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1 [bookmark: _30j0zll]Introduction 
The purpose of a marketing plan is to mainly highlight the marketing strategy to be used in terms of mainly highlighting the plan and tactics to make the marketing plan more successful in engaging with more customers and enhancing the profit.  Hence, the chosen hotel is the Raffles Hotel.  In this report, mainly situation analysis with the marketing mix, tactics, strategies, objectives and actions will be mentioned in order to adhere to it.  Also, it will mainly target customers in order to gain good reach in terms of promoting this hotel. 
2 [bookmark: _1fob9te]Situation Analysis 
2.1 [bookmark: _3znysh7]Company: SWOT analysis (Microanalysis) 
	Strengths
	· The hotel has a strong brand image and reputation.
· It has customer loyalty.
· It is mainly directed towards innovation.
· It has an adequate distribution channel.
· The hotel is located in prime areas

	Weaknesses
	· There is a lack of international presence.
· It is seen as a luxury brand.
· In comparison to other brands, it has a limited number of properties (Kimes and Ho 2019)

	Opportunities 
	· It can expand into a new market.
· It should also focus on a new customer base.
· Advanced technology can also be adopted.

	Threats 
	· There are many other hotels as there is an increase in competition
· Changing demographics and consumer preferences 
· Economic volatility 



2.2 [bookmark: _2et92p0]Customers
The hotel mainly targets couples, businesses, friends, travellers and family as well.  Hence, the main segmentation is seen according to the demographically, behavioural and earning attitudes of the people. 

2.3 [bookmark: _tyjcwt]Competitors
According to the perceptual map, the hotel has a high price with a neutral provision of services.  Hence, there are many competitors of the hotel, which are Ritz Carlton, The Peninsula and Four Seasons, with high prices and luxury amenities. 
In Bowman's strategy clock, the hotel lies on differentiation where the prices are high and have high perceived value, with product diversity and unique features. 
2.4 [bookmark: _3dy6vkm]Collaborators
The main collaborators of the Raffles Hotels are related to mainly Rizzoli in order to show the glamour, romance and history of the luxury brand (Accor, 2018).  Hence, it has also collaborated with celebrity chefs in order to bring new culinary tactics (Accor, 2019).  The main franchises of the hotel are London, Dubai, Singapore, etc. 
2.5 [bookmark: _1t3h5sf]Climate: PESTLE (Macro analysis)
	Political factors
	· There is a need for stable political condition
· Support from government
· Changes in regulations can impact the performance of the hotel.

	Economic factors
	· Stable economic environment. 
· Fluctuations in economic conditions can impact the demand.
· International travelling can be affected due to fluctuations in exchange rates.

	Social factors
	· Changes in consumer preference can impact the industry.
· Increase in demand for budget-friendly options.
· Young travellers are increasing globally.

	Technological factors
	· The adoption of artificial intelligence and augmented reality can impact performance (Lu and Tabari 2019).
· Emphasis on innovative services.

	Legal factors
	· Mandatory to follow the different laws and regulations. 

	Environmental factors 
	· Increase in eco-tourism.
· Consumers demand sustainable alternatives. 




