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[bookmark: _Toc89349408]Introduction 
Located at Hallbankgate, Brampton Cumbria, CA8 2NG United Kingdom, Farlam Hall Hotel & Restaurant is a valuable place of interest for Relais & Chateaux guests because of its exceptional location at a traditional country house that will give you a feel like home (Farlam Hall, 2021). The purpose of this research to establish a recovery marketing strategy in order to bring clients back to Farlam Hall Hotel & Restaurant when the epidemic has gone. This research will delve deeper into the examination of Farlam Hall’s current marketing mix, as well as its micro- and macro-environment and digital marketing strategy, in order to increase customer value and engage customers effectively. Aiming to assist organisations with marketing specialists, updated analyses and recommendations will be provided with the purpose of supporting them.











	
[bookmark: _Toc89349409]Marketing Mix 
Products/Services: Each of Farlam Hall’s luxury rooms and cottages offer beautifully appointed and cosy bedrooms along with stunning views of the hotel’s grounds and gardens. For real foodies, a reservation at one of Farlam Hall’s restaurants or pubs is a necessity. At the Farlam Hall’s restaurant you will enjoy fresh local produce food prepared using locally sourced ingredients from the chefs, along with the gorgeous surroundings (Liu and Wang, 2020).  The Cedar Tree Restaurant decorated with high ceilings and impressive opulent decor and elegant views over the ornamental lake and fountain makes a fine dining experience.
Price: Farlam Hall’s pricing is based on a standard pricing concept (Lee, 2020). The rooms “Standard with Garden View” come at a price from US$ 224.37 while the ones with “Superior with Garden View” is (from) US$ 264.20. The hotel’s “Coach House” is a three-bed room cottage which is of high price from US$ 1,261.28. 
Place: The hotel is located at Hallbankgate, Brampton Cumbria, CA8 2NG, United Kingdom at a beautiful country location offering you the comfort of your home. Transfers to and from the airport are available on a private basis. The fee includes private boat charters, vehicle rentals, and private drivers. Booking.com, Tripadvisor and grandluxuryhotel.com work with them to reach clients in addition to their website and Facebook page, (Charles, 2020).
Promotional: They will be able to increase their social media visibility by 72 percent as a result of the outbreak. Farlam Hall is unlikely to be the focus of any significant marketing activities. Collaboration with social media influencers and tour bloggers to advertise on the digital platform is an effective promotion method, (Armstrong and Kotler, 2019).
[bookmark: _Toc89349410]The Marketing Environment (Micro-SWOT) 
When it comes to luxury hotel chains, the Relais & Chateaux was widely considered to be the greatest. As a result, recognising them today can help you make better decisions in the future.
Strength: The Farlam Hall’s location remains its most valuable asset. Many travellers to the Brampton Cumbria are greeted cordially by the most stunning village view offering you a comfort within the nature, (Anon, 2021). 
Weakness: The downside of Farlam Hall is its service offering, which is similar to that of many of its competitors on in the surrounding area.
Opportunity: Now-a-days people crave for a country view to come out of the busy and buzzing city life and Farlam Hall can exploit this situation to attract more customer in this area and offer their beautiful hotel rooms and cottages for a stay (Zenker and Kock, 2020).
Threats: They are facing two significant threats. Aviation travel has become more expensive as a result of a pandemic and an unpredictable global energy market, (The Guardian, 2021). The heated rivalry in this countryside is yet another reason to avoid it. Despite the fact that the pandemic has effectively put an end to this industry, seven new hotels have opened in this location since June 2021.
[bookmark: _Toc89349411]Marketing environment (Macro) PESTEL 
It is possible that the Farlam Hall hotel chain will be disrupted by the three most significant macro environmental factors. Furthermore, environmental elements have an impact on every hotel and restaurant located in the UK. The alarming reality is that surface warming is continuing to rise unabated, which is extremely concerning, (Marmol and Feys, 2015). Predictions made by the United Nations Intergovernmental Panel on Climate Change is going to impose several environmental guidelines on the hotels and restaurants to preserve countryside such as the one where Farlam is located.
The economic component is the second most important factor. Travel prohibitions imposed due to the virus will lower tourism earnings by 1.2 trillion dollars by 2021, according to the World Tourism Organization, (Clark and Mauck, 2021). Despite the easing of travel bans in numerous countries, Farlam Hall had a 30 percent decrease in revenue in the previous year. The hotel is going to extreme financial difficulties due to shortage of working capitals. It is unable to fully pay most of its employees and therefore putting strain on the hotel overall workforce planning. 
The Farlam Hall hotel's visitors, on the other hand, may benefit from the surrounding social environment in a variety of ways. Vacation and family gatherings are popular occasions for many people to hold them in a beautiful setting, (Ngek Neneh, 2020). They also like an environment with a small number of people so that they can retain a sense of social isolation. It is possible that the Farlam Hall Hotel may benefit from this segment. If they make appropriate use of their resources and follow to all safety standards, this high-end category can assist them in reducing their revenue damage during these difficult times.
[bookmark: _Toc89349412]Creating Customer Value & Engagement
In reality, people engage in activities when they receive something of value in return, (Banyte and Dovaliene, 2020). The Farlam Hotel's humanitarian activities include complimentary meals for guests and staff, safety awareness programmes, and cash for the needs of employees and their families. However, it is the responsibility of Farlam Hotel’s marketing specialists to promote and gain public support for such activities. Customers will value your firm more if you publicise your humanitarian initiatives, (Banyte and Dovaliene, 2020). The hotel should introduce loyalty programs in order to build long-term and strong relationship with its loyal customers. This will create better engagement with the customers who intend to visit the hotel more often. The hotel can also participate in promoting the covid-19 consciousness programs and promote vaccination among the mass public. Customer value a hotel when they see that the hotel’s participation in the social causes is creating an impact in other’s lives.  


[bookmark: _Toc89349413]Effective Use of digital Marketing
Farlam Hall should follow these simple tips to make the most of its digital marketing efforts.
Guest Webinar: Consumers today want to be able to communicate directly with your brand, so arrange a webinar for them (Busca and Bertrandias, 2020). Farlam Hall, on the other hand, communicates with its followers using social media channels such as Facebook Live and YouTube.
Personalized Ads: They are experimenting with above-the-line marketing by conducting a campaign for a significant number of users on Google and Facebook. However, not everyone has the ability to become a customer. As a result, the Below-the-Line approach might be utilised in conjunction with targeted Google and Facebook adverts, (Busca and Bertrandias, 2020).
Farlam Hall should send a consistent message across all digital platforms about how this hotel is ready for visitors' experiences and some wonderful moments they'll remember for a long time in this comprehensive digital marketing plan.






[bookmark: _Toc89349414]Conclusion
The general conclusion of the analysis is that, despite the industry's projected revenue reduction, tourists' desire to travel throughout the world will increase in the future years. People are enraged by the lockdown. As a result, Farlam Hall should design its recovery marketing approach with this in mind in order to acquire the biggest piece of the cake and engage with clients more effectively. This outbreak suggests that digital media will play a larger role in future marketing initiatives. This new jargon must be integrated into the broader attitude of the firm. Last but not least, if you want to establish yourself as a trustworthy business partner with customers, you must engage in sustainable practises.  Farlam Hall must employ sustainable energy sources, take steps to maintain the region's cultural history, and seek to use no plastic. 
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