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This report is the evaluation of marketing activities and strategies taken by 11 Cadogan Gardens Hotels & Apartments, a hospitality sector of Relais & Chateaux that operates in the UK, to analyse the marketing plan of attracting customers after the Covid19 pandemic. The recovery marketing plan aims to attract visitors and ensure them a safe, hygienic, and quality service experience. The target customers are travellers or visitors seeking premium and high-quality hygienic cuisine. The purpose of the plan is to create a perception of distinction and excellence in the customer's mind by creating value for money.  
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Marketing Mix is the tactical tool Cadogan adapts to produce expected responses from customers.
Product- Cadogan offers its services into different categories including airport carry, restaurants, family cuisine and fitness services in the UK.
Cadogan will introduce NFC Technology and Concierge In Your Hands concepts by providing automated payments and efficient digital information surrounding their hotel services such as; medical, entertainment and other facilities (Su, 2021). 


Figure: Product Segments
Source: (Self-Made)

Place– Cadogan is focusing on City Gateways to enhance customers trust by adapting the third party and direct channel strategy such as the internet for flexible access to the menu, packages, and services and channels are segmented through owned-organisations, licensed, joint-ventures and franchised brands. The hotel is situated in the middle of Chelsea in Sloane Street and gets focused on Victorian Townhouses by customers (Bhargav, 2017). 

Price– Cadogan offers reward appealing programs, deals and attractive discounts to minimise local competition with a quality framework for customers. Cadogan will offer Economic and Bundle Pricing that provides customers money-saving opportunities on high-value services by outweighing expenses. 


Figure: Pricing Strategy
Source: (Self-Made)

Promotion– Cadogan launched renovation and offers campaigns by inviting international bartenders, chefs and entrepreneurs to the hotels. Currently, they will start a travel program that has 1206 positive reviews on the internet (Wachira, 2019). New partnership with travel agencies and investment in RTLS, IPTV and VolP technology for promoting their hotel across the nation (Su, 2021). 
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The key renewal to customer’s engagements in post-Covid19 situations of Cadogan hotel is the outcome of an online survey that includes;
1. Cadogan has focused on strengthening its relationship with stakeholders and recent partnerships with flagship luxurious brands to bring innovation and drive returns to create customer value (Rather, 2021). 
2. This recovery plan will benefit potential and target customers to get engaged with their brands and can browse, purchase and shop with a mobile campaign at home that secures Cadogan’s with 10,000 bookings. 
3. Cadogan has planned 2fold of improvement in safety and economical innovation such as self-service, a touch-less and social distancing that underpins visitor’s cost-effective, safe and hygienic experience (Sigala, 2020). 
4. Technology and CX will develop customer’s engagements through short-term investments in hotel-management analysis, cost minimisations, predict and meeting consumers demand and planning internal considerations. Furthermore, Cadogan concentrating on contactless operations, automation in safety and care, digitalisation in hospitality management (Liao et al, 2020). 
5. Cadogan has secured media channels including, Mobile, Internet, social media and Digitalised CX channels and major campaign related to cleanliness and sanitation will be used to promote regional travel in an agile way. 
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Cadogan hotel designs user-based content for millennial customer’s attention. After the post-Covid19 situation, Cadogan has to focus on marketing strategies and its budget. For instance;
Enhancing Digital Marketing through a paid promotion on Facebook, LinkedIn, Twitter, YouTube vloggers, Instagram Influencers will influence visitors in large communities. For example, social sanitisation and cleanliness related videos and screenshots, motivational quotes related to mental health and these will reach out from Facebook to YouTube, Instagram, Twitter and other social media (López et al, 2019).  
Interviewing Employees & Customers through Zoom, GoToMeeting, and Google Hangouts to acknowledge their experience regarding the products, quality and service. Train employees to acknowledge consumer communities and their demands through effective communication via Emails or Video Calls. 
Bringing social media to Deliver Messages about a safe and quality experience of hospitality to the customers and hear out their feedbacks and reviews will create the opportunity for Cadogan that build a two-way relationship of loyalties. For example, social leader’s opinions and reviews on the Cadogan Gardens website regarding price flexibility, safe and quality service experience and opportunities to reward benefits will attract customers and promote travelling to local areas (Serohina et al, 2019). 
Figure: Digital Marketing Activities
Source: (Self-Made)
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Regardless of Cadogan’s high resilience, effective strategies and commitments, several micro-environment components affect their marketing strategies. The SWOT analysis elaborates;
	Strengths
	Weaknesses

