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Marketing Plan

	INTRODUCTION
In this era of global warming, and hustle-bustle Hotel Saints James is providing the green heaven in Paris. It is located in du Adenauer Paris, France. This is one of the best hotels that invested in green and nature-related ambiance (Hotel, 2020 ). 
The purpose of this marketing plan is to comprehensively understand marketing tactics that the hostel is utilizing and become one of the best service providers. Moreover, the customer-driven marketing strategy which the hotel is utilizing delivers greater value to the customer. Analyses internal and external factors that influence the working of the organization and influential factors that create a great impact on the people. 
1. MARKETING MIX  
Product 
The Hotel is providing the best services with residing facilities and cuisine that serve organic and seafood (Hotel, 2020 ). 
In addition to this, detail description about products and services are as follow: 
· Arc de Triomphe 
· Eiffel Tower 
· Palais Garnier 
· La Machine du Moulin Rouge
· Experience Guerlain
· Spa Guerlain
· Meeting halls and many more. 
Price 
A pricing strategy is a technique for determining the most appropriate price for the product or service. (Helmold, 2020).
This hotel is implementing a premium pricing strategy to target high-value customers. This shows that the hotel is making difference in luxury and high standards. It creates the perceived value of the delivering products and services as compared to the actual value of production.  
Place 
Distribution strategy frame out the channel that is used by the organizations to deliver the services to the right customer (Giannoni, Brunstein, Guéniot, & Jouve, 2021). 
Exclusive Distribution: Only exclusive offerings, which are generally region-based, are included in this strategy, thus being a hotel the business only targets certain clients in urban areas(Dumoulin & Giacomel, 2020).
Promotion
The hotel has taken the benefits of digitization and promoting its services through: 
· Meta Search
· Hotel Website pro 
· Digital Campaign 
(Merino & Prats, 2020).
2. THE MARKETING ENVIRONMENT (MICRO-SWOT) 
The marketing environment encompasses all environmental characteristics that influence the firm's marketing plans, either implicitly or explicitly. Important core factors are under its control; but, external factors are outside its grasp (Camilleri, 2018).
The hotel is providing distinctive services rich with a green environment policy. However, to remain competitive in the market the hotel has to consider internal external forces that influence survival.
	Strengths 
	Weakness 

	Positive feelings pervade the atmosphere.
Exceptional services make it one of the best service providers in France. 
The best destination to go on vacation.
A significant contribution to economic growth.
The best five-star resort.
Provide products that are distinctive and specific, such as green and organic products.
	Luxury services raise the expense of doing business with a particular target market.
A high tax rate raises the cost of doing business.
Diversity makes difficult to provide services according to people with the various preference of cultural adoption. 

	Opportunities 
	Threats

	To satisfy evolving standards, work on corporate social responsibility.
To increase commercial operations, business categories are created based on social status.
From booking to tourism, digital change is underway.
	COVID's economic crisis has an impact on customer spending.
Tourism and the hotel business are working together.
Survival is jeopardized by slow server and response times. 
 


3. MACRO-ENVIRONMENT 
A macro environment refers to the collection of conditions that prevail across the industry as a whole, instead of in a specific industry or location (Kilner, 2017).
PESTEL
	Political Factors 
	France has a stable political environment and operates under a semi-presidential government structure. 

	Economic Factors
 
	France is one of the world's most important economies.  France is known for its superior luxury goods. (Economics, 2021). 

	Social Factors
	The country is one of the world's most modern countries. It has a population of 63.3 million people. Men have a life expectancy of 78 years while women have a life expectancy of 85 years (BBC, 2021). 

	Technological Factors 
	World's most technically sophisticated nations. The emergence of digital technology made a strong influence to rich the hotel with an integrated system that provides digital transformation. 

	Environmental Factors
	With 90 million tourists annually, France is by far the most visited country in the world. There are, however, some climate changes that have caused worry among French inhabitants and visitors. 

	Legal Factors 
	France follows a very complex legal environment. There are proper laws for a business contract, to protect intellectual property, and for the legal framework of business. This makes the hotel industry follow the proper procedure before adopting any change in the conduct and practices. 



