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[bookmark: _Toc127574446]Introduction
The purpose of this report regarding the marketing plan of the Hyatt Centric Milan Centrale in Milan, Italy, is to identify marketing opportunities and pragmatically create marketing communication. The report will utilise the 5C model for situation analysis. Mainly, the SOSTAC model is used to create the marketing plan for the hotel. 
[bookmark: _Toc127574447]Situation analysis
[bookmark: _Toc127574448]5C’s analysis
[bookmark: _Toc127574449]Company
Strength
This hotel is situated in a prime location in Milan that is very close to the local transportation hub and popular attractions, including several business and conference centres. The strong brand recognition and reputation as a part of the Hyatt Hotel chain is another strength of this hotel (Barrow, 2019). 
Weaknesses
The competition is considerably high in the hotel industry in Milan, with a range of options available to travellers (Brassington and Pettitt, 2020). For business travellers, there are other good alternatives with more budget-friendly options. 
Opportunities
It will be wise to collaborate with local tour operators and businesses to create packages that offer unique experiences to guests, especially business travellers (Chaffey and Ellis-Chadwick, 2019). It will be a great move to expand marketing efforts through both offline and online channels to acquire new customers. 
Threats
There is a wave of economic instability in the area, which could hurt tourism and travel in the long run (Dave, 2021). On the other hand, changing consumer preferences and expectations even in the post the COVID-19 pandemic era could influence the hotel to adapt its services and marketing strategies (UNWTO, 2021).
[bookmark: _Toc127574450]Customers
There are three prime features for this particular hotel, and these are the nearby public transportation hub, popular tourism attractions, and nearby growing business and conference centres (Hyatt Hotels Corporation, 2021). Considering these, business travellers aged 35–55 with a high level of education and a moderate to the high level of income could be chosen as the most suitable customer segment and targeted. For instance, this hotel management can offer different budget-friendly packages for short to medium stays for business travellers that could be slightly below what its competitors are charging in the same business operational area. 
[bookmark: _Toc127574451]Competitors
Considering the perceptual mapping analysis, two factors can be observed, and these are high price and luxury (Hyatt Centric, 2022). Therefore, this hotel can be considered a moderate-to-high-quality hospitality business. Its high price must be justified by consistently providing high-quality services to guests. According to Bowman's Strategy Clock, a focused differentiation strategy will be the most suitable strategy for this hotel (Lee et al., 2020). 
[bookmark: _Toc127574452]Collaborators
Collaborating with local tour operators and businesses to create packages that offer unique experiences to business travellers is the only way to take advantage of campaigns and this marketing opportunity (Brady et al., 2019). Again, putting more effort into marketing, including social media, and attracting this kind of customer will lead to great results. 
[bookmark: _Toc127574453]Climate
Political
Political stability, the regulatory environment, and the tax policies of Italy and the EU could impact the hotel's operations and profitability shortly (Clark et al., 2019). 
Economic
The hotel industry is always sensitive to changes in the economic environment, such as the COVID-19 pandemic, changes in exchange rates, inflation, and consumer spending. 
Sociocultural
Cultural factors such as the business environment, art and fashion, design, and cuisine are important drivers of the city's tourism industry (PR Newswire, 2019). Milan has the touch of all of the above factors. 
Technological
Guest experience for hotel stays nowadays also depends on technological advancements such as online booking platforms, mobile apps, digital marketing channels, etc. (Ryan and Jones, 2021). Therefore, the hotel also needs to keep up with technological changes. 
Environmental
Climate change, pollution, and sustainability are becoming more and more important to both consumers and government officials (UNWTO, 2021). To attract businesspeople from SMEs and large corporations, this hotel must maintain its green business status. 
Legal
The hotel should comply with local and international legal and regulatory requirements, such as health and safety regulations, labour laws, and data privacy regulations (Liang et al., 2020). These are a few common requisites for sustaining business in Milan and attracting business travellers. 

[bookmark: _Toc127574454]Objectives
According to the 5C analysis, there are a few possible objectives for Hyatt Centric Milan Centrale. 1. Through targeting business travellers and leveraging the hotel's location and amenities, the hotel could aim to increase its occupancy rates and revenue per available room (RevPAR) within 6 months
2. Through using targeted marketing campaigns and digital channels, the hotel could aim to improve brand awareness and attract more direct bookings from business travellers/corporations within 6 months.

