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Section – 1: Presentation

Presentation to Overcome the Challenges of Covid-19
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In order to overcome the challenges of the global
pandemic, the marketing managers of the organisation
must come up with effective marketing plans. This is
why the management of Calabash Luxury Boutique Hotel
must spend the money after developing marketing
strategies (Alexis, 2020).
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In order to overcome the challenges of the global pandemic, the marketing managers of the organisation must come up with effective marketing plans. This is why the management of Calabash Luxury Boutique Hotel must spend the money after developing marketing strategies (Alexis, 2020). The digital marketing activities can be the best usages of money as with little money, more results can be generated.
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Promoting Hospitality: The social practices of the local
Caribbeans are much positive. These individuals welcome the
international tourists. Thus, this social practice helps the
management of Calabash Luxury Boutique Hotel in welcoming
more international tourists in the hotel.

Highlighting the Serenity: With 2 beautiful location surrounding
the hotel, the hotel gets additional natural benefits to attract
more consumers. The services offered by Calabash Luxury
Boutique Hotel are being offered from its establishments on the

fe of the great Caribbean Sea.




· Highlighting the Serenity: With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers. The services offered by Calabash Luxury Boutique Hotel are being offered from its establishments on the seaside of the great Caribbean Sea. They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it. Besides, there is a private beach that helps the management to increase consumers’ perceived values more (Copley, 2021).
· Promoting Hospitality: The social practices of the local Caribbeans are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Calabash Luxury Boutique Hotel in welcoming more international tourists in the hotel. These social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself (Malayiam, 2021). Thus brand value can be created alongside promoting the natural scenario and other enjoyments.
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Assuring Safety through Promotions: The employees and staff
have been given international training on health and safety
management. Thus, these skilled individuals are ensuring the
safety of the incoming visitors at the hotel.

Customised Offers and Packages: Using digital channels, the
managers can reach potential customers from developed nations
and can make reduced price, comprehensive packages, wedding
packages and others in order to attract more customers and

ensure their value for money (Tung, 2021).





· Assuring Safety through Promotions: The employees and staff have been given international training on health and safety management. Thus, these skilled individuals are ensuring the safety of the incoming visitors at the hotel. The marketing manager of can promote these health and safety protocols and benefits to the targeted customers and assure them about the safety in staying and arranging events (Ohe, 2020).
· Customised Offers and Packages: Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money (Tung, 2021).

Section – 2: Marketing Plan

Introduction

Calabash Luxury Boutique Hotel has placed itself as a luxury hotel service organisation. With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers. The services offered by Calabash Luxury Boutique Hotel are being offered from its establishments on the seaside of the great Caribbean Sea (Wilson, 2018). They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it. The marketing report will help the organisation identifying the scopes to overcome the challenges of the global pandemic.

Applying the 4Ps of Marketing (The Marketing Mix)

Winning competitive advantages over the competitors is the core target for the business managers. The marketing manager of the organisation thus tries to find out the impactful factors that will help them to create an impact in the market (Davidson, 2019). This is when the marketing mix is being used by the marketing managers of the organisation. The marketing mix is being applied below for Calabash Luxury Boutique Hotel:
Product: In Calabash Luxury Boutique Hotel product is the service that is being offered by the organisation to the customers. In offering the services, the organisation should adopt the approaches of simplicity and comprehensiveness (Russvelt, 2020). Through analysing the services offered by Calabash Luxury Boutique Hotel include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls. All of these services indicate compactness in their service ranges. 
Price: Calabash Luxury Boutique Hotel has placed itself as a luxury hotel service organisation. The organisation utilises the natural beauty surrounding the hotel as its core competitive factors. This is why ranges of services can be provided by the organisation. The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330 (Denson, 2019). 
Place: In the travel and tourism industry, place is a crucial factor for businesses. With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers. The services offered by Calabash Luxury Boutique Hotel are being offered from its establishments on the seaside of the great Caribbean Sea. They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it (Sergio, 2020). Besides, there is a private beach that helps the management to increase consumers’ perceived values more.
Promotions: Attracting and reaching to the consumers is a crucial task for the marketing managers. The marketing managers need to adopt integrated marketing approaches in order to attract more consumers and compete with the competitors. Such promotional approaches have been found missing in Calabash Luxury Boutique Hotel. The marketing managers still use the traditional channels like newspaper advertisements and billboards (Lovour, 2020). These approaches can only attract the local touristers. Besides, they have a well organised and useful website that helps them to grab the attention of international tourists. Further approaches like digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Calabash Luxury Boutique Hotel (Lovour, 2020).

