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	Introduction

The purpose of this assignment is to develop a marketing plan from the Relais & Chateaux groups of hotel's Castillo de Arteaga Gautegiz Arteaga, Spain to ensure the social distancing of the customers during the pandemic. The assignment will include the discussion on marketing mix, micro and macro marketing environment, creating customer value and engagement, and effective use of digital marketing.
Castillo de Arteaga is an 18th-century castle converted to a luxury hotel situated in Gautegiz Ateaga city of Spain. The hotel has 13 rooms designed different from each other. The outer area of the hotel is just within walking distance from the beaches. The guests of Castillo de Arteaga enjoy a wonderful interior with stone and wood panelling, whereas the food offered by the hotel is based on regional recipes (relaischateaux.com, 2021).





	
1. Marketing Mix  

Product – 

The hotel has 13 rooms, each different from another. At the same time, these rooms are available as standard rooms, junior suite, suite, and terrace suites (relaischateaux.com, 2021). This will allow the customers to ensure that social distancing is maintained even customising the rooms. 
Price -  

Since all rooms are different from each other, therefore the pricing of every category of room is kept different. For example, the price of a standard room starts from $194. At the same time, the price of a junior suite starts from $257. Whereas, the suite's cost starts from $280 (relaischateaux.com, 2021). The change in prices are according to the facilities, but for the services, hygiene and better quality of care will not be compromised in any department (Guillet et al., 2021). 
Place – 

People nowadays have great excess to the internet, and there is tons of information available for hospitality services (Bharucha, 2018). Moreover, to ensure that social distancing is kept, Castillo de Arteaga will also install tablets and smart phones so that the customers can book their rooms from the hotel’s launch. To ensure social distancing, tablets will navigate the location for the selected room and keys and other accessories will already be in front of the rooms fully sanitized (Nikbin et al., 2021). 
Promotion – 

The promotional activities of the Castillo de Arteaga must be held through social media marketing campaigns and digital marketing such as the internet, emails and through influencers. Moreover, the promotional activities will be conducted through paid advertisements and blogs and vlogs, where the influencers will be asked to share their online reviews with the potential customers.
2. The Marketing Environment (Micro-SWOT)
The micro environmental factors that can have a significant impact on Castillo de Arteaga are cultural, technological and political (Gurl, 2017).
Strengths 
The strength of Castillo de Arteaga is its location and its association with Relais & Chateaux. Moreover, the reflection of cultural heritage is its strength which is an 18th-century castle used by French emperors. However, in the times of pandemic, the strength of Castillo de Arteaga falls in maintaining social distancing in which the customers will be offered top notch services by minimising the interactions with the staff, even though the staff will be fully vaccinated.  
Weaknesses 
The weakness of Castillo de Arteaga is that it has only 13 rooms that can only serve 26- 40 guests. Also, they will have to train their staff according to the latest technology so that instead of interacting with the customers directly, they are using technology.  
Opportunities 
The opportunity that Castillo de Arteaga can avail is that it can offer niche marketing by targeting the corporate sector who can have business meetings in the luxurious environment of the hotel. And it can increase the number of rooms so that special events can be accommodated and revenues can be increased.
Threats
The biggest threat that Castillo de Arteaga is exposed to is the changing policies of the government of Spain, such as restricting travelling or lockdown in the country as a preventive measure to control spreading Covid19 and increasing taxation on the hospitality sector (Aharon et al., 2021). 
3. The Marketing environment (Macro) PESTEL  
The macro-environmental factors that can impact the hotel are political, economic, social, technological, environmental and legal (Mwadime, 2020). 
The political factors that can impact the Castillo de Arteaga are the political instability in Spain and the change of taxation policies by the government. Moreover, the change in regulations for the hotel industry in Spain, such as social security of employees in the sector and employment laws (Chesalina, 2018). The economic factors that will impact the hotel are the economic crisis in Spain due to the pandemic, increased rates of interest, inflation, and unemployment, which will negatively impact the business cycle of the hotel (Araujo, Fraiz and Araujo, 2020). The social factors that can impact are the change of lifestyle of people, especially after the Covid-19, buying behaviour of guests, work-life balance, and education level of its employees and guests (Kaya and Karatepe, 2020). The impact of technological factors cannot be denied as people have internet access (de Luna et al., 2019). Before deciding on purchases, they search for information about the offers and services offered by any hotel (Gupta. 2019). Therefore, it is essential to focus on technological advancements in the hotel such as self-check-in and check-out counters to provide sense of security to the customers, automated room services and availability of seamless internet in each room. The environmental factor that can impact on the hotel is climate change (Arabadzhyyan et al., 2021). Thus, it is a risk to the hotel as its location is a close seashore. Finally, the legal factors that will impact are the employment laws, competition law, service safety and health and safety developed by the government of Spain (Sanchez and Donate, 2019).
4. Creating Customer Value & Engagement 

