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Marketing plan structure

	Introduction

Saint James Paris, a Relais & Châteaux affiliated hotel since 2012, was chosen as the firm for this marketing plan. It is located in the French capital – 5 Place du Chancelier Adenauer, 75116, Paris, France (Relais & Châteaux, 2021). The goal of this marketing plan is to gain guests to this hotel following the Covid-19 crisis. The plan will investigate the hotel’s marketing mix, its business environment, the methods that may be designed to produce customer value, and how digital marketing can be leveraged to target potential guests post-pandemic. The marketing strategy is designed to assist the hotel’s marketing team.









































	
1. Marketing Mix  

Product – Saint James Paris, with its 5,000 square metres of greenery and unmatched refinement, architecture, and modern neoclassic rooms, offers its guests an elegant & surreal experience away from the city crowd (Relais & Châteaux, 2021). Besides, amenities including free internet, fitness centre, iPod docking stations, and also golf course facilities can be enjoyed by the guests.

Price – Rooms at Saint James Paris are expensive, ranging from around £380 to £1253 per night (US News, 2021). So, the premium price tag after the pandemic can seem very costly to international tourists. However, high-income travel enthusiasts may still choose to stay as it’s located in the capital and offers great luxury.

Place – The distance from the hotel to the Paris Orly airport is only 22 km, and it’s only 6 km away from the Gare du Nord train station (Relais & Châteaux, 2021). Besides, guests can book rooms at Saint James Paris through its website or travel agencies such as booking.com, Agoda, and Tripadvisor etc. 

Promotion – People now choose to book hotels on their phones rather than going to the hotel physically (Matiza, 2020). So, it should offer promotional discounts after the pandemic, such as 20% off the rack rates when booking with their official mobile application or through a particular travel agency.  





























2. The Marketing Environment (Micro-SWOT)  

Strength: Saint James Paris’s strength is that its located in the city centre, it’s close to the nearest airport, and it’s a 19th-century neoclassical building in Paris’ 16th arrondissement (US News, 2021). Also, the hotel’s environmental concerns and greenery give it a competitive edge over other typical hotels. 

Weakness: Its major weakness is its premium pricing in comparison to other hotels in the capital. Other hotels have competitive prices, such as Hilton Garden Inn Orly, which is closer to the airport as well. So, the premium price might only attract high-income tourists, making it difficult to offset the impact of the pandemic.

Opportunity: The Covid-19 pandemic provides an opportunity to improve its brand reputation by assuring good cleanliness, sanitisation, and sustainable policies. For instance, it harvests honey to protect the earth’s biodiversity. It can also place disinfectants in multiple locations, provide employees with safety equipment, and implement distancing measures to ensure the safety of its guests (Worthington, Britton and Thompson, 2018).

Threat: Although the number of new Covid-19 cases is now relatively low in France, a sudden surge in cases may again shut down the hotel, which will make Covid-19 crisis recovery even more difficult for Saint James Paris (Aharon et al., 2021). However, the threat is getting minimised as more people are getting vaccinated globally.  





























3. The Marketing environment (Macro) PESTEL  

The PESTEL framework may be utilised to study the macro-environment of Saint James Paris. The plan particularly focuses on the political, environmental, social, and technological impacts on the hotel.

Political: France’s political stability can be considered average, given its 0.31 score in the political stability index (TheGlobalEconomy.com, 2021). However, France, in recent years, has been a victim of terror attacks, mass shootings, and human rights protests. Therefore, sudden political upheaval can impact Saint James Paris’s occupancy rates.

Environmental: Due to the growing environmental pollution produced by the hotel business, more and more guests are choosing to stay in green hotels (Pfister, 2018). This acts as an opportunity for Saint James Paris as it prioritises protecting environmental biodiversity in its premise through gardening & harvesting. 

Social: People are becoming more eager to travel again as the Covid-19 lockdowns ease throughout the world (Antoniou, 2021). It must address this societal transformation and guarantee that it has all of the resources and safety measures in place to serve a large number of visitors in the aftermath of a pandemic.

Technological: After Covid-19, the number of individuals who book hotels on their devices has surged (Zeng, Chen and Lew, 2020). In other words, it allows taking advantage of the internet’s full potential to reach more guests via social media and website bookings, for example.


























4. Creating Customer Value & Engagement 

By recognising what people want, Saint James Paris can create value and engagement with its guests. The importance of customer value and engagement cannot be overstated if it wants to keep and win over new consumers (Nangpiire, Silva and Alves, 2021). It may conduct surveys on current and prospective customers using social media to find out what they want from the hotel in their visit. Also, once customers have checked out, the hotel may send them an email requesting them to complete a questionnaire-style feedback form to better understand their experience (Oyner and Korelina, 2016). The data gathered may be utilised to make future stays more pleasing for guests by making sure their preferences are met.

The social media polls & guest feedbacks are also a way for the company to interact with its consumers since it makes them feel heard and appreciated. Such engagements by Saint James Paris are likely to secure customer loyalty, which consequently may allow it to retain clientele post-pandemic (Kim, Tang and Bosselman, 2019). In this way, Saint James Paris can create value and engagement with its guests, which can be pivotal in retaining customers after the pandemic.

































5.  Effective Use of digital Marketing 

Saint James Paris can and must utilise search engine optimisation (SEO) to improve discoverability and generate website traffic. As it will enable the Saint James Paris website to rank better in search engine results on engines like Google and Bing, SEO is critical to the company’s digital marketing strategy (Angeloni and Rossi, 2020). As an illustration, consider selecting and incorporating in website content keywords that are relevant to the company’s target demographic. As a result, website traffic will increase, which might result in additional reservations.

Also, content marketing is an effective approach to promote Saint James Paris’s brand and raise awareness by generating and sharing relevant content on the social channels mostly used by its target group of customers (De Pelsmacker, van Tilburg and Holthof, 2018). It can use social media to keep customers up to date on hotel amenities, rooms, pricing, green policies, and future deals. Hotels with a strong social presence are more trustworthy in the eyes of travellers, and as a result, more people opt to stay there.

Further, it may also employ email marketing to notify clients about new offerings, Covid-19 security standards, or special offers. It’s effective for bringing in both current and new clients following the pandemic because most customers will be informed about it by email (Yang, Min and Garza-Baker, 2018).






























Conclusion 

The marketing plans presented above have been focused on the Saint James Paris marketing environment, marketing mix, and how it may provide value to clients, as well as how to use digital marketing to attract more guests following the outbreak as part of the recovery plan after the pandemic. It is advised that the company adopts the digital marketing strategy described, which includes SEO, content marketing, and email marketing. The company need to utilise social media to educate clients about its services, accommodations, special deals, Covid-19 safety precautions, and environmental policies. Furthermore, it should provide value to its guests by recognising their expectations, including the type of facilities and wellness services offered, the quality of food, the behaviour of staff and so on, via social media polls and email surveys.  Furthermore, it must examine the threats and opportunities that have been identified in both the micro and macro environments that it may be exposed to.
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