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	 Introduction


The marketing plan will discuss the internal and external factors influencing the marketing strategy of the Grand Hotel du Lac. The plan will focus on a strategy that will increase the number of new customers booking this hotel after the COVID period.
Grand Hotel du Lac is a five-star property in Switzerland, and it is located near Geneva Lake. Because of its location, it can offer breathtaking views which is one of the advantages of the hotel. The hotel has various amenities from spa facilities to various bars. It also operates a 1-star Michelin restaurant inside the property (Grand Hotel du Lac, 2021).





















	
1. Marketing Mix  

Product 
   Grand Hotel du Lac is a superior five-star luxury hotel with 50 rooms – it has a range of pricing points for its rooms, mostly based on the amenities and the views from them. It offers superior rooms with a lake or city view from £280, deluxe rooms from £440, or a Leman Suite with prices starting from £1600 (Relais & Chateaux, 2021).
    It operates a 1-star Michelin restaurant – Les Saison, one Bistrot place, and one lounge available within the hotel’s facilities. Moreover, it operates a wine cellar which is available upon request, spa facilities, and several bars spread around the property (Grand Hotel du Lac, 2021).

Price 
   Price seems to be the most important factor within the marketing mix – it is a significant factor that affects the choice of the consumer (Khan,2014, p. 99).
   The hotel operates at a premium price – however, it offers different pricing points based on the amenities and the views from the room. Prices start from £280 for a superior room, however it can go up to £344 for the deluxe version. The highest price point is charged for the Leman Suite which costs £1,600 per night (Relais & Châteaux, 2021). The hotel will operate competition-based pricing, adjusting its prices based on competition. Also, the front desk will maximize revenue through upgrades and breakfast offers during check-in or prior to. 

Place 
  The hotel will operate different distribution channels to reach potential customers – the most important will be to acquire bookings through its website as it does not have to pay commission. In addition to this, the hotel will continue to be present in most of the third-party booking websites such as Booking.com or Hotels.com, however, the focus will be to acquire these customers to book through their own website for the next stay.




Promotion 
 According to Goi (2011, p. 4), promotion is a vital part of business and is the main factor when conducting the marketing strategy. Therefore, the hotel will put great focus on conducting promotion activities to reach targeted consumers – as it is a luxury hotel, it will aim of promoting its offering to consumers who are willing to pay premium prices.
Various platforms will be used to promote the hotel – it will run different advertisement campaigns via Google Ads because in this way it can reach customers who are searching for luxury hotels and are willing to pay the price. In addition to this, the hotel will have its own YouTube platform where it will promote videos with the amenities of the hotel – the main focus will be on its hygiene and cleanliness. 



































2. The Marketing Environment (Micro-SWOT) 
Strengths

The main strength of the hotel is its location – it is placed near Geneva Lake and the landscape of the area is breathtaking. Furthermore, the Geneva airport is only 85km away and the Vevey train station is 1km away from the property (Relais & Chateaux, 2021). That being the case, international customers will find their way to the property in a swift manner.
Weaknesses

The hotel charges a premium price for its rooms; therefore, many people will not afford to pay for them – its services are tailored towards the segment of the market who can afford luxury trips or products. However, this segment of the market is still recovering as it shrank by 20% during the COVID period, therefore the demand it is not as it used to be (D’Arpizio et al, 2021).
Opportunities

City of Geneva is home to 36 international organizations such as World Health Organization and the UN’s European HQ. Moreover, the city is known for its international conferences – in 2019 there were 3,236 conferences and meetings which were attended by more than 200,000 people (Bradley, 2019).
For that reason, there is an opportunity for the hotel to accommodate people who are coming to attend these conferences, especially as they will fit within the market segment that is able to pay the premium price.
Threats
There is an increase in competition in the five-star luxury market and new hotels are opening around the same area as Grand Hotel du Lac operates. For example, Woodward hotel recently opened in Geneva, and it is competing for the same market segment (King, 2021).








