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[bookmark: _Toc88046490]Introduction 
Meneghetti Wine Hotel & Winery, Croatia is located in a place that is infused with peace and wholesomeness. Geographically, the hotel is in the rural area of Bale. The property of Meneghetti is built with an Istrian white stone mansion followed by the tranquil beauty of the vines and olive trees along with an entrancing Mediterranean atmosphere. The nearby attractions of the hotel are Valle Istria/Bale (3.0 miles), Stancija Collis (3.8 miles), and Makedonija Hill Fort (4.9 miles). 
The purpose of the Marketing Plan is to illustrate the strategy that the company uses to market its product/service to the target customers (Mahoney, 2018). In the marketing plan, the identification of the target market, development of the marketing programs, metrics to assess the responses, and ways to enhance long-term profitable relationships are focused. The marketing plan will be prepared for the front office and back-office team to get a clear direction about the strategy that needs to be followed to achieve the desired marketing objectives. 
[bookmark: _Toc88046491]Marketing Mix 
Marketing Mix elements are the range of marketing tools that the firm uses to pursue attaining the marketing objectives related to the identified target market (Baker, 2020). 
· Product: The hotel used to source the food within a 50km radius for emphasising organic and local food. The close relationship with the local communities and local suppliers has been prioritised by the hotel. Meneghetti has formed a partnership with the suppliers that provide fresh, homemade, and organic vegetables (Meneghetti, 2021). The highly trained chefs used to turn the organic vegetables into Istrian haute cuisine as a part of the traditional recipes (Brassington, 2019). Meneghetti Wine Hotel & Winery used thirty-nine forms of air-conditioned accommodation with minibars and a safe premise for the guests. The convenient on-site amenities like fitness centre, spa centre and others will provide a relaxing service to the guests. In the context of cleanliness, disinfectant is used in the entire property and the equipment is washed at 60 degrees under the disinfectant practices mentioned by the Croatian Tourism Association (HUT-Croatia). 
[image: ]
Sanitisation Activities, Source: https://meneghetti.hr/ 
· Price: Price is the critical marketing mix element that determines the revenue generation of the organisation (Chaffey, 2018). The superior room of Meneghetti Wine hotel & Winery starts from $250, the price is high but reflect the quality for all the services offered.
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Price Chart, Source: https://meneghetti.hr/ 
· Place: Place in the marketing mix element determines the distribution strategy of the organisation (Cheung, 2020). The objective of the place is to ensure high reach and availability. The hotel has enabled web based platforms like mobile applications and websites for creating convenience in the reservation system. Third-party booking agencies like Booking.com are also assisting the people to reserve the property at Bale (Booking.com, 2021). Therefore, the strategic partnership with the third-party booking agencies will increase the reach and availability of the services of Meneghetti Wine hotel & Winery, Bale. 
· Promotion: Meneghetti Wine hotel & Winery, Bale is trying to create a fusion between traditional values and modern thinking. The hotel has clarified that the tradition inherited from the ancestors is focused while designing their accommodation service (Cheung, 2020). The clear brand message has been transmitted to the guest through their website. It has been observed that Meneghetti Wine hotel & Winery, Bale has also emphasised the ‘sales promotion’ to attract the guests at their property. Therefore, sign-up offers are provided to the guests to increase the number of bookings. 
· 
[image: ]
Guest Offer, Source: https://meneghetti.hr/ 







[bookmark: _Toc88046492]Marketing Environment (Micro) 
[bookmark: _Toc88046493]SWOT Analysis 
	Strengths
· Incredible hospitality at an outskirt location of Bale with outstanding food and wine range. 
· The spa, restaurant, and beach club provide superior vale position to the guests. 
· Meneghetti Wine Hotel & Winery, Bale is owned and managed by Relais & Châteaux that have 500 members in 60 countries on five continents. 
	Weaknesses
· The promotional strategy of the property is not effective due to low reach. 
· The enhanced distribution network is missing. 
· The add-on services need to be intensified for increasing the bookings (Freytag, 2020). 

	Threats
· Economic uncertainty has increased after the major hit by the COVID-19 pandemic in the tourism and hospitality sector. 
· The competitive rivalry has increased due to the growth of independent boutique hotels and global chains. 

	Opportunities
· Strategic partnership in the business can increase the service portfolio of the brand. 
· Technological development has increased business efficiency in the form of digital marketing and smart technology. 



