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Introduction
Marketing is the method of promoting and selling products and services to the customers according to their needs and demands (Simkin, and Dibb, 2013). This process has a twofold target to ensure both customer satisfaction and profit maximization. Marketing executives adopt various strategies to construct most effective plans. These strategies support the planner to find out potential customer segment, customers’ preferences, customers’ expected price. To accomplish such responsibilities, a marketing executive is bound to have such skills to apply marketing strategies. This marketing plan will cover various marketing strategies through which the chosen hotel ‘Gilpin Hotel & Lake House’ could attract the new customers after the lockdown situation.
[bookmark: _Toc87738548]Company profile
Gilpin Hotel & Lake House is a Based renowned hotel which established on 1987.It was established as family business. In Lodging & Resorts, Hospitality category Gilpin Hotel and Lake House conduct its business activities. Almost 51 people work in this hotel currently. Amanda Marchant is acting as deputy head of reservation of this hotel. Currently Gilpin Hotel & Lake House generate $14 million every year. cedarmanor.co.uk, swanhotel.com, gc.synxis.com, armathwaite-hall.com, thecranleigh.com is the main competitors of Gilpin hotel & lake house. It is so much famous for its easy reservation system and comfortable service. Beside this its service charge is also reasonable which is starting from £275 per room per night.
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Marketing Mix 
Marketing Mix is one of the most effective strategy used by companies nowadays (Pike, 2015). It encompasses product, price, place and promotion. This is also well known as 4’p marketing model. Hotels like Gilpin Hotel & Lake uses this model to promote its offerings. It also helps to differentiate own offerings from the rivals. The 4’p marketing model of Gilpin Hotel & Lake house has been explained below.
[image: Gilpin Hotel Cumbria, Luxury Hotels Cumbria - Pride of Britain Hotels]Product: To make customers more comfortable, Gilpin Hotel & Lake authority provides various services to them. Hotel rooms, lodges, boutiques, food and beverages, dining, drinking, catering are the main offerings of Gilpin Hotel.  It also provides 24-hour free Wi-Fi services, own laundry service, boutique spa. To amuse the children, it has created a playing zone as well as a park for the elders. By the diversification in the offerings, it has been ranked within the top 10 domestic hotels in UK. It also has a very specious and attractive space to arrange any kind of functions which lure people to the hotel. 

