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[bookmark: _Toc88002324]Introduction

Developing an effective marketing plan is the first step to reach new customers. In this report, a marketing plan has been developed for Sonora Resort, a member of Relais & Chateaux. It is a luxury resort located in British Columbia, Canada. The resort is over 50 years old and it has been a proud member of Relais & Châteaux group of hotels since 2009. Like any other hotel, Sonora resort also faced difficulties during the pandemic. As the travel restrictions have been omitted by the government over the time, the resort team now can focus on boost its sales through an outstanding marketing plan (Corbisiero and La Rocca, 2020). 
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Figure: Sonora Resort
Source: Sonora Resort website
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It is an essential part of a marketing plan. Before developing a plan, it is crucial to analyse the marketing mix of the resort. It helps to understand the offering and detect the areas of improvement. 

Product – Being a luxury resort, Sonora Resort has different products and services. The resort focuses on personalised services. Focusing on the nature and wildlife around the resort, the prime attraction is the spa and yoga packages, and Gourmet west Coast Cuisine. The luxury resort also has dining space and space for events. There is also available rides to forest where guests can see and enjoy the wildlife. Other than that, there are regular items like exotic menus, room service, luxurious and spacious rooms, bathing, etc. 


Price - being a part of the Relais and Chateaux hotels group, Sonora Resort is a luxury resort. The resort follows high end pricing for its products and services. 


Place – Sonora Resort has a niche target market. The resort uses its website as tool for marketing (Sonora Resort, 2021). The website is aesthetic, organised and user friendly at the same time. Guests can directly book their rooms on the website. 



Promotion – Being an exclusive luxury resort, Sonora Resort receives many repeat guests. Thus, email marketing plays a great role in promotion (Kaur, 2017). Sending personalised messages and emails, special coupons and gifts for regular customers, and ads on magazines are the primary tactics of promotions of the resort. 



[bookmark: _Toc88002326]The Marketing Environment (SWOT Analysis) 
SWOT analysis is a perfecto tool to be used for marketing plan. This tool helps to understand the micro environmental factors that can affect the marketing activities of Sonora Resort. 

Strength:
· The biggest strength of Sonora Resort is its geographical position. The wilderness and peaceful places are its main attraction.
· Experienced and well-trained employees and staff are also its strength.
· The brand reputation of the resort and well-designed website are also impressive. 


Weakness:
· Even though the website is well-designed, it is not mobile-friendly. 
· Lack of social media marketing decreases the outreach to potential customers. 

Opportunities:

· The resort can take advantage of the eased travel restriction.
· The resort can promote the offers through social media marketing or social media influencers.

Threats:
· The uncertainty of the pandemic.
· The unpredictable change of weather (for instance, heat wave in 2021). 
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The followings are the factors of PESTEL analysis- 

Political: In Canada, the political condition is mostly stable. In British Columbia, some movements happened this year because of the discovery of ethnic children’s graves. It caused tension for a little while. However, this issue also attracted visitors to British Columbia (Kumar and Soni, 2021). 

Economic: British Columbia has stable economy. In 2016, British Columbia had recorded revenues from tourism. It was mostly because of the wildlife and islands (Lin, 2015). However, during the pandemic, the tourism sector observed a drastic decline in tourism like any other places. The economy of Canada is rising again and so as British Columbia’s. 

Social: In the recent years, Canada has been overwhelmed with refugees. It has affected some major cities like Vancouver (Kaur, 2017). However, this has led to some social effects in British Columbia. These refugees are becoming a part of the labour now, but it can barely add any value to luxury resorts like Sonora Resort (Lin, 2015).

Technological: Digital media and technology brought some major changes in the tourism sector. People utilize social media for vacation planning rather than research, and user ratings may make or break businesses and locales. British Columbia is well-positioned as a social destination (Lin, 2015). However, the increasing popularity of sharing economy can be a great challenge for luxury hotel services.

Environmental: Consumers now demand for environment friendly products, which can affect the product offerings of resorts and hotels. 

Legal: No significant tourism policy changes were made until the pandemic. In British Columbia, no one without vaccination are allowed to travel. However, from November 30, 2021, people who are partially vaccinated can travel without any restriction. 
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To attract customers after the pandemic in a luxury resort can be challenging, but with great value proposition, Sonora Resort can surely attract new customers and retain the loyal ones. 

