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Introduction
Villa Bokeh is member of international luxury hotel chain Relais & Chateaux. The story began in 1954 in France, when Nelly and Marcel Tilloy decided to connect 8 houses able to host people on the way from Paris to Nice. The ‘’Le Route du Bonheur’’ (road of happiness) was born and with it Relais & Chateaux. Today the association has 562 members in 67 countries and 140 Routes de Bonheur (Relais & Chateaux, 2021). Villa Bokeh is located in Guatemala, near the city Antigua and just an hour away from the capital and airport. With UNESCO world heritage site and rich history is on the crossroad of nature and culture. In the past what was a private hacienda today is luscious boutique hotel with small capacity operated by local hospitality agency Grupo Alta (King, 2021). Purpose of this marketing plan is to see how is it possible to open hotel in the middle of pandemic crisis and ask what are main predispositions and challenges that hotel faces.

Marketing mix

Product – With private art collection, six acre of gardens, eleven rooms and suites with private balconies or terraces, pool, spa, wellness, gym, billiard room, 24/7 open kitchen and contemporary restaurant, Villa Bokeh offers expected upscale quality for given price. Quality is ensured via strict member selection process, which gives brand well known and respected name. Privacy, safety measurements and secluded location makes it perfect for post pandemic time and it is one of main marketing advantages. They offer venue for weddings and other events. Guests are invited to participate in different activities.

Price - With prices starting around 230$ per night and going up to 680$ for suite Villa Bokeh falls into the middle price range Realis & Chateaux member. This is a high end boutique hotel. During the holiday season prices go up and reservation policy changes from one to three night minimum stay. At the moment they have special offer called Introducing rates. Relais & Chateaux has special loyalty programme (5C) which offers unique benefits to their guests, for example room upgrade or welcome gift. Based on micro environment analysis there are three competitor boutique hotels that affect price. 

Place – All the information about hotel are on the official webpage of Villa Bokeh, and Relais & Chateaux, through which bookings are made. Both websites are mobile friendly and there is even an option to download Relais & Chateaux app. Hotel also has a profile on Instagram and Facebook. There is direct connection from website of Casa Palopo (another R&C property located nearby). Since hotel is newly opened, there was more media coverage in magazines like Caterer & Hotelier, Forbes, NYT, etc. 
Promotion – Because Villa Bokeh is part of Relais & Chateaux, their advertisement has wide international range. But now, as a result of Covid-19 regulations focus is domestic. With slowly opening up the borders and direct flights from US and Europe, geographic coverage will spread in the future (Stephens, 2021). Active advertisement is on social media - Instagram and Facebook, alongside with Relais & Chateaux channels. On Instagram profile some collaboration with influencers can be seen. Customers can subscribe on their newsletter and via email get all up to date offers and exciting stories. Group launched annual guide book, where all Relais & Chateaux properties are listed. Because they rely on their regular and loyal guests, annual guide book is perfect for presenting properties and for advertisement of Villa Bokeh. 
The Marketing Environment (Micro-SWOT)
Strengths
· Small capacity, big area - Because of Covid-19 demand for privacy is rising and this is Villas Bokeh main advantage.
· Venue for events and weddings - according to their webpage, venue is booked for next three months, which gives also higher chance of booking rooms and bringing in part of revenue.
· Member of Relais & Chateaux - small property can hardly promote itself worldwide, so association helps with webpage, advertisement, education, etc. Being under their marque for customer means guarantee for quality and reason to buy.  
· Restaurant and chef - One of the most important features of Villa Bokeh is high ranking restaurant, it is important part of their revenue and image. 

Weaknesses
· High room rates - they start at 230$, which is almost twice as high as the other boutique hotels in area. In order to fill bookings it is important to target specific group, one that values quality of service.
· Webpage - overall their official webpage is well-designed but it is not finished and some of their offers, activities and local engagement are not posted.

Opportunities
· Secluded location, space from other guests and privacy will start playing important role in post pandemic time and Villa Bokeh have it all. Putting this attributes upfront in advertisement can contribute to profitability. 
· Proliferation of remote work - hotel already has home-like feeling and offering long -term stays is uprising opportunity.

Threats 
· Increasing costs of materials - worldwide problem. Start buying local and with this decrease costs of shipment and also help local community fight post pandemic crisis.
· Closing borders and flight routes - it will be important to pay attention to current worldwide Covid-19 situation and be prepared for possible restrictions. 

Creating Customer Value & Engagement 

When talking about customer value, we must understand comparability between price and quality (Tsung-Yu and An-Chi, 2019). When it comes to finding out what customer want, Relais & Chateaux is an example of good practice. On their webpage is option to make an account and during the registration process they ask customer line of different questions. Based on answers, they learn customers likes and dislikes. At the end they are able to put together personalised itineraries or are able to offer just the right property and experience. Because of Covid-19 sanitary measures became significant even more. All of them can be stated on Villas Bokeh official webpage, but suggestion is that they use visual elements to give prominence to taken measures (Stephens, 2021). For example photos of housekeeper sanitising the room, it is a simple, subtle tool to make guests feel safe. According to Stankov (2020) there is an increase of people looking for well-being and mindfulness through meditation or healthy, peaceful lifestyle. Villa Bokeh has all attributes currently valuable to customers. Secluded location, huge garden, nature all around and peace should be exploited and highlighted. For guest satisfaction is taken care of with help of Maitre de Maison and other employees. But just to be sure, at the check out this should always be confirmed. Also on the webpage of hotel, there could be section with survey, with some basic questions of satisfaction and with place for suggestions. This way visitors will feel engaged and heard.  

Conclusion

Philippe Gombert, president of Realis & Chateaux looks bright on the future of hospitality industry. He thinks that although hospitality was hit hard it will recover in all its glory. And hospitality companies should invest in marketing during the pandemic (Stephens, 2021). New privacy standards emerged, space and seclusion away from other guest are important, Relais & Chateaux marque is guarantee for quality and local experience is highly valued. Villa Bokeh carries all this in one property and with good marketing plan, there is chance for success even in times like this. 
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