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In this essay I will be discussing the four seasons hotel firstly I will describe what the four seasons hotel is I will outline my marketing plan and for four seasons hotel I will also use a swot analysis to analyse the hotel I will also use the 4ps and SOSTAC to get a better idea what four seasons is and who its markets to. 

5C’s of four-season hotel
 
Company: The Four Seasons Hotel assesses its strengths and areas for development, such as enhancing customer service and exploring environmentally sustainable practices.
Clients: To provide its visitors with the greatest experience, the hotel pays attention to what they like and what they want, regardless of whether they are travelling for business or pleasure.
Collaborators: To make sure everything goes according to plan for their visitors, they collaborate with event coordinators, luxury travel agencies, and other partners.
Competition: They check other upscale hotels and look for methods to differentiate themselves by providing exceptional experiences.
Climate: They keep abreast of major global events, such as travel patterns, emerging technologies, and laws that


SWOT analysis of Four seasons hotel:
Strengths: Prestigious Brand: With a reputation for ultimate luxury and first-rate customer care, Four Seasons Hotel has set up a strong brand.
Weakness: One of the weaknesses of the premium offerings is their inflated cost, which may restrict their accessibility to a wider client group.
Opportunities: Emerging Luxury Markets: By reaching out to new client categories and travel destinations, expanding into emerging luxury markets offers growth prospects.
Threats: One of the main threats to market share and client loyalty is intense competition from competing luxury hotel chains and boutique properties.
Target audience of Four Seasons: 
Rich Travellers: Those with high incomes who, when on holiday or business, demand first-rate stay and service.
Businesspeople: people on business trips who require good rooms and luxury, effective support, and good locations.
Luxury Event Organisers: People and businesses who arrange upscale events, like weddings and business gatherings, and who need elegant venues. 
Rich Families: Wealthy families seeking a luxurious family vacation that includes kid-friendly features, spacious rooms with top-notch equipment, and family-friendly spaces. 
With its luxury offerings and Four Seasons Hotel seeks to cater to rich people and people looking for top luxury available 

Competitors of Four seasons: 
Four Seasons Hotel competes with luxury hotel brands like The Ritz-Carlton, Mandarin Oriental, St. Regis Hotels & Resorts, Waldorf Astoria Hotels & Resorts, and Aman Resorts. These brands provide upscale accommodations and personalised services to attract high-spending guests, just like Four Seasons.

Four seasons' hotels collaborators: 
Four Seasons Hotel collaborates with top luxury car brands for transportation, designer retail brands for exclusive shopping, renowned chefs and beverage brands for dining experiences, and leading spa and wellness brands for guest wellness. These partnerships enhance the guest experience and offer luxury amenities. Brands like BMW, Mercedes, and Rolls-Royce.

Four seasons Pestle Analysis: 

Political: The stability of the government and laws that affect the hotel industry.
Economic: Trends in luxury Guests growth in the economy, and exchange rates may impact business 
Social: Travel preferences are influenced by cultural and demographic influences which may bring down business 
Technology: Technology may affect the stay of the guests as for example having old not up to date technology may deter a customer from staying. 
Legal: labour laws may change the number of staff four seasons may have either affecting it positively or negatively 
Environmental: The environment of where the hotel is may affect the hotel meaning the location may influence profits 

