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	Introduction 
Napa Valley is among the world's largest most stunning wine areas. It's about an hour's drive from northern California. Auberge du Soleil is a typical Napa Valley adult hideaway, inspired by the south of France and blended with California spirit (Châteaux, 2021). 
The basic purpose behind this marketing plan is to assess and define the development made in the hotel industry over some time. Understand the strategic marketing approaches that shape it, and identify the important features of a customer-driven marketing strategy. Further, to identifying various elements of the marketing mix, assess, comprehend, and generate value for customers.




























	
1. Marketing Mix  
Product
This hotel industry falls into the service-based industry. However, the hotel offers the best combining of services and products, making it special (Châteaux, 2021). 
The services providing by the hotel are enlisted below:  
· Amenities
· SPA 
· Meetings and Events 
· Weddings 
· Meetings Halls 
· Trip advisor
           Price 
It assists businesses in determining pricing that maximizes profitability while taking customer and business demand into account (Nair, 2019). The organization is utilizing a premium pricing strategy that provides customers with value-added products based on the perception of the customers rather than actual costs (Cengiz, Oduncuoglu, & Koseoglu, 2020).

Place
Draft and implement the right distribution strategy helps out to generate business revenues and creating customer loyalty. 
There are three types of distribution that a business can opt as describe by Bhargav (2017): 
Selective:  A high-end business will concentrate on a certain location to appeal to its target audience (Sánchez-Casado, Artal-Tur, & Tomaseti-Solano, 2019).
Intensive: Generate profit by establishing outlets in the entire region. 
Exclusive: This strategy is typically utilized by high-end businesses with a small, particular target customer base that emphasizes quality norms.  The strategy is followed by Auberge du Soleil. 
Promotion 
The hotel is engaging its target audience by keeping eye on the changing requirements of the customer. This world does not stay stagnant so adopting change is important. The hotel is promoting its services by using different social media platforms such as Facebook, Twitter, Instagram and engaging the right audience. Going green differentiate Auberge du Soleil (Appiah, 2019). 
2. The Marketing Environment (Micro-SWOT)  
The hotel provides attraction in many ways and created a world full of imagination that captures more and more customers. However, the external environment plays a very influential role in the survival of any organization. The customers prefer renewable sources and energy policy which make the organization opt for strategies that make the survival in digital and organic transformational turbulence (Camilleri, 2018).  
	Strengths 
	Weakness 

	Dynamic in nature i.e. early adopter of technology. 
Well-established infrastructure. 
Diversified products and services. 
Enhance tourism development. 
Strong brand image. 
Networking with other service provider to serve the complete package. 
	Bureaucratic organization structure makes one of the major weakness.
Diversified group of the target audience.
Not paying attention to corporate social responsibilities.
Customer words of mouth positive or negative and feedback on the social platform. 
Higher input costs. 

 

	Opportunities 
	Threats

	Prefer to arrange exhibition and other events. 
High service quality exceeds customer expectations.
Training and development of staff related to hospitability laws.  
Market turbulence. 

	Strong competition exists in the geographical region. 
Disruptive innovation. 
Changing mind-set of the customer from materialism to go-green. 
Diversification made by other competitors. 
Innovative strategies by competitors to gain the trust of loyal customers. 







3. The Marketing environment (Macro) PESTEL  
The Macro Environment is the name given to this setting includes all of the forces shaping opportunities while also posing challenges to the business (Perera, 2017).
Political factors:
Political situation is overall stable. Taxation, infrastructure, and housing measures are significantly astonishing for the service sectors.
Economic Factors:
It’s the largest state economy with a GDP of $3.09 trillion in the USA. The cost of the furnished room, TV, Wi-Fi, Microwaves, mattresses are more expensive due to higher tariffs which directly increase the input cost of the hotel. 
Social factor:
California is rich in diversification. Its culture is from Spain, Asia, Mexico, the eastern US. It has a 39.51 million (2019) population with a Love for music, arts, architecture. 
Technological Factors:
California Department of Technology CDT, collaborating with govt and other entities to come up with digital services, develop an innovative and receptive solution for the business (hotels/resort). 
Environmental Factors:
Climate change is more affecting than ever California’s people. With corporate social responsibility, climate change can be minimizing. 
Legal Factors:
California has its law, but people are deal with both state and federal laws. The state has encyclopedic labor laws for employees. This makes the hotel industry follow strict rules for implementation.  











