
Marketing plan written for
Kinloch House

__________________________________________ 

Student Name

_________________Syed Ariful Islam__________________

Student ID number
_________2109020__________



Marketing Essentials: BMIH4005

Lecturer

_______________Dr. Huw_________________




Table Of Contents
Introduction	3
Marketing Mix	3
The Marketing Environment (Micro-SWOT)	4
The Marketing environment (Macro- PESTLE)	4
Creating Customer Value & Engagement	5
Effective Use of digital Marketing	5
Conclusion	5
References	7



[bookmark: _Toc86947737]Introduction 
This particular report will demonstrate a marketing plan of the famous hotel of the UK, Kinloch House which is situated in Blairgowrie, Scotland, United Kingdom. This luxury hotel falls under the renowned international group of hotels “Relais & Chateaux” (Relaischateaux, 2021). This particular hotel along with the restaurant is located in the center part of the “stunningly beauties” of Perthshire countryside, surrounded by the rivers, greeneries, lochs (Kinloch House, 2020). This hotel was closed for a long time due to the government declared lock down period due to Covid -19. Presently this hotel is opening and the purpose of this marketing plan is to attract the maximum number of guests to this hotel and how they can go back to their past rhythm. 
[bookmark: _Toc86947738]Marketing Mix
Product – The guest rooms of these hotels are segmented in a variety of types and all of these are decorated with well furnishing and fine fabrics along with providing free Wi-Fi facility. The dining room has a separate elegancy and serves a variety of foods with the best local ingredients (Kinloch House, 2020). All types of safety aspects are maintained here: all the staff are wearing masks and gloves and sanitization is done into the whole premises of the hotel including the guest rooms everyday so that everyone can stay safe.
Price - The price segment of the hotel is also very cost effective compared to surrounding hotels. The cost of the variety types of rooms are starting from $342.30 to $472.37. In the restaurant of the hotel, all the foods are very affordable (Gibb et al., 2015). The guests can get three courses for £30.00 with special packages and tea, coffee and tablet for £6.00.
Place– The guests can get the opportunity to enjoy the beauty of farmland, Sidlaw Hills, Loch Marlee from the guest rooms (Perriam, 2015). Apart from that the guests can visit the surrounding historical places like Scone Palace, Blair Castle, Glamis Castle. By taking the breaks from city lives, the guests can also visit Land Rover Safari (Kerr, 2020).
Promotion– The director of the marketing department of the hotel promotes all the facilities of Kinloch House effectively through the official website of the hotel along with social media platforms, Tv commercials, brochures etc. (Fyall et al., 2020)

[bookmark: _Toc86947739]The Marketing Environment (Micro-SWOT)
The micro environmental factors of Kinloch House can be evaluated effectively by analysing with the SWOT framework. According to the SWOT framework, the strengths of the hotel are they have a comfortable and safe inner atmosphere like home, their strong workforce, their achieving high profits, perfect location etc. through their strength they can attract more people to stay in their hotel (George, 2021). The weaknesses of Kinloch House is they are a bit expensive and ask for a high rate of taxes from the guests. But in their marketing strategy, they can address that their high expenses are included with a lot of differences from others and to get those facilities, the guests need to visit their country house. There are several types of opportunities like dynamic prices, online booking, social media marketing, attracting national and international tourists (Cetin and Bilgihan, 2016). They can use their price segments, online booking facility, digital marketing more strategically to attract the people to take a break from the crowded city lives. There are many other hotels near Kinloch House who are often less expensive than them and play the role of threats to them. Therefore, the hotel can promote their uniqueness more so that people can differentiate them with other hotels. 
[bookmark: _Toc86947740]The Marketing environment (Macro- PESTLE)
The macro environment of this hotel can be analysed through PESTLE analysis effectively. The political factor which influences the hotels is that in the UK the hotel industry has to pay a low rate of tax to the government so that as a luxury hotel, Kinloch House can use their saved amount to upgrade and implement the accommodations for the guests (Mann and Fenton, 2017). The hotel can get a great number of profits as the economic growth of the country is good. As per the social factors, the guests at that area are looking for cheaper hotels than Kinloch House which can affect the hotel especially during this pandemic situation. They can implement some guest rooms which the guests can book at lower rates. After a long time, when the hotel is reopening, they need to update their technological systems so that they can attract the customers effectively and keep them updated technically. The hotel needs to address that they are maintaining all the rules and laws like Innkeeper Laws, Truth in menu laws so that they can provide genuine services to the guests (Binns. and Kempf, 2021). The low temperature in the locality of the hotel can be considered as the environmental factor. The warm and relaxing inner atmosphere of the hotel provides their customers more comfortability.
[bookmark: _Toc86947741]Creating Customer Value & Engagement 
The marketing department of the hotel needs to focus on enhancing their customer values more effectively as the hotel was closed for a long time. They have to effectively understand the needs and requirements of the customers by doing a small survey or by asking their pre visited customers by calling them or they can also ask their preferences by posting in their social media platforms like Facebook (Bonfanti et al., 2021). They have to make people know that presently they are offering different beneficial hotel packages like family packages, winter packages, upcoming Christmas packages and also are maintaining all the safety aspects as Covid-19 has not gone yet. Apart from that, they need to develop their customer engagement by communicating with them and serving them effectively and need to try their best to make them satisfied so that they can get more guests recommended by them (Altinay and Arici, 2021). They will use their official Facebook and Twitter page more concentratedly to promote themselves and to know the customer preferences from these so that they can arrange all their facilities more attractively to develop their customer engagement. 
[bookmark: _Toc86947742]Effective Use of digital Marketing
The hotel has planned to develop their digital marketing strategies more effectively. They will personally throw messages to the people about their reopening programmes along with their offering facilities by their email marketing. On the other hand, they have also planned to decorate their website more strategically and will highlight their implemented safety factors which is the probably the first requirements of the customers at this time (Dabas et al., 2021). They have also planned to post photos and videos of their newly decorated guest rooms, restaurants and the videos and photos of their safety precautions on Facebook so that people can book them for their vacations without tension and hesitation. At present, the main message which the hotel tries to deliver to the people is that they are providing a variety of facilities by maintaining social distance and by taking safety precautions and also providing people a safe “country house” away from their home.
[bookmark: _Toc86947743]Conclusion
This report has provided a marketing plan of the famous luxury hotel Kinloch House which belongs to the renowned hotel chain Relais & Châteaux. The location of the hotel is mentioned at the very first. Then the marketing mix of the hotel has been evaluated effectively. Therefore, the micro environmental factors of the hotel have been identified along with their impacts and influences in the hotel’s marketing strategy. Following this, the macro environment of the hotel has also been evaluated and have mentioned how they capitalise address their positive and negative impacts on the marketing strategy. The above discussion of the marketing plan has also evaluated the strategies to develop their customer engagement and value and how they effectively use digital marketing to attract more people. 
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