Price: As Gilpin Hotel & Lake house has various kinds of rooms, it has a diversified pricing chart. Apart from these, the extra facilities it provides also increase the overall staying price in the hotel. Season is also a factor of the price. Seasonally the price of booking rooms gets higher because the higher demand. 
Place: Being of being located near to the Queensway underground station, it comes to the potential customers’ attention very easily. As it is situated in a commercial area, merchants used to stay and host meeting in this hotel regularly. Moreover, it has simple rooms also, which attracts the mediocre customers.
Promotion: Gilpin Hotel & Lake authority has various types of marketing channels. Such as advertisement, package offers, online promotions etc. It has created a diversified website to expose ins and outs of the hotel comprising their price, rooms’ availability, offers etc. Moreover, people can book room in the hotel through the website at any time. This hotel is also linked with Facebook, Instagram, Twitter, LinkedIn, and other social sites to reach potential customers as much as it can. And it also has its own website. To ease the tourists, it provides options to pay online, via credit or debit cards etc. 
[image: ]
[bookmark: _Toc87738550]Creating Customer Value & Engagement 
Attracting new customers is a critical issue for the hotel because during the pandemic the revenue generation capacity of the hotel business has been fallen drastically. So, providing the best value for customers and considering the safety aspects of the guests are very important to boost the performance of the business after the lockdown period. The business could focuses on the following strategies to attract new customers after the lockdown impact: 
[bookmark: _Toc87738551]Creating Value
Gilpin Hotel & Lake authority always remain conscious about the quality of the services it provides. So, they classify the market into four individual categories. First category comprises the temporary people who are not anxious about the hotel rooms, rather prefer rooms at a discounted rate. The second category includes the corporate persons, VIP, celebrities who stays at a premium rate and bring customers. The third segment is for the local community who prefer this hotel for functions or meetings. The last category encompasses the tourists or foreigner who specially come at season. Besides this, in general, it segmented its customers into tow segment. Local people and foreigner.
[bookmark: _Toc87738552]Facilities for the Present and Future Visitors
The demand of hotels is increasing day by day for globalization (Baines, et al, 2013). To meet the demand, Gilpin Hotel & Lake house provides many other services along with well-furnished rooms. It facilitates local peoples by letting them to arrange reception, wedding, parties, and events. And for the tourists and occasional visitors of from various places, it provides optimum facilities including decorated hotel rooms, WIFI facility, own catering, laundry, and boutique spa.
[bookmark: _Toc87738553]Enhancing Visitors Engagement
To know Customer’s feedback, at the time of their checking-out, it asks visitors some questions regarding their feeling, impression, and suggestions about the overall services. This survey has a lot of importance for the growth of the hotel’s market reputation. The survey encompasses all the questions which requires to understand the customer preferences. 
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Marketing channels
All the marketing channels it uses are comprised into following categories.
· Direct: Any customer or visitor can book rooms directly by coming or by calls or mails. 
· Website: It has developed a certified website through which any person can book hotel rooms at anytime from anywhere. It also allows visitors to make e-payments. 
· Social media platforms: Gilpin Hotel & Lake has accounts and pages in various social media. People can get in touch with the hotel at no time. 
· OTAs and GDS: It includes travel agencies and travel sites that are used by people to make trips. 
[bookmark: _Toc87738555]Using Digital Marketing: 
At this era of globalization, digital media and social media are the fastest and broadest medium of marketing (Babin, and Zikmund, 2015). These helps to understands customers and maintain a good customer relationship. At the time of Covid-19 pandemic, almost no people were interested in making trips. So, after the pandemic is under control, people all around the world is about to making trips. Considering this Gilpin Hotel & Lake is going to adopt the following media. 
Website: A recent survey exposes that; some visitors face problems sometimes to place booking through the website. So, Gilpin Hotel & Lake needs to solve the old or develop a new website for tit. 
SEO: It is the acronym of Search Engine Optimization which helps to ensure global ranking of the hotel. The local SEO emphasizes more on linking location to the google map for being found easily. 
Mobile Optimization: With a view to creating more customers, it has to enable mobile website optimization and should construct an app through which visitors can easily get information about the hotel, can book rooms according to their choices.
Social Media Platform: Gilpin Hotel & Lake has pages or accounts in several social media like, Facebook, Twitter, Instagram, LinkedIn etc. They post promo videos and splendid pictures of both outlook of the building, and inner look of the hotel rooms, catering items, exclusive zones etc. It has also developed powerful hashtags for it on online platforms. 
[bookmark: _Toc87738556]Micro Environment
Micro environment refers to the internal environment of an organization (Hair, et al, 2010). for Gilpin Hotel & Lake house, micro environment includes, material suppliers, competitors, visitors etc. to analyze such aspects, marketing analyst of Gilpin Hotel & Lake house conducts SWOT analysis which shows the strengths, weaknesses, opportunities, and threats associated with the internal or micro environment. 
[bookmark: _Toc87738557]SWOT Analysis
[bookmark: _Toc87738558]Strengths 
· It occupies a strong position in the market.
· It has numerous good reviews from the visitors. 
· It provides sophisticated services.
· Beautifully decorated hotel rooms and premises. 
· It’s social media accounts and pages have good reach to the visitors. 
[bookmark: _Toc87738559]Weaknesses
· It has some bad reviews regarding online booking.
· As price of hotel rooms cannot be pushed up due to market competition, it is becoming hard for them to deal with increasing maintenance costs.
· Its promotional programs are less focused at the local peoples. 
[bookmark: _Toc87738560]Opportunities
· Globalization makes it easy to establish new branch at foreign destination (Lamb, et al, 2011).
· It is building a new unit to extinguish the increasing demand. 
· It has a high chance to secure position both in domestic and international platform. 
[bookmark: _Toc87738561]Threats
· Globalization expands the market which increases the threat of new entrants even more than before.
· Indefinite future incidents like natural calamities, criminal visitors who might reduce the hotel’s reputation.
· Every single bad review is a subject to threat. 
Even though Gilpin Hotel & Lake has some weaknesses, it will cover up by utilizing its strengths. By using strengths against the weaknesses properly, it can ensure customer delight and profit maximization. Luck is that, when preparation meets opportunity. So, it always remains of its potential opportunities to reduce the threats in the environment. 
[bookmark: _Toc87738562]Macro environment
Macro environment encompasses the external environmental factors (Blythe, and Martin, 2019). To examine these factors Gilpin Hotel & Lake applies PESTLE analysis which is the acronym of political, economic, social, technological, legal and environment.
[bookmark: _Toc87738563]PESTLE Analysis
[bookmark: _Toc87738564]Political factors: Issues like political instability, strike, inappropriate government etc. are the factors of political environment. Recent Brexit issue has increases anxiety of Gilpin Hotel & Lake house. It may result in visiting restrictions.
[bookmark: _Toc87738565]Economic factors: It comprises factors like, inflation rate, unemployment rate, tax rate etc. due to Covid-19 Gilpin Hotel   faces difficulties to pay its staffs. After the pandemic’s being controlled, customers are now taking advantages on room’s pricing, which prohibits to generate enough profit.
[bookmark: _Toc87738566]Social factors: Covid-19 also has impacted on the social preferences. At that time, people preferred more on staying at home, rather than making trips. Now, with a view to regain market position, it has started various new services like garden spa, boutique spa, own transport agency for the tourists. 
[bookmark: _Toc87738567]Legal factors: In spite of many threats, it has good legal background. But due to expansion of narcotics and terrorism it always keeps a close eye to its customers whether they are involved in any bad racket.
[bookmark: _Toc87738568]Environmental factors: Environmental factors are the most unpredictable (Shukla, 2008). But Gilpin Hotel  authority always remain aware to cope up with any natural calamities. Because of being located in an island, it has many potential risks. 
[bookmark: _Toc87738569]Conclusion 
Marketing is the art of maintaining strong customer base to ensure profit maximization (Lancaster, and Massingham, 2010). So, the marketing analyst of Gilpin Hotel & Lake house has been burdened to keep tracing the market conditions. By finding out customer preferences, it is now providing very good services. To take the competitive advantages, it remains very active on social media and website for reaching customers going beyond the national boundary. It conducts various analysis including 4’p, SWOT analysis, PESTLE analysis, digital media analysis to support the marketing decisions. Now, it should make strategies to grab the advantages of the post pandemic situations.
[bookmark: _Toc87738570]
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Overall, how friendly was

