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	Introduction 
Hollebeek et al. (2016) mentioned that Marketing can be defined as the process of connecting buyer and seller. By enabling marketing strategies, companies can share the product and service-related information to the customers to show their uniqueness and characteristics. This report will discuss the essential elements of marketing such as Marketing Mix, SWOT analysis, PESTLE analysis, customer engagement and digital marketing effectiveness in the context of La Maison des Glazicks

Target Market 
Target customers of La Maison des Glazicks are the mid-level and high-class people who have sufficient disposable income to spend for leisure. Being a four-star hotel, after the pandemic, all kinds of customers are the targeted customers in order to regain the market.  

Positioning strategy
La Maison des Glazicks is operating in Plomodiern and the positioning strategy will be the full administrative region of Brittany. They will be positioned as luxury hotel. 
 













Marketing Mix
Product – La Maison des Glazicks (2021) stated that this hotel has both hotels and restaurants. There are mainly three kinds of room available in the hotel such as Menez Room, Island Room and Beach room. While staying at the hotel, the guests can have a sofa, free internet services and a desk along with walking space in the room. 
Price – La Maison des Glazicks (2021) stated that the pricing of the Menez room is US$ 272.94, Beach Room is US$ 329.80 and the Island room is US$ 409.41 during the high season. To attract mid and high-end customers, the pricing and facilities have been designed. 

Place – La Maison des Glazicks is situated at Plomodiern. This is a four-star hotel of Plomodiern which is situated 1.5 miles away from Chapelle Sainte-Marie-du-Ménez-Hom. This chapel is one of the greatest tourist spots of Plomodiern. People can easily reach this hotel if they want to stay at Plomodiern.

Promotion – La Maison des Glazicks runs promotional offers on various websites such as Tripadvisors, booking.com, hotels.com, trip.com and many more. By reserving rooms by using the official website get premium discounts.

The Marketing Environment (Micro-SWOT)  
Strength: 
Lei et al. (2020) mentioned that the main strength of La Maison des Glazicks is the brand value and prime location. Under the parent company Relais & Chateaux group, this hotel gets visibility with other 149 properties in France. This hotel has a separate restaurant wing. 
Weakness: 
Being a four-star hotel, the room capacity of La Maison des Glazicks is comparatively low. During the pandemic, this hotel had a very low-profit conversation rate as the operations were closed for 9 months straight. Due to cultural differences and beliefs, foreigners show a low tendency to visit this hotel. 


Opportunity: 
Tamajón et al. (2020) stated that the castle-like structure and high valued customer service has created a lot of opportunities for La Maison des Glazicks. The number of tourists has been increasing in 2021 after the normalisation process of the pandemic. The rising French economy creates options for the people to spend money on leisure activities. 
Threat: due to the rising economy, the threats of new entrants are very high in the Plomodiern region. Being a four-star hotel, La Maison des Glazicks had suffered a huge loss during the pandemic that has led to cost cutting strategy to operation in 2021.

The Marketing environment (Macro) PESTEL 
Political: 
Unlike other countries, the hotels of France need to follow the rules and regulations of the local government. Tamajón et al. (2020) stated that recent armed conflicts and terrorist attacks hampered the tourism industry the most. moreover, all hotels and motels of France are under pressure to follow the rules of the World Trade Organisation.  

Economic: 
The economic factors that affect the business of La Maison des Glazicks are the disposable income of consumers, taxation rate, currency exchange rate, inflation rate, labour market conditions, interest rate and economic performance of the country. 
Social: 
The power structure, education level of France and traditions are the main factors of La Maison des Glazicks. The hotel inherits the French tradition and heritage to entertain the customers. The food menu is designed following the culture and leisure interests of French people. 
Technological: 
La Maison des Glazicks has a dedicated website through all the hotels under Relais & Chateaux group can reserve any room from their websites too. This hotel has an automated hotel management system that can provide any information to the customer.

Environmental
Being one of the busiest hotels, Chathoth et al. (2014) mentioned that La Maison des Glazicks generates a huge amount of wood, cardboard, paper and plastics are being generated. La Maison des Glazicks maintains an automation process to reduce electricity consumption.
Legal: 
This hotel follows the unfair completion law, data protection law, French Commercial Code, Employment law, Pay and benefits, copyright, design and trademark law, health and safety law. 

Creating Customer Value & Engagement
Customer value creation 
La Maison des Glazicks is a good brand value in Plomodiern. To order create customer value, Cabiddu et al. (2014) stated that this hotel can offer ‘Extra and Exciting” for the customers. By introducing a loyalty program, this hotel will be able to maintain a strong and old customer database. By communicating with the guest after a certain period of time so that they can feel welcomes while staying at the hotel. This will help to break the monotony of the guest. Lastly, if La Maison des Glazicks gives more value to the customers, customers will provide equal feedback and ensure good word to mouth marketing. Apart from the service, ensuring a smooth buying process also create customer value against the brand name, as per  Chathoth et al. (2014). 

Customer engagement 
There are four strategies which can be followed by La Maison des Glazicks to get more customer engagement such as- 

· Social Media Engagement: by enabling social media pages, Kim et al. (2020) stated that this hotel can develop various quizzes, promotions and descriptions about the product and services of the hotel. It is the easiest to reach customers. 
· Tools and Technologies: this hotel can provide a virtual tour to the guest who might be a potential customer. Moreover, the employees can ask for reviews and take face to face feedback. 
· Offline Strategies: apart from the online process, this hotel management can facilitate various events and program to entertain and engage customers. This would be a recreation for their special events and days. 

Effective Use of Digital Marketing
In this age of information systems, the effectiveness of digital marketing is very beneficial for the development of a company. There are several ways to implement digital marketing on the basis of the goals and objectives of the company. 
1. Content marketing: content marketing covers the products and facilities of the hotel which can be advertised on websites, blogs and other online sites. 
2. Using social media platforms: Tamajón et al. (2020) stated that La Maison des Glazicks needs to get familiar with the available platform. Considering the goals and objectives, this hotel can easily reach its customers in a demographic context. 
3. Email marketing: email marketing requires crafting, building and tracking the clients. Apart from the existing clients, email marketing can be sent to all people who might have interested to stay. In order to do so, a list of emails is very important to update and maintain. 
4. Using online review: Tamajón et al. (2020) stated that by collecting and reviewing the online reviews from various websites like TripAdvisor, booking.com and hotels.com. By reviewing the negative review and monitoring the progress, this hotel can remove and sort all kinds of bad experiences.









Conclusion
The tourism and hospitality industry has faced major drawbacks during the pandemic conditions. By accepting the new normal, the number of tourists has been increased in 2021 in France. From the discussion, it is clear that La Maison des Glazicks can regain the market share by enabling micro and macro environmental factors and adopting new strategies to engage and empower the customers. The effectiveness of digital marketing is also discussed to reach more people considering the interest and buying behaviour of the users.  
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