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Introduction-

Kotler et al. (2011) stated that Marketing Plan is a written strategy that is designed to achieve certain marketing objectives. By implementing the marketing plan, organisations try to reach the targeted audience and customers. The market plan has been chosen for Castello Banfi Wine Resort owned by winery producer; Resort is located in Montalcino-Italy, in a small village. The Resort is recognised for its ornate decor, old atmospheres, and traditional Italian wine. The goal of this marketing plan is to attract the clients and resurrect the company; As Covid-19 has had a significant impact on the hospitality and tourism industries.






































	
1. Marketing Mix-
Product: 
[bookmark: _GoBack]Major Products include rooms, suites, nourishment, and wine. It is stated that Castello Banfi Wine Resort has only 12 suites and 2 deluxe rooms, along with two restaurants, a stylish pool, a glass museum, a bar. Guests enjoy complimentary wines in their accommodations and have the opportunity to visit a vineyard with the resort's sommelier (Castello Banfi Wine Resort, 2021).

Price:
It has been stated that  In low season, double rooms start at €450 (£383), whereas in peak season, they start at €830 (£707), Breakfast is included in the price(Telegraph, 2021).This restaurant isn't cheap, but it's well worth for the friendly service and scenic surroundings.

Place:
According Castello Banfi Wine Resort (2021) Top hill resort in a village surrounded by vineyards, olive grove and rolling hills resort is located on the on the southern side of the valley near Montalcino. It feels very remote and off the grid, 45 minutes’ drive to Tuscan coast, Customers can have quiet moments at castle-like structure in centre of 7100 acres.

Promotion:
Kotler et al. (2011) stated that Promotions are the set of activities that communicate features and specifications of the products and services to the customers.
Castello Banfi Wine Resort offers Discount vouchers, consumer loyalty programme, and corporate packages for promotional purposes.







2. The Marketing Environment (Micro-SWOT)-

Strength: 
Castello Banfi Wine Resort (2021), a luxury resort with a rich history of Italian heritage. The brand has a high value and belongs to the Relais & Chateaux, located in the centre of a vineyard that produces high-quality wine. The views, historical accents, and terra-cotta tiles are all symbols of Italian culture and taste.

Weakness: 
Rooms at Castello Banfi Wine Resort have very limited pricing flexibility. Furthermore, cost is inclusive of all socioeconomic groups. Vineyard is not visible from all rooms; not allowed to visit castle. Fitness centre is modest, and no spa, last but not away from big town.

Opportunity: 
Castello Banfi Wine Resort's brand image may readily attract high-end customers. In such region, possibilities of new competitors are extremely slim. Resort has ability to build new facilities with similar offerings. According to Castello Banfi Wine Resort (2021), the 7100-acre state might be ideal for destination weddings and other events.

Threat:
Blythe (2011) said, greatest dangers to the firm, is the covid-19 situation and restrictions on client travel. For premium consumers, lack of extra amenities such as a spa, well-equipped gym, and convenient transportation is dispiriting factor. Finally, there are only 14 rooms, thus only few people can stay.










3. The Marketing environment (Macro) PESTEL-

Political: 
Although Italy remains politically stable, impact of Brexit is limiting number of tourists visiting country. Italian hotel business benefits from Trade Block as founding member of Euro and NATO. After Disease outbreak, Italian government implemented harsh public-safety restrictions, leading to enforcement actions against don’t follow.

Economic: 
Under Relais & Chateaux umbrella, resort will receive small investment. Furthermore, the rate of inflation is slightly greater than in 2020.High exchange rate between Euro and US dollar deters Travellers from visiting Italy.

Social: 
According Brassington and Pettitt (2020), to Hospitality business is mainly supported by country's tourism. Tourism in Italy at all-time low due to pandemic. People started staying at hotels as a result of regulating new standard, since number of travellers has exceeded that of 2020.

Technological: 
Resort features fantastic online reservation system, handled by professional team. Customers may quickly acquire ideas from websites about resort's pricing approach, restaurant, and other amenities.

Environmental:
As per Assael (2012), Resort has had no negative effects on environment. Despite fact that waste management is an issue that authority is addressing.




Legal: 
From start of business, Castello Banfi Wine Resort complies with legal duties, including labour law, employment law, tax law.In addition, competition law, health and safety regulations, and environmental protection laws must have followed.


4. Creating Customer Value & Engagement-

Customer value creation:
Castello Banfi Wine Resort must provide customers with value through its services. Services include everything from customer's arrival to their departure from the hotel, including food service and room arrangement.  Hoffman & Novak (2016) said Customers in the hospitality business demands social value, emotional value, and functional value from services
Contact persons, such as room service provider, cooks, and waiters, bear all of customers' values during services, which is why adequate training for the personnel is critical in order to produce proper value for hotel and restaurants.
Resort’s Physical environment contributes in values generation. The hotel's castle-like building and larger rooms with views of vineyard have given it distinct worth and each room is named on the wine produced by Banfi winery.

Customer engagement:
Castello Banfi Wine Resort can build an effective loyalty programme for existing customers as part of its customer engagement strategy. Main objective is to keep existing customers from having to switch hotels. According to Kotler and Armstrong (2017) loyalty programme for existing clients as part of customer interaction, this is first step of rewarding established customers. 
Customer feedback will be essential in meeting customers' demands and interests. Kapferer (2017) said, this hotel will get comments and recommendations for future improvement through soliciting feedback from clients.
Finally, staying informed about recent events and addition of new possessions is essential for keeping client relationships.

