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Chateau Monfort
Introduction
This marketing plan is written for Chateaux Monfort, Relais & Chateaux  property in order to highlight the situation after Covid-19 lock down and also, to create a plan in attracting new potential guests. There will be analyzed the micro and macro factors of the hotel as well as the plan of customer value and engagement  using the digital marketing tools. 
Chateau Monfort is an amazing property in Milan, Italy from the Relais & Chateaux group hosted by an Art Nuveau building dating from the 1900’s. The hotel is designed with a touch of opera and fairytale style, which gives guests an unique experiences. (Risole, 2021).
Milan is the fashion icon city situated in nothern Italy, Lombardy region, and it hosts the amazing Duomo Cathedral, ‘The Last Supper’ mural of Leonardo da Vinci, so it is very architectural city and full of history. (Kevmrc, 2020)

Marketing Mix
	Product: Milan is on of the most visited cities in Europe, being a multi-cultural and international city due to the fact that it hosts the Borsa Italiana, which is actually the national stock exchange of Italy (Chen, 2021), Lorenteggio Library which is a library of the future with experimental services and multifunctional spaces, and it is also one of the most important financial citis in Iltaly. (Castaldi, 2020). 


	Place: Chateau Monfort is situated in the center on Milan, just at a few steps from Duomo di Milano which boosts the hotel in the top due tot he fact that many visitors aim staying close to the center. (Chateau Monfort, 2021). Due to the fact that Milan is well developed from the infrastructure point of view, having metro, suburban railways, bust and tram network, the guests can easily get to the main tourist attractions. (Heath, 2020)


	Price: As it is a 5 star hotel, Chateau Monfort is having an adequate price point, a double room having £200/ per night price rate. (Booking, 2021). Regarding the price pint, the guests will be pampered and offered the best services as well as safety. (Chateau Monfort, 2021).


	Promotion: Chateau Monfort is attracting customers through social media adevrtising, targeted audience made by Google Ads and influencers marketing. During the time, the concept of marketing was suffering changes, so the influencers from Instagram are invited to enjoy a weekend at Chateau Monfort and present to their followers the hotel, the services, the quality of sleep, food and so on. (Mind Tools, 2021)








The Marketing Environment - Micro
SWOT Analysis
	Strengths: The location and the services of Chateau Monfort are the biggest strengths due to the fact that guests can be delighted with an unique experience due to the hotel’s design and excellent care of the personel, as well, they can walk to the Duomo Cathedral as well as to the Vittorio Emanuelle Galleries which are the main attractions. (Trip Advisor, 2021)

	Weaknesses: Even if the hotel is not pet friendly, the guests that are willing to carry their pets will them will be reccomended to accomodate them with a pet hotel right next Chateau Monfort and take them around the city. Moreover, Chateau Monfort is also developing in children care due to the fact that the hotel wants to give families the opportunity to look after their children while the adults are going on longer trips around the city. (Parsons, 2021)


	Opportunities: As Milan is a city full of live and events, the Chateau Monfort Hotel will be supporting big events such as charity, motor shows, for the purpose of marketing and advertising the hotel to reach new guests and visibility. These kind of marketing strategies are well received by guests due to the fact that events now are presenting such big interest among people.  (Berry, 2017)

	Threats: Airbnb properties listed close to the center of Milan are the competition but they have fixed prices while Chateau Monfort is adapting their prices among season and it is also having discounts for loyal guests. As well as Airbnb properties, there are Boutiques with 5 to 10 rooms which are modern and can host guests at lower fares than hotels. (Johnson, 2021)
















The Marketing Environment - Macro
PESTLE Analysis
	Political: Due to regulations regarding Covid-19 lock down, the hotels in Italy were closed hut as they were allowed to open, Chateau Monfort took all the safety measurments to open its gates and host guests as well as protecting them from the virus by implementing digital thermometers, reusable towels and bottles for sustainability practices and safety of the guests. (Hospitality, 2021)

	Economical: The main economic factors affecting Chateau Monfort are the financial crisis after the lock down that decreased the number of the travelers but the hotel is taking into account the financial situation around the world and adapting the prices. (Milesi-Ferretti, 2021)

	Social: The social distancing is to be taken into consideration by Chateau Monfort and for this reason, the hotel have taken all the measurements towards the subject by equipping it with digital transactions, digital check-in and out. (GO Cardless, 2021)


	Technological: Technology in Chateau Minfort needs to be up to date in order to keep up with the latest trends. For example, contact-less payment methods should be available as well as  the latest technologies in rooms such as TV. (Waida, 2021)

	Legal: Chatheau Monfort is having a Global Food Safety Initiative (GFSI) certificate in order to assure the guests that they are deliver quality food and also, the suppliers that deliver products to the hotel need to be certified. (Safe Food Alliance). Also, the hotel is making all the measurements to keep the guests safe.

	
Environmental: Due to the fact that in Milan the weather is moderately continental, the travelers are comming here in all seasons, which makes Chateau Monfort eligible to be occupied on all 12 months of the year. (Climates to Travel, 2021).











Customer Value & Engagement
First of all, in order to create customer value, Chateau Monfort should deliver excellent services so the guests have nothing to complain about. The high quality servicess will make greater the image of the hotel and by this will be created the customer loyalty that goes hand in hand with customer engagement. When a guest is loyal and satisfied by Chateau Monfort then they will recommend it to their friends. (Danurdara et. al, 2016). Moreover, the reviews on the biggest platforms such as Relais & Chateaux, Booking.com and Trip Advisor are important as well as the image on the social media platforms that have the power to generate customer engagement and contributes also in reaching new markets. (Wenzl, 2021). For example,  Chateau Mondort should create a campaign on Instagram in order to sustain a cause and gain visibility as well as conducting surveys in order to find out what guests would like to have in their hotel room and adapt them. 

Effective Use of Digital Marketing
As already Chateau Monfort is present online on several websites, with the use of effective digital marketing, the hotel will be able to expand on the online platforms by e-mail marketing, listing the hotel on Google My Business, performing a good SEO in order to tank the hotel in the top on the seraching engines globally, Nationally and locally. Ads will be used in order to remain in mind of the internet users and be temped to recall the hotel while going on a trip to Milan. The hotel will aslo take use of the influencers that are traveling the world and showimg their followers how amazing are dofferent hotels and cities and make visible Chateau Monfort on social media platforms. (eZee, 2021)

Conclusion
Finally, I think the marketing plan of Chateau Monfort will be sucessfull due to the fact that it encourages customer value and engagement by usinv digital marketing strategies and highlightinv their positive aspects as well as how the hotel is willing to solve the possible threats and weaknesses in order to deliver excellent services for their guests. 
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