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Introduction

This marketing plan will look at how Bettei Senjuan Resort, a Relais & Chateaux member since 2012, can attract international and local clients in the post-COVID-19 world.
Bettei Senjuan is a five-star onsen ryokan (Japanese inn), a boutique hotel with only 18 rooms, in Minakami, Gunma Prefecture, Japan, about one hour by bullet train from Tokyo (relaischateaux.com, 2021).
Minakami is a mountainous rural region famous for its high-quality hot springs and natural beauty, renowned for skiing in the winter and hiking in all other seasons.
Bettei Senjuan is a luxury Japanese wellness resort with linked outdoor hot springs and a luxury spa. A-Grade Gourmet preserves traditional gastronomy (TIMELESS YUKIGUNI, 2021).
The resort's tranquil and soothing atmosphere is suitable for leisure guests (Suzuki, 2018).





































	
1. Marketing Mix

Product – Certified as a Timeless Yukiguni (snow country) area and as A-GradGourmet, for conserving traditional gastronomy, Bettei Senjuan hotel offers an exciting blend of traditional and modern, attached outdoor hot spring baths and a luxury spa (TIMELESS YUKIGUNI, 2021). In addition to the wellbeing services, another activity could be developed and promoted as a journey to the Japanese spiritual culture celebrating the peaceful atmosphere where the mind can be at ease: a traditional tea ceremony.




Place - Bettei Senjuan is a Japanese luxury resort designed to be something distinctive, admire Mount Tanigawa's beauty, and be an appropriate retreat for mind and spirit. Minakami is a popular destination in Gunma Prefecture for visitors to relax in onsens (hot springs) (TIMELESS YUKIGUNI, 2021). The resort often stands at the top of lists on booking platforms of the finest hotel boutiques Japan, Relais & Chateaux website, Bettei Senjuan website and specialist travellers' blogs, making it more straightforward for travellers to choose the best option (Hofer and Holt, 2019).




Price – Bettei Senjuan is a luxury onsen hotel with a target amount of around 800 £, offering excellent quality and design throughout, raising it above most of the region's traditional ryokans, whose amounts vary between 150-350 £ (Tripadvisor, 2021). The pricing approach is based on clients' requirements, primarily from the highest social classes and ensures the service is exceptionally customised. The price segment serves customers with unique privileges and distinct experiences (scoutski.com, 2021).




Promotion – The hotel's website represents an important tool and platform alongside social media channels (Facebook, Instagram, Twitter) for interacting with clients, expressing the resort's unique features, including thorough information and images, being secured, accessible to access, and appealing for customers (senjyuan.jp, 2021).


















2. The Marketing Environment (Micro-SWOT)  

SWOT Analysis

	Strengths

- luxurious setting with open-air hot springs; 
- unique culture and experience;
- fusion between traditional and modern;
- certified as A- Grade Gourmet by promoting the local fresh ingredients for the most refined tastes;
- highly personalised services.
	Weaknesses

- lack of communication as a response to clients’ feedback on booking websites (Tripadvisor, 2021);
- weak social media presence as only in the Japanese language;
- poor involvement in local community regarding Japanese cultural activities;
- primarily linked to Asian-Pacific countries.

	Opportunities

- growth among both internal and external tourists;
- developing as a proactive interface in between local community and clients;
- developing an engaging relationship with clients via online platforms; 
- constant updating of social media content;
- diversity among tourist categories.

	Threats

- COVID-19 global pandemic travel restrictions;
- economic climate is volatile.



The ryokan Bettei Senjuan promotes the cultural tourism based on local "territorial assets" such as traditional constructions and architectures, award-winning cuisine with authentic taste and open-air hot spring baths (World Tourism Organization, 2016). The resort aims to achieve return visits by providing satisfaction through unique culture and experience beyond expectations. 
On the other hand, one of the main weaknesses noticed at Bettei Senjuan is the lack of communication between hotel and customers through online platforms:
-no response for clients’ feedbacks on booking websites (Tripadvisor, 2021);
-weak social media communication on Facebook, Instagram, Twitter as only in the Japanese language;
Also, they have a poor involvement in local community activities by only making a general presentation on their website page about the tourist attraction in the Minakami area but not being a proactive interface (senjyuan.jp, 2021). As a result, according to the ‘Best Luxury Ryokans and Hotels in Gunma, Japan’ blog, the writer specifies that if the customers are not keen only on hot springs or activities based on wellness, the staying may become monotonous (Suzuki, 2018).

The biggest threats for Japanese tourism are the COVID-19 restrictions, at least for the international travellers, being allowed mainly work or business travellers (Nagata, 2021). The resort must keep the active communication and information updated through online platforms regarding any changes in travelling rules to help in boosting international travel when borders are open and maintain the company-customer relationship.






