4. CREATING CUSTOMER VALUE & ENGAGEMENT 
The hotel is providing not a residence place but it is a complete hub of things that a person wants to grasp for a luxurious life. This is one of the top hotels in terms of investing in a green and natural environment. It features decorative contrasts, including an adjoining garden. In a parallel manner, the hotel presents a neoclassical vision. In a parallel manner, the hotel presents a neoclassical vision with a contemporary aesthetic. 
Benefits: 
It is creating value for the customer by providing different offers: 
	Offers 
	Package 
	Valid 

	Hotel offers 

	This two-night package includes a daily buffet breakfast, another exclusive gift to take home, and a 50-Euro coupon per stay that may be used on foodservice orders or a Guerlain Spa treatment. 
	September 1, 2021, and April 30, 2022 

	Spa Offers 
	Face and body lift
Guerlain Discovery
	Fall of 2021

	Gift boxes 
	Stay 
Wellness 

	2021 


(James, 2021). 
To achieve the goals of organizations it is necessary to connect the individual resources with the system so that the best results can be grasping. As France is a country rich with digital transformation so the Hotel is also in the race of digitization. The Hotel is working on: 
· Social Media marketing 
· SEO 
· E-mail marketing

5. EFFECTIVE USE OF DIGITAL MARKETING 
Any type of marketing that makes use of electronic gadgets to deliver promotional messages and track their effectiveness. Digital marketing refers to marketing initiatives that display on a computer, smartphone, tablet, or another device in practice. It can come in a variety of forms, such as internet video, display adverts, and social network updates. Conventional marketing methods such as magazine advertisements, billboards, and direct mail are frequently compared to digital marketing. Surprisingly, television is frequently grouped with effective advertising (Irshad, Ahmad, & Malik, 2020).
No digital marketing strategy can be effective if the business is not clear in its goal. As the hotel is clear in its target audience and grasping more and more customers by using effective strategies that can be intermingled with the enhancement of the services. The hotel is providing offers and catching target customers by using digital marketing strategies. It is further increasing brand loyalty by offering differentiated serveries. 
Networking can results in greater persuasion. Making connections with the organization that works for email and SEO marketing will turn the traditional marketing strategies.
Further, There are the following social media tools that the hotel is utilizing for targeting the effective audience:  
[image: ]
Instagram
[image: ]

Tweeter 
[image: ]

	
Youtube 
[image: ]

Pin Trust 
[image: ]


Facebook 



[image: ]
CONCLUSION 
The hotel industry is one of the enterprises that make a direct influence on the economic growth of any country. Hotel Saint James is providing the best combination marketing mix and effectively delivering its services and value-added products. Green practices such as Smart showering, rooftop solar systems, and garbage disposal are just a few examples that can be utilized by the hotel. Investing in organic food will also increase the revenues of the hotel. 
The other side is investing in technology to align with the technological shift in France will help to grow business.  Moreover, the tourism and hotel industry are interlinked so making contracts among them will result in higher shareholder values. 
Some of the recommendations: 
· Post-booking communication is a good way to get in touch with people.
· Freebies and complimentary services should be offered.
· Make use of technology in the room.
· Be proactive in approach.
· Reward loyal customers.
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1

In this era of global warming, Hotel Saints James is providing the green heaven in Paris.

2

Located in du Adenauer Paris, France.

5

Invested in green and nature-related ambiance.

6

The hotel is presenting a neoclassical view with a modern look in a parallel way.
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Marketing Mix







Dealing with Cottage, Dines, and Formal meetings. 

Daycare for children

Champs-Elysees 

Arc de Triomphe 

Eiffel Tower 

Palais Garnier 

La Machine du Moulin Rouge

Experience Guerlain

Spa Guerlain

Meeting halls and many more. 





















Product/ Services
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Price: Premium Pricing

























		Room 		Boudoir Room 
(from) US$ 457.56
Superior Room (from) US$ 551.15
Junior Suite
(from) US$ 946.31
Suite 
(from) US$ 1,247.89
Prestige Suite
(from) US$ 1,507.86

		SPA-Treatment		There are three lovely treatment rooms, one of which is double, as well as a wellness area and a fitness centre.
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Place: Exclusive distribution strategy 

Promotion: 

Meta Search

Hotel Website pro

Green Environment  

Digital Campaign 

The digital platform provides the best place for promotion.

One who invested in digital advertisement gain the competitive edge
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The Marketing Macro Environment



























		Strengths 		Weakness 

		Positive feelings
Exceptional services
Economic growth
Distinctive and specific, green and organic products		Luxury services increase the cost
A high tax rate increases the operational expense.   
Diversified customer 

		Opportunities 		Threats

		Satisfy evolving standards
To increase commercial operations based on social status.
From booking to tourism, digital change is underway.		COVID 19 affects the customer's spending. 
The tourism and hotel industry are collaborating. 
Market turbulence make a huge threat. 
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The Marketing Environment (Macro)



























		Political Factors 		France has a stable political environment and operates under a semi-presidential government structure. 

		Economic Factors
 		World's most important economies. 
It makes a significant contribution to the Eurozone's GDP.
Known for its superior luxury goods. 

