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Villa Cora is set in a century-old park overlooking the Boboli Gardens on the outskirts of Florence's historic centre. ("Florence's most exclusive hotels") The villa is an aristocratic home designed by Baron Oppenheim for the end of the nineteenth century Open Commission. It is dominated by a strong eclectic décor that provides the house with different, sometimes even bizarre artistic style, reflecting the architectural style of the period. Villa Cora was built when Florence was the capital of the Kingdom of Italy, and it has evolved over time. One of Florence's most important cultural and cosmopolitan emblems. (Villa Cora Hotel)



	Villa Cora bought its renown by hosting high-profile international visitors such as Princess Eugenia, Napoleon III's wife, and Russian musician Tchaikovsky. It has also long been regarded as the most magnificent mansion in the Tuscan capital. At the end of 1960, Villa Cora was transformed into an exclusive grand hotel, which reopened in late 2010 after a three-year refurbishment. Villa Cora joins The Leading Hotels of the World, a global association of luxury independent hotels, in 2016.
 (“Hotel Villa Cora – Official Website - Hotel Villa Tuscany ...”)











	
1. Marketing Mix –

Product – Breakfast is excellent, mattresses are comfortable, and cocktails by the pool and sprints are excellent. The staff is wonderful and genuinely cared about what they were doing. You can be at Piazzale Michelangelo in under two minutes. The finest Florence vista. Enjoying unforgettable holistic, reflexology, and avuvedic massages amazing chefs' best pasta, a peaceful environment that pays attention to every detail, including homemade bread.


Price – depending in rooms. 
Classic room from £302
Superior room from £325
Deluxe room from £367
Junior room from £558
Duplex from £665
Family rooms £740
Suite £815


Place – located in Florence, Italy.


Promotion – The Grand Hotel is in the heart of the city. Villa Cora was previously known to Florentines as Villa Oppenheim, a beautiful mansion built near the end of the 1860s when Florence was Italy's capital. According to legend, Baron Gustave Oppenheim erected this opulent home in honour of his young wife, and he and his consort hosted several society gatherings here throughout the years, which were attended by the cream of the Florentine and worldwide aristocracy. Pietro Comparini and Giuseppe Poggi, the architect entrusted with the renovation of Florence during its reign as capital, including the creation of Piazzale Michelangelo and the Viale dei Colli, created Villa Cora.
Since at least the 18th century, the Oppenheim family, a German dynasty of Jewish ancestry, had been a major player in the banking and financial sector on European markets.

(“Hotel Villa Cora. the history of Villa Cora. Date of access: 18 Nov 2021”.)
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2. The Marketing Environment (Micro-SWOT) – 




STRENGTH - "With significant international hotel players like Four Seasons, Belmond, and Rocco Forte, Florence is a town with a huge offer." The incredible work done to reposition Villa Cora over the last few years has resulted in a family-owned boutique hotel that is now internationally known for its 5-star service while keeping a homey atmosphere and warmth. "Our greatest strength is our employees; the majority of the others have been here since the beginning in 2010, and so know the guests by name, making them feel at ease and a part of the family." "Another plus is the location; Villa Cora is in one of Florence's most beautiful localities, one mile from the Ponte Vecchio but surrounded by the greenery of the Bobolino and Boboli Gardens." (“Villa Cora, Florence’s hidden treasure – in conversation ...”)



WEAKNESSES - 
It actually depends on the guests' nationality.") Many foreign visitors, particularly during the summer of last year, found it weird and even irritating, for example, to be needed to wear a mask, which was already a habit for Italians. The journey is the part of the trip that most concerns guests, not so much being on the plane or train, but the prospect of being cancelled and unable to find another flight. Many guests go by automobile to ensure that they can return home anytime they want. Guests will feel safer at a site with several outside spaces. (“In chat with Villa Cora, Florence's hidden treasure...")



OPPORTUNITIES – Some feel that the epidemic is still happening, and that, while the situation has improved thanks to the vaccine programme, they have not yet been back to normal. There is no longer a right reservation prediction, so guests' book and cancel last-minute based on the latest news. It is adjusted by offering a flexible cancellation policy and assessing the demands and difficulties of the guests on a regular basis. ("In dialogue with Villa Cora, Florence's secret treasure...")
  



TREATS – "Its location in a rose-filled garden with city vistas"
The villa provides the privacy of a private residence just with 44 rooms and suites.
The decor is picture postcard Florence, with trompe l'oeil frescoes, stuccowork, and old-world chandeliers. (“Villa Cora - Florence, Italy”)



3. The Marketing environment (Macro) PESTEL – 



 POLITICAL – Middle-class merchants, a few opulent families (such as the Medici, significant art patrons who would eventually dominate Florence), and powerful guilds held political power.