3. The Marketing environment (Macro) PESTEL  

Main macro-environmental factors:

	Social

Due to the COVID-19 pandemic, customers are more oriented to self-care holidays associated with health and cultural values. The ryokan promotes personal wellbeing through a relaxing atmosphere in a quiet surrounding, delighting customers with unique spa treatments, private hot springs baths with unique views and cultural experience in a safe environment (senjyuan.jp, 2021).

	Technological

With a digital world overflowing with samples, it is challenging to express own perspectives. Bettei Senjuan, a member of Relais & Chateaux group, tells a story since it is founded on a vast culture, allowing customers to sit, read, think, and behave differently (relaischateaux.com, 2021). The company’s website platforms are considered essential tools to promote products and services uniquely and need to maintain a continuous relationship with customers, giving the opportunity of instant feedback.

	Political

COVID-19 pandemic measures obstruct Bettei Senjuan to receive international tourists from most of the globe’s countries; however, the company must emphasise the concept of ‘staycation’ implemented by the government by attracting internal travellers as a crisis response strategy to support the local economy growth (Statista, 2021).




























4. Creating Customer Value & Engagement

There are three levels of customer satisfaction: enjoyment, experience, and engagement (Kotler, Kartajaya and Setiawan, 2017). After the COVID era, customers' expectations of hospitality service providers will increase dramatically. More than one year of living with restrictions has made tourists more aware of their needs, whether for luxury services or physical, intellectual, and spiritual wellness. (Antoniou, 2021).

To create customer value and engagement, the ryokan Bettei Senjuan could develop three critical aspects:

1) Considering customers' feedback as a reflection of every aspect of the resort's services and engaging itself in transparent communication with clients by being active and responsive to reviews as other members of Relais & Chateaux on booking websites (Tripadvisor, 2021);

2) Building multilingual social media content and not relying only on translation tools to grow international customers (Instagram.com, 2021).

3) To acquire a more proactive role between community and customers through authentic activities, Bettei Senjuan hotel could be inspirational by offering cultural experiences relevant to Japanese culture as a traditional tea ceremony event.

A Japanese tea ceremony is a form of traditional art that aims to achieve inner balance and create engagement between hosts and guests (Acar, 2021). 
A seasonal promotion on cherry blossom season called “SAKURA TRADITIONAL TEA CEREMONY” could open a gate to the Japanese spirituality as an experience, bringing engagement and customer value. The ceremony could have a customised offer:
· traditional Japanese kimono wearing;
· tea ceremony hosted by a geisha (Japanese/ English language);
· Japanese green tea/ sakura tea with traditional Japanese sweets.
Bettei Senjuan hotel could extend this event for all seasons with the opportunity to develop other Japanese traditional cultural activities: 
· Japanese pottery art;
· traditional Japanese sweets manufacturing;
· kimono collection exhibition.
The resort will promote Sakura Traditional Tea Ceremony through social media channels and its official site

















5.  Effective Use of digital Marketing

Digital marketing represents the next level in the post-pandemic hospitality industry development. For Bettei Senjuan, to remain a strong competitor in the luxury boutique hotels market, the existing digital tools to be improved, and a new set of digital tools can be used.

· Social media platforms are potent channels that can support the communication between the resort and customers. Facebook, Instagram and Twitter are not used by Bettei Senjuan hotel with the maximum potential as only in the Japanese language and not often and currently updated (especially Facebook). In a digital world, having an honest dialogue with the clients, promoting loyalty toward the brand, improving and developing the way to communicate it is a must.

· New technology tools can make a booking, check-in, and check-out as simple as possible. Contactless services also could allow small resorts like Bettei Senjuan better interaction with customers via chat messages and minimising queues on a web app that the resort need to implement (hotelieracademy.org, 2021).





































Conclusion

COVID-19 outbreak pushed the hotel sector to be more proactive, innovative and creative toward the customers. 
Wellness tourism, linked with relaxation, health, and unique experience, has overgrown in recent years, surpassing global travel. The internet's worldwide significance is rapidly increasing, and Japan is no exception. Tourists tend to look for visual material before buying, which impacts their purchase decision-making process; hence the company can keep its digital material updated as it is a primary topic of attraction for potential customers (Takamitsu, 2011).

The marketing plan of Bettei Senjuan ryokan highlighted what should be adjusted to sustain the company-customer engagement:

· By using multilingual messages, communication on social media platforms will be improved such that the company-customer relationship would be conserved/ developed;
· As a form of engagement, to create a dialogue by responding to the clients' feedback on booking websites;
· By involving the customers in the Japanese traditions, the hotel will offer new authentic experiences to increase customer value and engagement;
· The technology needs to be used both for communication and for safety also by developing new tools of digital marketing and preserving and expanding the existing ones.
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