5. Effective Use of Digital Marketing-

The term digital marketing refers to the process of establishing and maintaining business internet presence; this includes Google and other search engines, as well as social media platforms like Face book, Twitter, and Instagram. There are too many digital marketing methods in this days and age. Hoyer and MacInnis (2021) said When a corporation tries to pick which process to prioritise, some of the strategies can be daunting. The firm is always on the lookout for the most effective processes and techniques for reaching the greatest number of clients for the least amount of money. As per Ellwood (2012) the vision of digital marketing needs to cover products need, demographic needs and customers’ needs.
World’s population of social media users is massive; advertising on the social media is a realistic choice. Assael (2012) said there are several strategies for the digital marketing process such as email, social media and advertising. Emailing clients with the newsletters and fresh offers is one of the most effective methods used by resort. 
Hoffman & Novak (2016) stated that the websites are the first priority of the customers who will be visited for reservation and contact. As a result, a regularly updated website is an essential component of digital marketing.















Conclusion-
Customers who are satisfied with the marketing features are those who receive a variety of items that fulfil their demands and are of good quality, suitable package, reasonable cost, correct time, and attractive and amusing promotions. In terms of the products, they are well-designed and may provide ease and value to customers.
Castello Banfi Wine Resort must focus on delighting its consumers and steadily increasing their level of satisfaction through well-defined marketing strategy and integration of numerous marketing operations.
In order to acquire consumer satisfaction and achieve long-term survival, company must ensure the quality of its products. Because a firm with a high reputation for quality of its products and the ability to establish consumer confidence and attract them not only wins personal satisfaction and gain, but it also earns a competitive advantage.
According to the marketing plan, Resort has a good chance of recovering after the pandemic. Castello Banfi Wine Resort must concentrate on digital marketing in order to attract more visitors, explore price flexibility, and highlight local events.
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Introduction

•

Castello Banfi Wine Resort

, owned by a 

winery, has chosen a market plan.

• The resort is located in Montalcino, Italy.

• Surrounded by vineyards, olive groves, and 

rolling hills.

• recognised for its ornate decor, old 

atmospheres, and traditional Italian wine.

• Historic stone buildings, next to castle 

transformed into a modern luxury resort.
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Marketing Mix

Product:

• Resort has only 12 suites and 2 deluxe rooms

• Chic pool with a view of the vineyards

• Two restaurants with different menu

• Glass museum

• Bar

• Wine shop
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Marketing Mix

Price:

• Premium pricing strategy.

• Double rooms from €450 (£383) in low season; and 

from €830 (£707) in high. Breakfast included.

• Mid-class and higher-class people are the target 

market.
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P

lace:

• Located in a village on the top of hill.

• Surrounded by wine fields.

• Montalcino is a 20-minute drive away.

• 45 minutes drive to Tuscan coast.

• Banfi winery is on five-minute drive.
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Promotion:

• Offers discount vouchers

• Customer Loyalty Programme

• Corporate packages


Microsoft_Office_PowerPoint_Slide7.sldx
Marketing Mix

Promotion:

Offers discount vouchers

Customer Loyalty Programme

Corporate packages

















image1.jpeg







image2.jpeg














image8.emf
Marketing environment (Micro) SWOT Analysis

Strength:

• Charming location

• Resort in the style of a castle

• Historical touches such as wood beams and terra-

cotta tiles

• Free wines in the rooms  

• Two restaurants with different menus for lunch and 

dinner

• Glass museu
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SWOT Analysis

Weaknesses:

• less flexibility in pricing

• Not every room has a spectacular view.

• Small fitness centre

• Away from the large city

• no visitors are permitted Inside the castle.

• No spa
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SWOT Analysis

Opportunities:

• brand image of resort can easily attract the high 

end customers.

• Ideal for destination weddings and other   events.

• Less chances of competitors in that area
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SWOT Analysis

Threats:

• Covid-19 restriction on the movement.

• low turnover in 2020, there may be less 

investment.

• Low profit due to price increase of 

commodities
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Marketing environment (Macro) PESTEL Analysis

Political:

• Italy remains politically stable

• Impact of Brexit is limiting number of tourists

• The Italian government imposed harsh public-

safety restrictions.

Economic:

• Less chance of investment.

• Inflation rate is higher

• high exchange rate of the Euro and USD
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Marketing environment (Macro) PESTEL Analysis

Social:

• Tourism in Italy at all-time low due to 

pandemic

• Number of visitors is higher than 2020.

Technological:

• Fantastic online reservation system

• Excellent website for the reservation.

• Dedicated online customer care.
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Marketing environment (Macro) PESTEL Analysis

Environmental :

• No harmful impacts of the environment done by 

resort .

•Waste management is concerning issues that are 

being handled by the authority. 

Legal:

Banfi Wine Resort complies with legal duties 

• labour law, 

• tax law

• health and safety guidelines

• environment protection law.
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Customer Values & Engagements

• Create value for the customers through the 

services.

• Ensuring staff training  in order create proper 

values of the hotels.

• Each room is named on the wine produced by 

Banfi winery

• Each suites reflects the heritage with view of 

vineyard

• loyalty program for the old customers.

• Consider feedback from the customers for 

further development.

• keeping update about events and addition of 

new possessions .
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Effective use of digital Marketing

• Emailing newsletter, offer

• Advertisement on over social & electronic 

media

• Website is priority for advertisement
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Conclusion

• The marketing plan explained the core factors 

of marketing

• After the pandemic, the Resort has a decent 

chance of recovering.

• Highlight local area events

• Consider Flexibility in prices

• Need to focus on marketing to attract more 

people.
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