4. Creating Customer Value & Engagement 
Customer value is the difference between perceived customer benefits and total customer costs. The ideal loyalty program added both real and emotional value when they buy a product (Torres & Kline, 2013). 
Auberge du Soleil is delivering higher customer value by providing eco-friendly serveries. It is protecting the environment and trained its staff to protect the local surroundings. It has engaged with different types of other service providers to deliver the best services: 
· TripAdvisor
· Green leaders,
· Bay Area Green Business Program
· Green Spa Network 
This networking allowing the customer to enjoy the best combination that can be used to grasp many desire services under one umbrella. This will deliver higher customer satisfaction, and a satisfied customer is an asset for any organization. Satisfaction leads to loyalty. 
Moreover, the hotel is engaged to its customers with the social network. Social network plays an important role in building networking. 
The customers are followed back after the services are availed, and are free to provide feedback. Feedback nowadays plays a major building block for making improvements and adopting digitization.  Adopting digitization is not enough, training staff to deliver the best services while using it matters. As a result, the customer will get higher values and satisfaction force them to enjoy the service again (Kitsios, Kamariotou, Karanikolas, & Grigoroudis, 2021). 







 




5.  Effective Use of Digital Marketing 
The hotel is working to create higher customer values and engage the target audience. With digitization, the hotel is continuously working to provide the best services that build loyal customers. Hotel is developing strategies for the growth and advancements of the tech-rich environment with natural surroundings without affecting ecological survival (Leung, Bai, & Stahura, 2015).  
Social media has become the largest hub to peruse marketing and advertising. It is a cost-effective method that can be used to grasp the target audience.  It precisely focused the message to the potential customer. In addition to this, the use of networking and interconnection allows for the delivery of messages to a wide audience.
One of the most efficient digital marketing methods is SEO, but it comes with a caveat. Working on it takes time. However, it turns into extraordinary results.  When compared to other digital marketing tactics, it may take 4 to 6 months for an SEO strategy to yield any returns. Because this is a long time to wait, most marketers prioritize other digital channels that are more instantaneous (such as Facebook Ads and Google Ads) (Phelan, Chen, & Haney, 2013).
The other convenient way is to interconnect to the paid adverting channel that delivers the persuasive message to the target customer is a far more efficient way. 

















Conclusion 
The hotel is present in a country that is economically and politically stable rich with diversified groups of people that belong to different nationalities having different norms.  The country is also rich with the latest technology. This makes the positive aspect for hotels to grow. However, strong legal requirements are there which the hotel has to follow. The market is turbulent that everyone is searching for “what next”. Strong competition exists in the market. So, to achieve higher customer value and sustainability in the market it is desired to craft and implement strategies that are desired by the customer. The hotel is working for eco-friendly products and provides services that are according to changing needs. The green hotels are the new shift that is made to the current era. 
Further, there are the following recommendations made: 
· Creation and  innovation
· Diversified expansion 
· Quality improvement
· Marketing strategy
· Social awareness 
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INTRODUCTION 
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Napa Valley is among the world's largest most stunning wine areas. 

Auberge du Soleil is a typical Napa Valley adult hideaway

Inspired by the south of France and blended with California spirit. 
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Marketing Mix
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Amenities
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SPA 
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Meetings and Events 
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Weddings 
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Meetings Halls 

05

Trip advisor
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Product/ Services









03



Price: Premium Pricing 



Place: Exclusive distribution strategy 



Promotion: The hotel is promoting its services by using different social media platforms;
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The Marketing Micro Environment



















































		Strengths 		Weakness 

		Early adopter of technology. 
Well-established infrastructure. 
Diversified products and services. 
Strong brand image. 
Networking with other service provider		Bureaucratic organization structure Diversified group 
Not paying attention to corporate social responsibilities.
Higher input costs. 

		Opportunities 		Threats

		Exhibition and other events. 
High service quality exceeds. Training and development of staff. 
Market turbulence. 		Strong competition 
Disruptive innovation. 
Changing mind-set of the customer from materialism to go-green. 
Diversification made by other competitors. 
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05

The Marketing Environment (Macro)
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02.

03.

Taxation, infrastructure, and  housing measures are significantly astonishing for the service sectors.

Largest state economy 

Higher input cost 

Diversified Culture

Political

Economic

Social







https://unsplash.com/

6







06









04.

05.

06.

