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             INTRODUCTION 


             HOTEL LE TOINY

             ST BARTHELEMY CARRIBEAN


Member of Relais and Chateaux since 1996.
Hotel Le Toiny is a 5-star hotel overlooking the Caribbean Sea on the hills of St Barthelemy, a secluded and romantic destination perfect for luxury boutique experiences. With its idyllic settings Le Toiny sits in the heart of a 42-acre palm grove. The hotel interior  has a fresh clean look, that perfectly matches the Tranquil oceanfront. (Bird,2016)


The purpose of this marketing plan is to bring more customers to the hotel, since coming out of lockdown.
Few ways to do this is to look at the surroundings and see that there is a scope to improve on the wedding packages. Another is that there is not much information on covid 19 and how the hotel is following government guidelines and improving on the safe and clean environment to make customers feel safe and confident to book.
 
























1. Marketing Mix  
 
Product – Hotel le Toiny offers 22 luxury 1 and 2 bedroom suites, all rooms fully air conditioned with their own infinity pools, and breath taking views of the Caribbean ocean from each villa. The hotel offers a full range of sport activities, fitness treatment and wellness services. The 5-star restaurant offers food with ingredients sourced locally and from the hotels own garden. (LeToiny)
  



Price - The price depends on the type of room you require, as the more luxury upscale you go with your own butler, the price reflects on it. As one of the more expensive hotels you are paying for luxury. (Jeff,2020)




Place – The location is what makes this place stand out a tropical paradise on the hill of St Barthelemy surrounded by abundant nature and beauty. “the hidden treasure of St Barthelemy” (Bastiat)




Promotion – The hotels promotional and advertising strategy is through social media, Facebook, twitter, Instagram and through the Relais and Chateaux magazine (Instants).



























2. The Marketing Environment (Micro-SWOT)


Strengths of the hotel is that it offers a lot, which you would expect from a Relais and Chateaux hotel. The hotel welcomes all generations from kids to the older generation. There are plenty of activities and facilities to suit everybody, from surfing to snorkelling or you can enjoy the onsite spa and fitness centre, have some quiet time with a book in the library or enjoy the white sandy beaches. Every little detail has been seen to from the welcome to the little personal touch of giving slippers and bathrobes in each villa. Restaurant Le Toiny offers fresh ingredients locally sourced and from the hotels own garden which grows its own fruits and vegetables. (Tisdal n.d.)

Weaknesses of the hotel is that the hotel needs to promote their wedding packages. At the moment there are 2 hotels near hotel Le Toiny, Secret Bay and Quintessence hotel offering wedding packages and is clearly advertised on their website.
The hotels other weakness is there is very little or no information on the website of how the hotel is following government guidelines and keeping customers safe. In order to make the customers feel safe and book at the hotel is to have their safety measures and precautions clearly stated.  

Opportunities this gives the hotel is as the pandemic hit hard and people had to postpone weddings, this is the perfect opportunity to promote their wedding packages and show people what the hotel offers. With the beautiful location, advertising it correctly will interest people who are looking to get married in an idyllic location.

Threats are the 2 hotels that are near Le Toiny which already do weddings and their website has all safety protocols in place for customers to feel safe and book.




























3. The Marketing environment (Macro) PESTEL  


Government policies and law regarding covid 19 has an external factor that influences the hotel, with ever changing rules and restrictions put in place for travel and tourism, advertising clearly on all social media platforms should help people know of these ever-changing rules.

The pandemic has impacted on the economy with growths falling to an all-time low due to closures of hotels, for a significant amount of time, and unemployment.

Society and the social aspect influence the hotel, as customers needs are changing wanting things to be quick and easy, with the latest technology at your fingertips. Knowing what the customer wants and having the latest technology is a must.

