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Inauguration
A marketing strategy is used and utilized to achieve a certain company's stated aim. To the advantage of the firm, it provides a roadmap for the future. I chose the Relais and Chateaux group’s Arosa Kulm Hotel and Alpin Spa, which has the highest number of certified reviews and is located in Switzerland. This is a simple way to demonstrate their marketing strategy for acquiring new customers following COVID19. It first had a journey back in 1882. At 1,850 meters above sea level in Arosa, Graubunden/Grisons, the Arosa Kulm Hotel & Alpin Spa is nestled in an alpine paradise. A unique Alpine experience is provided by the Hotel's gorgeous variety and peaceful position in the heart of the hamlet. It may be used for a romantic retreat, a family holiday, or a high-profile corporate function. Hotel guests may relax in one of the 119 rooms and suites or enjoy a meal in one of six restaurants, two bars or six event spaces. In the alpine spa, which is a holistic environment that represents a one-of-a-kind and exciting world of water and Alpine health, there is a lot of sensuality and relaxation available. 
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Marketing Mix
The marketing mix is a method of describing a set of activities used by a company to advertise its goods in the marketplace (Ray, 2020). The products, location, price, and promotion tactics of Arosa Kulm Hotel And Alpin Spa will be discussed in this section of the study.

· Product: Arosa Kulm Hotel and Alpin Spa presently provide a variety of services in addition to their hotel services. They have a wing named Weller Wing that provides university students with dormitory services from all across the city. They have other wings that cater to both domestic and international students. The visitors will find an indoor pool, executive lounge, and spa facilities in the hotel rooms. They have stores and cafés surrounding the motel likewise which serves the tourists by clearing their overall demands (Benfield, 2016).

Figure: Marketing Mix
Source: (Self-made)


· Price: Arosa Kulm Hotel and Alpin Spa implement the price skimming method in this industry and they give outstanding service to their clients (Benfield, 2016). They supply a lot of distinct rooms that are of various price charts. For the students, there are rooms which cost £121. They have done their market evaluation and produced this pricing for them, and the rooms for £450 for the managers and officials of higher authority. 

· Place: Many guests avoid the Arosa Kulm Hotel and Alpin Spa due to the area's scarcity of billboards and advertising materials. They must convince investors to invest in lobby shops located around the city or region. It will attract people to visit the hotel if only to check it out. Additionally, they may make use of their website and social media platforms for this purpose (Verma and Verma, 2017).

· [bookmark: _Toc87692475]Promotion: Today, a business's most potent weapon is its advertising strategy. The Arosa Kulm hotel and Alpin Spa must make social media a priority (Verma and Verma, 2017). This job requires the use of billboards, sponsored lobbying, and support centres, among other things. To connect with youngsters or university students, Facebook and Instagram are examples of social media platforms must be used.












The Marketing Environment (Micro- SWOT)
The micro-environment is made up of some internal characteristics that might have a direct impact on a company (Gbadamosi, 2020, pp, 46-71). SWOT analysis can be used to determine these factors. Arosa Kulm Hotel And Alpin Spa's SWOT analysis will be presented in this section of the report.

	Strengths
Customer retention programs that are successful.
The ability to lead effectively
Through the use of cutting-edge technology, consumers may get services that are personalized to their specific requirements.
	Weaknesses
Reliance on the local market
A small percentage of the worldwide market
There is a lack of mobility in the firm due to its size (Schneider, 2012).


	Opportunities
Plans for foreign market expansion
The majority of their efforts are devoted to research and development.
The creation of a portfolio and the building of mid-tier hotels.
	Threats
Officials who have lost their moral compass
Some packages are quite expensive.
Due to a lack of qualified personnel,
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The Marketing Environment (Macro - PESTEL)
The macro-environment comprises of several external elements that can have an indirect impact on a firm (Zainudin, Lau and Munusami,2020). The Macro environment factors affect the Arosa Kulm Hotel and Alpin Spas directly and indirectly. 

· Political: Political concerns may have an impact on Arosa Kulm hotel and Alpin Spa’s long-term profitability in a certain country or region (Benfield, 2016).

· Economic: The rate of inflation, the rate of foreign exchange, the rate of savings, and the economic cycle are all factors to consider, factors that influence aggregate demand and investment in an economy.

· Social: The culture of a society may impact the culture of a firm in a certain situation. Arosa Kulm Hotel and Alpin Spa’s marketing message for Lodging sector consumers is based on the general public's typical assumptions and attitudes (Schneider, 2012).

· Technological: Technology is having a fast influence on a broad variety of enterprises. Arosa Kulm Hotel and Alpin Spas have several types of modern technologies that are used to serve the best way to the customer.

· Environmental: The standards or environmental criteria in diverse markets have an impact on Arosa Kulm hotel and Alpin Spas's profitability. 

