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Part of the renowned organisation Relais & Chateaux, the hotel we have chosen to focus our report on is The Bath Priory. The hotel is one of the topmost five-star hotels in the world. Conveniently situated, The Bath Priory hotel is just a short stroll from the rail stations and historical monuments like cathedrals and the Georgian city centre of Bath, England. The purpose of my marketing plan is to understand consumer wishes and expectations which is critical in the hotel management industry. Consistency, performance, strategic marketing, and market shifts are the primary characteristics that aided in comprehending the philosophy of hotel marketing(Tan, 2017). Business progress might be stifled by futile data.All though the fast-changing nature of the sector, predominantly in post pandemic times, All in the hotel industry must develop new goals and priorities regularly.
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Product: The Bath Priory features unrivaled amenities and facilities, including a temperature-controlled pool with views of ancient monuments, themed dinner parties, a gym, a steam room, a sauna, and a spa with a variety of specialty treatments. The hotel's dining options include a variety of local and international cuisines, a specialty restaurant, a  café, and a bar side pool. Guests can also enjoy carefully crafted beverages and canapés at the Club bar and restaurant. The Bath Priory caters to a wide range of customers, including singles, couples, travelers, athletes, elites, active elderly, and so on (Beldona and Cobanoglu, 2007). 
Price: Choosing the proper price strategy, especially post pandemic, is one of the most important parts of the marketing mix(Suwidiyanti, Oktafia and Haryanto, 2020). The cost of a stay The Bath Priory varies based on how long one stays. They primarily focus on luxury travelers, who make up the largest section of the market, especially during the week.They can utilize a combination of competitor-based pricing and length-of-stay-based pricing. During different seasons, like Peak Season, The Bath Priory Hotel provides varied pricing. They primarily target luxury travelers, who make up the largest section of the market, especially during the week. If hotel products such as guest rooms, food and beverage menus, and other services are not priced competitively, potential guests may decline to use them (Pawlicz and Napierala, 2017).. 
Place:This refers to the items' ability to connect with customers(Boozer, 2021). The Bath Priory employs either direct or indirect distribution methods to reach out to potential clients. Telephone conversations with individuals is a Direct channels , pay-per-click or banner ads on the internet, commercials in the printed media, booking Systems for Hotels on the Internet & indirect channels like consultants of travel, organizers of events, portals for online travel, etc. (Wijayanto, 2015). It's important to think about the type of service you'll be providing when deciding on distribution zones. Another consideration is like  a service should be provided in a franchise store, online, or both. Some hotel in heart of city, on the outer edge of town, in a a ancient city, or a leisure zone. 
Promotion: The Bath Priory promotes itself by providing exclusive discounts, stunning event spaces, and large-scale advertising. Guests can access the entire selection of hotels and room prices available in the corresponding hotels through advertising via social media, such as the main website. The Bath Priory  also sends emails to its targeted clients about new offers & discounts. Social media can perform a significant role in promoting the hotel industry. The customers who are served by the hotel are at the core of hospitality (K Kang, 2015). They will not react well to their stay if their voices are not heard, and they will choose to go elsewhere in the future. So it’s very important to meet the needs of the guests, sending out feedback questionnaires & ensuring commitment (Esmaeilpour and Ranjbar, 2018). 
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A marketing information system is a technology-based system that organizes specific data about the industry, sales, promotions, pricing, competition, and the allocation of products and services (Novikova, 2015).
Data on income, cash flows, collections, payables, stocks, assessment, advertising, and cost are recorded, reviewed, tracked, compared, and presented to Relais & Chateaux’s relevant teams for major judgment from the company's internal records kept in many financial records. It makes tracking and evaluating marketing programs and systems easier.
A marketing research framework (Pedko and Hordiienko, 2019) is a modern tool that investigates an identified marketing problem or issue in the hotel. To draw logical conclusions, it is done with the aid of primary or secondary data captured and displayed in a text file. It also contains details on the needs of the consumer.
The marketing communication system gathers, analyses, and informs The Bath Priory every day about developments. It makes global service and other foreign trading activities easier for industries(Burgers, Padgett and Concha V., 2010). The objective is to satisfy their information needs while also keeping them informed about the global situation.
To support Relais & Chateaux’s Bath Priory decision-making processes, commercial management endorse systems, comprehensive statistical and economic methodologies are employed to filter, evaluate, and translate raw data into meaningful marketing intelligence. It's a useful tool for subsequent strategic, logistical, and sovereignty decisions.
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Certain exterior factors could influence our chosen hotel & it can be analysed by PESTEL which is given below:
Political:Political considerations such as legislation and procedures can have an impact on the hotel industry. If all other things remain unchanged, political concerns alone may pose a threat to The Bath Priory overall operations. When the government imposes strict security rules, the Intercontinental hotel suffers considerably. 
Economic: Guest can enjoy their leisure time at the hotel if their money is sufficient to meet demand(Tsaur, Yen and Chen, 2021). Economic aspects such as financial standing and consumer capabilities are a vital element of the consideration for The  Bath Priory. The fact that The Bath Priory is dealing with an uneven demand and supply situation is not the company's only economic problem. The area's overcapacity is accompanied by a lower cost than the The Bath Priory, putting producers in a financial bind.
Social: Beliefs, attitudes, lifestyles, and values are all social influences(Best and Mayerl, 2013). These factors are linked to customers, and they have an impact.The Bath Priory because people's lifestyles are taken into account when they utilize hotel services. The bulk of the country's citizens have minimal knowledge of the hotel industry due to a severe lack of basic knowledge. The Bath Priory, identifying someone who possesses traits such as intelligence, excellent beauty, and background understanding is challenging. 
Technological: The central administration's involvement in the company has centered on reforming the hotel industry in order to reduce such dependence and focused on improved technological processes in this modern age to increase economies of scale (Tripathi and Bagga, 2020). These technical developments affect the hospitality industry.
Environmental: Environmental variables such as raw resources and pollutants influence Relais & Chateaux The Bath Priory environment. Customer equity will be lowered if the environment is not in good condition (MohdYusoff, 2019). Some consumers at Relais & Chateaux The Bath Priory contaminate the environment, which leaves a negative impression on other guests. As a result, it might cause a lot of stress to the authority.
Legal: Legal factors post COVID 19  such as health and safety, consumer rights, laws, and safety, among others, have an impact on The Bath Priory environment because the quality of its products or services is insufficient to ensure people's safety (Muzamil et al., 2018). If The Bath Priory fails to provide proper insurance coverage, follow labor rules and regulations, and obey labor laws and regulations, it will have a significant impact on its overall system.
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The Bath Priory uses a range of novel tactics and approaches to achieve its goal, including performance evaluation, meeting management, and a substantial award system (Santoro, 2015). The influence of online travel companies is growing – especially in the wake of the COVID 19 pandemic, customer demands are rising. The hotel industry is today extremely competitive. The primary drivers that contributed to identifying the hotel marketing philosophy were uniformity, productivity, market positioning, and the entire market. It's critical to keep to stated objectives, in the hotel sector everyone must design new policies and objectives regularly.
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