Analysing the Macro Factors for Calabash Luxury Boutique Hotel

For greater business understanding and setting competitive strategies, the management of the business organisation must have sufficient knowledge about the external business factors. The effects of the external business factors can be overcome through proper analysing and setting effective strategies (Veren, 2021). Thus, market shares can be increased and competitive advantages can be gained.
Political: The government of the country and its associated factors are being included here. The Caribbean governments are not very wealthy and thus the global pandemic has hit the businesses really hard. The financial benefits provided by the government are not sufficient for the businesses to turn around (Polard, 2019). This is why the management of Calabash Luxury Boutique Hotel must spend the money after developing marketing strategies. The digital marketing activities can be the best usages of money as with little money, more results can be generated. 
Economic: The economic conditions around the world are revolving from the effects of the global pandemic. Tourists around the world have started to travel to different places and they are interested to spend too. This economic tendency of people must be used by the marketing managers of Calabash Luxury Boutique Hotel (Tensils, 2018). Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money.
Social: The social practices of the local Caribbeans are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Calabash Luxury Boutique Hotel in welcoming more international tourists in the hotel. These social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.
Technological: Usages of technologies are a great advantage for businesses in recent times. The management of Calabash Luxury Boutique Hotel has used technologies positively in the development of its services (Cathonic, 2021). The rooms and dining halls are equipped with modern accessories and facilities. Besides, latest safety measurements are being used in adventurous water sports. The organisation also has a modern and organised website to serve the international customers. However, the application of technologies in marketing services through digital channels have been found missing in the operations of Calabash Luxury Boutique Hotel (Davidson, 2019).
Environmental: The management of Calabash Luxury Boutique Hotel is well aware of the environmental issues and thus abides by the international and local regulations regarding waterbody reserve and usages (Denson, 2019). None of the operational activities harm the environmental balance. On the contrary, the organisation tries to utilise these natural advantages in its growth. This promotes the natural beauty surrounding the hotel areas. The great Caribbean Sea in front is being used for adventurous sports and an in-water park of sculptures. The sea foods are being served fresh.
Legal: The legal aspects ensure that the business organisation is abiding by the laws and regulations given by the government and other tourism related authorities. The management of Calabash Luxury Boutique Hotel implements these regulations strictly. Even, due to the global pandemic, the health and safety protocols at the hotels have been drastically changed. The management of Calabash Luxury Boutique Hotel has also implemented these protocols in the operational processes. The employees and staff have been given international training on health and safety management. Thus, these skilled individuals are ensuring the safety of the incoming visitors at the hotel (Sergio, 2020). The marketing manager of can promote these health and safety protocols and benefits to the targeted customers and assure them about the safety in staying and arranging events.

Analysing the Micro Factors for Calabash Luxury Boutique Hotel
	Factors
	Assessment

	Strengths
	· In offering the services, the organisation should adopt the approaches of simplicity and comprehensiveness. Through analysing the services offered by Calabash Luxury Boutique Hotel include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls (Davidson, 2019). All of these services indicate compactness in their service ranges. 

· The services offered by Calabash Luxury Boutique Hotel are being offered from its establishments on the seaside of the great Caribbean sea. Besides, there is a private beach that helps the management to increase consumers’ perceived values more.

