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	Introduction 

Zanzibar White Sand Luxury Villas and Spa was founded in 2014. The hotel was established to provide a traveller feel at home by providing private villas where guests can get peace of mind and intimacy. The hotel is located on the beachfront of Peja beach, known for its pristine sands, along the coast of Zanzibar. The hotel is located strategically, a one-hour drive from the airport, and it provides guest transfer options from the airport. Some of the key activities at the hotel include kitesurfing, scuba diving, fishing, diving, and land excursions lie spice tours, visiting the stone town, and swimming with the dolphins. The hotel is family-friendly as it provides facilities such as playgrounds and pools to accommodate kids. 
This report outlines the marketing plan conducted for Zanzibar White Sand Luxury Villas and Spa. The first section will discuss the marketing mix, which explains the hotel's pricing, promotion, location, and products. The section following discusses the company's micro ad macro environments. It uses the SWOT and PESTLE analysis frameworks to explore the environmental factors influencing the organization's performance. The next section discusses the development of customer value and engagement and, lastly, the implementation of digital marketing.

	
Marketing Mix  

Product – 

Toma and Gradinaru (2018) point out that an organization's marketing mix reveals how the business benefits from the products within the upscale and luxury Tier. The hotel's product portfolio includes rooms for guests who wish to stay, suites, and villas accompanied by other guests' services. The hotel offers premium rooms, suites, villas, and world-class services to optimize the guest experience. The rooms are spacious and clean, and there is always an agent on call to help guests with any query. The Villas are in private plots to provide peace of mind and privacy to guests looking for a holiday get-away. 



Price -  

The Zanzibar White Sand Luxury Villas and Spa uses a premium pricing strategy. The minimum pricing for the hotel is £400 per night regardless of the time of year.



Place – 


The hotel's marketing strategy aims to drive a sense of exclusivity in its marketing communication. Zanzibar White Sand Luxury Villas and Spa is located on the East Coast of Zanzibar with a sea view of the Indian Ocean. The location of the hotel attracts guests with many interests, including swimming, surfing, and diving. Additionally, the historical towns of Zanzibar provide tourist attractions that enhance the suitability of the location. 


Promotion – 

The hotel has been in operation for about seven years, and over the years, it has been striving to provide world-class hospitality to its guests. As a result, it has relied heavily on word of mouth as the primary strategy for promotion. Word of mouth has been effective as guests have referred their friends and families while others have brought friends on repeat visits. The hotel has gained popularity among locals and internationally due to good guests reports. However, word-of-mouth is not enough. The hotel also engages agencies to drive bookings when necessary. 


The Marketing Environment (Micro-SWOT)  

Ali (n.d) identified the following as the factors in the hotel's microenvironment that are expected to influence its performance. 

Strengths
The hotel contributes to the local economy. The Zanzibar White Sand Luxury Villas and Spa is located in a place with tourist attractions. There are many activities both at the beach and on land. The hotel uses these attractions to enhance its value to customers. As a result, the hotel enhances its product portfolio and customers' experience (Anderson, 2013). The more the customers, the more revenue is generated. When the hotel performs well, it can fulfill its financial obligations to pay its employees and pay taxes. 

Weaknesses 
One factor that serves as a weakness for the hotel is the fluctuating demand for hotel services globally. The increased cost of travel resulting from a global pandemic increases the cost for guests, which lowers the number of customers who visit the hotel. Additionally, there is uncertainty due to the impacts of the COVID-19 pandemic (Lai and Wong, 2020). The hotel has not returned to its usual capacity due to a slow recovery of the economy. 

Opportunities
Consumers in the market are looking for luxury hotels. The generation of millennials that is now rising in ranks at work and their successors, Generation Z, have a different approach to life. They prefer to travel and short-term investments as opposed to long-term investments (Osburg et. Al., 2021). However, as the economy recovers, the younger generations are expected to travel more, which will drive the demand high. Additionally, the market is influenced by social media through user-generated content. As more people post pictures of their ideal destinations, the hotel will receive more publicity, and more guests will develop an interest in the facility. 

