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Marketing plan structure

	Introduction

The chosen company for this assignment is Ahilya By the Sea, which has been a member hotel under Relais & Châteaux since 2018. It’s located in Nerul, Goa, India (Relais & Châteaux, 2021). The purpose of this marketing plan is to attract customers to this hotel after the Covid-19 pandemic, which hit the country very hard. The assignment will study the marketing mix of the hotel, its micro and macro environment, the strategies that can be used to create customer value, and how it can use digital marketing to attract new guests post-pandemic. 









































	
1. Marketing Mix  

Product – Ahilya By the Sea offers its guests a serene and exclusive getaway. Guests can enjoy decorative objects sourced from around the world, coconut trees, frangipani, and Portuguese colonial architecture throughout the hotel (Relais & Châteaux, 2021). Apart from the standard amenities such as a car park, Wi-Fi, and air conditioning, it also provides organised hikes and a beach just in front of the hotel.

Price - The accommodation rates at Ahilya vary based on the room, starting at £163 per night (Relais & Châteaux, 2021). So, it’s perceived as expensive for local tourists, but nonetheless a compelling value for foreigners given what the experience it offers. However, it should offer lower rates post-pandemic to attract new customers. 

Place – The distance from the hotel to the airport is only 35 km, and tourists can find it on mobile maps. Also, it must offer its guests increased options to book rooms by partnering with third-party agencies, such as booking.com, makemytrip.com, and Trivago etc., especially after the pandemic.  

Promotion – The pandemic has resulted in more people using digital banking services. So, it should partner with MFS and other commercial banks to promote its packages. For instance, guests can receive discounts when paying room tariffs using a particular MasterCard or MFS service (Elsayed, 2015). 



























2. The Marketing Environment (Micro-SWOT)  

Strength: Ahilya’s strength is its mesmerising location, which other hotels cannot imitate. It’s located by the sea, which most tourists look for when they go on a vacation in Goa, India. Therefore, it should capitalise on its strength by promoting its location, room views, and the nearby places tourists can visit if they stay in the hotel through advertising.

Weakness: Its weakness is its price, which is very high compared to other hotels in Goa. There are many nearby hotels offering competitive prices. So, to attract more guests after the pandemic, it has to either lower its rack rates or offer promotional discounts, especially during off-seasons.

Opportunity: The Covid-19 pandemic gives Ahilya the opportunity to show they value their guests by ensuring proper hygiene, sanitising, and sustainable practices. For example, it can use paper cups instead of plastic cups to ensure both safety and sustainability, implement disinfectants and distancing measures in every touchpoint etc. (Legrand, Sloan and Chen, 2016). This will enhance its brand image.

Threat: The country is still experiencing thousands of new Covid-19 cases. So, if cases start to rise again significantly, then the government may implement travel restrictions, and international flights may get postponed (Aharon et al., 2021). Ahilya only reopened in July after lockdowns, and so another lockdown may significantly hurt its revenue. 





























3. The Marketing environment (Macro) PESTEL  

The PESTEL framework can be used to understand the macro-level threats and opportunities that Ahilya faces, especially the political, environmental, social, and technological components of the framework.

Political: The political environment in Goa is somewhat stable as the government wants to encourage more tourism in the country. However, Ahilya has to be careful during elections, strikes, and any government restrictions to avoid any legal conflict. 

Environmental: Concerns regarding the environment are increasing every day, and Ahilya has to include sustainability in its operating policies. Guests now prefer to stay in eco-friendly hotels (Pfister, 2018). Therefore, Ahilya must comply with environmental regulations and opt for sustainable practices to attract customers, such as mitigating wastage and the use of plastics.

Social: As more tourists now want to go on a vacation after the Covid-19 pandemic (Antoniou, 2021), Ahilya must consider this social change and design prices and packages based on the type of customers it wants to target. For example, it can segment the tourist group in terms of income and lifestyle.

Technological: The number of people using smartphones to reserve hotels and restaurants has increased after Covid-19. (Zeng, Chen and Lew, 2020). So, it gives Ahilya the opportunity to maximise the potential of the internet to reach more customers, such as through digital marketing and online bookings. 


























4. Creating Customer Value & Engagement 

Ahilya By the Sea can create value and engagement for its customers by identifying what its customers want. Customer value and engagement is critical for Ahilya By the Sea in order to retain existing customers and attract new ones (Nangpiire, Silva and Alves, 2021). It has the option of conducting surveys to learn more about what its guests expect. When consumers book rooms through the company’s website, it can, for example, provide them with the option of completing a brief questionnaire about what amenities, wellness services, and safety standards they expect during their stay (Oyner and Korelina, 2016). The information acquired can be used to provide guests with the services that they have come to expect from a hotel. As a result, it will enhance customer value for Ahilya. 

The survey can also act as an engagement with its customers as the hotel will communicate and listen to their customers’ needs and wants. Consequently, guests may perceive that the hotel prioritises their needs and wants, which in turn creates value (Kim, Tang and Bosselman, 2019). By creating value and engaging with its guests, Ahilya By the Sea can achieve customer loyalty, which is vital in the post-pandemic era as part of recovery strategies. 

































5.  Effective Use of digital Marketing 

Digital marketing must be prioritised by Ahilya by the Sea because it may substantially increase room occupancy and revenues. Ahilya can implement content marketing techniques to create engagement and promote special campaign offers and Covid-19 safety standards on social media channels, such as during festivals, hence increasing brand exposure and consumer interaction, which can potentially lead to increased bookings (Serohina, Petryshchenko and Andrlic, 2019). It can, for example, provide vouchers through Facebook paid advertising, which could target a large audience. It can also implement search engine optimisation (SEO) strategies and use keywords such as sea view hotels to appear on top of the search engine (Javed Parvez et al., 2018). This may boost website traffic, which may potentially result in increased conversion, occupancy rates, and revenue.

Moreover, Ahilya may use email marketing techniques to inform registered customers about upcoming offers, Covid-19 safety protocols, or special offers. As most customers will get notified about the email, it can be an effective strategy to attract both existing and new customers after the pandemic (Kapoor and Kapoor, 2021). Further, building a responsive website that users can browse on both laptops and smartphones and see galleries of rooms and hotel views is crucial to Ahilya for attracting new guests. 
































Conclusion 

The marketing techniques addressed above have concentrated on Ahilya By the Sea’s marketing environment, marketing mix, how it can create customer value, and how to leverage digital marketing to attract new customers post-pandemic. It is recommended that it implements the digital marketing approach discussed, as it will provide considerable gains in terms of increasing brand recognition, room bookings, customer engagement, and income. It may, for instance, advertise its Covid-19 precautions on social media sites, run promoted adverts, email campaigns, and push notifications etc. Furthermore, the marketing mix study reveals that it charges a premium for its accommodations. It must determine its targeted clientele and fix rates accordingly. If it is pursuing international tourists and high-income local tourists, it can charge a high price. However, if it invests all of its efforts to target all types of consumers, it may lose potential customers to a cheaper alternative hotel in the area.
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