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The purpose of this marketing plan is that Four Seasons Hotel is facing tough international competition (Oliveira et. al. 2023). As Four Seasons has expanded across the world, it has faced tough competition at the global level with various big hotel chains such as Hilton Hotel, Hyatt, Marriot International and other leading hotels in the industry. The company is unable to attract more customers, unlike other hotels. This marketing plan is being prepared for customers to attract them to gain a competitive advantage in the industry. 
To frame an effective marketing plan the SOSTAC framework is used.
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Figure 1: SOSTAC Framework.
(Source: Marketing Frameworks, 2023).




Micro Analysis (SWOT Analysis)
	Strengths
	Weaknesses

	· Old hotel brand and has business for more than 50 years.
· Has a strong and luxury brand reputation.
· Offers personalized customer service to guests.

	· Less loyal customers.
· Highly dependent on the luxury segment.
· Perceived to be more expensive than other hotels.
· High employee turnover.


	Opportunities
	Threats

	· Chance to increase more customer base.
· Effective use of social media marketing and increasing social media business presence.
· Get engaged with existing and potential customers.
· Offering rewards and discounts to create a loyal customer base and deal with competition.
	· Facing high international competition.
· Poor marketing strategies.




Four Seasons, being a luxury hotel generally targets customers with high income levels and such customers are able as well as willing to pay for hotel services. On the other hand, being a luxury hotel, Four Seasons mostly relies on external traffic and geographic segmentation does not apply as customers can come from different locations of the world (Rammohan, 2023). Thus, the company uses a product-based differentiation approach and mainly focuses on service, comfort, style, and pampering. 
[image: ]
Figure 2: Perceptual Map of Four Seasons Hotel and Resorts.
From figure 2, it can be analysed that Four Seasons is perceived to be a high price and high quality. This also means that prices are very high and service quality is very good. 
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Figure 3: Bowman's Strategy Clock.
From Figure 3, it can be analysed that Four Seasons is placed in position 5 i.e., focused differentiation. So, in this strategy, the company simply positions its product or service at a high price where customers buy such products or services because of the high perceived value.
Four Seasons has long seen value in collaborating with storytellers and the company aims to work with numerous creative minds that prefer to share their passion for discovering new destinations and travelling (Four Seasons, 2023). 
Pestle Analysis
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Figure 4: Pestle Analysis.
(Source: Muya, 2023).
Political:
· Government stability allows it to expand regionally and internationally.
· Favourable tax policies allow the company to expand easily.
· Competition regulations can allow the company to deal with competition.
Economic:
· The modern inflation rate can prove helpful for the company.
· Moderate interest rates can help Four Seasons to take loans from banks.
· Consumer spending trends are important for the company to analyse.
Social:
· Targeting the younger population can prove beneficial.
· High education standards mean more skilled, talented and knowledgeable persons in the talent pool of the hotel (Li, 2023).
Technology:
· A country with a strong technological infrastructure can prove beneficial for Four Seasons.
· The use of the internet and social media can also prove beneficial.
Legal:
· Adopting and updating health and safety laws.
· Adopting employment laws.
Environment:
· Recycling
· Waste management
· Green consumption. 
Marketing Mix
Products:
· Hotel rooms and experiences.
· Four seasons room accessories.
· Wi-Fi.
· Food and beverages.
· World trips with private jets.
Price:
· The company has adopted a premium pricing strategy.
· Four Seasons charges $700-$800 per night and some rooms up to $4,000 per night.
Place:
· Four Seasons operates in more than 96 locations across the world in both rural and metropolitan.
Promotion:
· The hotel can convey its value proposition through the use of different types of promotion such as video advertising, magazines, and social media. 
SMART objectives of this marketing plan are.
Specific: Minimizing the international competition that the company faces through effective marketing strategies such as effective social media marketing and attracting customers by lowering prices and offering discounts.
Measurable: It can be measured through customer loyalty, high customer traffic, and an increase in sales of the business.
Actionable: Offering discounts, lowering prices of rooms but no compromise with the quality of service offered (Chaffey and Smith, 2022). 
Relevant: These objectives can help Four Seasons deal with international competition and can also allow the company to gain a competitive advantage.
Time-bound: This objective will be achieved in one year. 

