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	Introduction

This is a marketing plan for a hotel brand which is part of the Relais & Chateaux brand of hotels. The hotel I have chosen is called Pikaia Lodge, it is located on Santa Cruz Island in the centre of the Galapagos Archipelago which belong to the Republic of Ecuador (pikaialodge.com,2021).
The purpose of this marketing plan is to gain new customers and also try and keep the customers that are already traveling to this hotel.
Since the Covid 19 outbreak there has a been a high decline in hotel industry therefore this plan is to bring back many customers as possible and gain new customers and assuring them that it is safe to do so.


















































	
1. Marketing Mix  

The Marketing Mix according to (Kotler et al.2020,p.51) is a of set tactical marketing tools that a company blends to produce the response it wants in the target market, this consists of the four P’s, Product,Price,Place, and Promotion.

Product – 

Pikaia Lodge = Evolution restaurant, Lobby lounge, Infinity pool, Homo Sapiens lounge, Sumaq Spa. 
Extra activities include, Scuba diving, Sport Fishing, Mountain Biking, Hiking & Jogging, Beaches & Kayaks.


 
Price -  

The pricing will be based on a 7 day stay and 14 day stay.
The 7 day stay will start from £3995 per adult and £3295 per child over 12 years old.
The 14 day stay will start at £6495 per adult and £4995 per child over 12 years old. The pricing is inclusive of all flights.
 


Place – 

Travel services, search engine, via telephone booking, online booking.




Promotion – 


Billboards, magazine, brochure, special invitations to customers who visited before, Radio, social media, word of mouth.
















2. The Marketing Environment (Micro-SWOT)  

The objective of a SWOT analysis is to capture the internal strengths and weaknesses of a firm or an organisation, which are controllable and can be acted upon such as the number of employees and their turnover (Harrikari et al. 2021,p.1649).

Strengths = Access to a customer database
                   High quality staff
                   Great customer experience 
                    High levels of customer satisfaction
                   Good outsourcing partnership
                   Strong brand equity

Opportunities = Map out and target the steps in customer journey
                         Work closer with key partners 
                         Expand number of outlets
                         Attract new customers through special offers

Weaknesses = Existing competitors
                         Supplies may take longer to reach
                         City life not close 


Treats =              Global economic downturn
                              Other hotel substitute
                                     Change in customers buying habits
                                  






















3. The Marketing environment (Macro) PESTLE  

One of the main reasons that can affect the hotel industry is a travel ban, this could happen depending who is in power of that country where the hotel is located at, in turn this can be very damaging and would hurt the hotel industry immediately (Pestle analysis,2020).
Technology can also have an instant impact, because of social media, the news is available 24/7, any incidents in and around the hotel can be reported within minutes of it happening and can be shared online by thousands, this can happen so fast that hotel owners can’t do much to stop it (Pestle analysis,2020).
Since the Pikaia lodge is located on an island the weather must always stay more or less the same, this is something the hotel can’t control, but should there be a time when the weather is very bad then customers may not want to travel to this hotel, therefore this would influence the pricing. 


 

































4. Creating Customer Value & Engagement 


To create customer value and build meaningful relationships with them, marketeers must first gain deep insights into what the customers need and want (Kotler et al.2020,p.109).

To create customer value and engagement I will use a few different types of methods so that I can get all the necessary information about the customers wants and needs.
Below are some of the methods =
Questionnaires – this can be done in various ways either in person or by phone, email, online.
  
Mail questionnaires – large amounts of information at low cost, this is good for customers who are not good with technology.

Survey research – know about customers preferences and buying behaviour directly.

Social media – leave reviews on Facebook, hotel websites, Survey monkey, and other similar platforms. This can be achieved at a low cost and is available to mostly everyone.  Once the questionnaire is set up there is little or no difference between 100 respondents or 10000 respondents on the internet, locally or globally (Kotler et al.2020,p.119).



























