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	[bookmark: _Toc82617396]Introduction
[bookmark: _Hlk82612521]The chosen company is Farlam Hall Hotel & Restaurant in the Hallbankgate, United Kingdom. This report will shed light on the marketing plan to be recommended to the company for increasing its position in the hotel industry. The purpose of this marketing plan is to suggest the organisation strategies for enhancing its engagement with the customers. Further, both offline and online strategies for the same would be discussed. Through this, the organisation will be aiming at enhancing its outreach in the market and enhance the overall standards of profit generation. This report will also discuss the challenges that the company might be facing due to this marketing plan supported by necessary recommendations.

	[bookmark: _Toc82617397]Marketing Mix 
Product – Farlam Hall Hotel & Restaurant (FHRR) provides its customers with hotel services including accommodations, food, and drinks with options of customisations based on private events such as weddings, private dining, celebrations, and corporate meetups (Relais& Châteaux, 2021). The services of the company also include a restaurant, free Wi-Fi, room service, parking, and laundry.
Price - The companies mainly rely on the cost-plus pricing strategy. This is mainly due to the differences in the accommodation service qualities. The services are differentiated into three categories, which are standard, superior, and deluxe and prices are set based on the raw materials invested in the same. 
Place – The company currently operates in England and it will be reachable through both offline and online bookings in the market. Further, in its establishments in Brampton, UK, the company provides services for 12 bedrooms and villa bookings (Pickles, 2021). 
Promotion – The company mainly will rely on word-of-mouth and loyal customers for promotions. Various online tourism review platforms such as TripAdvisor will also act as a major promotional tool for the organisation. It will also broadcast and connect with its customers through social media platforms such as Facebook, Twitter, and Instagram. It will use its official website as an efficient medium to create customer awareness and share important information. 
[bookmark: _Toc82617398]The Marketing Environment (Micro-SWOT)
Strengths: 
· One of the biggest strengths of the company is the high-level ratings in different review platforms. For example, FHRR has a 5star rating on one of the most renowned review platforms, TripAdvisor, which boosts its brand image (tripadvisor, 2021). 
· The organisation encourages strong sustainability through its “Go Green Policy”. Under this, the organisation incorporates reduce, recycle, and reuse strategies for environmental conservation. Further, its meat supplies, the company partners with local suppliers within 20 miles (Farlam Hall, 2021). 
Weaknesses:
· The company does not have an efficient market presence in the UK with only one outlet in Brampton, which affects its overall brand exposure and competitive potential. This can be addressed through expansion.
Opportunities:
· Enhanced social media promotions can help the organisation to create stronger brand awareness and attract new customers while retaining loyal ones.
Threats:
· One of the major challenges FHRR face is increased competition in the UK hotel industry. With a market size of almost £6 billion, the industry currently includes almost 10594 businesses (Ibisworld, 2021). The threat of competition is, therefore, relatively high for FHRR. However, through expansion and product diversification, the company can negate the risk of competition and gain an advantage.
[bookmark: _Toc82617399]The Marketing environment (Macro) PESTEL 
Political: 
· The corporation tax rate in the UK is 19% and due to this, FHRR will be benefitted from generating higher profits after paying off taxes (PWC, 2021). 
· The political stability index of the UK was 0.52 in 2019, which indicates consistent stability and this would reduce the uncertainties for FHRR on attaining suitable returns from its market investments (The Global Economy, 2021). 
Economic:
· The inflation rate of the country is currently at 1.51% in 2021 and with projections on the future increase, FHRR could face higher supplier bargains for resources affecting its level of profits generated (Statista, 2021). However, this can be avoided through setting long-term relationships and deals with suppliers.
· The current unemployment rate of the UK is 4.7% and this provides the company with an opportunity to employ talents at lower labour market competition wages (ons.gov.uk, 2021).
Social: 
· The average household income rate of the UK society was almost £35.33 thousand and this higher rate provides an opportunity for to FHRR in selling more premium services (Statista, 2021). 
Technological: 
· The social media penetration in the UK is 77.9% currently with further projections of increase and therefore, these platforms will serve as an important promotional and branding platform for the company in the market(Statista, 2021).
Environmental:
· The UK government introduced the Environmental Protection Act 1990 entitling the businesses with the responsibility of ethical and environmentally friendly operations and FHRR will have to customise its strategies (legislation.gov.uk, 2021).
Legal: 
· Based on the Equality Act 2010, FHRR will have to enhance the quality of diversity and inclusiveness to negate possibilities of discrimination(legislation.gov.uk, 2021). 
[bookmark: _Toc82617400]Creating Customer Value & Engagement
In the hotel industry, customer satisfaction is one of the most important parameters, which influences the ability of an organisation to attain its intended goals in the market. However, for this, it is important for FHRR to have an initial understanding of the expectations and demands of the customers. This can be done through the following strategies: 
· [bookmark: _Hlk82612313]Customer survey: This would help the company to avail data from multiple participants or customers in the market. With the help of this, the company will be able to understand the customer perceptions of the current services provided and their expectations for future betterments(Chen, 2015). This would make it easier for the organisation to determine the areas for improvement, which would enhance the overall service quality.
· [bookmark: _Hlk82612349]Use of social media: Social media platforms can also be efficient platforms for the same. This allows real-time engagement and communications with the customers providing the company with an opportunity to understand the customer preferences (Zadeh et al., 2019). This is relatively cost-effective and availing feedbacks is easier. 
However, in context with both of these strategies, it would be important for the organisation to ensure that these feedbacks and preferences are incorporated strongly in the strategic decision-making of the organisation. Through this, it would be easier for the company to cope with customer value and changing trends in the market.
[bookmark: _Toc82617401]Effective Use of Digital Marketing
The digital communication, which will be used for the current marketing plan are:
· Website designs: This would be one of the influential channels for content marketing. Currently, FHRR uses its website for educating the audience about its services and related bookings. However, the aim is to enhance the representations and enhance the level of customer engagement in the same (Ryan, 2016). This would support the organisation to improve its lead generation and organic web traffic. 
· [bookmark: _Hlk82610437]Social media: With the increasing social media penetration, the company will be emphasising improving its engagement and representations on platforms such as Facebook, Instagram, and Twitter. The company will improve its events, social polls, and posts to attract new customers. Through this, it would be easier for the organisation to reach out to a wider audience and benefit from better profit rates. 
· Email: This is one of the most efficient digital communication channels, which would support enhanced customisation marketing. FHRR will use this channel to improve its personalisation in the services for loyal customers. It would also be used to share important information about the services with the customers. Further, customisation will support better engagement, making it easier to retain its customer base. 
[bookmark: _Toc82617402]Conclusion 
The above discussions have shed light on the marketing plan strategies of Farlam Hall Hotel & Restaurant. However, with its intention of increasing customer value and digital communications, the company might face major challenges. Some of the challenges are:
· Negative comments and rumours on social media platforms can be highly challenging for the brand image of the company and this might affect its overall sales and profits. 
· The company will be facing issues of personal data confidentiality and data-sharing regulations in its efforts of expanding its digital communications’, which can also attract major penalties. 
Some recommendations:
· The company should be focused on managing higher transparency in its services and operations so that it becomes easier to tackle unnecessary rumours through clear information sharing.
· The organisation should engage in structuring its policies in accordance with Data Protection Act 2018. This would help it to increase customer confidence towards online engagement and bookings for services.
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