Marketing mix:
1. Product: Four Seasons offers luxury rooms, fine dining, spa services, event facilities, and personalised guest services, focusing on high-quality hospitality experiences.
2. Price: The hotel positions itself as a premium brand, offering upscale services at premium prices with seasonal rates, package deals, and exclusive amenities.
3. Place: Four Seasons hotels are in prime destinations worldwide, appealing to both business and leisure guests seeking luxury accommodations.
4. Promotion: The hotel uses advertising, public relations, digital marketing, and partnerships to promote its brand and attract guests. By managing these aspects, Four Seasons delivers a top-tier hospitality experience and effectively reaches its target audience.
SMART target for marking plan:
Specific: Increase the average annual occupancy rate of the hotel's suites by 15% compared to the previous year.
Measurable: Track the stay rates monthly and compare them to the previous year's performance.
Achievable: Based on historical data and market trends, this target goes along with the hotel's growth projections and can be achieved through targeted marketing efforts.
Relevant: Increasing suite occupancy contributes to the hotel's overall revenue and brand perception, aligning with its positioning as a luxury accommodation provider.
Time-bound: Achieve the 15% increase in suite occupancy within the next 12 months, starting from the beginning of the upcoming year.
Ascoffs matrix:
To increase the average annual occupancy rate of the hotel's suites by 15% compared to the previous year, we can utilise Ansoff's Matrix to guide the strategy for the hotel. 
1. Market Strategy:
  Focus on increasing the hotel's market share within its existing market. loyalty programs, and promotional offers to attract more customers to book suites at the hotel.
2. Market Development Strategy:
 Explore new markets or customer segments to increase suite occupancy. This could include targeting corporate clients, international guests, or specific event planners to expand the customer base and increase bookings.
3. Product Development Strategy
Introduce new features, or experiences to make the hotel's suites more appealing to customers. This could involve revamping suite designs, adding unique in-room facilities, or creating special packages to attract a wider range of guests.

Change to marketing mix:
The aim is to raise the average yearly occupancy rate of the Four Seasons Hotel's suites by 15% over the preceding year. To achieve this, a comprehensive marketing mix including the following strategic adjustments will be developed:
Product: Improve Suite Offerings: Modernise suite layouts and features to offer a plush and contemporary stay that meets the needs of all guests. 
Price: Competitive Pricing Strategy Set room rates as high as possible while keeping a competitive edge to complement the hotel's upscale image.
 Promotional Offers: To encourage reservations and draw in price-conscious clients, introduce temporary promotions and bundle discounts.
 Location Channels of Distribution: create bonds with internet travel companies and booking websites to draw in more guests and improve the visibility of the hotel's suites. Improve the online Booking Experience to do this Improve the hotel's website and booking system to give prospective guests a smooth and convenient reservation experience.

Promotion: Digital Marketing Campaigns: To increase exposure and draw in new clients, start focused online marketing campaigns using search engine optimisation, email marketing, and social media advertising

Race-mix for new marketing mix created by me.

Reach: Develop a content calendar for social media and blog posts, focusing on storytelling, visual appeal, and customer-centric messaging to enhance engagement.

Act: Create compelling campaigns in social media posts and email marketing to encourage audience interaction and response. Interactive content develops interactive content such as.
Convert: Enhance the hotel's website and landing pages to ease booking for potential guests, focusing on clear booking and user-friendly interfaces. 
Engage: Social Media Engagement: Respond promptly to comments, messages, and reviews on social media platforms to actively engage with customers. 
Currently the hotel does not have much social media presence I will introduce giveaways, contests, loyalty programs, and polls or quizzes.

 Gannt Chart: I couldn’t find the template, so I made my own sorry. 

https://lucid.app/lucidchart/2f67a7e1-37a6-4332-8c16-09c457405a68/edit?view_items=Wy4IutFlyNUf&invitationId=inv_15e26bfa-e250-4009-834f-31449f961033


To measure the success of the RACE mix for Four Seasons Hotel, we'll use key indicators to track:
1. Reach:
   Audience Growth Rate: How many new followers and website visitors we get.
   Social Media Engagement Rate: How much people interact with our posts.
2. Act:
   Conversion Rate: How many people act, like booking directly.
3. Convert:
   Direct Booking Growth: How many more direct bookings we get.
   Email Open and Click Rates: How many people open and click on our emails.
4. Engage:
   Customer Satisfaction Score How happy guests are after their stay.
    Loyalty Program Enrolment: How many people join our loyalty program.
For financial impact, we'll look at:
   Revenue from New Customer Segments: How much money we make from new customers.
 Return on Marketing Investment (ROMI): How much money we make compared to marketing costs.
These indicators will help us see if our communication strategies are bringing in new customers, making them happy, and boosting our profits.