Threats 
One of the key weaknesses of the hotel is competition. Although the hotel offers premium products and services, many hotels along the coast offer similar services. The hotel is forced to differentiate itself through different activities, some of which increase costs. Technologies such as augmented reality and automation pose a serious threat to the business. These technologies are used in some hotels to enhance customer experience. Some of these technologies are expensive to implement. Additionally, the technological landscape is changing fast, and it can cost the hotel highly in the long term. Apart from developing alternative travel solutions such as Air BnB, the hotel may be forced to upgrade its technology after a short time, which increases operation costs.


The Marketing environment (Macro) PESTLE

In addition to the factors in the microenvironment, Justinian (2015) conducted a PESTLE analysis that identified the critical factors affecting the Zanzibar White Sand Luxury Villas and Spa in its macro environment. 

Political factors 
The Tanzanian tax reforms are expected to affect the overall hotel bottom-line. High taxes are a burden to businesses and reduce their profits, reducing the incentive to do business. Additionally, presidential elections in Tanzania increase uncertainty in the hospitality industry. The new president can implement policies that affect taxes, public relations, and consequently the profitability of businesses (Lofchie, 2014). 

Economic factors
The strength of the Tanzanian currency affects the economy. A weaker Tanzanian currency affects the value of wages and income for employees. However, the Tanzanian currency has been strengthening enhancing the quality of living (Bezabih, Chambwera and Stage, 2011). Consumer spending increased, and the hotel received more local visitors.

Social factors
One of the key social factors is affecting the hotel is the growing popularity of Air BnB. More guests prefer the convenience and flexibility offered by the Air BnB services that most hotels do not offer. Therefore, the demand for hotel services is affected as more guests opt for services offered by Air BnB (Guttentag, 2019). Additionally, the hotel contributes to societal dividing in terms of layers.

Technological factors
 A review system exposes the business to both negative and positive reviews. Customers have easy access to the reviews, and when the hotel gets a bad review, it can impact the hotel's image (Ham, Kim and Jeong, 2005). However, technology is beneficial to the hotel because the website can be the first point of contact with consumers. A website expands the market that the business can reach. 

Legal factors
Governmental policies and laws affect the responsibilities the hotel is expected to fulfill. Some laws increase costs as the business implements changes to its operations. Policies also affect the crime rates in the area where the business is located (Temesgen, 2020).

Environmental Factors
Environmental factors such as good weather and climate affect the time guests spend at the hotel, increasing the attractiveness of the facility (Kirk, 2010). However, waste generated by the hotel and dumped into the sea affects marine life. Waste can endanger the life of aquatic plants and animals.

Creating Customer Value & Engagement 


In order to engage with its guests, the hotel will adopt a Social Media approach by hiring a qualified expert to drive engagement. In addition, value is driven in a three-fold manner: customer value will be driven by effective communication, loyalty programs, and operations (Islam and Kirillova, 2021). The hotel will ensure that every organisational member contacts clients to practice effective communication prior to and after the guest's stay. The hotel will use unusual loyalty programs for benefits such as quick check-ins, special drinks, and food offers, as well as immersive local experiences. To top it all, the hotel will offer extra and exciting value-adding operations that translate to guest-friendliness.


Effective Use of digital Marketing 

The business's digital marketing plan will encompass communication through the use of social media, email, and website. This strategy is to ensure maximum reach to consumers. In addition, the segmenting strategy is based on income rather than the age or other factors (Serohina, Petryshchenko and Andrlic, 2019). Hence, this approach ensures different individuals are effectively catered to. A critical factor to consider here is that the hotel will ensure an optimal inter-platform browsing experience.


