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	Introduction 

Villa Crespi, the 5-star hotel, is the chosen company for designing the marketing plan that aims to define the effective strategies to engage a targeted audience of Italy. With the help of a marketing plan, there is an opportunity for Ville Crespi to understand the customers successfully and allows to examine the strategies of competitors. Since the marketing plan is also helpful for analyzing the marketing environment, therefore the designed marketing plan will focus on facilitating the market (Fotiadis et al., 2018). Added to this, the purpose of the marketing plan will include the use of digital marketing along with the creation of customer value and engagement. 

	
1. Marketing Mix  

Product – 

The villa Crespi will introduce ‘Fitness center’ services to facilitate the customers as currently the hotel of Italy does only have a wellness suite and gym and spa facilities. Based on the demand and changing market trends, the Villa Crespi will add new services for the audience. In the fitness center, there will be personal training, aerobics, pilates, swimming classes, and other fitness-related activities for kids.
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Price -  

The pricing model for the Fitness center by the villa Crespi will be like most of the hotels. Since the fitness center is considered a premium facility for the customers, therefore, the hotel will offer the services by following premium pricing. Based on the other charges of the hotel, the charges for the Fitness center will be around US$ 150 to US$ 180. 


Place – 
Currently, the hotel targets the customer of Italy, and thus, the new services of the fitness center will consider the same region. For facilitating the customers, the hotel will have a direct distributor or vendors contributing to fulfilling the requirements for the Fitness center. 


Promotion – 
In the digitalized era, the best strategy to promote goods and services is to use social media platforms. Thus, villa Crespi will use preferably promote the new services via social media platforms including Facebook, Instagram, and YouTube. Apart from this, the hotel will use direct marketing tactics to introduce the new services in malls, cinemas, and other public places. This will include pamphlets and broachers to share the discounts and promotion offers for the customers.


2. The Marketing Environment
SWOT analysis
Strengths 
Villa Crespi is a 5-star hotel that provides safe and satisfying services away from home. With the safe accommodation facilities, people can enjoy the free space and time away from their homes. The variety of room services like classic room, Junior Suite, Deluxe room, executive suite, and premium suite are also considered as the strength of the hotel. This 5-star hotel contributes to the local economy and thus has significant financial power (Kowalczyk and Derek, 2020). The local attractions around the hotel attract the masses of the community. The hotel offers a high-profit margin because of the boutique, resorts, inclusive resorts, and spa and lifestyle resorts. 
Weaknesses 
The weaknesses associated with the 5-star hotel is high rates since Villa Crespi is a 5-star hotel and has a huge setup cost. Limited facilities as compared to other five-star hotels can be included as a weakness. 
Opportunities
Villa Crespi has an opportunity to expand the business outside Italy. Along with this, the hotel can introduce more services that are of customer’s interest (Kowalczyk and Derek, 2020). With this, the huge scope for technology like including artificial intelligence, upgrading the services, and use of robotics can help to capture a large customer base.
Threat
High competition is a threat for Villa Crespi. 


3. The Marketing environment (Macro) PESTEL 
Political
According to the tax rate, it is required for a person to contribute around 4.00 Euros per person collected by the hotel that might negatively affect the hotel industry, especially after COVID-19. The government of Italy imposed a travel ban that also had a severe impact on the business of the hotel industry and ultimately affected the profit rate of Villa Crespi.
Economic 
The graph mentioned below depicts that Covid-19 has a negative impact on revenue rates of the tourism industry as the loss in demands for hotels is not economical for Villa Crespi (Statista, 2020 a).
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Figure 1 Revenue rate
Source: Statista (2020 a)

Moreover, it has been observed that the inflation rate of Italy is decreasing as compared to the previous year (Statista, 2021). This depicts a positive impact on the economy as the consumers can afford the cost of living and consume in the hotel industry. 
[image: ]
Figure 2 Inflation rate
Source: Statista (2021 b)
Social
The changing customer demand is affecting the hotel industry as the majority of consumers are more concerned about health and cleanliness measures (Matarazzo et al., 2021).
Technology
In the pandemic era, the hotels are adopting advanced technology like robotics and artificial intelligence that might highlight the need for Villa Crespi to shift towards innovation
Legal 
In Italy, there is a specific law for the hotel industry that is important to consider (Diebner et al., 2020). Meanwhile, the legal aspects of investing help to secure the Villa Crespi from serious threats. 
Environment
The hotels in Italy facilitate customers with a friendly and clean environment. The majority of hotels consider climate change, biodiversity, and environmental issues to ensure satisfied serviced for customers (Rapaccini et al., 2020). 


4. Creating Customer Value & Engagement 
After the pandemic lockdown, it is common to observe that consumers’ demands are changing. They are not preferably comfortable visiting hotels until there are safety measures related to cleanliness and ensure the precautious required for social distancing. Considering this, Villa Crespi will create value by targeting the need of customers. By collecting data from social media, the hotel will increase its value by offering fitness center services. This directs to attract customers for a healthy lifestyle. Considering this, the hotel will promote the importance of exercise and physical activity as this is important to combat the virus and health-related issues. According to Kumar and Reinartz (2016) and Beckers et al., (2014), the suitable strategy to increase customer engagement is to increase interaction with customers through multiple channels. As mentioned above, the social media platform will be the attractive marketing channel for Villa Crespi. For developing visitor engagement, Villa Crespi will consider social shares and surveys to attract potential customers (An and Han, 2020; Connor, 2015).  


5.  Effective Use of Digital Marketing 
As mentioned above, the use of social media will be suitable to attract customers. For instance, Villa Crespi will use Facebook for posting the services, discount offers, and promotions. The Facebook platform will also be used for hashtag campaigns (Bala and Verma, 2018). Moreover, YouTube will be used by the Villa Crespi to make advertising by which large customers can be targeted (Todor, 2016). The marketing via Facebook and youtube will help to connect more people with the new services. Through Facebook advertisement, the importance of health will also be promoted and ultimately aware the audience with fitness center services. Along with this, email marketing will also be used to attract the attention of consumers (Muhammedrisaevna et al., 2021; Mandal and Joshi, 2017). Added to this, Villa Crespi will design the website in an attractive manner so that visitors find it eye-catchy to be aware of the services. All these marketing tactics will be managed by social media managers as the overall management team of the hotel will be contributed to targeting the audience (Atshaya and Rungta, 2016). It will be ensured by the hotel to deliver the message of health and fitness while focusing on the current pandemic situation.  
      

Conclusion 
The marketing plan uses the social media platform for attracting the consumers in which Facebook and YouTube will be most suitable. One of the challenges associated with the marketing plan is to manage the campaign and successfully achieve the potential audience. Based on this, it is recommended for the hotel to measure social media activities by using advanced tools. Another recommendation is to set short-term plans to run advertising and other promotional tactics on social media.  
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Characteristic Inflation rate compared to previous year

2020 0.15%

2019 063%

2018 1.24%
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