3. The Marketing environment (Macro) PESTLE 
Political
Tourism contributes 2.8% to Switzerland’s GDP, therefore not an important area for the national economy (OECD, 2020). However, future policies will target this sector as well – sustainable laws will be implemented as Switzerland is on a path for carbon neutrality.
Economical
Switzerland has its own currency; therefore, European customers will have to exchange their money before visiting. This can fluctuate and make customers pay more for their hotel stay.
Social
A study revealed that 25% of travellers visiting Switzerland are nature lovers and that is the main reason for visiting. Another 21% stated it is because of snow sports in the area, while 19% of respondents stated their scope is a city break vacation (My Switzerland, 2019).
Technological
There is a 96% rollout for 5G across the country, which will have an important effect on the future development of various IT solutions in all domains (Ericsson, 2021). Potential improvements could be a greater ability for the guest to control various amenities such as lighting or heating through an app, remote entry, or various data points which will improve customers’ journey within the hotel (Dupre,2019).
Legal
There are various laws and compliances that all hotels must do – ID verifications during the check-in process, modern slavery prevention, or health and safety regulations. Breaching any of these can cost businesses a lot of money.
Environmental
Increased focus on a sustainable future – hospitality businesses need to cut out lighting usage and heating usage in order to reduce their CO2 footprint (Platforma Agenda,2018).








4. Creating Customer Value & Engagement 

To be able to create value for the customer, the business needs to find out who are its customers. In order to find this, the hotel will have to see what its customer care about, what are their hobbies, what they like to buy, or what age group and background they have. This data will be gathered through email marketing; tracking the analytics of the social media platforms and tracking the Google search engine to check who’s looking on the website.
Following this, social media account will be used to deliver daily posts with the aim of engaging potential customers – as the hotel is aware of the interests of its potential customers, the posts will target these interests. Customers who are engaging with businesses on social media are looking for two-way conversations, therefore their feedback will be vital in adapting the social media engagement strategy (Eckstein, 2021).
In addition to this, guests who are staying in the hotel for the first time will be made aware of email marketing and how it can benefit them in the future – a survey will be sent to them and if it is completed, they will receive a 10% discount for the next stay.




























5.  Effective Use of digital Marketing 

Digital marketing is more important than ever – especially in the hospitality industry. Various studies have shown that 75% of leisure travellers are using digital resources to book their holidays. Moreover, 57% of all hotel bookings worldwide are made online (Carreirao, 2021).
The hotel will use analytic tools to make compile data gathered through paid ads and will create various profiles of potential customers – this will be used to target them with paid ads through various platforms such as Instagram or Google Ads. The focus will be on making the consumers visit the hotel’s website to complete the booking. If the customer is not decided, email marketing tools will be used to gather their emails and targeted emails will be sent to them.
It is important for the hotel to have a story to tell through its social media posts -   it increases brand awareness, reach, and attracts new followers (Wenzi, 2019). The message across the platform and on its own website will be about the benefits of relaxation and creating new memories in a post-lockdown world.






























  Conclusion 

Grand Hotel du Lac is a five-star property that is placed in a location that is unforgettable for all its guests. Its marketing strategy will be about building its brand awareness through storytelling while making potential customers aware of the benefits of relaxation in a post-pandemic world. The hotel will rely on analytics statistics to gather as much information about its potential guests in order to be able to provide a much-personalized experience. 
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INFORMATION

® Five-star property located in Switzerland near Geneva Lake with 50 rooms
® Operates a 1 star Michelin restaurant and multiple bars.

® Geneva Airport at 85km away and Vevey train station 1Tkm away.

® Various facilities available — spa, fitness center and golf course
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SWOT ANALYSIS

® STRENGTHS
- Location — close to train station and international airport. Easier access for international guests. Increased
* WEAKNESSES

- Higher room rate — not everyone is capable of paying premium price for hotels.

* OPPORTUNITIES

- City of Geneva known for its international conferences. Bundles and packages for customers who attend
conferences.

® THREATS

- Increased competition in the five star market. New hotels opening around Geneva.
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DIGITAL MARKETING STRATEGY

*® Analytics tool to gather information about customers — create customer
profiles and use them to create Google Ads and boost website traffic to

generate sales.
® Email marketing — a weekly newsletter to keep loyalty amongst customers.

® Social media posts — to increase brand awareness through various posts

tailored to customers’ preferences

.
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BUILDING VALUE AND ENGAGEMENT

® Using social media accounts to have a two-way conversation. Create

storytelling posts to increase reaction and shares.

* Keeping a database of customers’ needs and preferences in order to target

them with various marketing emails or promotions.

® Guests who are staying for the first time will get a 10% discount for future

stay if they subscribe for email marketing.
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