Conclusion 

The above challenges have been identified within the marketing plan, and all of them relate to costs. Reputation management generates additional costs to the business. Finding and retaining talent in the hotel can be difficult. It costs the business to recruit the needed talent. International travel can imply high costs for the guest, and as such, the business must invest in ensuring value back to the consumers. Lastly, demand for personalization is growing (Aheleroff et al., 2019), and a tailored approach requires additional costs. In order to address these cost-related issues, Zanzibar White Sand Luxury Vilas & Spa must consider acquiring permanent continuous improvement talent to eliminate waste within the business and to improve the effectiveness of operations.
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The purpose of this presentation is to provide an outline of the marketing plan conducted for Zanzibar White Sand Luxury Vilas and Spa based in Paja Beach, Paja in Tanzania. The presentation will discuss the marketing mix, a SWOT and a PESTLE Analysis, the development of customer value and engagement as well as the implementation of digital marketing. 
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According to Toma and Gradinaru (2018), the marketing mix of the hotel reveals that the business benefits from products within the Upscale and Luxury Tier. The portfolio consists of guests’ rooms, suites and villas alongside guests’ services. In addition, the main medium of promotion for the luxury hotel is word of mouth. Nevertheless, it employs agencies to drive bookings when required. Zanzibar White Sand Luxury Vilas and Spa’s marketing strategy is aimed at driving a sense of exclusivity. The place of the business in on the East Coast of Zanzibar with sea view of the Indian Ocean. Finally, the pricing strategy is aligned with the Upscale and Luxury Tier at a minimum of £400 per night regardless of the time of year. 
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The following have been identified for the hotel as per Ali (n.d.):
Strengths: the hotel contributes to the local economy and it is based in an attractive location
Weaknesses: there is a fluctuation in demand for hotel services at a global scale and the flights to arrive at the location imply high costs considering the countries targeted
Opportunities: there is a growing preference for luxury hotels
Threats: competition within the hotel industry is high and technology presents a potential risk of substitution
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In addition to the SWOT Analysis, a PESTLE Analysis has similarly been conducted as per (Justinian, 2015). This analysis has identified the following critical factors:
1. Political factors – tax reforms within Tanzania and presidential elections can impact on the overall bottom line
2. Economic factors – the strength of the Tanzanian currency and the country’s economic cycle can determine the degree of growth the hotel can achieve
3. Social factors – Airbnb can minimise demand for the service and due to its luxury status, the hotel contributes to societal dividing in terms of layers
4. Technological factors – the internet provides easy access to positive and negative reviews, while travel websites can be a first point of contact with consumers
5. Legal factors – the number of crimes in Tanzania affects the attractiveness of the area. Policies and laws can imply costs due to a need to adhere to truth-in-menu
6. Environmental factors – these factors are both positive and negative. As weather can affect guest stay, waste and pollution generated by the hotel can affect demand
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In order to engage with its guests, the hotel will adopt a Social Media approach by hiring a qualified expert to drive engagement. In addition, value is driven in a three-fold manner:
· Effective communication prior during and after the guests stay
· Unusual Loyalty Programs such as quick check-ins, special drinks and food offers as well as immersive local experiences
· Extra and Exciting value-adding operations that imply a guest-friendly approach to delivering the service
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The digital marketing plan of the business will encompass communication through use of social media, email as well as website. This strategy is to ensure maximum reach to consumers. In addition, the segmenting strategy is based on income rather than age or other factors. Hence, this approach ensures different individuals are effectively catered to. A critical factor to consider here is that the hotel will ensure an optimal inter-platform browsing experience. 
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The following challenges have been identified within the marketing plan and all of them relate to costs: 
1. Reputation management generates additional costs to the business
2. Finding and retaining hotel within the area can be difficult and HRM, even in a non-challenging environment, implies considerable costs
3. International travel can imply high costs for the guest and as such the business must invest in ensuring value back to the consumers
4. Demand for personalisation is growing (Aheleroff et. Al., 2019)and a tailored approach requires additional costs
In order to address these cost related issues, Zanzibar White Sand Luxury Vilas & Spa must consider acquiring permanent continuous improvement talent to eliminate waste within the business and to improve the effectiveness of operations.
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Promotion: heavily reliant on word of mouth, agency support
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Price: over £400 per night in and out of season
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