughlin, 2018).

Price: Travelers flock to Hermitage Hotel & Spa for its reasonable rates and many package and deal options. Following Covid-19, Hermitage Hotel & Spa cut prices and offered a range of specials for various packages in effort to attract new customers. The market value of a thing is reflected in its price. There are a number of factors to consider, including production costs, the target market, the market's ability to pay, supply and demand, and more. As part of a company's overall business plan, the pricing approach it uses may be influenced. The cost of a product may also be used to differentiate and enhance its image (Laudon and Carol Guercio Traver, 2021).

Promotion: Hermitage Hotel & Spa in Denmark promotes the country's hospitality sector by emphasising the hotel's long-term viability. A large number of customers came to Hermitage Hotel & Spa after the Covid-19 shutdown because of the hotel's usage of online platforms, social networks, and digital marketing techniques. There are many ways of promoting a product or service, and they all fall under this umbrella. This might include bonuses, royalties, and awards for the deal. Some of the other options are consumer programmes, direct marketing, prizes, and incentives.
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Strengths: In Dartmoor, a major tourist attraction, the hotel is located. The hotel's many bundle choices and outside facilities are a major selling point. If a business has a well-known brand and loyal consumers, a strong financial statement and cutting-edge technology, it has an advantage over its competitors.

Weaknesses: After Covid-19 closure, keeping the environment clean and hygienic is a struggle. A group's capacity to perform at its optimal efficiency is hindered by its weaknesses. Weaknesses in any one of these areas might put the firm at a disadvantage in today's market.

Opportunities: Anniversaries, family reunions, and other special occasions are all fantastic reasons to book a room at Hermitage Hotel & Spa. Covid-19's closure has opened up the hotel to other business opportunities.

Threat: The Denmark Commercial Market is a severe threat to the business. Threats are those factors that have the potential to harm an organisation. A heatwave might devastate or impair wheat yield for a wheat-producing company (Laudon and Carol Guercio Traver, 2021).
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The Political factors: As a consequence of Brexit, additional limitations have been put in place which make it extremely challenging for EU citizens to stay at a hotel.

The economic factor: Due to the quick spread of the Covid-19 pandemic, the Hermitage Hotel & Spa was already severely affected. The hotel's strategy creates has been badly affected for a long period of time due to the lockout (Economic Development Committee For The Hotel And Catering Industry. Marketing Working Group, 2018).

Social factor: Because to Covid-19, businesses and workers have seen their wages fall, which has impacted the availability of suitable facilities for both surrounding people and their workforce.

The technological factor: As a result, Hermitage Hotel and Spa has been able to boost its digital marketing techniques and make it simpler for customers to book rooms.

Environmental factors: Maintaining the Dartmoor National Park, where Hermitage Hotel & Spa is located, clean and free of pollution is important to the hotel's long-term viability. The hotel's business activities have been influenced by these variables. Therefore, Hermitage Hotel & Spa conforms to stringent ethical and legal guidelines (Duhigg, 2020).

Hermitage Hotel & Spa might benefit from using technology to enhance its marketing and acquire new customers and clients. When it comes to Hermitage Hotel & Spa's business activities, however, it must overcome the difficulties.
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Hermitage Hotel & Spa had made it simpler for guests to make and reject bookings since the Covid-19 outage. If a client cancels the tickets 48 hours ahead their planned travel times, customers will receive a complete refund. In every package, guests may benefit from fast service, discounts on future bookings, and the best facilities. After Covid-19 lockout, Hermitage Hotel & Spa started working including its Diversey partners to address new cleaning materials that are effective in preserving excellent hygiene in the surroundings in effort to expand guest engagement (Dawson, 2020).
Promotional elements, including such special deals, reductions, and flexible financing alternatives, encourage more visitors to participate. The Hermitage Hotel & Spa is currently using social media, online marketing, & referral market research to recruit a large number of guests. Social media marketing attracts people to a site inside a short period of time. Hermitage Hotel & Spa uses email marketing to bring customers up with the newest specials and bundles. Points may be earned by customers who recommend their friends and relatives to the hotel, an effective marketing tactic.


[bookmark: _Toc89038898] Effective Use of digital Marketing 
For one hotel to succeed, it must have its own website, contain as much information about the business as possible, improve its SEO, monitor its social media profiles, work with celebs, and so on. When Covid- 19 is shut down, Palace Hotel & Spa may employ video advertising to reach people to their hotel and showcase the numerous services they provide, as well as the views of the hotel, the nearby guests, as well as the other opportunities customers have when they stay at the hotel (Cateora, 2020).
Email marketing might be used by Hermitage Hotel & Spa to inform consumers about the specials and bundles the business is offering in an effort to grow its clientele and foster relationships. As a result, Hermitage Hotel & Spa is required to maintain its website current at all times because then customers are informed of any restrictions and specials. Immediately after Covid-19, Hermitage Hotel & Spa intends to express the notion of ensuring a clean and hygienic environment and enabling customers to make flexible bookings (Butaney, 2017).
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After Covid-19 was shut down, it may be said that keeping the company functioning smoothly is perhaps the most challenging component of the marketing plan. Guests will be staying in its most modest lodgings imaginable, therefore this is a big concern Because of Covid-19, it is difficult to come up with an effective price strategy. To attract more customers to the hotel, it is recommended that the organisation perform effective promotional activities and construct a digital marketing plan. After the Covid-19 epidemic, the hotel's cleanliness and hygienic environment must be preserved. Covid-19's closure does not mean that Hermitage Hotel & Spa's marketing plan can't be improved.
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