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Marketing Plan


The overall sales and purchasing efforts of an organization are mainly outlines within a vital document that is termed as a marketing plan. The latter is a comprehensive and valuable blueprint that details how a firm aims at strategically launching its services and products to the target clientele. An effective marketing plan is drafted and documented in such a manner that it is strictly formal and official. The essence of these conditions is to ensure that the goals and mission of the company are achieved. At the same time, the firm is assured of fulfilling its corporate objectives through its daily activities. Marketing plans are prepared in different methods and ways depending on the kind of business a person seeks to establish. This paper is an essay that prepares and develops marketing plan that is meant to market the accommodation sports hotel as its product that is supposed to be located near the Auckland Airport.
The marketing plan 
a) Introduction

The tourism industry in New Zealand provides a huge and untapped potential for the launch of new products and services in the market (Collier, 2006). The introduction of a new hotel within this industry holds a high prospective of experiencing significant growth. The accommodation sports hotel is the main product that this marketing plan wishes to introduce into the tourism sector. The establishment of this hotel would attract the large number of visitors and tourists who desire to have a good time in a new country. In addition, it would also mean that guests would have a memorable experience as they would indulge in their merry and experience the different cultures in New Zealand. 

This hotel would be designed such that the rooms provide maximum comfort and luxury to the liking of the tourists visiting the hotel. At the same time, the location is bound to attract a large number of guests since it would be constructed near the Auckland Airport. This is in addition to the fact that current statistics also indicate that the numerous sports and gaming events held in New Zealand would rhyme well with the creation of a sports themed hotel. Hence, both domestic and international tourists and travelers are bound to enjoy the comfort and relaxation that this hotel will bring. The introduction of a new commodity into the market requires it to fulfill all the four levels of a product (Dockalikova and Klozikova, 2014). 

These include the core product, the facilitating product, the supporting product as well as the augmented product. The core product in this case is the accommodation sports hotel, which is the main and basic level within the marketing plan. The facilitating product are goods and services that make the core product more efficient and enjoyable (Dockalikova and Klozikova, 2014). In this case, it would mean having customer service, room service, swimming pools and heating systems to ensure that the rooms are comfortable and luxurious. On the other hand, the supporting product usually augments or strengthens the product to enable it to satisfy the needs of customers (Dockalikova and Klozikova, 2014). 

This would mean that the accommodation sports hotel should introduce services such as gyms, spas, road trips and special buffets that can appeal to clients. Finally, the augmented product is the combination of all the three levels to create an end product that is valuable and competitive in the market (Dockalikova and Klozikova, 2014). As such, this hotel will ensure that the services it provides are unique and exceptional so that they can attract a high number of tourists. 
b) Objectives (corporate mission and measurable objectives)


The corporate mission of the accommodation sports hotel is to promote community-based tourism where the local people will be involved in the activities of the tourism venture. In addition, the hotel will also strive to develop tourism practices that respect and nature the indigenous cultures, which is one of the tourist attractions. This will go a long way in building confidence and pride for the local communities and visiting tourists (Gregorić, 2014). In terms of the measurable objectives, the accommodation sports hotel will promote sustainable tourism that avoids any negative impacts to the immediate environment and surrounding communities. 
What’s more, it will also create and promote tourism that strictly offers a healthy environment for the interaction of tourists and the locals. This approach and objective is meant to enhance their understanding of the different cultures of the people, their way of life as well as their beliefs and practices. Finally, the hotel will promote all manner of sports-based tourism activities such as games, athletics and races in line with the accommodation sports hotel. 
c) Situational analysis

i)  PESTEL analysis.

The PESTEL analysis tool is very valuable tool that is used by businesses to analyze the immediate macro and micro-environment. This tool also adds value to a marketing plan because it gives the main competitors and threats in terms of the political, environmental, legal, social and even technological factors (Gregorić, 2014). In terms of the immediate environment, the direct competitors of the accommodation sports hotel include hotels that are situated close to the Auckland airport. These include the Gateway hotel, Kiwi international, Bella Vista express as well as the Hotel Grand Chancellor. In terms of indirect competitors, the accommodation sports hotel will have to deal with rival hotels such as City Central, Mercure, The Heritage, Lanngham, Sky City Grand among others. With regards to the macro-environment, the PESTEL analysis can provide adequate information on the status of the market and target consumers. 

Additionally, the PESTEL analysis provides a snapshot of the kind of atmosphere that exists in the respective industry. The political factors that can affect tourism in New Zealand revolve around the stability and form of governance from the state. This country is known to enjoy peaceful leadership that allows tourism to thrive (Kotler, 2006). At the same time, the government has also implemented policies and reforms that have largely strengthened the ability of the hospitality to render its services to guests. The economic situation in this country is satisfactory because its currency is stable and has a high value (Middleton, 2000). At the same time, the citizens are involved in either public or private employment that gives them more disposable income to spend in tourist related activities. 

This also translates into more people being able to contribute to the tourist venture because they are well informed about the sporting activities in their country. In terms of the social factors, these relate to the cultural aspects, lifestyle and practices of the people. The citizens of New Zealand are known to be friendly, welcoming and very jovial people. As a result, the tourists get to enjoy their holidays with the mixed interaction with local people (Nishio, 2013). The theme of sports also makes it easier for people of all ages to socialize and know one another. For the tourists, they are able to learn the culture of the people easily, their lifestyle and even their main societal beliefs. Finally, technology is one of the important factors within the PESTEL analysis that allows tourists to easily connect with people from all parts of the globe (Collier, 2006). 

 The internet enables tourism to thrive and grow tremendously because many people can be able to access it and use it to search for a hotel destination. The accommodation sports hotel can use the internet to create its own website where potential tourists and guests can be able to make their bookings online. What’s more, this can be used as a marketing strategy such that the hotel advertises its services to the world (Nishio, 2013). Hence, the PESTEL analysis would greatly help the accommodation sports hotel to improve its services and stay ahead of its competitors. 
ii) Tourist numbers and forecasts


New Zealand is one of the countries that is known to enjoy a high turnover of tourists and guests on an annual basis. Statistics indicate that these numbers have been increasing over the years. In the year 2011, the number of tourists was estimated to be more than 785,000. Most of these tourists were attending the Rugby World Cup, where the main participants were from Australia and France. The number of tourists who have visited New Zealand in this year alone are estimated to be more than two million (Collier, 2006). However, these figures are at risk of being affected by the occurrence of natural disasters. Earthquakes, floods and tsunamis are the most common natural catastrophes that have the potential of affecting the tourism industry in New Zealand. Despite this threat, the number of tourists is still projected and forecast to increase due to the well structured amenities and facilities in the tourism industry. 
iii) Industry trends


The buzz of activities within the tourism and hospitality sector in New Zealand is an indicator of the high potential of this sector. One of the key drivers for this successful growth is the large percentage of middle-level and upper middle class citizens in this country (Kotler, 2006). What’s more, there are a lot of marketing activities that target tourism activities in New Zealand. These include online marketing, advertising and even public relations. This is an important activity because this country is deemed one of the most preferred holiday destinations where tourists can explore and discover (Collier, 2006). 
 
Additionally, the tourism trends indicate that most tourists flock to this country to experience the different cultures, traditions and lifestyles. The natural scenery and magnificent landscape are also known to be an important contributing factor to the high figures of visitors in New Zealand (Kotler, 2006).  Conclusively, this marketing plan would assist the accommodation sports hotel to establish itself favorably within the tourism industry of New Zealand. 
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