2.6 [bookmark: _4d34og8]Marketing Mix
2.6.1 [bookmark: _2s8eyo1]Product
The main product is the hotel called Raffles Hotel, which is a many franchises with luxurious amenities and facilities for the target market.  The product belongs to the target market.  
2.6.2 [bookmark: _17dp8vu]Place:
There are many franchises of the hotel.  For example, 15 franchises are found under Raffles Hotels worldwide. 
2.6.3 [bookmark: _3rdcrjn]Price:
The main price of the room is premium pricing, which is mainly different room categories at different prices to the customers offered.  
2.6.4 [bookmark: _26in1rg]Promotion: 
For promotion, the hotel has a social media presence with engagement with the customers, and digital marketing and advertisement are used by the hotel (Floričić, 2019). 
3 [bookmark: _lnxbz9]Objectives
These are the marketing plan objectives in regard to Raffles Hotel, which are as below:
· To target young travellers and increase customer base by 10% by the mid of 2024.
· To enhance customer engagement by 5% by the end of 2023. 
· Launch a digital advertising campaign and increase website traffic by 10% in the next 7 – 8 months. 
4 [bookmark: _35nkun2]Strategy 
The main strategy for this marketing plan is to focus on a mainly digital marketing plan.  Hence, different other strategies to be focused on are advertising, sales promotion, personal selling and direct marketing with public relations also, which will need 12 months to complete the marketing plan to attract people. 
According to Ansoff Matrix, the hotel needs to follow market development as there is a lack of hotels around the world.  As the competition is increasing, there is a need to develop the market in order to propose also value proposition.  Further, with the help of market development, there will be new customers at new exotic locations in order to tour the new places (Martins, 2020). 
There will be a change in the marketing mix in terms of mainly highlighting that nowadays, there is a need to implement proper digital marketing as all customers are now engaged through social media and technology (Köseoglu et al., 2020). 
5 [bookmark: _1ksv4uv]Tactics 
Hence, the race model will be applied to highlight the strategies for addressing the issues identified in the situational analysis.  Also, new tactics or techniques are needed in the marketing mix presented by the marketer.  Therefore, new steps are needed in order to be introduced in order to make it more reliable and consistent.  Hence, for this RACE model will be followed. 
5.1 [bookmark: _44sinio]Research
In order to attract and lure new customers, research will be conducted in terms of market research.  Hence, there is a need in order to research in order to properly research what customers want.  Therefore, research is needed and required in order to gain information and data with the help of different strategies in order to make a marketing plan in order to be successful (Thirumaran et al., 2019).
5.2 [bookmark: _2jxsxqh]Action
This is the second stage in the race model, which will mainly look after targeting the customers, which is mainly developed for target markets all around the world, which will help to lure and attract customers.  Hence, different factors from e-marketing are linked which the marketing tactics in order to mainly retain new and old customers (Shuai and Wu, 2011).  Marketing is needed here, making it more successful (Khmiadashvili, 2019). 
5.3 [bookmark: _z337ya]Communication
This is the third stage, which is required to mainly engage with the customers with the help of the marketing plan chosen.  This hotel will mainly target customer satisfaction with customer loyalty regarding social media engagement with scheduled posting (Putra et al., 2020).
The changes can be applied in regards to mainly if there are changes and alterations needed in the marketing plan.  Hence, social media platforms such as Facebook, Instagram, Tiktok, Youtube, and Twitter will be used in order to implement the marketing plan.  
5.4 [bookmark: _3j2qqm3]Evaluation
This is the last step in the race model.  Hence, there is a need to examine the strategies, which are needed to be applied.  Therefore, measurement of communication strategies is needed; there will be a change in the marketing mix as there will also be the application of personal selling and discounts with the help of discounts and sales promotions, which can help in brand awareness and attract more people (Mucunska et al., 2022.). 
6 [bookmark: _1y810tw]Action 
[image: ]
From the above Gantt chart, mainly the marketing plan is defined.  However, a Gantt chart is a graphical representation of an activity that needs to be done in a given time (Geraldi and Lechter, 2012).  Hence, the above chart follows the activities which need to be followed in order to fulfil this marketing plan in terms of making a proper schedule in order to be consistent with the above graphical representation plan.  Hence, it includes mainly advertising, sales promotion, personal selling and direct marketing with public relations also.  Hence, it will take 12 months in order to complete this marketing plan in order to be successful. 
7 [bookmark: _4i7ojhp]Control 
The measurement of this marketing plan for Raffles Hotel will be measured with the help of the number of new customers in the hotel with the generation of revenue.  Hence, it will also control with the help of retaining old customers and making a profit (Krizanova et al., 2019).
Also, this marketing plan includes time, social media, conversion rate and sales, which will help determine the plan's success.  If the above metrics are not fulfilled and are in profit, hence, the marketing plan has failed.  Hence, if the above metrics were able to achieve a large number of customers, the marketing plan would be successful (Michopoulou and Moisa, 2019). 
8 [bookmark: _2xcytpi]Conclusion
The main challenges faced by the individual in order to follow this report regarding the marketing plan are related to mainly hiring a proper marketer, which can help in social media management and help to post the different scheduled posts.  Hence, there was also a lack of threat not able to retain customers with being lack of inconsistent.
The main solutions to these issues are related to mainly hiring an experienced marketer or social media manager with different skills who can help in implementing this plan.  Also, there is a need to be consistent in order to properly implement the plan.  
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Competitors: Perceptual positioning map
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Climate: PESTLE (Macro analysis)
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SITUATION ANALYSIS

Marketing mix
Product ~ The guest services provided i the primary product for the brand.
~ Raffles Hotel ensures that customer should be provided with high-qulity services.
~ Extra amenities are provided, such as spa and wellness facilties
Price ~ Premium pricing strategy is adopted
~ The brand offers different rooms categories at different prices
Place ~ The hotels are located in Asia Pacific, Europe, Middle East Africa and North America.
Promation -~ Social media presence

- Digital Marketing

~ Advertising campaigns
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OBJECTIVES

Following are the objective which will be accomplished with the help of
the marketing plan.

= To target young travellers and increase customer base by 10% by the
mid of 2024.

= To enhance customer engagement by 5% by the end of 2023.

= Launch a digital advertising campaign and increase website traffic by
10% in the next 7 — 8 months.
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INTRODUCTION

= Raffles Hotel is a luxury hotel in Singapore which was established in 1887.
= The Raffles Hotels and Resorts is managed by AccorHotels (Raffle Hotel 2023).

= The hotel across the globe some of the prominent ones include Raffles Istanbul, Raffles Grand

Hotel d'Angkor, Cambodia and Raffles Hotel Jakarta, among others.

= The following market plan focus will be on attracting a new customer base of young travellers.
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Company: SWOT analysis (Microanalysis)
Strengths ~ Strong brand image and reputation
- Loyal customer base
- Focus oninnovation
- Adequate distribution channel

~  Located in prime areas

Weaknesses - Lowintemational presence
~ Perceive as luxury brand
~ In comparison to other brands, it has a limited number of properties (Kimes and Ho
2019)
Opportunities - Expanding into a new market
~  Attracting new customer base:
~ Adoption of advanced technology.
Threats - Increasing competition
~ Changing demographics and consumer preferences

- Economic volatilty
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