	· Market Leading-Power with Flagship brands in the Victorian Townhalls ensures full economic scales and strengthens marketing strategy (TAKACS, and VADUVA, 2017). 
· Strategic Partnership with AGE UK allows Cadogan’s 1000 of direct care to adult customer’s booking.
· High Innovation leads to digital marketing channels that offer wallet-free service and nurtures loyal customers. 
	· Ineffective Positioning makes them lose young target customers or millennials.
· Poor Risk Assessment becomes a barrier to marketing strategy. For example, the Fire-attack of 2015 with no escaping in the rooms caused people reluctant to trust Cadogan (Pratiwi, and Sudiarta, 2019).  

	Opportunities
	Threats

	· Shifting Demographics will create the opportunity of growing customer’s base to Gen-Z & Millennials. 
· Diversified Offering will provide them with a competitive advantage. 
· Global Destination by Relais & Chateaux group explores opportunities and immerse their market position in the hospitality industries (TOMA et al, 2018). 

	· The current Pandemic had dropped profit by 92% and becomes a perpetual reality in 2nd wave.
· Harsh Competition by Marriott, Premier In may reduce market shares, international attraction and strategic position.


Cadogan Hotel can address internal capacities and strengths to negate the potential threats and underpin their opportunities as an effective marketing strategy to satisfy customer’s expectations. 
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Macro factors are capable of influencing Cadogan’s Operation and Marketing Strategies whether as an opportunity or threat and beyond control. The PESTLE analysis is;
Political: The UK Legislations, Tax, Brexit and governmental influences has both Pros and Cons over Cadogan’s marketing strategies. Brexit Uncertainty often reduces the number of tourist’s visits.  
Economical: The economic recession has significantly affected visitors purchasing power and also has an impact on exchange rates, overall revenues and inflation during Covid19. 
Social: UK visitors are considering spending more nights in hotels than before. For example, the Modern lifestyle and luxuries attitude of consumers will increase Cadogan’s profit by 72% and provide an opportunity to grow for stakeholders (BURKE et al, 2020).  
Technological: Invention of CONTENT STUDIO and adventurous offers through digitalisation brings the opportunity of customer engagements. 
Environmental: Cadogan measures to sustainability and reducing the use of straws and plastic bags are appealing to customers and enhance global brand presence. For instance, Cadogan’s sensitisation for NUCLEO PROJECT identifies the UN sustainability target and will attract customers during the pandemic situation (KONDO, 2018).
Legal: Incident of Fire safety filed a legal lawsuit against Cadogan and is a threat for further privacy policy and reputation. 
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With the 2nd wave of a global pandemic, it is nearly impossible to provide customers satisfaction for hospitality sectors. Cadogan has failed in few areas to effectively address the marketing techniques. Social responsibility has a significant impact on the hospitality sector’s success and present customers are conscious about organisational contribution to social responsibility. Effective and efficient utilisation of natural energy and resources through maintaining current cleanliness and safety standards in both operation and distribution channels are highly recommended to 11Cadogan Gardens Hotels. This is the proper way of attracting modern customers to hotels and resorts and increase overall performance and profits and participate in open competition. 
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Pricing Strategy


Premium Pricing


Luxuyrious Products & Services.


Economy Pricing


Big Box Stores.


High Quality & Value.


Overhead Cost and Value


Bundle Pricing


Pair of Services 


Higher Profit on Lower Value.


Planning Webinars or FAQ


Deep Digging into First Party. 


Improving Online Review Strategies


Upgrading 'Google My Business'


Brand Photoshoot & Video


Frequent Updating Website



Core Product 


Refining Service, Safety and Hygiene Products.


Actual Product


Digital Check In


Augmented Product


Installation


Delivery & Credit


NEAR FEILD COMMUNICATION


Warranty


Transformation of Data upto 424kbits/sec.


Infrared Scanner


Keyless Pad Door
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