Conclusion: In this essay I have discussed the four seasons hotel is I outlined my marketing plan for the four seasons hotel I also used a swot analysis to analyse the hotel I also used the 4ps and SOSTAC to get a better idea what four seasons is and who its markets to additionally I wrote out my own marketing plan and showed how to improve the four seasons hotel. 





PowerPoint: Double Click On It and you’ll be taken straight to it (I didn’t know any other way to do it sorry for the trouble)
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My marketing plan

1. Market Strategy:

  Focus on increasing the hotel's market share within its existing market. loyalty programs, and promotional offers to attract more customers to book suites at the hotel.

2. Market Development Strategy:

 Explore new markets or customer segments to increase suite occupancy. This could include targeting corporate clients, international guests, or specific event planners to expand the customer base and increase bookings.

3. Product Development Strategy

Introduce new features, or experiences to make the hotel's suites more appealing to customers. This could involve revamping suite designs, adding unique in-room facilities, or creating special packages to attract a wider range of guests.









Ascoffs matrix:

To increase the average annual occupancy rate of the hotel's suites by 15% compared to the previous year, we can utilise Ansoff's Matrix to guide the strategy for the hotel. 

1. Market Strategy:

Focus on increasing the hotel's market share within its existing market. loyalty programs, and promotional offers to attract more customers to book suites at the hotel.

2. Market Development Strategy:

 Explore new markets or customer segments to increase suite occupancy. This could include targeting corporate clients, international guests, or specific event planners to expand the customer base and increase bookings.

3. Product Development Strategy

Introduce new features, or experiences to make the hotel's suites more appealing to customers. 





My SMART marketing plan.

SMART target for marking plan:

Specific: Increase the average annual occupancy rate of the hotel's suites by 15% compared to the previous year.

Measurable: Track the stay rates monthly and compare them to the previous year's performance.

Achievable: Based on historical data and market trends, this target goes along with the hotel's growth projections and can be achieved through targeted marketing efforts.

Relevant: Increasing suite occupancy contributes to the hotel's overall revenue and brand perception.

Time-bound: Achieve the 15% increase in suite occupancy within the next 12 months, starting from the beginning of the upcoming year.







My Changed marketing plan

The aim is to raise the average yearly occupancy rate of the Four Seasons Hotel's suites by 15% over the preceding year. To achieve this, a comprehensive marketing mix including the following strategic adjustments will be developed:

Product: Improve Suite Offerings: Modernise suite layouts and features to offer a plush and contemporary stay that meets the needs of all guests. 

Price: Competitive Pricing Strategy Set room rates as high as possible while keeping a competitive edge to complement the hotel's upscale image.

 Promotional Offers: To encourage reservations and draw in price-conscious clients, introduce temporary promotions and bundle discounts.

 Location Channels of Distribution: create bonds with internet travel companies and booking websites to draw in more guests and improve the visibility of the hotel's suites. Improve the online Booking Experience to do this Improve the hotel's website and booking system to give prospective guests a smooth and convenient reservation experience.










Race-mix for new marketing mix created by me.


Reach: Develop a content calendar for social media and blog posts, focusing on storytelling, visual appeal, and customer-centric messaging to enhance engagement.

Act: Create compelling campaigns in social media posts and email marketing to encourage audience interaction and response. Interactive content develops interactive content such as.

Convert: Enhance the hotel's website and landing pages to ease booking for potential guests, focusing on clear booking and user-friendly interfaces. 

Engage: Social Media Engagement: Respond promptly to comments, messages, and reviews on social media platforms to actively engage with customers. 

Currently the hotel does not have much social media presence I will introduce giveaways, contests, loyalty programs, and polls or quizzes.
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