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1. Executive Summary






























2.Introduction
	Center Parcs was established in the UK in 1987, however they had previously operated in the Netherlands from 1968 (Center Parcs, 2022). Center Parcs UK consists of six villages, operating in various areas across the UK, offering luxury, activity filled, family holidays. Each village is surrounded by 400 acres of natural forest landscapes, and can accommodate through a variety of properties, including lodges and apartments (Center Parcs had an annual revenue of £503.4 million in 2021/2022 (Statista Research Department, 2022). Center parcs host over 2.2 million guests each year (Oracle, 2021). 
In the previous presentation, there were several marketing challenges identified. The challenge of price versus quality was heavily debated. There are several new competitors on the market, which offer a very similar experience to Center Parcs at a significantly lower price. As Center Parcs is advertised as a luxury break, and other holiday breaks at locations such as Haven and Butlins, have not been in anyway a close comparison. Lately though, Butlins have invested in luxury lodges on site and are continually investing in new, luxury improvements (Robertson, 2022). The organisation ‘Bluestone’ in Pembrokeshire, Wales offers a similar experience to Center Parcs, in a natural environment, boasting luxury lodges to engage in family breaks and still at almost a third cheaper than Center Parcs on comparison.  In the current cost of living crisis, many consumers are constantly searching for the lowest price possible, with the most value and quality.
At Center Parcs head office, one of the biggest departments is the sales and marketing department. These departments are involved in a variety of factors including the projection of sales and merchandising retail stores, to online bookings. They work alongside many other professionals including digital media executives, art workers, brand specialists and web designers (Center Parc corporate, 2022). 
Center Parcs usually markets their services in television advertisements and by emailing brochures to previous customers, which has worked significantly well over the years, enabling Center Parcs to be successfully trading and expanding for such a length of time, holding a high brand status. Center Parcs has recently formed a partnership with Global, which operates Heart Radio (West, 2022). It has been established that over four months, the radio presenters will advertise a competition to win a short break at Center Parks and this will be put on the air at breakfast time, a time when most families are together either on the school run or sat eating breakfast (West, 2022). The Heart Radio presenters will then discuss their own experiences of breaks at the resort, emphasising on all the activities that they enjoyed and the highlights of their trips. The winners of the competition will then become influencers coming back on the radio show to discuss their competition holiday experience. All of these factors will significantly increase the advertisement of Center Parcs as a resort for luxury family breaks. 










3. Main Findings
To assess the macro environment that the company operates in, a PESTEL analysis was performed. PESTEL is an acronym for the ‘Political, Environmental, Social, Technological, Economic and Legal’ factors, that may have an effect on how the company operates (Perera, 2017). A S.W.O.T analysis was then performed to identify the strengths, weaknesses, opportunities, and threats associated with the organisation’s operations (Teoli et al, 2022). The STP process in marketing addresses the segmentation, targeting and positioning in marketing, and was followed to address issues identified in the current marketing procedure. 
PESTEL analysis
Political- Political factors identified were the factors associated with the political uncertainty currently occurring in the UK, and the fact that whilst at the moment, businesses are currently entitled to a cap on the gas and electricity, through the Business Energy Relief Scheme, but this may only be in place until March 2023. The current cap stands as £211 p/MWH for electricity and £75 p/MWH for gas (Business and Industry, 2022). Whilst this will help massively over the winter months, the price of energy is increasing at an extortionate rate, and the fear of the unknown for the costs incurred after March 2023 is an issue that needs to be addressed. 

Economical- The current cost of living crisis in the UK, is affecting most people, leaving them with little to no disposable income, and in some cases, not having enough money for food and essential bills (Keith Neal, 2022). The fact that energy prices are increasing at such an extortionate rate, is leaving individuals with no money to heat their homes and putting businesses out of profit to the point of collapse. The price of labour and materials is increasing, with transportation costs also increasing throughout 2022. Center Parcs would need to accommodate for these increases, which may have an affect on the profits made if the company did not pass these costs onto their customers.  The declining unemployment rate was another factor identified, however as a positive aspect. The UK unemployment rate stood at 3.5% at the start of 2022, which is the lowest rate recorded since 1974 (Trading Economics, 2022). This was a positive factor identified, with the hope that it would leave people with more disposable income to spend on luxuries such as holidays at center parcs.  