[bookmark: _Toc127574455]Strategy 
With a range of facilities, including opulent rooms that are created with comfort and style in mind, the Hyatt hotel will provide a magnificent experience unlike any other in the region. The Hyatt hotel will continue to have a committed team that gives each guest personalized treatment and goes above and beyond to make their stay exceptional.
With a prime location in the heart of the city, Hyatt hotel will be the perfect choice for both business and leisure travellers who value convenience, comfort, and luxury.
Since the primary target customers will be the business travellers, Hyatt hotel needs to communicate with the travellers differently. One of doing it would be approaching the corporate offices and convince the offices to accept the Hyatt hotel as their go to destination when doing business sin this area. Another ideal strategy would be promoting the services and values in the airports, inside the planes, and delivering the brochures.  
[bookmark: _Toc127574456]Tactics
Product
Hyatt Centric Milan Centrale should ensure that its rooms are clean, and comfortable with modern amenities such as Wi-Fi, air conditioning, and a mini-fridge. The hotel could also offer additional services, such as room service, laundry, and transportation so that business travellers can be attracted (Hyatt Centric, 2023).
Price
Hyatt Centric Milan Centrale's pricing strategy should be competitive as there are alternatives for business travellers. Again, the hotel should also consider pricing strategies such as dynamic pricing, seasonal discounts, and loyalty programs to attract business travellers and retain customers (Barrow, 2019).
Place
As this hotel is situated in Milan Central, it provides easy access to transportation and other attractions (Donati and Di Vaio, 2023). This hotel must provide express transportation solutions for business travellers only. 
Promotion
This hotel should promote its services through a mix of traditional and digital channels. Traditional channels could include print ads in travel and business magazines and brochures. Digital channels could include email marketing, social media, search engine optimization, and paid online advertising (Chaffey and Ellis-Chadwick, 2019). 
[bookmark: _Toc127574457]Action
	March 2023
	April 2023
	May 2023
	June 2023
	July 2023
	August 2023

	Renovating hotel rooms 
	Renovating hotel rooms
	Start to offer renovated rooms and express transportation solutions at competitive prices 
	Start to offer renovated rooms and express transportation solutions at competitive prices
	Start to offer renovated rooms and express transportation solutions at competitive prices
	Start to offer renovated rooms and express transportation solutions at competitive prices and evaluate the outcome

	Design marketing promotional/ communication strategies 
	Implement marketing promotional/ communication strategies
	Start to target and acquire business travellers 
	Start to target and acquire business travellers
	Start to target and acquire business travellers
	Start to target and acquire business travellers and evaluate the outcome 



The above action plan is completely based on the 5Cs analysis and the core marketing opportunity for this hotel. Therefore, this action plan can be considered the most suitable course of action. 


[bookmark: _Toc127574458]Control
The hotel can measure success based on 3 particular factors. If these factors show positive growth, it can be understood that the overall marketing plan is in proper control and fruitful. These are - 
1. Increased number of customers (specifically business travellers)
2. Strong positive attitudes towards the brand and this particular hotel such as through frequent returning customers (Ryan and Jones, 2021)
3. Increased profit 
[bookmark: _Toc127574459]Conclusion
By targeting business travellers specifically, this hotel can leverage the marketing opportunity and achieve success quickly. Proper implementation of marketing strategies and tactics can result in increased profits and customer loyalty. Ultimately, the hotel has the potential to become a hub for business travellers in Milan.
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Company

Its strengths are location and brand value. Its weakness is high competition. Its great
opportunity is to target business travellers. Its potential threat is the italian and global
economic turbulence that will affect hospitality industry in Italy.

Customer

Target customers are aged between 35-55 years old with high level of education and
moderate to high level of income.

Competitors

Hospitality market in Italy is highly competitive. Ritz carlton or IBIS are the biggest
competitors of Hyatt Centric Milan Centrale.
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5C analysis

Collaborators

Collaborating with local tour and
transport operators will be beneficial.

Climate

Target customers are aged between
35-55 years old with high level of
education and moderate to high level
of income.
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Strotegy

Main areas of differentiation are-

- opulent rooms that are created

with comfort and style in mind

- Have a committed team that
gives each guest personalized

treatment

- A prime location in the heart of

the city
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Tactics
Product

The services by Hyatt Centric Milan Centrale
are excellent but it should add express
transportation services for business travellers.