· Extensive Use of visual elements in the website: the website already consists many eye-catching images of the resort and its surroundings. However, the resort should add photos that reflect their measures taken after the pandemic  such as room service staff sanitising the room, the change of layout in the dine-in section (Stankov, Filimonau, and Vujičić, 2020), and image of gift baskets dedicated for the guests. Moreover, there should be more pictures of the wildlife and amazing nature around the resort.
· Inclusion of new activities: In the existing ‘adventure gateway’ plan, there should be more activities so that guests can have enchanting experience of the untouched nature around the resort. Adding bonfire night or similar activities can attract young tourists. 
· Email Marketing: Another way is to email the previous guests (Brey at al., 2008) and inform them the updates, and invite them for the upcoming spring.  
· Survey: A survey should be conducted to understand customer demand and satisfaction (Nepal, 2008). To do so, the marketing team can email the guests and community members of the resort. At the same time, a new section can be added to the website where anyone can take the survey and give their opinion. 
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Influencer marketing: It is a current concept that luxury resort marketing teams may take advantage of. Luxury tourists are quite active online, where influencers do their business. That is the advantage (Atwal and Williams, 2017), and just some few luxury resort marketing teams are utilizing it.

Personalised Approach: Personalised emails are effective to retain the loyal customers. By incorporating a clever customization engine into the website, the resort may collect new or existing client data and track their activity each time they visit (Atwal and Williams, 2017). This enables highly personalized experiences on subsequent visits, which may include anything as easy as acknowledging the client by name or putting in trip dates based on previous reservations. Automatically updating them on current status or eligibility for perks for those who are the part of loyalty program is also useful.

Mobile-friendly website: most of the luxury resorts and hotels ignore the importance of a website that perfectly adjusts to a small screen (Social Tables, 2019). By improving the website design, Sonora resort can increase the responsiveness of the website. 


[bookmark: _Toc88002330]Conclusion –
It is true that the economies are still recovering, and people are facing difficulties to adjust to the ‘new normal’ after the pandemic (Alves, Sousa, and Machado, 2020). It will be difficult for Sonora resort to attract new customers, but the other side of the story is, people missed nature, traveling and adventure and Sonora Resort can offer every bit of this. With the help of this marketing plan, the resort can reach new customers and improve their stay at the resort. 
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INTRODUCTION

The marketing plan outlines an organisation's strategy for promoting its
products to customers. The strategy defines the target market, the brand's or

product's value proposition, the campaigns to be launched, and the tools to
be used for marketing activities.

Selected Organisation: SONORA RESORT
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ABOUT SONORA RESORT

* Established- Over 50 Years Ago
* Location- British Columbia, Canada
* Association with Relais & Chateaux- 2009

* Website- sonoraresort.com
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MARKETING MIX

Product: Place
* Interesting and Unique Activities » Niche target market
« Differentiation in offers * Expensive and luxury

* Spa and hotel service
* Dine-in
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THE MARKETING MIX

Price
* High-end pricing

’ PRODUCT
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Political: In Canada, the political
condition is mostly stable

Economic: British Columbia has stable
economy. In 2016, British Columbia had
recorded revenues from tourism. It was
mostly because of the wildlife and islands
(Lin, 2015).

Technological: Digital media and
technology brought some major changes
in the tourism sector.

PESTLE ANALYSIS

Social: In the recent years, Canada has
been overwhelmed with refugees, but
lack of skills of these people did not add
much value to the society.

Environmental: Consumers now demand
for environment friendly products, which
can affect the product offerings of resorts
and hotels.

Legal: fravel restrictions and tax
exemption can affect the resort’s
marketing deisions.
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Strength

* Wide range of activities
* Brand value

* Geographic attractions

Weakness

* Lack of mobile

Friendliness of the website

* No use of influencer marketing

WELLNESS
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GROUPS & EVENTS
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SWOT ANALYSIS

Opportunities

» eased travel restriction
« social media marketing or social media influencers

Threats
» uncertainty of the pandemic
* Unpredictable weather
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CREATING CUSTOMER VALUE &

ENGAGEMENT

Extensive Use of visual elements in the website
Inclusion of new activities

Email Marketing

Survey
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EFFECTIVE USE OF DIGITAL

MARKETING

* Influencer Marketing
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CONCLUSION

There is no alternative to approaching or managing new customers to
increase the sales. At the same time, the resort team should focus on retain

the existing customers also. With the increased use of digital tools, Sonora
resort can differentiate its offers and services from others.
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