The environment is an external factor being in the Caribbean, climate change is an “existential threat” to the region. (Cozier,2021) which affects people, hotels and the surroundings with hurricanes and global warming. Nature based solutions could reduce carbon emission by 40% this region has the potential to incorporate healthy ecosystems. With cop26 in the news and sustainability at its core, people are looking for more sustainable ways of living. Adding more solar panels to the villa, using lava lamps to heat up the pools, energy saving lamps.
Organic washing products and toiletries for the guests, all are things that can be improved to make customers know that the hotel is on board with sustainability. (Enezgreen.com)































 4.   Creating Customer Value & Engagement 


It becomes impossible to intuitively know your customers, so customer segmentation is very important. (Hastings n.d).
The use of a survey or a questionnaire is useful, for getting important information and collecting data. Emails sent out personally creates customer value and engages with the customer. Word of mouth is a great way engaging with the customers and finding out what the customer wants. 

Social media has become a great way of reaching out to customers and gathering information, finding out what people want, and their opinions has never been easier. Creating a poll or even asking a simple question, can get you to find vital information, as people on social media like to share their opinions and are usually willing to give there thoughts. Key is to stay active with them and implement the feedback. (Stephenson n.d.) 
Instagram, Facebook twitter are all good for sharing. Each platform caters to different demographics, in order to engage with customers through social media, making sure that the target customers are going to see the content is important. For example, 61% of snapchat users being 18- 29 this form of social media might not be suitable to target the older generation. (King,2016)

Surveys, questionnaires, emails, word of mouth and some social platforms will be used to create customer value and engage with the customers in this marketing plan.






























 5.   Effective Use of digital Marketing 

Social media is the way forward as its quick and easy to access from anywhere in the world (Dirjk,2013) you tube videos and pop-up ads are visually appealing and entertaining,
Especially getting an influencer on board to promote the wedding packages will set the scene. You tube videos of the safety protocols taking place in the hotel along with the green message will appeal to customers and give them vital information visually.
Face book, Instagram, twitter are all good and effective for getting a message across and quick response.

Emails sent out to customers you already have details of adds a personal touch, maybe with a little note of how to celebrate an upcoming birthday or emails sent out before valentines and Christmas.

“When direct mail is done properly with the smart use of data, personalisation, creative and emotional triggers. It remains a highly effective component for building connections with consumers as part of an era of digital transformation” (Unerman,n.d.)

The website is the first port of call for most people, so having all the information on the website is a must with pictures and good effective designs, answering FAQ will help with good marketing.

Advertising how to book with the latest apps is always good to know, like Roomcard a digital hotel gift card that can be used to book at the hotel, making it perfect to gift a loved one a dream holiday beautifully personalised and delivered straight to your phones.
(Roomcard.com)

These are the communication channels that will be used for effective digital marketing, for hotel Le Toiny.
























Conclusion 

To summarise this marketing plan is to bring more customers to the hotel after lockdown. Doing a swot analysis there are a few weaknesses that can be easily rectified and help with bringing more customers in.

There is a scope to improve on the wedding packages, offering people readymade packages like gold, silver and bronze packages competitively priced will in effect help customers to see what they’re getting and there affordability. The hotel has the beautiful
Location and advertising it correctly will interest people who are looking to get married in an idyllic location.

The hotels other weakness is there is very little or no information on their website of how the hotel is following government guidelines and keeping customers safe. In order to make customers feel safe and book at the hotel there should be a covid 19 protocol in place, which is easily accessible. Customers will want to see how the hotel is keeping there staff
And customers safe. Wearing masks, hand sanitisers put in key areas and villas.
Contactless check in and check out, cashless payment available, mobile apps for room service, screens or physical barriers placed between staff and guests in appropriate areas. Social distancing in dining areas. Guest accommodation disinfected after every stay. Linen and towels washed in accordance with local authority guidelines. The use of cleaning chemicals that are effective against covid. 
Limiting number of people doing activities at one time and cleaning of equipment’s.
Having all this on the website will reassure customers it is safe to book, and the hotel is doing everything they can for customers to have a safe stay.

These little changes can make a big impact and get potential customers to book at the hotel.
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