


Introduction:

The VIP Executive Santa Iria Hotel, it’s a 4 stars hotel in Portugal , with 124 rooms, gardens, with outdoor swimming pool which is adjacent to the events’ area and private parking. Located in the Lisbon, this hotel offers comfort and hospitality, (VIP Executive Santa Iria Hotel - Site Oficial: Hotel 4 estrelas em Santa Iria, Portugal [no date]). This report will analyse the hotel in terms of its marketing plan, exploring the introduction of a new guest experience through internal strategies and plans by staff and managers, and external strategies by the media, clients, and competitors.
The introduction of improved reception services in terms of drinks and biscuits after check-in for executive or premium clients, offering rooms with balconies, and improving the quality of the rooms, offering the best service.


Marketing Objectives:

S - More personalized service, more welcoming for premium clients, more technology in the rooms will create a new experience for guests, meaning more comfort and more clients,
M - It will reduce customer complaints and increase satisfaction scores,
A - It will improve the professional success of employees, and their skills, 
R - The objective is achievable, considering the team, budget, and time, as well as market conditions, aligning with commercial strategies, increasing the number of guests.
T - Will increase customer reviews and feedback in the coming times, this improving their satisfaction with the new services implemented
(Murty and Naveen 2024).







Market research:

Currently, the global hotel market is experiencing strong growth, driven by increased travel demand and also by customers' preference for experiences (Fyall and Spyriadis 2003).
Customers prefer unique, memorable experiences, offers, friendly staff, and good service. They want to be served by professionals who anticipate their needs and offer them a warm welcome. (Exploring memorable experiences in luxury hotels | International Journal of Contemporary Hospitality Management | Emerald Publishing [no date])
Premium customers prefer luxurious rooms, a welcome reception with a fresh drink, and someone to meeting custumers needs. This makes the experiences unique and make the dreams of customers comes true, moving away from traditional hotel chains (Heo and Hyun 2015).
The hotel industry is quite competitive, considering location, price, amenities, online reviews, and customer experiences. With technological advances, customers can easily compare hotel prices and quickly access all the information, but they are not only looking for the price, but also for comfort and luxury, as this makes the stay memorable (Mathews 2000).
My choice for this report is due to the fact that good experiences make the customers, return (Cheng and Wong 2015).

Target market and custumer profile:

The market objective is to obtain more premium clients who pay a little more and receive a more effective service (Alareeni and Elgedawy 2023). These are clients who seek unique and personalized experiences, top-quality service, exclusive amenities, cutting-edge technology, and status, clients who value quality over price, exclusively seeking a service tailored to their needs, and with more privacy as well (Davies and Brito 2004).
Since the main objective is luxury and exclusivity, and as it is a VIP Exclusive hotel, comfort and technology, in addition to premium rooms, would be a great advantage and improvement.


SWOT analysis:

The strength that this premium service will bring to this hotel will attract more customers, improve services, enhance amenities and customer reviews, as well as hospitality and comfort (Shoemaker and Lewis 1999).
The weaknesses might be the view,  only some rooms have a view of the pool, but very few rooms have a balcony, which would be a point to improve (Wong and Kim 2012).
The premium service would be very positive, as it would represent an excellent opportunity for high-level partnerships with other entities, which would generate more discounts for customers and greater loyalty (McIlroy and Barnett 2000).
There is always competition to deal with market threats, many 4- to 5-star hotels with better locations, and Airbnb. There is always economic pressure, a shortage of labor, and constantly evolving guest expectations, such as the pursuit of technology and sustainability (Lee 2015).

Unique value proposition:

A premium guest service stands out for offering anticipatory, personalized, and perfect experiences. It will create  unique moments and incredible experiences that include exclusive amenities, better menus, more comfort, welcome with drinks, and more engaging attention (Pendolino [no date]).
It involves a culture of excellence and a deeper commitment to the well-being of guests.  The guests will  feel valued and understood, which leads to their trust (Park [no date]).
The goal is to make the guest feel special and that their time and preferences are important. It would be something innovative and would capture people's curiosity (Joseph Sirgy 2019).
Customers they don’t pay hight prices for elegant packaging, or high prices, they pay more to have a great and unique and memorable experience (Azevedo [no date]).