Four Seasons Hotel is unable to deal with international competition and attract customers due to its premium pricing policy. So, the hotel must change its strategy to change the perception of customers related to its price. So, the strategy which can prove effective for the hotel can be explained with the help of Ansoff Matrix.
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Figure 5: Ansoff Matrix.
(Source: Joshi, 2023).
Based on the Ansoff Matrix, Four Seasons should adopt a market penetration strategy and it is the least risky strategy out of four growth options (Kankkunen, 2022). Here, the hotel needs to grow in a market it already exists in with services or products it already has. Here the goal of the hotel is to enhance its market share by identifying new customers in the same market or can also sell its offering to its current customers. This can be achieved by Four Seasons by:
· Decreasing prices.
· Increasing promotions.
· Refining its distribution process.
· Making product or service improvements to attract customers.
On the other hand, the change that will be required in the marketing mix is to enhance its product or service offering, adopt a low-pricing strategy, acquire competing hotels in the same market, and improve its promotional efforts.
Developing effective communication mix tactics can help Four Seasons to address the issue and these communication mix tactics are mentioned below.
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Figure 6: Communication Mix Tactics.
(Source: Bhasin, 2021).
Advertising: It is the method of communicating with the hotel’s service users, with the help of advertisements Four Seasons can easily deliver the message to a large audience. It can be done by TV, radio, PPC, Magazines, and so on.
Personal Selling: It can prove to be the most effective tool to communicate directly with customers (Ismunandar et. al. 2023). 
Public Relations: Developing strong public relations can prove helpful for Four Seasons, in this case, the hotel needs to engage in numerous social activities to build a strong and positive brand image within the marketplace. 
Sales Promotion: In this tactic, Four Seasons’s sales promotion should consist of various short-term incentives that are designed to convince customers to begin to purchase the hotel’s products and services (Berti and Loner, 2023). 
Direct marketing: With this tactic, the hotel can directly target a single individual to communicate its service offerings. 
It has been analysed that Four Seasons' current communication mix tactics are not effective as the hotel is unable to utilise enough time on social media marketing. Moreover, the number of followers has decreased, and the hotel has poorly developed communication mix strategies. It can be improved by developing effective communication mix strategies based on new trends and customer preferences. Moreover, developing an effective social media marketing strategy can help the hotel to address the issue by developing a strong and experienced social media marketing team and PR team. 
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Four Seasons needs to evaluate the performance of set objectives. The success of the marketing plan can be measured by various KPIs (Key Performance Indicators) which are specific and numerical marketing metrics to measure the progress of a marketing plan (Bhoomika, 2023). Some of the KIPs for this marketing plan are marketing qualified leads generated, unique website visitors, form conversion rate, conversion rate, PPC, cost per lead, customer retention rate, marketing return on investment, new customer base, increase in profits, positive attitude towards the brand, booking rate, and closing rate.
Developing an effective marketing plan is not easy, various challenges can be faced by Four Seasons. One of the major challenges can be choosing effective marketing tactics as it is important to identify which marketing strategy can prove effective and appealing. Moreover, developing strong marketing in a highly competitive market is not easy. Maintaining a sufficient budget can also prove challenging.
Recommendations
· Four Seasons can identify the most successful tactics by tracking metrics on all of its campaigns as well as advertising platforms.
· The marketing team of the hotel should analyse competitors' marketing campaigns this will allow the hotel to develop a unique and convincing marketing campaign.
· Four Seasons should develop a proper budgeting process and allocation of funds to different marketing processes should be done properly. 
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Situation Analysis
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Conclusion

Developing an effective marketing plan is not easy, various challenges can be

faced by Four Seasons.

One of the major challenges can be choosing effective marketing tactics as it is

important to identify which marketing strategy can prove effective and appealing

Moreover, developing strong marketing in a highly competitive market is ot easy.

Maintaining a sufficient budget can also prove challenging.

FOUR SEASONS
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