Social- There have been an increasing number of lifestyle changes since the covid pandemic started. Many people became increasingly aware of health and lifestyle choices (Milovanovic et al, 2018), increasing the amount of exercise that they took part in and taking to cooking healthier meals at home (Keith Neal, 2022). This could be a positive factor towards Center Parcs, as they brand themselves as family orientated, with lots of indoor and outdoor activities, in an environment surrounded by nature, and customers who are health conscious may be interested in short breaks of that nature. Many people who usually travel abroad for short breaks have been embracing ‘Staycations’ (Wong et al, 2021), ‘a pandemic fear’ setting across UK residents, with 68% of people in fear of being stranded abroad due to the ever-changing restrictions which were occurring in the UK. The travel and tourism sector was hit hard by the effects of covid lockdowns (Muritala et al, 2022). 
Technological- Center parcs have kept up to date with technological advances, investing in new technology when covid hit, which allowed the staff at Center parcs to become digital assistants whilst dealing with customer queries (Oracle, 2021). However, this was not advertised well, and it could have been a positive marketing idea to let customers know that they went above and beyond to quickly create an efficient means of contact. This could have been a means of reassurance to those who may not have booked a break away at Center parcs through fear of the hassle they may have incurred when the restrictions came back into force. The restrictions came back into force at extremely short notice and led to Center Parcs having to refund or move the date of over 150,000 bookings, which led to a surge of phone calls, most of which made the customers quite irate with having such long call waiting times (Oracle, 2021). The parks all follow an online booking system, allowing customers to prebook activities and having an online checking service, which enables a faster check in experience, which many people have found beneficial. Center Parcs invested in software to engage with customers before, during and after their breaks via email, with ideas and check lists, with the hope to encourage the customers to have the best experiences possible whilst at the holiday resort. However, whilst this idea may work for those who are equipped to use modern technology, it may isolate those who are not that tech savvy. One factor that has been debated is the company’s choice to make the organisation a cash free zone, with card payments being the only option. Whist this makes it easier and safer to keep track of finances, and more hygienic than paying by cash (Fabris,2022), there is a whole market of people who use cash as a main source of payment and from these individuals, there may be a loss of revenue incurred (Kitamura, 2022).
Ecological- Center Parcs are constantly trying to find new ways to improve sustainability across there organisation, from looking after the plants and fauna surrounding the parcs, to recycling practices, solar powered energy, and renewable grid electricity (Center Parcs, 2022). 
Legal- There are many laws that Center parcs needs to abide by. One that has been almost over looked in recent times was the Consumer Rights Act 2015 (Consumer Rights Act, 2015), when the company attempted to shut down the park at short notice, to accommodate the Bank Holiday for the Queen’s funeral, evicting guests at 10am and leaving them with no where else to go until the next day, with some guests being in the middle of their holidays. This action was completely in disregard for the Consumer Rights Act 2015, which states that goods and services should be fit for purpose, as described and of satisfactory quality and that contract terms and notices need to be fair. The reason that Center Parcs almost violated this act, was because even though fair notice was given, it left the customers at a significant disadvantage. Center Parcs realised their mistake in time to retract their statements, however it had led to media outrage and bad publicity. If Center Parcs had continue as originally planned, they could have been liable for many lawsuits from angered customers. 
S.W.O.T Analysis
[bookmark: _Hlk122123500]The strengths identified were that Center Parcs are an established organisation, that have continued to grow, even in the current climate. Post pandemic, Center Parcs bounced back after the losses incurred the previous year with an impressive revenue of £503million, with an increase of £381million compared to the previous year (Statista Research department, 2022). 
The weaknesses identified were that Center Parcs is no longer a niche offering, with many other competitors providing a similar experience at a cheaper price. In the current economic climate, customers are constantly searching for cheaper substitutes and these other luxury resorts could have a detrimental effect on Center Parc revenue if they continue to expand as quickly as they are currently. The recent media coverage surrounding the closure of the park on the day of the Queen’s funeral is also seen as a weakness, as the bad press would have an effect on the brand image (Partridge, 2022). 
The opportunities identified were that even post pandemic, people are still booking holidays in the UK rather than abroad so there is a market for luxury staycations. With the revenue increase post pandemic (Statista Research department, 2022), the company has the revenue to reinvest in new ventures should they be required and also the revenue to support themselves for a significant time, even in the current climate uncertainty. However, a lost opportunity was identified, where Center Parcs is potentially missing out on a big percentage of the market by only targeting families as their target market. The demographics of the country are changing, with people having children either earlier on in life or later in life. 
The Threats identified were that competitors such as Butlins are investing in luxury apartments, giving them a competitive increase in the market that was so divided to start with. With many people looking for cheaper substitutes and alternatives, the cheaper options are usually given a chance. Another threat identified was that Brookfield Partners, that own Center Parcs, had put the business up at auction for a starting price of £4billion (Macola, 2022). This fact was advertised to the public, which may have deferred potential customers from booking, as some individuals may not have the trust in new owners that they have in the current owners of Center Parcs. 