The hotel is offering highly personalised service by embedding technology in the service portfolio as a strategy to capitalise on the opportunities related to technological development. 
[bookmark: _Toc88046494]Marketing Environment (Macro) 
[bookmark: _Toc88046495]PESTLE analysis 
· Political factor: The tourism infrastructure has been developed since World War II. It has been observed that cultural heritage and preservation of history have been emphasised by the Government for boosting tourism. 
· Economic factor: As per UNWTO, international tourism has been dropped by 74% due to the COVID-19 travel restrictions. The estimated loss in tourism has been reported around USD 1.3 trillion (Hutton, 2020). Moreover, 120 million tourism jobs are at the risk due to the collapse of the hospitality and tourism industry. Currently, the Croatian Government has emphasised the harmonisation, coordination, and digitalisation of the COVID-19 travel related risk elimination measures for boosting tourism. As a consequence, Meneghetti Bale is using the disinfectant in the entire property and washing the equipment at 60 degrees under the disinfectant practices framed by the Croatian Tourism Association (HUT-Croatia).
· Socio-cultural factor: The taste and preferences of the customers are changing due to globalisation in the business (Patterson, 2018). In the case of the hospitality sector, the frequent change in consumer behaviour can be observed in the terms of personalised services, add-on facilities, destination management, etc. The shorter product life cycle has also increased the operation cost of the hotel. 
· Technological factor: The rapid development in the technology and proliferation of the internet has influenced the business operations of the hotel. Meneghetti, Bale has acknowledged the utilisation of the SMART technology in delivering personalised services to the guests and to ensure a contactless service delivery process. 
· Legal factor: The regulatory norms increased the administrative activities of the organisation. For example, hotels operating in Croatia must adhere to the compliances under the Hospitality and Catering Industry Act 2015 in the terms of working hours, service delivery process, safe working practices, etc (Rutin, 2019). 
· Environmental factor: The climate change issues, and rising pollution level has influenced hotels to adopt sustainable practices. Meneghetti Wine Hotel & Winery used to source the food within a 50km radius for emphasising organic and local food (Ateljevic, 2020). The close relationship with the local communities and local suppliers has been prioritised by the hotel to support the ethical sourcing activities. Meneghetti has formed a partnership with the suppliers that provide fresh, homemade, and organic vegetables. 
[bookmark: _Toc88046496]Customer Value 
Customer Value signifies the total benefits that the organisation promises to the customers in return for their payment (Kingsnorth, 2019). Meneghetti has formed a partnership with the suppliers that provide fresh, homemade, and organic vegetables. The hotel is also offering an exclusive range of wine. Considering the COVID-19 pandemic, sanitisation to the entire property and washing the equipment at 60 degrees under the disinfectant practices framed by the Croatian Tourism Association (HUT-Croatia).
[bookmark: _Toc88046497]Effective use of Digital Marketing
Social Media marketing is one of the effective digital marketing strategies that use social media platforms (Facebook, YouTube, Instagram) to connect the audience with the brand and also to drive the website traffic (Kotler, 2019). Currently, 4.48 billion people across the world are actively using social media platforms for the sake of connectivity. The reach of the social media advertisement is high and thereby supports the Brand to promote its services (Leeflang, 2019). Interaction with the guests or leads can be done efficiently with social media platforms. 
[bookmark: _Toc88046498]Conclusion 
To conclude, the report has provided a marketing plan by developing the marketing programs, and metrics to assess the responses for enhancing the long-term profitable relationship. The marketing plan is prepared for the front office and back-office team to get a clear direction about the strategy that needs to be followed to achieve the desired marketing objectives. 
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Superior Room

1King bed - Approximately 28sqm / 301sqft

Desk

The Superior room is a comfortable room for two persons
Vineyards view

En-suite bathroom with walk-in shower - Makeup mirror -
Hairdryer - Bathrobes - Slippers - Weighing scale
Complimentary WiFi - Television - Telephone

Air conditioning - Heating - Minibar - Safe deposit box

No extra bed possible - 2 Persons maximum

.. less

(from) US$ 511.52
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Vintage Suite

o 1King bed - 65sqm / 700sqft

e Sitting area - Desk

o Balcony - Greenery and olive trees view

o ltfeatures a built-in fireplace (unavailable for use during
summer months), antique furniture, timber beams and
hardwood floors, and overlooks the Meneghetti Vineyards

from its windows

... more

(from) US$ 71612
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JOIN THE MENEGHETTI CLUB

RECEIVE OUR BEST OFFERS & ENJOY PREFERENTIAL
RATES!
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Marketing plan

» Marketing plan of Meneghetti Wine Hotel &
Winery will include the development of the
marketing programs and metrics to assess the
responses of the guests for the purposeof enhancing
the long-term profitable relationship.

> Marketing Objectives include attracting more
guests, creating hedonic effect on the mind of the
customers, attractive promotional strategy in the
post-pandemic period.

