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	Introduction 
 

My chosen hotel is the Myconian Korali Relais and Chateaux. The Mykonos culture and legacy dates to the 16th century. This a seafront resort and sports the old port of Alefkandra and adjacent is the site of the very first hotel constructed by George Daktylides renown in 1979 run by their four sons in the Mykonos city of Greece.

This is a very luxury hotel which is overlooking the Mykonos town and the Aegean Sea. It is part of a 3-hotelcomplex. Hilly harbours and a splash of cafes, restaurants and famous eateries, spectacular nightlife. 

The purpose of the marketing plan is strategy for Markets, strategy, and analysis. (ELVY 1991): MARKETING Ch1, pp1-10. 




























 

























	
1. Marketing Mix

Product – This is all about the look of the product. The Marketing Mix Model or MMM, it is a more comprehensive and analytically sophisticated tool-albeit a more complex one-for creating a fact base for advanced marketing allocation and activity decisions. (Perrey J. and Spillecke D.). (2011p.135) It was implemented by Mc Carthy of the 1960.




Price - This models the price perception sensitivity testing: what is the effect of specific marketing mix decisions on price perceptions? How do we balance short term impact with sustainability? (Perrey J. And Spillecke D.) (2011p.136). There are prices you can’t beat at the Myconian Koralis




Place – This involves the Geographic locations of people and their social lifestyles of existing customers and new customers using hotels and those hotel for new infrastructures.




Promotion – This the most prominent and integral factor of the Marketing Mix Model or MMM. This has both Strategic and both tactical applications. This application must power and be a driving force of the business. It is the backbone of the hotels Management information systems.

 The Myconian Korali hotel rooms are chick, clean and private. The pools are nice and sea facing with a nice sunset. There a five different menu from a menu list. Breakfast served Buffet style with a high level of culinary skills and craft is pleasing to the Sophisticated palate and changed forth nightly.

 















2. The Marketing Environment (Micro-SWOT) 


What is my strength of the market do I dominate the market at this present time, Do I have strong advertising campaigns? Do I dominate in the areas of customer profile in segmentations and fragmentation of markets? Am I targeting the right people? In the instance of the Myconian Korali it is a 5-star luxury hotel and is one of the finest of the Relais and Chateau in Greece, there are attractions that must be visited such as the Mykonos Windmills and Little Venice.

 The rooms are clean and untarnished and bedding of immaculate touch and décor of high standards. In the Town centre lies the Relais et Chateaux Restaurant. Which is frequented by guests and Travelers of all nationality. There are famous and elegant pool bars that are enjoyed from morning until night. This hotel is the favourite among guest such as Mykonos City according to independent reviews. It has a great guest review and is the place to be and to be seen. 

What are my weaknesses of the markets at this present time?
Why am I not dominating the markets at this present time?
Where can I attract a new segment or fragment group socially?
Covid 19 has put hold on the revenue of the hotel Myconian Korali Relais and Chateaux because many have seen a fall in profits because many people are still not travelling now. However, bookings are safe to do at present.

There are opportunities for Career opportunities which employ younger and friendly staff. Staff are multilingual and speak many languages such as Greek, English, German, Italian and Spanish. 





 















3. The Marketing environment (Macro) PESTEL 



This reflects the definition of PESTLE: Political, Economic, Social, Technological, and legal aspect. This affects all business entities as the six elements applies. It is the analysis of all Macro environment. 
Polices are own and unique to the Myconian Korali Relais and Chateaux and would not be comparative to other chains of the Relais and Chateaux hotels.
The litigations procedures would also be different since they are own and run differently and depending on the litigation of the country they are located.
The economy has a lot to do with the prosperity of the hotel in a region such as the Mediterranean.
The society sometimes dependent on Tourism and fishing for viability of the economy and usually has a knock-on effect. A green and sustainable environment is usually adapted by all Relais and Chateaux hotels for sustainable such as water conservation and recyclable products and landfills. The old and new are used in order to maintain conservation in the maintenance of their architectural buildings Their home-grown crops are sourced and sold locally such as carrots and herbs. Meat and fish are sourced locally so this helps the local people, farmers, and hotel establishments. “Sustainability is already a part of how we do business” (Weybrecht,2010)




































4. Creating Customer Value & Engagement 
How could you find out what your customers want? How are you going to create customer value and engage with them to find out about this? You could sue a survey, ask them directly, use social media etc
It is relevant to know your markets and segmentation groups. You will have to target the right segments of the markets (Davidson H.) (1997) Even more Offensive Marketing. ‘Principle of Market Segmentation’p337 for this Myconian Koralis which are couples, honeymooners and the LGBT and a friendly and is willing to attract who are upscale customers are willing to spend at all costs. Prior to the end of their stay, they could give a survey to see if they would come back to the hotel soon or recommend feedback to colleagues’ friends and family.

 They could be asking directly by staff when the are enjoying themselves and in a good mood. A poll could be conducted Facebook or Metaverse to see who are likely to visit next year or soon. They could have an event at the hotel in the summer and give a discount or certain freebies. It boasts many categories of inhouse factors such as a comfort, Free WIFI connectivity, value for money, cleanliness, location and so on.
 One of the things we maybe sure. The needs of the consumer, central to the product marketing are equally central to the marketing of services (Elvy, 1991). Another factor mitigating against the marketing concept is the quality of management personnel in some service industries is inferior to that in manufacturing industries. (Elvy,1991)
Every business needs a strategy otherwise they will go out of business. ‘The lions friendly approach’, The Economist,18 December 1999, p.149( Buchanan & Huczynski) (2004) Ch.16 p.539





























5. Effective Use of digital Marketing -


 
My digital media and communications channels that will be executed are Myconian Koralis apps which booking can be done online and can serve globally. Facebook and Instagram which is fast and convenient and can accessed certain rewards, deals, points, and discounts.

 Instagrammable pictures can be taken and serve as a gallery. Website design can be built fresh to accommodate the change of the digital currency which be happening soon. Email can be a very good source which customers can catch up on deals, offers and magazine articles of the day, week, and year. Lindekin is also a good social media channel to meet all sort of people and consumers from all walks of life.
 Staff can access Lindekin for Online courses and career and Job information, Radio and TV are vehicles for broadcasting all sort advertising information. Other social media channels can be Pinterest, WhatsApp’s. The Arena4Finance software can be used for the accounting applications, making use of the Hospitality magazines and Journals and articles and Shops and souvenirs can bring addition revenues and income streams.
 A survey of the exciting trends in sustainable business happening around the world. How “Green” is your job? (Ecopreneurist is a collection of regular blogs of green entrepreneurial ideas from around the world (ecopreneurist.com) (Weybrecht 2010)
































Conclusion –  


.

My marketing plan challenges is not family oriented and may lose a lot of revenue 
The Myconian Korali Relais and Chateaux is a touristy area of the Mykonos. It is also not Pet friendly so they will not be able to take their Pet with them on holiday. People may want to take their pet with on holiday and maybe cannot afford to pay for their care while they are on holiday.

 It is mostly a holiday resort for couples and honey mooners. It is a high-end hotel and attract lots of celebrities and highflyers. It attracts celebrities like Arianna Grande My recommendation would be to make it into a resort for everyone so that they can have attractable income all year round. The Baby boomers and Millennials would be a very good segment. For Business and Corporation looking for a sustainable environment they should always implement sustainable business practice. 
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