[image: ][image: ]





Marketing plan written for


AWASI IGUAZU
______________________________________

Student Name

Mirel Tiberiu Neagu
__________________________________________________


Student ID number

1918824
___________________




Marketing Essentials BMIH4005


Lecturer

Neil Dyer
________________________________























. 


	Introduction


With a defined strategy and position, a marketing plan becomes successful along with marketing weapons. (Stevens et al 2013. p.3) 
Marketing Plans are maps that help your business grow, according to Westwood (2005).
This marketing plan is designed for Awasi Iguazu, located 20 minutes from Iguazu falls in a private Argentinian rainforest. Enjoy the wildlife in this lush tropical paradise teeming with all kinds of beautiful birds. (Relais&Chateaux, 2021)
In addition to experiencing the world-famous national park and its surroundings, Awasi Iguazu offers specially designed excursions that extend beyond the falls.
The Marketing Plan has been drawn up to help Awasi Iguazu recover from Covid-19, with revised requirements and measures to ensure the safety of its customers when they return.
In contrast to many other hotels, the concept of the hotel is unique. With just 14 different villas, it aims to provide guests with the "ingredients" they seek in order to enjoy a relaxing and luxurious holiday. (Relays& Chateaux 2021)













	Marketing Mix                                                                                                        

Product – The 14 villas are built on stilts in order to minimize environmental impact, each positioned for maximum privacy, yet within easy reach of the main lodge. These 14 villas provide stylish interiors inspired by Guarani crafts, with spacious living areas, private plunge pools, and sweeping views of the surrounding mountains. (Awasi Iguazu, 2021)
Awasi Iguazu will be the perfect place for people to enjoy the best of the Misiones Province while still enjoying their privacy in their villas and being able to socialize at the bar or restaurant in the main lodge. (Khoros, 2020)   

 Price – Book now, stay later campaign will bring success to the Awasi Iguazu Hotel. The campaign is valid for six months, and includes free commission when booked online, a deal for six nights for the price of five, and a 10% discount on last-minute reservations.


Place –Awasi Iguazu is located in a beautiful Argentinian rainforest, surrounded by the famous waterfall Iguazu, unique birds’ species and butterflies. Different activities will transform every guest experience in a memorable one; Safari with a private guide, biking, canoe or sailing. (Relais&Chateaux, 2021)




Promotion- The hotel will use a complex website as mentioned by (Profitroom, 2018) this will be the guest’s first stop for hotel informations. A special page will be created as an extension with Covid-19 Government regulations, cancelation policies and all extra cleaning procedures implemented for the guest’s safety.
Instagram famous influencers (Jen Levinston, Sara Hopkins, and Tom Jauncey) will promote Awasi Iguazu with special videos from different locations, and TripAdvisor will be used as a weapon to mention all the facilities.









































Creating Customer Value & Engagement 


(Bhatnagar, 2021) states the most important step in creating customer engagement is to adhere to safety and hygiene standards. Approximately 83% of customers choose their hotel based on its cleanliness and free of viruses, according to Hospitality (2021).

A good strategy based on customer feedback will help any organization succeed in customer satisfaction, as customers will feel heard. (Khoros, 2020)

  In order to assist customers to live in a clean and safe environment, Awasi Iguazu will partner with different cleaning companies to promote different campaigns; Stay Clean, We care about you or Dettol. A luxurious hotel is planning to implement different measures, such as sanitisers throughout the rooms, air filtration systems and more importantly, personalised canvas laundry bags, which will ensure that the guests will be the first touching them. (Zelevansky, 2020)


















Effective Use of digital Marketing 



It has been estimated that by 2022, 63% of hotels will be utilizing social media as a primary tool to fight COVI-19 and that using an influencer or marketing partner will have a greater impact on guests. Kanna (2021) believes that hotels should use social media as a tool in order to communicate all the changes based on Government regulations and rules.
Awasi Iguazu will use different videos shared on Facebook or Twitter, staff interviews about the facilities and the cleaning programs used in hotels and guest’s reviews to promote the brand.

For every hotel member, little gifts or welcome back packages will be prepared so that they will feel that Awasi Iguazu cares about them, and for every guest with different occasions, such as birthdays, weddings, anniversaries, or any important event in your life, there will be vouchers or gifts to choose from.

















 SWOT Analysis



As a major objective of a SWOT analysis, it aims to recognise the different types of core competencies that organizations have or excel at compared to their competitors. (Walker and Miller. 2009, p.65.)

As Hassanien et al. (2010) explain, SWOT is a method of prioritising hospitality needs without overgeneralizing the factors.

Awasi Iguazu SWOT Analysis: Strengths: Strong brand name and reputation, extra facilities for guests (private guide, private car), well located in the nature, as nowadays guests will choose it instead of busy cities based on Covid-19, strong community. Weaknesses: expensive maintenance, competitors (Las Balsas, Llao Llao Hotel and Resort). Opportunities: New technologies, promote the community to guests in order to discover new traditions. Threats: climate change (high risks of storms and floods), actual government regulation for Covid-19 and travel ban.





















PESTEL Analysis

Awasi Iguazu PESTLE Analysis: POLITICAL: In addition to every different country rule and the Government restriction with countries in red, amber or green zone. Reynolds (2020) states that VAT will be lowered from 13.5% to 9% in December 2021 for rapid recovery in the hospitality and tourism sectors
ECONOMICAL: Unemployment crisis generated from Covid-19 and people fear to trust hospitality for a continuous job. (Hospitality, 2019)
SOCIAL: Lifestyle trends as many guests choose nature for a memorable and unique holiday, development of healthy lifestyle.
TECHNOLOGICAL: Guests will expect more technology in hotels, apps specific for hotels to check in or out, to open the door with the phone, order food or ask for extra things in the room without asking the employees. (O’Fallon, 2011)
THE ENVIRONMENTAL POLICIES OF Argentinian, as cited by EPA (2021), the climate is becoming increasingly severe, as in Strong heatwaves, thunderstorms, and heavy rain (flooding risks). LEGAL: Visas restrictions, red country as Covid-19 is challenging the hotels on every update from Health Organisation.














Conclusion 

Using the marketing plan for Awasi Iguazu, as a conclusion Hospitality has been the most affected by Covid 19 and the big brands need to come with revolutionary websites, different campaigns about cleanliness and discounts or packages in order to bring the guests back to hotels and regain their trust. Payments in instalments through the hole year, or 20% off for hotel members, and loyalty program to transform money in points for further benefits. Special discounts for special occasions like birthdays or anniversaries will encourage the guests to come back.




Recommendations:

Simple and complex website with all the Government rules, cleanliness programs and cancelation policies.

Touchless technologies to improve guest trust and create the feeling of safety and wellbeing as Covid-19 changes the perspectives for many guests.

Personalized laundry, air filtration systems and hand sanitiser in the rooms can be the new concept at Awasi Iguazu.
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