» Integrated digital marketing strategy will be focused
to attract the guests across the world that want a
peaceful place for spending their vacation.
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                      Marketing plan   M arketing plan of  Meneghetti Wine Hotel &  Winery will include the development of the  marketing programs and metrics to assess the  responses of the guests for the purpose  of enhancing  the long - term profitable relationship.  Marketing Objectives include  attracting more  guests, creating hedonic effect on the mind of the  customers, attractive promotional strategy in the  post - pandemic period.  Integrated digital marketing strategy will be focused  to attract the guests across the world that want a  peaceful place for spending their vacation.   


image9.png
Meneghetti Wine Hotel & Winery,Croatia is a
superb property build in Istrian white stone mansion.

Geographically, the hotel is located in the rural area
of Bale.

The Mediterranean cuisine with local ingredients
like home -produced olive oil has been served to the
guests with property’s ownwines.

The hotel offers an exclusive range of wines to the
guests.

Sanitisation to the entire property and washing the
equipment at 60 degrees under the disinfectant
practices framed by the Croatian Tourism
Association (HUT -Croatia) are followed.
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                          Product            Meneghetti Wine Hotel & Winery,  Croatia is  a  superb property build in Istrian white stone mansion.  Geographically, the hotel is located in the rural area  of Bale .   T he Mediterranean cuisine with local ingredients  like home - produced olive oil has been served to the  guests with  property’s own wines.   T he hotel offers an exclusive range of wines to the  guests.   S anitisation to the entire property and washing the  equipment at 60 degrees under the disinfectant  practices framed by the Croatian Tourism  Association (HUT - Croatia) are followed.
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Price is the critical
marketing mix element that
determines the revenue
generation of the
organisation.

The price for this location
is high but reflects the

quality for all the services
offered:

-indoor and outdoor pool
-private beach

-eco friendly products used
in every room

-the food is prepared with
organic local products
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                                     Price            Price is the critical  marketing mix element that  determines the revenue  generation of the  organisation.   The price for this location  is high but reflects the  quality for all the services  offered:  - indoor and outdoor pool  - private beach  - eco friendly products used  in every room  - the food is pre pared with  organic local products   
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Place in the marketing mix element determines
the distribution strategy of the organisation with
an objective to enhance reach and availability.

The hotel has enabled web based platforms like
mobile applications and websites for creating
convenience in the reservation system .

The strategic partnership with the third -party
booking agencies will increase the reach and
availability of the services of Meneghetti Wine
hotel & Winery, Bale.
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                            PLACE       Place in the marketing mix element determines  the distribution strategy of the organisation with  an objective to enhance reach and availability.   The hotel has enabled web based platforms like  mobile applications and websites for creating  convenience in the reservation system .   T he strategic partnership with the third - party  booking agencies will increase the reach and  availability of the services of  Meneghetti Wine  hotel & Winery, Bale.
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JOIN THE MENEGHETTI CLUB

RECEIVE OUR BEST OFFERS & ENJOY PREFERENTIAL
RATES!

Promotion

Meneghetti Wine hotel & Winery, Bale
is trying to create a fusion between
traditional values and modern thinking.

Meneghetti Wine hotel & Winery, Bale
has emphasised on the ‘sales
promotion’ to attract the guests at their

property.

Sales Promotion create hedonic effect
on the mind of the customers.
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                             Promotion   Meneghetti Wine hotel & Winery, Bale  is trying to create a fusion between  traditional values and modern thinking.   Meneghetti Wine hotel & Winery, Bale  has emphasised on the ‘sales  promotion’ to attract the guests at their  property.   Sales Promotion create  hedonic effect  on the mind of the customers.        
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Digital marketing
Strategy

> Social Media Marketing is one of the
effective digital marketing strategies that
use social media platforms (Facebook,
YouTube, Instagram) to connect the
audience with the brand.

> High brand reach to the customers due to
large number of social media users.

> 4.48 billion people across the world are
actively using social media platforms for
the sake of connectivity.

» Cost Effective advertisement activity
through social media integration.

the brand

Turning
customers
into
advocates
Driving
Sales
Improving

Customer
Retention

Growth of

Awareness Followers

Comments,
likes

Engagement

Conversions Website clicks,

e-mail

Testimonial,
social media
sentiment

Consumer
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                           Digital marketing  Strategy   Social Media Marketing  is one of the  effective digital marketing strategies that  use social media platforms (Facebook,  YouTube, Instagram) to connect the  audience with the brand.   High brand reach  to the customers due to  large number of social media users.   4.48 billion people across the world are  actively using social media platforms for  the sake of connectivity.   Cost Effective advertisement activity  through social media integration.                          Business  Objectives  Social Media Goal  Metric(s) Growth of  the brand  Awareness Followers Turning  customers  into  advocates  Engagement  Comments,  likes  Driving  Sales Conversions  Website clicks, e - mail  Improving  Customer  Retention  Consumer  Testimonial,  social media  sentiment
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