Marketing Mix:

The marketing mix focuses on product, price, place, promotion, and people.
It aims to offer exclusively superior quality and personalized experiences, with luxury products and services. Regarding the product, we are talking about high-quality rooms, comfortable beds with robes and slippers, a more private restaurant with refined and elaborate cuisine, excellent porter service, and concierge service and access to exclusive and more private lounges.
Regarding price, the luxury and well-being of the client are paramount; prices may be higher, but they are dynamic and personalized.  We offer quality, not just cost, and clients seek convenience and a service that operates 24/7 when they need it.
The location of this hotel is on the outskirts of Lisbon's city centre, which is quite convenient for those who enjoy peace and quiet (Singgalen 2024). 
Guests can search for the hotel on various platforms and book a room directly on the hotel's website, Booking.com, Trivago, Trip.com, social media, and others.
Regarding the promotion of this hotel, the marketing is more sophisticated, with promotions on social media, especially in the summer, as it is a more discreet and accessible hotel for those passing by. With the implementation of premium services for clients, opening up through partnerships, and with an effective marketing strategy, the hotel would be more recognized (Chathoth and Olsen 2003).
With a highly trained, professional, and experienced team that understands customer needs, has problem-solving skills, and embodies brand values, guests will feel valued  and confident in returning. Good communication is essential to meet customer needs (Suh et al. 2012).


Marketing Activities:

A marketing strategy to implement the premium service for customers, and to do more advertising on social networks such as Tripadvisor, Trivago, Expedia, Bookings.com, SEO, which will increase visibility in customer searches, with clear and personalized online images of the service, which will attract customers. Videos on TikTok will also be useful to capture attention. 
And improve the search engine on Google, especially the hotel's personal website (Mosca and Civera 2017).
Facebook and Instagram would be a great tool for people to follow and stay informed about all the promotions and discounts and all the services that the hotel would offer, especially with the premium service (Choi et al. 2016).
Email marketing would be useful for lead nurturing and promotions. Create authentic content such as videos generated by guests and employees on social media, Hospitality and good service demonstrate customer satisfaction and a positive work environment. The intention is for customers to see and compare the level of satisfaction and quality, and to come and visit the hotel (Fuchs et al. 2008).

Promotion Methods:

The channels I would use to promote the premium service would be improvements to the hotel website, making it more dynamic and personalized, showing high-quality images of the rooms, reception, premium lounges, private and more refined restaurants.
I would optimize online reviews, improve written communication between the client and the staff, such as emails and online chat, make it easier to make reservations, utilize social media, creating graphic ads on websites and campaigns, creating events and parties, and make more marketing about all activities so that they are seen.
Creating partnerships would be quite beneficial, for example, partnerships with other premium and luxury hotels, which would benefit  the customer with promotions, and more options and services that they could use.









Gann Chart: 

VIP EXECUTIVE SANTA IRIA 
	
	JAN
	FEV
	MAR
	APRI
	MAY
	JUN
	JUL
	AUG
	SEP
	OCT
	NOV
	DEZ

	Spring
	-SPECIAL COCKTAILS SERVICE IN THE BAR
-FREE WELLCOME FRUITS AND ONE DRINK IN THE ROOMS 
	
	
	
	
	
	
	

	Summer
	
	
	
	
	
	-EVENTS , LIFE MUSIC
-VARIETIES OF FRESH DRINKS AND FOOD
	
	
	

	Autumn
	
	
	
	
	
	
	
	
	LIVE MUSIC
PIANIST LOUNGE
	
	

	Winter
	
	
	
	
	
	
	
	
	
	
	-CHRISTMAS PARTIES
-EVENTS





My plan in the Gantt chart for innovative activities in the summer and having many customers for events and Christmas parties.

Monitoring: 

To measure the success of implementing the premium service, it will involve customer evaluation and satisfaction. Reviews  generate more guests satisfied , who will bring  more new guests. More partnerships with other entities will be great too , will give the opportunity for clients have more benefits and discounts.  More premium and non-premium rooms occupancy at 100%,  more market-oriented pricing strategy (which would benefit from promotions), greater market compatibility, a fuller restaurant, and more technology (Govender 2016).









Conclusion: 

My conclusion regarding the premium marketing plan focuses on the quality and exclusivity of the rooms and the service provided to customers, it focuses on loyalty and fidelity, on the value and status provided to the customer. The most important thing is that the customer has a unique and unforgettable experience, focusing on good memories and fantastic recollections, not on the high price.
It makes the brand more recognized and with good prestige, with employees available 24 hours a day to meet the customer's needs (Manhas and Tukamushaba 2015).
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