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Introduction

To develop this marketing plan, the chosen hotel is the “idle rock restaurant” which provides a vast variety of services and products. This restaurant is located in the United Kingdom's St. Mawes, a village on the Roseland Peninsula on the south coast of Cornwall. It is one finest destination for, wildlife enthusiasts, walkers, and water sport enthusiasts. In general, the United Kingdom is one of the countries that is a mix of many cultures, with many old buildings that add to the country's inherent beauty and create a huge draw for visitors (Khan et al. 2019). Therefore, the current report aims to develop a marketing plan for the restaurant whose main purpose is to attract new customers after the pandemic’s lockdown. 
The Marketing Mix

In terms of the restaurant's marketing mix, it offers a distinctive product including a flavoured product that is locally produced and platter in a way that relates to the stories brought to fruition via wisely catering the relations with fishermen, local suppliers, and farmers, which adds the value to attract customers. Furthermore, according to (Gao, 2020) research, with the greatest product design, distribution is another crucial stage in maximizing revenue. To do so, the distribution channel used by the company which helps customers to locate the area is by the website. Because pandemic victims are largely at home, having a presence on the website is extremely important. The company can opt for a retail distribution strategy by opening a certain outlet in other parts of the UK. In addition, the pricing strategy within the area is mostly price matching, by determining competitors' rates and matching their prices according to it. Moreover, linking to the customer’s value, the company can opt to do Value-based pricing, by displaying factors that create the value. Moreover can target a bundle pricing strategy by giving packages that can help in attracting customers. As research (Wu and Yang, 2018), mentioned that, almost 56% of customers are attracted by the bundle pricing strategy in the UK. Moreover, the hotel can select digital mediums to advertise their product and services. 
The Micro Environmental Factor (SWOT)

Furthermore, micro environmental factors strengthening Idle Rocks are related to the huge selection of products and services ranging from dining, stay, gift vouchers, and accommodation that provide clients with a home-like feel. Moreover, the weakness of the restaurant is its low visibility on social media. The major opportunity for the restaurant is to use the scenic beauty of the village to attract customers, also, the village's lower population may be a benefit in attracting customers during the pandemic, since people are anxious about being surrounded by fewer people. However, the company's biggest threat is growing competition in the restaurant services market. 
For developing the hotel's marketing plan, it can leverage its strengths by diversifying its product offering. Because the company focuses on health and wellness, they can offer food goods as well as services related to physical activity and the gym. Furthermore, they must address their weaknesses by advertising their product and service on social media; to do so, they can use the campaign marketing technique, which, according to a study by (Király et al. 2020), brings high engagement and sales to the brand. They can also work with brands that promote sustainability to increase their visibility. The hotel might make use of this opportunity by designing hotel rooms that face the nicest views. Furthermore, they can address the threat by making a high presence in the market and making loyal customers.
Macro Environmental Factor (PESTEL)

Moreover, macro-environmental factor impacting the hotel industry is analysed, for this current report has chosen pestle analysis model. According to the research by (Maxim, 2019), the political condition of the UK and of Cornwall is highly stable, also the government develop an action plan to promote the hotel industry. In addition, the country has stable GDP and high purchasing power which make people spend on hoteling activity (Baier and Welfens, 2019). Moreover, the social culture of the UK and Cornwall is highly welcoming, and people have an open mind attitude for different races. Also, Travellers, have more transportation options due to the high advancement in technology and by the launch of the “London cycle hire scheme” (Ding et al. 2021). Moreover, an environmental factor of low carbon emission, the green economy is high in practice in this area (Gibbs and O’Neill, 2015). Furthermore, hotels can benefit from the political situation because it is easier to sell products and services lawfully when the government is involved (Qian, Law and Fan, 2020). Also, the social component of having a large purchasing power might assist a corporation in increasing product sales, reducing the necessity for a price skimming approach. (Winfree and Watson, 2017). The company's greatest challenge, though, is adhering to environmental laws and achieving zero carbon emissions in its food manufacturing.
Customer Value and Engagement

Customer’s value practicing in the hotel by providing entertainment facilities such as movies, night out facilities, spa facilities, flavoured food items. However, customer value elevated to a large extent by providing them ease in transaction and booking, also by delighting customers during the whole trip, which can be done through using automation technique (Raj et al. 2015). Moreover, for developing the long-term value, the company should use a customer relationship management strategy that helps them in improving the buying process because by increasing the relation with the customer, customers are more likely to purchase the product or service. Considering the benefit offered by using the automation technique, is related to ease the transaction and easy access also it helps them to get fast delivery also it helps to solve the query quickly (Aljawarneh and Al-Omari, 2018). Research by (Shin, Perdue and Pendelaere, 2020), addresses that, for increasing visitor engagement, the company can develop customization options and integrate social media into the buying experience. Moreover, the company can increase customer engagement by taking reviews about the service and the product used, to do this, the company can select to use social media channels, video marketing, email marketing, and direct selling. 
Effective use of Digital Marketing

Furthermore, hotels can utilize a digital marketing plan that includes campaign strategy, pay-per-click strategy, content marketing, and search engine optimization strategy to assist them to stay on top. Also, employing these strategies can assist a firm in identifying potential clients as well as generating the intended money (Aday, Lui and Walls, 2017). As individuals are more likely to click on advertising unconsciously after discovering a light match in the indicated and wanted demand. (Youn and Kim, 2019). Investors and fundraisers can contribute to the development of this plan, and it can be managed using software and tools. To find the potential investor, the company can use social media websites, also this medium can be used for fundraising as well. As the company is practicing with the sustainability measure hence the company can make a campaign strategy to raise funds to support sustainability practice. The message that the hotel marketing campaign must give is that visiting the idle rock restaurant during a pandemic is extremely safe due to the low population in the area and because we are taking cautious measures and supplying sanitary meals to you. They can also transmit the message that mental calm is necessary after the long lockdown, which can be readily obtained by staying at a hotel that has a beautiful view. 
Conclusion

The Idle rocks is in St. Mawes in the UK, which provides the restaurant best place to attract customers because of the high culture, low population, and stunning scenic views. The present report has mentioned the vast variety of projects as the strength of the hotel and the vast options of relaxing services. Moreover, the weakness of the company is its low presence on social media, because of this, a company might have to face low visibility, lack of sales, lack of awareness about the service and the product provided by the company, and low reputation. Furthermore, the macro-environmental component encourages clients to visit the restaurant as the country has a strong political history, well-structured transportation system, vast variety of cultures, and no barrier in language. Due to some threats and weaknesses, the present research recommends using social media and automation technology in practice.
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