STP Marketing Strategy
	The market segmentation that Center Parcs currently operates in is directed towards families, enjoying an activity filled break in nature. The advertisements all lead to families, and do not focus on any other target market. The target market that Center Parcs would benefit from addressing would be the non families target market. Many individuals may struggle with fertility or have children are different stages through life, which means potentially Center Parcs could miss a whole customer segment. To compete in the current market, Center Parcs may benefit from addressing the customer segment of couples holidays, advertising action packed date breaks full of fun. 











Conclusion
	To conclude, Center parcs are a well-established brand that has held up against the back of the covid pandemic. They have adapted to change effectively, taking advantage of opportunities available to them, updating technology to ensure an efficient operating system. The weaknesses identified were the negative media coverage that surrounded the outrage where Center Parcs tried to evict customers on the day of the Queens funeral, as well as the new competition in the market.They have many threats of competition now, and with the companies such as Bluestone offering a similar experience for a fraction of the cost, and places such as Haven holidays and Butlins upgrading to offer luxury lodges and apartments, there are now many luxury options for a customer to choose from. The SWOT analysis identified a missed opportunity, which showed a possible missed market of customers as Center Parcs only targets and advertises for families, when realistically it would be a prime destination for all ages to have short breaks. 








Recommendations
	From the previous findings, the recommendations advised would be to target a new genre of customers. Center Parc could advertise the short breaks to adults alone as well as families. There are many people who have children at a younger or older age, that may appreciate a holiday where they can relax and reconnect with nature. Whilst Center Parcs seems to be of a different class to places like Butlins that offer adult only holidays, as with Center Parcs they offer a retreat style holiday whilst Butlins tend to focus on adult only drinking holidays. Butlins also advertise short breaks at young children directly ‘Just for Tots’, which Center Parcs doesn’t need to do either. They may benefit from advertising ‘date breaks’ where adults can go to reconnect with nature, and enjoy each others company. Center parcs could embrace all the amenities that they already have access to and just to promote them to a different target market.
	They could also venture in to offering adult only weekends in the sense of senior citizens, where they could offer relaxing breaks where the elderly could reconnect. There are many elderly people that could attend midweek breaks, at off peak times as the majority of elderly people do not have weekday commitments. These breaks could be offered at times that the park has reduced bookings. 
	For both ideas, they could be advertised in similar ways to what has been done previously. For radio advertisements, they could advertise at times such as lunch times or on a different radio station. Advertising on radio stations such as Radio 2, may encourage a different generation of customers. 
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