The Castillo de Arteaga can create customer value and engagement by offering a great experience to the customer. Most customers opt for the benefits they can get, such as how much they will be saving if they book the hotel's services, their experience with the hotel, and how convenient the hotel's services are for the customers (Liu and Hung, 2019). Therefore, to create customer value and engagement during the pandemic, Castillo de Arteaga hotel will upgrade the services of the products and hygiene level of the services offered to them. Therefore, to promote the offers and services to these potential and loyal customers the Castillo de Arteaga will use the social media platforms such as Facebook, Instagram, LinkedIn, and email marketing. Thus, with the help of social media, paid promotions will reach large segments of users (Grover and Kar, 2020). Further, with the help of LinkedIn, corporate customers will be the target for doing their business tours and business meetings in the luxurious environment of the Castillo de Arteaga.
5.  Effective Use of digital Marketing 
To make the plan effective, the Castillo de Arteaga hotel will be hiring a team of digital marketers who will be given with the responsibility of designing all the marketing campaigns for the hotel that fully comply with the social distancing protocols offered by the government of Spain. Moreover, this team will be responsible for developing and sustaining the online presence of the hotel, such as on social media, search engines and on Google. Further, the mobile application will be developed so that customers can directly connect with the customer services of Castillo de Arteaga. Moreover, for every occasion different promotional campaign will be designed such as for Christmas, sports events, and business meetings. 
The new customers will be attracted towards Castillo de Arteaga by offering them customised deals in which the customer will select their own services at a discounted price. Moreover, the history of the infrastructure will be shared with the both existing and new customers, and they will be offered to become the ruler of the castle for one day along with the customised theme for that day following the culture but SOPs proposed by the government of Spain amid Covid-19. 
Conclusion –

In conclusion, it can be established that the hotel's location in the hospitality sector improvises the experience of the customer with the hotel. Moreover, the marketing mix defines the values of Castilla de Arteaga and the benefits customers will have using the hotel's services. At the same time, the SWOT analysis provides the understanding of strengths and weaknesses so that they can be addressed to avail the opportunities and counter the threats that can impact on the business. 
Moreover, the PESTEL analysis provides the information on different factors that can impact on the business activities of Castilla de Arteaga. Moreover, Castilla de Arteaga can create customer value and engagement by offering loyalty and customised services. At the same time, the marketing team will be providing the services for effective use of digital marketing, and the new customers will be attracted by giving them a lifetime experience. 
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Market and competitor analysis

Hospitality industry was one of the industries that
faced worst impact of pandemic

- Expected rise soon expected once the lockdowns
are lifted

£ competitors have a knack for cost effectiveness
ith standardisation whereas Castillo de Arteaga
mphasizes on the experience
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Target market

Demographic — Individuails
including men, women and young
ind families with children

between 10 to 60+
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Marketing strategies

= Reliance on BTL & ATL
= Reliance on digital marketing to achieve BTL goals by using:
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Marketing budget

SEO and SEM — 15,000 Euro

o SMM — 15,000 Euro

PPC — 15,000 Euro

/fyhe line efforts — 5,000 Euro

Tofal budget = 50,000 Euro
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KPIs

30% Increment in incoming website

traffic

At least’50% return on each instrument

n digital marketing context

‘40% increase in conversion rate of

customers

Clicks

Installs
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Conclusion

= The provided plan is sufficient in satisfying the needs of the business.

= The need for market differentiation is going to be greater once lockdowns are lifted and

the industry starts to grow
is marketing plan will be sufficient in implementing digital marketing effectively

Considering the new needs such as remote workers being given a desk and a computer to

allow them to continue working remotely during their stay.
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Infroduction

= In the light of the Covid-19 pandemic, the hospitality industry saw a huge
decline

= Hence, it only makes sense that businesses want to develop new strategies
to 'gain new customers while retaining old customers.

This presentation aims to compile a marketing plan

To generate new customers as the hotel comes out of lockdown and the
COVID-192 pandemic.
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Marketing plan objectives

Objectives
= 1) To gain at least 40% new customers within one quarter.

= 2) To increase traffic on websites by 50% using digital
marketing within 3 months

= 3) To acquire 40% increment in conversion rate whilst also
lowering bounce and exit rate on websites within the period
of one quarter