· The social practices of the local Caribbeans are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Calabash Luxury Boutique Hotel in welcoming more international tourists in the hotel. These social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself (Wilson, 2018). Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

	Weaknesses
	· Calabash Luxury Boutique Hotel has placed itself as a luxury hotel service organisation. The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330 (Lovour, 2020).

· digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Calabash Luxury Boutique Hotel.

	Opportunities
	· Tourists around the world have started to travel to different places and they are interested to spend too. This economic tendency of people must be used by the marketing managers of Calabash Luxury Boutique Hotel. Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money (Russvelt, 2020).

· The social practices of the local Caribbean are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Calabash Luxury Boutique Hotel in welcoming more international tourists in the hotel. The marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

· The organisation tries to utilise these natural advantages in its growth. This promotes the natural beauty surrounding the hotel areas. The great Caribbean sea in front is being used for adventurous sports and an in-water park of sculptures. The sea foods are being served fresh.

	Threats
	· Calabash Luxury Boutique Hotel has placed itself as a luxury hotel service organisation (Veren, 2021). The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330.

· Digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Calabash Luxury Boutique Hotel.


Ensuring Customer Values and Engaging Them

Through analysing the services offered by Calabash Luxury Boutique Hotel include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls. All of these services indicate compactness in their service ranges. 

With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers (Polard, 2019). The services offered by Calabash Luxury Boutique Hotel are being offered from its establishments on the seaside of the great Caribbean Sea. They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it. Besides, there is a private beach that helps the management to increase consumers’ perceived values more.

Engaging Through Digital Marketing

Digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Calabash Luxury Boutique Hotel.

The management of Calabash Luxury Boutique Hotel must spend the money after developing marketing strategies. The digital marketing activities can be the best usages of money as with little money, more results can be generated. Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money (Davidson, 2019). Social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

Conclusion

Winning competitive advantages over the competitors is the core target for the business managers. The marketing manager of the organisation thus tries to find out the impactful factors that will help them to create an impact in the market. This is when the marketing mix is being used by the marketing managers of the organisation. For greater business understanding and setting competitive strategies, the management of the business organisation must have sufficient knowledge about the external business factors. The effects of the external business factors can be overcome through proper analysing and setting effective strategies.

References
Alexis, M., 2020. Marketing Laws and Marketing Strategy in Tourism. Journal of Marketing, 26(4), p.67.

Copley, P., 2021. Practitioner Perspectives on Arts Tourism Marketing. Journal of Travel & Tourism Marketing, 10(2/3), pp.23-46.

Cathonic, R. P., (2021). Business Environment Assessment and Workplace. The Executives, X(6), pp. 45-51.

Denson, E., (2019). System Tools Applications. 4th ed. Berlin: UFP Press.

Davidson, W. S., (2019). Marketing Management System Applications. 7th ed. New York: Cengage.

Lovour, J. T., (2020). Marketing Management Manager. 3rd ed. Manchester: McGill.

Polard, P., (2019). Marketing Management Management. 4th ed. Chicago: Amex Publications.

Russvelt, E., (2020). Marketing Management Tools. 3rd ed. Amsterdam: Apex.

Sergio, J. A., (2020). Marketing Management Systems. 2nd ed. Manchester: McGraw-Hill.

Tensils, D., (2018). Personal Developments. 5th ed. Amsterdam: UFP Educations.

Veren, F., (2021). Managerial Decisions. 7th ed. New York: Apex Books.

Wilson, G. H., (2018). Marketing Management System. 4th ed. London: Pearson.

Malayiam, D., 2021. COVID-19 Global Pandemic Lockdown Impact on Year 2020: A Review. The Gaze: Journal of Tourism and Hospitality, 12(1), pp.112-125.

Ohe, Y., 2020. Exploring a way forward for international tourism after the corona pandemic. Journal of Global Tourism Research, 5(2), pp.105-106.

Tung, L., 2021. Impact of the COVID-19 Pandemic on Global Tourism: A Synthetic Analysis. April 2021, 12(Volume 10(2), pp.727-741.

16 | Page