the hotel staff?

o Extremely friendly
o Quite friendly

o Moderately friendly
o Somewhat friendly
o Not at all friendly

Overall, how polite was
the hotel staff?

o Extremely polite
o Quite polite

o Moderately polite
o Somewhat polite
o Not at all polite

Overall, how professional
was the hotel staff?

Extremely professional
Quite professional
Moderately professional
Somewhat professional
Not at all professional
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How quick was the
check-in process?

o Extremely quick
Quite quick
Moderately quick
Somewhat quick
Not at all quick
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How clean was your room
upon arrival?

o Extremely clean
o Quite clean

o Moderately clean
o Somewhat clean
o Not at all clean
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SAMPLE HOTEL CUSTOMER
SATISFACTION SURVEY:

How well did the housekeeping staff
clean your room?

o Extremely well
Quite well
Moderately well
Somewhat well
Not at all well
Not applicable
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Overall, how well-equipped
was your room?

o Extremely well-equipped
Quite well-equipped
Moderately well-equipped
Somewhat well-equipped
Not at all well-equipped

©0 00O

How helpful was the concierge
throughout your stay?

o Extremely helpful
Quite helpful
Moderately helpful
Somewhat helpful
Not at all helpful
Not applicable
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How comfortable were
your bed linens?

o Extremely comfortable
o Quite comfortable

o Moderately comfortable
o Somewhat comfortable
o Not at all comfortable

Overall, how quickly did the hotel staff
respond to your requests?

Extremely quickly
Quite quickly
Moderately quickly
Somewhat quickly
Not at all quickly
Not applicable
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