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Introduction

This marketing plan has been designed for the Post Lech Arlberg hotel. The written plan focuses on the marketing objectives of the company to attract more customers . The chosen hotel for this report is Post Lech Arlberg which is a part of Relais & Chateaux Hotels situated at the centre of town in Lech in Austria. Visitors can easily reach the hotel within a few minutes from the nearest cable car. The hotel has a very elegant and luxurious room furnished with wooden furniture (Kallmuenzer, 2018). Moreover, it has open sitting areas, free wi-fi facility, bars, fireplaces, steam room, open shower, and indoor and outdoor swimming pools. This Hotel is well known for winter and summer activities such as skiing, hiking, biking, fishing, ice skating and much more (post lech, 2021). This marketing plan covers the macro and micro environmental analysis and recommendations for Post Lech Arlberg after covid pandemic.





























                                                         Marketing Mix

Product – According to official website of Post Lech Arlberg, (2021), the available rooms are Double Room, Double Room Jager, Double Room Postillion, Double Room Postmaster, Suite Herzog, Kaiser Suite and Single Room. Guests of this hotel can avail various types of spas, foods, and gym facilities. The restaurants offer continental and local dishes for the customers. 

[bookmark: _heading=h.gjdgxs]Price – According to official website of Post Lech Arlberg, (2021), the pricing strategy covers all kinds of customers. The prices range is US$ 550 to US$ 1,942. Breakfast comes complimentary with the room rent (Barnes and Yamamoto, 2020). The highest-priced room, Kaiser Suite, comes with 1 King bed and 2 balconies. The pricing is higher comparing others hotels of Arlberg. The pricing strategy attracts high-end customers only who want premium services. 
Place – to attract clients, place strategy is a very essential element for developing a marketing strategy. The location of Post Lech Arlberg is walking distance from the nearest cable car and 14 km away from the nearest stations (Bischof, 2018). This hotel also offers transportation from the airport for guests. From the centre of Lech, it is only half a km away. 
Promotion – Post Lech Arlberg offers several packages for corporate and individual customers. Currently, this hotel is offering winter and summers packages (Grönroos, 2019). This hotel also offers discounts and has promotional photos at booking.com, hotels.com and the official website. Upon subscription of email, the customers are receiving newsletters from this hotel.









	                         The Marketing Environment (Micro-SWOT)
Strength: 
Postlech.com (2021) stated that Post Lech Arlberg has its own identity for taking into accounts four levels of rooms that are related to hospitality. The diversified guests can stay here without any cultural barriers. The location of Post Lech Arlberg becomes the cultural and natural attracts for the peaks and alps. The customers have 5.00 at booking.com which provide good feedback about this hotel. 
Weakness: 
Pricing strategy is the major weakness of this hotel. The pricing of the food is very high according to the reviews provided by the customers. Moreover, the price is equal to 5-star hotels, but this hotel lacks the facilities and services qualities like a 5-star hotel. 
Opportunity: 
Being part of Euro countries, Post Lech Arlberg can attract diversified guests from the different parts of Europe (Uribarri, 2019). By adapting to the new normal in the pandemic, this hotel can redevelop the business strategy in order to invite guests from various places who have come to Austria for business purposes. By offering home-like feelings during the stay of guests and arranging events of engaging more people, this hotel will be able to get more market share. 
Threat: 
Agarwal et al. (2021) mentioned that Post Lech Arlberg had suffered a lot during the pandemic due to strict lockdown. As the movement of the people was restricted, the tourism and hospitality industry did not receive guests for a year. External threats like pandemics may hamper the progress and profit margin of Post Lech Arlberg. There are 3 premium hotels and 24 restaurants near Post Lech Arlberg to compete directly. 