· Legal: In many countries, the legal framework and systems in place to preserve an organization's intellectual property rights are inadequate (Benfield, 2016). If a firm 

enters these markets without first examining all of its choices, it risks losing its competitive edge as a result of the theft of its secret sauce.

                                    [image: The Importance of a PESTEL Analysis]

                                                      Figure: FESTEL Analysis


[bookmark: _Toc87692477]Customer value and engagement
The COVID19 outbreak has caused significant damage to the hospitality industry. For the past few years, the hotel industry has been doomed. In this case, Arosa Kulm Hotels And Alpin Spa must increase client value and engagement in order to compensate for the harm that has been done. The Arosa Kulm hotel and Alpin Spa provides its visitors with a wide range of leisure activities and services (Schneider, 2012). The students get the facilities they seek, such as clean reading rooms, reasonable but nutritional meals, and an overall pleasant ambience. They have a spa, excellent restaurants, and a range of other attractions.
We will largely use social media, specifically Twitter, Facebook, and Instagram. There will be several commercial events and contests hosted there (Nzilano, 2017). In the hotel's name, public organizations will be founded. The supporters' group management will utilize appealing incentives and gifts to get clients to visit the hotel at least once. If this strategy is used, customer value and engagement will be managed effectively.
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Effective use of digital marketing
Digital marketing comprises building and maintaining an online presence for Arosa Kulm hotel and Alpin Spa. This comprises social networking sites such as Facebook, Twitter, and Instagram, as well as search engines such as Google and others.

· Google of Arosa Kulm hotel and Alpin Spas hotel listing: Before the internet, persons utilized the "Yellow Pages" to search out company information. 'Yellow Pages' was a directory that allowed for the registration of all sorts of companies (Nzilano, 2017). Everyone was on it, from a plumber to a political figure.

· Possess a website: Having a website is now the next stage in establishing a hotel's digital marketing strategy. And when I say a hotel website, I don’t simply mean throw up some awful photographs, add 2 lines of information about Arosa Kulm hotel and Alpin Spas, and be done with it.

· SEO: The backbone of webpages: The acronym SEO (search engine optimization) stands for search engine. Effective SEO may boost Arosa Kulm hotel and Alpin Spas's rating on search engines (Nzilano, 2017).

· Utilize social media in a social media-savvy way: Presence on social media sites is not a new phenomenon these days. But, making the most of it and using it to their greatest potential is what they need in their digital marketing strategy for Arosa Kulm hotel and Alpin Spas.
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Conclusion
 The strategy will begin with social media advertising and will culminate in the desired opportunities. The items must have a diverse range of characteristics. Because the current period is ever-changing and necessitates constant adjustments, the service's pricing and location must be specified. While social media will be used primarily to attract younger customers, 61 per cent of Switzerland's population currently uses it, making it a sizable market. The SWOT analysis of an organization's internal components summarizes the organization's strengths and weaknesses (Yi and Yoo, 2011). These two individuals have the potential to propel the company forward. Additionally, dangers exist, necessitating a check-up by hotel personnel. Flexibility on the part of employees appropriate training sessions. 
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INTRODUCTION

‘This presentation will present an
integrating marketing strategy for
Arosa Kulm hotel and Alpin spa

Arosa Kulm Hotel and Alpin spa is a
leading ski hotel located in Switzerland

1t has started its journey back in 1882
and currently it is one of the finest
hotels in Switzerland.





image6.png
RUNNING EXCLUSIVE DEALS AND
OFFERS

‘The demand for hospitality services become a sloth in
this pandemic and announcing offers and discounts can
create excitement to the customer which can increase

customer engagement

MARKETING PLAN FOR CREATING CUSTOMER ENGAGEMENT

FOCUSING ON ONLY MAINSTREAM
PROMOTIONAL MEDIA

‘The main concer of Arosa Kulm hotel and Alpin spa is
to create customer engagement cost-effectively and
Arosa Kulm hotel and Alpin spa can do that by
focusing only on mainstream media like TVC, social
media and celebrity endorsement
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MARKETING PLAN FOR CREATING CUSTOMER ENGAGEMENT

HIGHLIGHTING THE EXCLUSIVE

COVID SAFETY PRECAUTIONS
ARRANGING WEBINARS

After COVID, customers focus mainly on the

A A R eI health and safety precautions of the hotels before
webinars on ifs recent development during they are selecting a hotel. The Hotels should
the COVID Phase highlight their COVID safety rules and
precautions in a large banner as well as in their
social media pages to create engagement from
customers,
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CONCLUSION

Getting back the lost craze is not easy after a leap of sloth
period. To recreate the same customer engagement Arosa Kulm
hotel and Alpin spa can consider the stated marketing strategy.
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