 ECONOMI - Florence's economy is as strong as it has ever been in the new millennium. Tourism, businesses such as textiles, metalwork, pharmaceuticals, glass and ceramics, and chemicals, as well as Florentine craft such as jewellery and embroidery, all contribute to the local economy. (“Economy of Florence”)

SOCIAL - The merchants were thought to be newly wealthy and a growing social class. They amassed a fortune through industry and sought influence through marriage into noble households and art patronage. Shopkeepers and merchants made up most of the middle class. "The lower class employed labourers, had no job security, was reliant on employers, and people may be fired or have their earnings withheld at any time." ("Faculty.Winthrop.edu - Sally Beeson") (Dowling).

ENVIRONMENT –
Florence, the capital of the Italian region of Tuscany, has a temperate climate that can be classified as transitional Mediterranean, with mild winters and hot, sunny summers.
The city is in central Italy, on the Tyrrhenian coast, but it is also in a valley and far from the sea, thus the climate is slightly more continental than in coastal locations. (“Florence climate”)
 







4. Creating Customer Value & Engagement – 


The ideals that Relais & Châteaux shares with its members around the world define the company. Our properties are the living embodiment of a location, its history, ecology, and culture. Commitment - Members of Relais & Châteaux contribute to the history of gastronomy and hospitality. ("Relais & Châteaux's History: Grand Cuisine.")





5.  Effective Use of digital Marketing – 200 words

A theme classification of social media content to ensure a better balance between the brand's and its members' messages.
To organise monthly posts, a new editorial calendar was created.
Organic campaign creation based on user-generated content (UGC) from the Relais & Châteaux community and members.
Creation, editing, and administration of Facebook, Instagram, and Twitter posts.
"The introduction of new publishing standards, such as systematically tagging the community and member accounts of Relais & Châteaux;"
The content of the brand is moderated daily.
(“A social media strategy deployment”)









Conclusion – 



Finally, this hotel is one of the top Relais & Chateaux establishments.
Perfect for a rustic or classy look.
Its seeds the swot and pestle analysis, how the country political, economic, social and the environment support the business marketing.
Excellent customer value and marketing effectiveness.
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Marketing presentation for;
VILLA CORA.
By Lidia Cirpaciu
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The importance of guest service
strategies

Customer service is critical to your company's
success because it keeps customers happy and
allows you to extract more value from them.
Businesses may recoup client acquisition
expenditures and create a loyal following that refers
consumers, serves as case studies, and gives
testimonials and reviews by delivering excellent
customer service.

(“Why Customer Service is Important: 16 Data-Backed
Facts”)





imageb.png
Marketing mixt.

PLACE

Located in Florence, Italy.

PROMOTION
The Grand Hotel is in the heart of the city.

Since at least the 18th century, the Oppenheim
family, a German dynasty of Jewish ancestry,
had been a major player in the banking and
financial sector on European markets.

(“Hotel Villa Cora. the history of Villa Cora. Date
of access: 18 Nov 2021".)

PRICE

CLASSIC £302.00

Superior £325.00

Deluxe £367.00

Junior duplex
£665.00

Family £740.00

Suite £815.00
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Custumer value and
satisfacion.

Enhance the purchasing process. Outside of any
product or service, value can exist. Pay attention to
how others feel about the brand.

Obtain feedback from customers. Make a one-of-a-
kind product.

Provide a pleasurable experience. Place a premium on
quality over cost....Recognize the assets....Make
changes to the marketing plan.

(“14 Tips You Can Use To Create Value for Your
Customers ...")
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(“14 Tips You Can Use To Create Value for
Your Customers ...")
(Villa Cora Hotel)

+  Hotel Villa Cora. the history of Villa Cora.
Date of access: 18 Nov 2021".

+ (Villa Cora Hotel)
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STRATEGIES FOR COSTUMER SERVICE

« Build a strong global brand.

« Excel in sales and marketing.

« Deliver to guest more value than others
+ Be even more attractive for our members
« Excel in management

« Be smart in development
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CONCLUSION.

in conclusion to discuss the importance of
guest service strategies, and why is
important.the strategies for customer
m, customer value and
satisfaccion and the marketing mix of Villa
Cora hotel.
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Introduccion

Villa Cora is set in a century-old park overlooking the
Boboli Gardens on the outskirts of Florence's historic
centre. ("Florence's most exclusive hotels") The villa is an
aristocratic home designed by Baron Oppenheim for the end
of the nineteenth century Open Commission. It is
dominated by a strong eclectic décor that provides the
house with different, sometimes even bizarre artistic style,
reflecting the architectural style of the period. Villa Cora
was built when Florence was the capital of the Kingdom of
Italy, and it has evolved over time. One of Florence's most
important cultural and cosmopolitan emblems. (Villa Cora
Hotel)




