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1. Introduction

The aim of this marketing plan is to present and evaluate factors that are influencing the marketing strategy of the Castel Clara hotel. The marketing plan will aim at helping the hotel increase the number of new customers in a post-pandemic world.
Castel Clara Thalasso & Spa is a 4-start property which is located on a French island – Bangor. The property contains 63 rooms and suites with breathtaking views over the Atlantic Ocean. The hotel offers various facilities such as a golf course, spa and sauna, restaurant, and meeting rooms (Castel Clara,2021).





















2. Marketing Mix

2.1 Product

The hotel operates in the upscale 4-star market and offers 63 rooms and suites inside the property. Most rooms have a terrace or balcony with views over Goulphar Bay, while the other rooms overlook the hotel’s gardens. (Castel Clara, 2021).
It also operates a restaurant that is known for its creative cooking techniques and also a bistro. Moreover, it operates a fitness center and two meeting rooms which are perfect for banqueting or wedding events (Relais & Chateux, 2021).

2.2 Price

The price of its 63 rooms and suites is different based on the amenities and the views. The prices start from £127 for a double room with an inland view, but it can go up to £317 for a prestigious suite with an ocean view (Castel Clara, 2021).
Therefore, the price is divided based on the needs of its guests as some of them are traveling on a budget or some of them want to get the best experience and are ready to pay extra.

2.3 Place

The hotel will aim on selling its rooms mainly through its own website as a direct sale. The advantage of this is that the hotel will keep the entire room rates and also will be easier to adapt to changes such as cancellations or change of dates (Acutt, 2021).
However, it will still be present through other distribution channels such as third-party agents because in this way will be easier to get new customers which could be converted to returning ones using its own website.


2.4 Promotion

Promotion helps increase consumer awareness, leads to higher sales, and helps to build brand loyalty. Therefore, it is a tool that helps share information and encourage customers’ purchase decisions (Isoraite, 2016, pp. 30).
The advertising of the hotel will be done mainly through electronic routes such as Google Ads, social media platforms, or its own website. In addition to this, its social media accounts will be used as a public relations tool to keep customers informed about promotions and sales. During the off-peak season, various promotions such as discounts, loyalty programs, or different incentives will be used to promote the hotel.





















3. Internal environment 

Strengths

The hotel offers a range of facilities and amenities – a golf course, fitness center, meeting rooms, spa, and a restaurant with creative cooking techniques. Therefore, potential customers will benefit from all these in addition to the location of the hotel which offers breathtaking views over the Atlantic Ocean (Relais & Chateux, 2021).
Weaknesses

The hotel offers a limited number of rooms and suites which can be a limited supply during the peak season – only 63 rooms and suites. Therefore, the hotel will have to make sure its demand is balanced during the off-peak season as well – it can do this by using various sales and promotion techniques.
Opportunities

In order to increase occupancy and revenue during the off-peak season, the hotel can offer products and services bundled together with room nights. An example would be to offer a package that will include food and beverage, entertainment, or wellness – these can be bundled either with internal activities within the hotel, or external activities outside the hotel (Forgacs, 2006).
Threats

The hotel operates on a remote island in France, therefore it does not have an airport. The closest international airport is in Nantes, 80km away from the property. In addition to this, in order to arrive on the island, they will have to take a ferry as well (Castel Clara, 2021). There are new hotels opening in mainland France which is operating in the same upscale market – these can be preferred by international customers as it provides easier access.


4. External environment

Political
Tourism is a major part of the French economy – almost 8% of the GDP and creates 2 million direct and indirect jobs. France is recognized as the world’s leading tourist destination, therefore politicians are looking to help the sector with various laws and measures (Ministere de L’Europe et des affaires etrangeres, 2021).
The Ministry for Europe and Foreign Affairs created the Tourism Sector Committee in 2020 in order to provide effective tourism policies in four areas: jobs and training, sustainable development, digitalization, regulations and competitiveness (France24, 2020).
Economical

France’s economic activity is forecasted to grow by 4% in 2022 – in addition to this the global demand is improving and a high level of savings during the pandemic will create a boost in demand for various activities (OECD,2021).
Social

Europe’s population is aging which will have a profound social impact in the years to come – household purchasing power will come under increased pressure while the mature consumer segment aged 55 plus will dominate. Consumers will become more cost-conscious, especially mature consumers (McKinsey & Company, 2021).
Technological

There are a lot of technological advancements which will improve the hospitality sector and the experiences of the guests staying in a hotel. For example, voice and app control for heating and lighting will provide a better experience for the guests, while software such as automatic chatbots and mobile check-in will improve hotel operations processes (Soler, 2020).

