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	Introduction
In this essay, I will show how the Hostellerie La Briqueterie succeed in the marketing, internal business environment and show the factors that affect them on an external level. Moreover, it is necessary to show how they do their digital marketing and how they engage with the customers in order to maximise the sales and increase the firm’s revenues. It is a Michelin restaurant and people visit the place because of the exquisite cuisine. Furthermore the view from the hotel is amazing with lots of perks for its visitors. The Hostellerie La Briqueterie is located in 4 Route de Sézanne, 51530 Vinay, France.
Hostellerie La Briqueterie is one of the very successful hotels in France and also part of Relais & Châteaux, which gives them a more unique customer base. Many people consider it to be one of the top hotels in the France because of the excellent services provided. Hostellerie La Briqueterie is a very successful hotel with a comprehensive marketing strategy in place to provide value to consumers and engage them appropriately. 





	
1. Marketing Mix  

Product – They offer a range of services such as accommodation, leisure, restaurant and travel. Their diverse repertoire helps them keep customers for all the services and to enhance the customer satisfaction. Hostellerie La Briqueterie positions itself as the best France’s quality hotel which emphasise on the quality of the sleep the clients will have in the hotel.

Price -  The price is not competitive as they want to allow their customers an affordable place to stay. Products that are both convenient and healthful are available at a reasonable price.
There are seasonal discounts available.
The cost of a room is around75EUR - 130EUR per night. When a person contributes money, he or she is guaranteed the greatest services, failing which the money will be repaid. As a result, despite the expensive fees, all customers are guaranteed to receive good service.

Place – They have a unique location in Vinay, France. Moreover, their location is  complimented by the same brand details and high quality of the rooms and facilities.

Promotion – They give their older customers in the firm promotions and offers in order to convince them to stay within their premises for longer periods of time. They give advice on traveling and on tourism attractions that are to be seen in the area. They promote their hotel on social media successfully.


2. The Marketing Environment (Micro-SWOT) 
Internal elements such as the firm's problems, strengths, opportunities, and threats have an impact on how the organization operates. Hostellerie La Briqueterie’s strengths are that they have a devoted client base, a diverse offering, and several prospects in the present market. The firm has a diverse product line that allows them to diversify and offer items that are more focused on the client. If there are more customers who desire premium features in a product, the market will accommodate them.
The company's flaws include that it is not available in all places, and there have been allegations of poor customer service on occasion. This is extremely detrimental to their plan, since clients will not receive what they have paid for. In order to attract customers during COVID, they required a fresh strategy.
The company has many threats because of the reduction in tourism, the travel restriction in the France as seen as a RED country on Europe list and the decrease in economy. It is essential to redress the expenses of the company and apply for governmental aid that can help solve some of the high expenses of the hotels when they are fulfilling the customer demand. There are several competitors to Hostellerie La Briqueterie, that provide services that are comparable to those provided by Hostellerie La Briqueterie and they could steal customers from the hotel.
The opportunities for the company are expansion in the future and gaining more revenues. It si the opportunity for the company to act on social values, respect the social behaviours of customers and appear as a corporate responsible company by protecting the local environmental and climate.


3. The Marketing environment (Macro) PESTEL  
The policies, laws, the economy, society as well as the environment (PESTLE) in the surrounding areas of the hotel will be examined in order to give a closer outlook onto how the Relais & Châteaux hotels can manage more efficiently. These factors have an impact on sales and, as a result, on meeting targets. These elements also influence the company's decision-making; therefore management should guarantee that all of them are taken into account. If the situation in these fields is instable then the hotel will lose customers and revenues as he will not be able to adapt to the diverse needs expressed to him. (Frue, 2019)
POLITICAL- The company suffers from BREXIT and the increase in migration laws/ Because there are more travel restrictions, the hotel is losing demand of services. For example, there would be less British visitors to this hotel in France.
ECONOMIC- Weakened currencies, economic recession, economic inflation.
SOCIAL-The company is respecting social standards and fulfils the customer wishes by addressing them on a social level.(Research and Consultancy, 2021)
TECHNOLOGY- Hostellerie La Briqueterie has embraced technology by using the internet to engage with consumers, maintaining a client database, and advertising new brands in the market through social media. This is a critical part of the company's marketing strategy. The firm adds value to its products by using cutting-edge technology and providing good, high-quality items to its clients.
ENVIRONMENTAL- Hostellerie La Briqueterie respects national and international standards of environment and it tries to reduce pollution and climate change by renting only electric powered vehicles to the guests and having solar panels in order to produce the main electricity.
LEGAL –The company needs to be aware of respecting taxes and new immigration laws of the country. The company must fulfil the contracts that they have made with each employee.
(Feys and Probert, 2015)

4. Creating Customer Value & Engagement
The company is creating a very good customer value by having a very good marketing techniques and a strong brand image. All of their customers recognise the branding details of Hostellerie La Briqueterie, as it creates a very high engagement because of their always differentiated product and great emphasis on customer service. They offer Michelin food service which are of their customer enjoy and it is very sought after. In a Hostellerie La Briqueterie hotel you can call the reception any time in the night and place your queries. The hotel also offers breakfast and dinner but moreover it gives a lot of value to the customers through the personalized offers and meals that they have. Customers are also more likely to go to a Hostellerie La Briqueterie if it has a very good Marketing strategy that offers great benefits. Many youth and young adults have a good relationship with social media and by having a good website, the company can be informative with its locations, promotions, rooms and prices. 

5.  Effective Use of digital Marketing
The company advertises through many communication channels that allow a smooth flow of communication and it guides the people on the topic of the hotel and the informative materials. The Hostellerie La Briqueterie hotels have a very good brand strategy and the rooms are simple, clean, white and provided with all the necessities for a short or a long stay.  The company is transparent with what they are offering and they like to give all the details of the best personalized offers through email. This technique is very good and it could work hand in hand with phone marketing by targeting the old customers of the firm. Moreover, the social media marketing has been proved to be very successful on Facebook, Instagram and Twitter because the younger generation has an interest in booking a room and travel in many places across England. (Durkin , 2015)They must create appealing posts that attract the eye and that redirect the user to the main website of the hotel. Moreover, the hotel business must monitor the number of interactions it receives for each post in order to identify whether their technique is working. The sales number can be counted for each of the new marketing ideas implemented and stay as a guidance for when they want to increase its digital marketing strategy. (Camillus, 2014)


Conclusion 
In conclusion, Hostellerie La Briqueterie has a very good marketing plan in which they advertise their product, price, promotion and places to the very best extent they can. Moreover, they have many strengths as for the high recognition in the French travel market. They must make sure they remediate their weaknesses and threats because there is a very unstable economic and political environment which could decrease their sales consistently if they are not prepared. In terms of marketing, the company is very good at creating value for its products and ensuring the customers that the visit in their hotels will be peaceful and without problems. Moreover, their digital marketing is very successful at attracting and retaining customers because they use social media and a good influencing website.
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