5.  Effective Use of digital Marketing


The chart below shows some of the benefits from using digital marketing
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The above chart shows some of the digital platform I will be using to get my message across



Conclusion – 


The Pikaia lodge is a luxury hotel with its main focus is the outdoor surroundings and its natural beauty, the concept is designed for the environmentally conscience traveller who seeks adventure and at the same requires high level of comfort to regain their energy (pikaialodge.com,2021).
When doing my marketing plan I had to be sensible in not overspending but at the same time keeping in mind the image of the hotel. Since the hotel industry is only recovering from the Covid Pandemic my spending budget is limited, and the Pandemic is still not over so there is no guarantee that customers will want to travel and even if they did the government may put restrictions on travelling. 

My recommendations would be to minimise expense, such as temporarily close some of the activities and try gain new customers through special offers and discounts. Customers that have previously visited can be contacted and offered lower rates for visiting again.




































References – 




Educba.com (2020) available at:https://www.educba.com/digital-marketing-process/ (accessed 16 December 2021).

Harrikari,T.et al.(2021) ‘Pandemic and Social Work’, Exploring Finnish Social Workers Experience through a SWOT Analysis, 51, pp. 1644-1662

Kotler,P.et al.(2020) Principles of marketing.8th edn. Pearson.

Kotler,P.et al.(2020) Principles of marketing.8th edn. Pearson.

Kotler,P.et al.(2020) Principles of marketing.8th edn. Pearson.

Pestle analysis (2020) available at: https://pestleanalysis.com/pestle-analysis-for-hotel-industry/amp/ (accessed 16 December 2021).

Pestle analysis (2020) available at: https://pestleanalysis.com/pestle-analysis-for-hotel-industry/amp/ (accessed 16 December 2021).

Pikaialodge.com (2021) available at: https://www.pikaialodge.com/location.php(accessed:17 December 2021).

Pikaialodge.com(2021) available at: https://www.pikaialodge.com/location.php(accessed:10 December 2021)
.
Twitter.com (2020) available at:https://mobile.twitter.com/exodus_digital/status/1275334063562334209(accessed:16 December 2021).
































	[image: Diagram

Description automatically generated][image: Graphical user interface, text, application

Description automatically generated] 

[image: Text

Description automatically generated]
[image: Text

Description automatically generated]
[image: ][image: Graphical user interface, text, application, chat or text message

Description automatically generated][image: Text

Description automatically generated with low confidence]


‘
image3.jpeg
ali 2109199

RUTH Taylor-Davies

MARKETING PLAN FOR PIKAIA
LODGE
ﬁ W AN




image4.jpeg
FACILITIES

* EVOLUTION RESTAURANTE
* LOBBY LOUNGE

* INFINITY POOL

* HOMO SAPIENS LOUNGE

* SUMAQ SPA




image5.jpeg
TARGET MARKET

FAMILES bt
m RETIREES f





image6.jpeg
STRATEGY

* SHORT STAY DISCOUNT FOR FAMILIES
* SPECIAL DISCOUNT FOR RETIREES
* LIFETIME DISCOUNT FOR RETIREES




image7.jpeg
REFERENCE

CVENT.COM 2020 https//www.cevent.com/uk/blog/hospitality/eco-
friendly-hotel-ideas(accessed 30,2021)

Pictures bing.com




image8.jpeg
Oneinthree customers
prefer sustainable brand

NET.COM (2020)

SUSTAINABILITY

NO MOTOR VEHICLES
NO CRUISE SHIPS
NO BOATS
NO OVERCROWDING




image9.jpeg
ADVERTISING

POSTERS IN PUBLIC PLACES
LEAFLETS
LETTERS
NEWSPAPERS
FACEBOOK




image1.jpeg
Accessto
multi-platforms
Conversion rates are m
easy to enhance DIGITAL MAREKTING
Time-saving

Brand building
opportunities

It's flexible




image2.jpg
E-mail