Legal

The hospitality sector needs to comply with a lot of laws and regulations. For example, GDPR regulates how the customers’ data is collected, processed and used – a breach of this regulation can lead to huge fines which affect the profitability of the business (Fadilpasic, 2020).
Environmental

Increased pressure from governments and the European Union to achieve net neutrality in terms of CO2 footprint by 2050 (United Nations, 2015). Therefore, the hospitality industry will need to innovate and reduce its food and energy waste and also regulate the usage of plastic.
















5. Creating Customer Value and Engagement

Technology will be used in order to create customer value and engagement. The hotel will implement a targeted sales plan and will improve its customer relationship management tool to get a full picture of the profiles of its customers – customers’ needs, behavior and preferences (Minghetti, 2003).
Moreover, the whole marketing plan will be designed in creating loyalty amongst its customers through various methods – exceeding guest expectations, email marketing with various promotions, and also using its social media accounts to keep a two-way conversation with its followers. Also, customers will be incentivized to promote the hotel through social media posts and various prizes will be awarded randomly.
The hotel will make use of its CRM system to send targeted emails and special discounts to customers who are celebrating their birthdays. In addition to this, returning customers will receive a survey prior to arrival with the reason for the stay – front of the house will deliver a personalized experience based on this.
















6. Effective Use of Digital Marketing

Social media accounts will be one of the tools used by the hotel to conduct effective digital marketing -  these will be used to create awareness amongst its followers and also provide relevant content which will increase customers’ engagement and loyalty. The aim of these accounts will be to send traffic to its own website to generate sales.
Search engine optimization tools will be used in order for its own website to be ranked high in Google when potential customers are looking for holiday packages in France and around the location of the hotel. The hotel will use analytics tools to gather data and improve its position in Google searches.
Moreover, video marketing will be used to promote and generate sales – influencers will be incentivized to visit and promote the hotel on their social media posts and YouTube videos. This method will be used to show potential customers the hygiene and cleanliness practices while also providing a snapshot of the beautiful landscapes surrounding the hotel.










7. Conclusion

Castel Clara benefits from its location and provides breathtaking landscape views to its guests – the Atlantic Ocean is really close, hence customers will enjoy this view. However, it needs to have a clear marketing strategy in how to bring new customers to the hotel after a period where traveling was restricted.
The hotel will focus on its online presence and will use various tools to increase its website traffic to increase its sales. In addition to this, digital marketing techniques such as social media platforms or SEO techniques will be used to increase loyalty amongst returning customers.
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Product
> 63 rooms and suites, 2 meeting rooms, 1 restaurant and 1 bistro
Price

> Different price points from £127 for a double room to £317 for a prestigious suite with Ocean view
Place

> Selling the rooms through its own website and other distribution channels such as third party agents. Focus
I'be on direct sales through the website as there are no commission fees.

Promotion

> Google Ads, social media platforms, email marketing with various promotional offers and sales
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OMER VALUE AND ENGAGEMENT

Customer Relationship Management (CRM) system will be used to gather information
about customers’ needs, behavior and preferences.

> Guest Loyalty - exceeding customer expectation, email marketing with promotions,
social media engagement

> Targeted ads and emails using CRM data with special discounts to customers who are
celebrating their birthdays.

. > Surveys to be sent to returning customers prior arrival via email ~ to find out the reason
e} of the stay and create a personalized experience.
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DIGITAL MARKETING

» Social media accounts - increase followers and awareness

» Search engine optimization  to increase ranking in Google and boost traffic to own
website.

> Video marketing - use influencers to promote the hotel through their social media
accounts. Focus on hygiene and cleanliness of the hotel.
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