                   The Marketing environment (Macro) PESTEL

Political: 
The countries of Euros have negligible chances of military invasion. Moreover, Austria is a politically stable country. Post Lech Arlberg and other hotels in Austria have lost a significant number of customers due to Brexit. The political landscape in terms of economic, foreign, and defence policies are favourable for the hospitality industry. 
Economic: 
After the pandemic situation, the inflation rate has been increasing a bit to keep the national economy stable. This leads to an increase in the price of the rooms to manage the loss during a pandemic and cope with the recent price hike. Taxation policy, currency exchange rate and decreasing disposable income are the demotivating factors to spend money for leisure events like staying at Post Lech Arlberg. 
Social: 
The number of travellers is increasing in 2021 as people have adapted to the normalisation process. Safety measures such as disinfecting process and cleanliness is a must to increase market share during this pandemic situation. Moreover, reflecting tradition and culture on foods and services attracts the national visitors more.
Technological: 
Cameron and Quinn (2021) stated that Post Lech Arlberg has modern hotel management technologies which allow customers to get faster and best services. Customers can easily order or reserve any services without communicating or calling any staff.  
Environmental
Hotels like Post Lech Arlberg generate huge food, wood, dust and plastic wastes daily. The waste management and carbon emission rate can reduce the bad environmental impacts. 
Legal: 
Post Lech Arlberg needs to oblige Labour law, competition law and all the laws related to hotel management in order to do business in Austria. Laws are mandatory elements that might be changed at any time. 

                  Creating Customer Value & Engagement

Customer value creation 
Post Lech Arlberg is a five-star hotel that basically runs by the values created for the customers. Without having customers values it is not possible to motivate them to spend money for the luxury facility (Chatzipanagiotou and Coritos, 2020). To create customer value Post Lech Arlberg needs to develop modern facilities in the gym and develop more options for their relaxation during their stay. Moreover, this hotel needs to be creative to engage people such as arranging events, sports facilities and many more so that they can create a huge impact on them (Wojtas-Harań, 2018). Along with these values, Post Lech Arlberg needs to consider the kids for the part value creations. 

Customer engagement 
Customers who are staying at a hotel requires a home-like feeling while staying there (Cameron and Quinn, 2021). Staying at a hotel not only covers sleeping and eating at the hotel, rather there should be more engagement of time. Post Lech Arlberg can have an open area where guest can spend their free time with family. By arranging events during the festival could attract a lot of customers. According to Erdogan (2020), arranging discounts will promote the facilities available at the hotel and people will often come to stay at the hotel. Moreover, by having engagement with the customers, Post Lech Arlberg can gain more market share along with competitive advantages over the other hotel available in Austria.










                         Effective Use of Digital Marketing

Most of the customers of the hospitality and tourism industry choose the destinations on the basis of the guest review, price ranges and website of the hotel (Thöny, 2019). Post Lech Arlberg needs to maintain the trends and has to increase its online presence so that customers can easily get any information. The following factors, regarding the processes of digital marketing, should be considered- 
· There is no presence on TripAdvisor, so Hotel should consider this .
· SEO: most companies do not use SEO for their website. SEO helps to keep the ranking of websites higher than others so that customers can easily get the name while searching. Whenever any person wants to visit some places, they first search on google for reviews and suggestions. If Post Lech Arlberg is found at the top search position, people will visit the website and review the feedback first rather than browsing to later search results. 
· Social media engagement: presence on social media such as Facebook, Twitter and LinkedIn are mandatory to gain the trust of the customers. There are about 3 billion social media users who are looking for reviews and offers on these platforms. Post Lech Arlberg can post more photos, quizzes and videos to engage targeted customers using social media analytics. 











Conclusion
Post Lech Arlberg is a premium five star rated hotel that has suffered a huge loss during the Covid-19 pandemic. This marketing overview has described basic marketing requirements and elements for the hotel to recover the loss and regenerate market share to sustain the competitive market. In this report, the macro and micro environmental analysis has shown the potential market share and new customer base. By implementing digital marketing effectiveness such as social media marketing, touch less technology and SEO, Post Lech Arlberg can easily gain more customer attraction. From the analysis, it is recommended to revise the pricing strategy in the post-pandemic situation as disposable income has been reduced during pandemic situations. Customer behaviour changes after pandemic, so Hotel need to do research (primary research, secondary research) to understand their customer after pandemic.
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