Innovative and receptive solution for the business

Climate change is more affecting than ever California’s people. 

Minimizing by Green practices.

State and federal laws. 

The hotel industry follow strict rules for implementation.

Technological

Environmental

Legal



The Marketing Environment (Macro)
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Creating Customer Value & Engagement

Customer value is the difference between perceived customer benefits and total customer costs. 

Auberge du Soleil is delivering higher customer value by providing eco-friendly serveries.

It has engaged with different types of other service providers to deliver the best services: 

TripAdvisor

Green leaders,

Bay Area Green Business Program

Green Spa Network 
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08

Networking allowing the customer to enjoy the best combination under one umbrella. 

Engaged to its customers with the social network. 

The customers are followed back after the services are availed, and are free to provide feedback. 



CONT.
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Effective Use of Digital Marketing

With digitization, the hotel is continuously working to provide the best services that build loyal customers. 

Social media has become the largest hub to peruse marketing and advertising. 

The selection of the right platform related platform is also crucial. 

One of the most efficient digital marketing methods is SEO

The other convenient way is to interconnect to the paid adverting channel















https://unsplash.com/

10







10

Conclusion





The hotel is present in a country that is economically and politically stable 

The country is rich with the latest technology. 

This makes the positive aspect for hotels to grow. 

Strong legal requirements which the hotel has to follow. 

The market is turbulent “what next”. 

Strong competition



It is desired to craft and implement strategies for: 

Eco-friendly products

Creation and  innovation

Diversified expansion 

Quality improvement

Marketing strategy

Social awareness 
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Auberge du Soleil





Introduction 

Napa Valley is among the world's largest most stunning wine areas. 

Auberge du Soleil is a typical Napa Valley adult hideaway

Inspired by the south of France and blended with California spirit. 







Marketing Mix  

Product/ Services 

Amenities

SPA 

Meetings and Events 

Weddings 

Meetings Halls 

Trip advisor







Price: Premium Pricing 



Place: Exclusive distribution strategy 



Promotion: The hotel is promoting its services by using different social media platforms;

Facebook

Twitter

Instagram









The Marketing Micro Environment


		Strengths 		Weakness 

		Early adopter of technology. 
Well-established infrastructure. 
Diversified products and services. 
Strong brand image. 
Networking with other service provider		Bureaucratic organization structure Diversified group 
Not paying attention to corporate social responsibilities.
Higher input costs. 


		Opportunities 		Threats

		Exhibition and other events. 
High service quality exceeds. Training and development of staff. 
Market turbulence. 		Strong competition 
Disruptive innovation. 
Changing mind-set of the customer from materialism to go-green. 
Diversification made by other competitors. 
 
 
 







The Marketing Environment (Macro) 

Political

Taxation, infrastructure, and  housing measures are significantly astonishing for the service sectors.

Economic 

Largest state economy 

Higher input cost 

Social 

Diversified Culture 





CONT. 

Technological 

Innovative and receptive solution for the business

Environmental

Climate change is more affecting than ever California’s people. 

Minimizing by Green practices. 

Legal 

State and federal laws. 

The hotel industry follow strict rules for implementation.  







Creating Customer Value & Engagement

Customer value is the difference between perceived customer benefits and total customer costs. 

Auberge du Soleil is delivering higher customer value by providing eco-friendly serveries.

 It has engaged with different types of other service providers to deliver the best services: 

TripAdvisor

Green leaders,

Bay Area Green Business Program

Green Spa Network 







CONT. 

Networking allowing the customer to enjoy the best combination under one umbrella. 

Engaged to its customers with the social network. 

The customers are followed back after the services are availed, and are free to provide feedback. 





Effective Use of Digital Marketing 



With digitization, the hotel is continuously working to provide the best services that build loyal customers. 

Social media has become the largest hub to peruse marketing and advertising. 

The selection of the right platform related platform is also crucial. 

One of the most efficient digital marketing methods is SEO

The other convenient way is to interconnect to the paid adverting channel





Conclusion 

The hotel is present in a country that is economically and politically stable 

The country is rich with the latest technology. 

This makes the positive aspect for hotels to grow. 

Strong legal requirements which the hotel has to follow. 

The market is turbulent “what next”. 

Strong competition 







It is desired to craft and implement strategies for: 

Eco-friendly products

Creation and  innovation

Diversified expansion 

Quality improvement

Marketing strategy

Social awareness 
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