		Social Factors		The country is one of the world's most modern countries. 
It has a population of 63.3 million people

		Technological Factors 		The emergence of digital technology strong influence to rich the hotel with an integrated system that provides digital transformation. 

		Environmental Factors		Most visited country in the world. 
Climate changes that have caused worry among French inhabitants and visitors. 

		Legal Factors 		Complex legal environment
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Creating Customer Value & Engagement





















Delivering higher value to the customer becomes one of the necessary things. 

The hotel is providing not a residence place but it is a complete hub of things that a person wants to grasp for a luxurious life. 

It features decorative, including an adjoining garden.

Offers 

Hotel Offers 

Spa Offers 

Gift boxes
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Effective Use of Digital Marketing 















Social media has become an effective tool in persuasion.













It works best for commercial messages and convincing people.





















It targeted the message exactly to the prospective customer.











Networking and interconnectivity make deliverance of message to large reach.











Networking and interconnectivity make deliverance of message to large reach.
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Conclusion





















The hotel industry is one of the competitive industries around the globe.

The right strategies of green environment. 

Emphasis on organic foods will boost immunity 

Green products usage and CSR activities increase the value proposition 

Collaboration with tourism will provide more expansion opportunities. 
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Post-booking communication.

Freebies and complimentary services.

Make use of technology in the room.

Be proactive in your approach.

Reward loyal customers.

Recommendations
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Marketing Plan 


Saints James





Introduction 

In this era of global warming, Hotel Saints James is providing the green heaven in Paris

Located in du Adenauer Paris, France. 

Invested in green and nature-related ambiance. 

The hotel is presenting a neoclassical view with a modern look in a parallel way. 





Marketing Mix  

Product/ Services 

Dealing with Cottage, Dines, and Formal meetings. 

Daycare for children

Champs-Elysees 

Arc de Triomphe 

Eiffel Tower 

Palais Garnier 

La Machine du Moulin Rouge

Experience Guerlain

Spa Guerlain

Meeting halls and many more. 







Price: Premium Pricing 

		Room 		Boudoir Room 
(from) US$ 457.56
Superior Room (from) US$ 551.15
Junior Suite
(from) US$ 946.31
Suite 
(from) US$ 1,247.89
Prestige Suite
(from) US$ 1,507.86

		SPA-Treatment		There are three lovely treatment rooms, one of which is double, as well as a wellness area and a fitness centre.







Place: Exclusive distribution strategy 

Promotion: 

Meta Search

Hotel Website pro

Green Environment  

Digital Campaign 

The digital platform provides the best place for promotion.

One who invested in digital advertisement gain the competitive edge





The Marketing Macro Environment

		Strengths 		Weakness 

		Positive feelings
Exceptional services
Economic growth
Distinctive and specific, green and organic products		Luxury services increase the cost
A high tax rate increases the operational expense.   
Diversified customer 

		Opportunities 		Threats

		Satisfy evolving standards
To increase commercial operations based on social status.
From booking to tourism, digital change is underway.		COVID 19 affects the customer's spending. 
The tourism and hotel industry are collaborating. 
Market turbulence make a huge threat. 
 
 







The Marketing Environment (Macro) 

		Political Factors 		France has a stable political environment and operates under a semi-presidential government structure. 

		Economic Factors
 		World's most important economies. 
It makes a significant contribution to the Eurozone's GDP.
Known for its superior luxury goods. 

		Social Factors		The country is one of the world's most modern countries. 
It has a population of 63.3 million people

		Technological Factors 		The emergence of digital technology strong influence to rich the hotel with an integrated system that provides digital transformation. 

		Environmental Factors		Most visited country in the world. 
Climate changes that have caused worry among French inhabitants and visitors. 

		Legal Factors 		Complex legal environment







Creating Customer Value & Engagement



Delivering higher value to the customer becomes one of the necessary things. 

The hotel is providing not a residence place but it is a complete hub of things that a person wants to grasp for a luxurious life. 

It features decorative, including an adjoining garden.

Offers 

Hotel Offers 

Spa Offers 

Gift boxes 

 







Effective Use of Digital Marketing 

Social media has become an effective tool in persuasion.

It works best for commercial messages and convincing people. 

It targeted the message exactly to the prospective customer. 

Networking and interconnectivity make deliverance of message to large reach.

The selection of the right platform related platform is also crucial. 





Conclusion 

The hotel industry is one of the competitive industries around the globe.

The right strategies of green environment. 

Emphasis on organic foods will boost immunity 

Green products usage and CSR activities increase the value proposition 

Collaboration with tourism will provide more expansion opportunities. 







Recommendations

Post-booking communication.

Freebies and complimentary services.

Make use of technology in the room.

Be proactive in your approach.

Reward loyal customers.
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