Price

Price should be competitive enough to beat the
competitors.

Place

The location of the hotel is excellent and it is
well positioned in the hospitality market in Milan
too.
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Control

[ Increased number of customers
(specifically business travellers)

[ Strong positive attitudes towards the
brand and this particular hotel such as
through frequent returning customers
(Ryan and Jones, 2021)

[ Increased profit

1"




image12.jpeg
3 It is vital to target the specific
target group properly as all the
marketing strategies and tactics
are planned for business travellers
only.

3 Upon implementing all these, this
hotel will get good returns in terms
of increased profits and new loyal
returning customers.

12




image13.jpeg
Barrow, C. (2019). The business plan workbook. 10th dition. Nevw Yorkc Kogan Page
Beltrame, F., & Ferri, M.(2021). The ltalian hospitaliy sector Joumal of Touism Futures, (1), -15.

Brassington, ¥, & Petttt, S, (2020) Principles of Marketing 11th edition. London: Pearson.

Chaffey, D, & Elis-Chadsvick, F. (2019). Digitl marketing. 10th editon. London: Pearson.

Dave, C. (2021). Digital marketing for dummies. 6th edition. Londor: Wiley.

Donati, AV, & Di Vaio, A (2023). lalian tourism industry:a regional analysis. Coreent Issuesin Tourism, 1.7, htps:/doi.org/10.1080/13683500 2020.1803668
Hisrch, R. D, Peters, M. . & Shepherd, D. A (2017). Marksting Management. Sth edition. London: MecGrav.-Hill Education.

Hiyatt Centric. (022). Hyatt Centric Milan Centrale htps:/wwv hyatt com/en-US hotelifaly yat-centric-milan-centrale milhc.

Hiyatt Centric (2023). Travel with care. Hyatt Centric.hitps:/www yatt comhyatt-cenric/mspet-hyatt.centric-mian-centrale

Hyait Hotels Corporation. (2021). Hyatt announces costsaving measures 2nd an extended cancelation policy in tesponse to the COVID-19 pandemic. Hyatt
Newsroom. htps?/swwv hyattcomien-USinfolcoronavirus-statement

Kim, ., Kim,§., & Lee, H.(2020). Hospitality industry customer experience and sasfacion i Ialy. Intemational Journal of Hospitality Managemen, 91, 102713
Kotler, P, Keller, K. L. & Brady, M. (2019). Markeing management. 12th dition. London: Pearson

Osterwalder, A, Pigneur, Y., & Clark, T. (2019). Business model generation: A handbook for visionaries, game changers, and challengers. 6t dition. London: John
Wiy & Sons.

PR Newswire. (019). Hyat amownces plans for Hyat Centric Mian Centrle, marking the entry of the Hyat Cenric band into Ily
s/ praewstwie com ews-teleases yatt-announces-plans.for-hyat-ceniric-mian-centale-marking:the-eny-of.the-hyatt.centric-brand-into-ialy-
300957985 html

Ryan. D. & Jones, C. (2021). Understanding digital marketing: Marksting stcateies for engaging the igital generaion. Sth dition. Manchester: Kogan Page.
UNWTO. (2021). Impact assessment of the COVID-19 autbreak on intermational tourism. hps:/wwww uawto orgimpact-assessment.of-the-covid-19-oufbreak-on-
intermational-tourism

Wang, D, Li, X, & Liang, Q. (2020). Theimpact of COVID-19 on the tourismindustry-a perspectivefrom Hyat Hotel Chain. Annals of Tourism Research, 102961

13




image1.jpeg
Marketing Essentials
Module code: BMIH4005
Assessment 2

Component B - Presentation

Student ID:





image2.jpeg
Contents

Introduction
Situation analysis
Objectives
Strategy

Tactics

Action

Control
Conclusion
References




image3.jpeg
Introduction and Marketing Opportunity

o

This presentation will identify
marketing opportunities for Hyatt
Centric Milan Centrale.

O This hotel has endless
possibilities for its prime location,
facilities, and brand value.

O Business traveller can be

targeted and provided with top-

notch services only customised
for them

Suitable marketing strategies will

aid the hotel management to

yield expected results

o





