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Introduction:
Castel Fragsburg Hotel began in 1954 with six businesses on the way from Italy to Nice and has now expanded to a portfolio of 225 of the world's greatest fine dining, each fully autonomous and entirely distinct. Alongside each of these wonderful homes are the institution's similarly distinctive members - chefs, hoteliers, and hosts with a profound passion for hospitality and the simple art of lived well?
The Lumières & Best possessions brand has traditionally taken a back place to the particular brands of the membership hotels and the membership individually, some of whom are the nation's leading cooks and businessmen. There was a reason why Castel Fragsburg & Châteaux drew these distinct, devoted, and award-winning personalities. And there was a powerful bond that bound them together, but no one knew how to describe it to their guests, workers, correspondents, or the majority of the world. Castel Fragsburg Hotel recognised that in order to move forward, it required to completely unearth, define, and convey its brand narrative, therefore strengthening its capacity to leverage that identity to better unify its membership, attract visitors, and drive bookings to locations. Castel Fragsburg Hotel also wanted to use their brand narrative as a platform for new tactics, programmes, and activities, carving out a distinct place for itself in the complicated and busy world of hospitality via thought, word, and action.
Marketing mix 
It is a term, which can be defined as the combination of actions or the strategies that a business uses to promote its brand, product or the services in the market. (Economictimes.indiatimes, 2021). Below is the picture explaining the Marketing Mix components for a Business. 
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Successful Marketing Mix Strategy: 
[bookmark: _GoBack]The Marketing Mix Strategy is a combination of an interrelated factors which can be termed as 7P,’s. The only aim is to satisfy the target customers more than your rivals in the market so that they are attracted to your services or products more than the others out there. We look at the effective marketing plan of Coconut Bliss using the 7P’s of the marketing mix
Castel Fragsburg
This study provides an in-depth analysis of Castel Fragsburg Hotel marketing mix. Castel Fragsburg is a restricted luxury hotel based in the Italy. Woolworths created it in 1954. It is mostly active in the Italy, but it also has a foothold in a number of other nations.
Product:
Castel Fragsburg Hotel offers a number of lodging options to suit a wide range of customers. The hotel's family rooms, for instance, offer a separate bedroom for adults, two pull-out or sofa beds for kids, and a cot for a baby. Intertwined rooms are available at certain hotels, allowing parents to keep an eye on their children. Individuals, dormitories, and combination apartments are the most common room types.
Place:
In addition to the Italy, Castel Fragsburg Hotel has hotels in the United States, Ireland, France, and Germany. The hotel's software and applications allow customers to book rooms right away. They can also do so by using third-party companies like Booking.com, Lastminute.com, and others. Despite the fact that Relais & Châteaux emphasises travel arrangements, consumers may also make bookings via phone.
Price:
There are numerous price choices available at Castel Fragsburg, comprising Flex, Semi-Flex, Develop, Regular, and Non-Flex rates. As a consequence, customers are provided a wide range of options. Flex is perhaps the least flexible option, enabling them to withdraw or amend their reservation until 1 p.m. on the day of their arrival. In particular, the hotel uses a pricing segmentation strategy to provide customers with the best possible budget.
Promotion:
Advertising is an important component of Castel Fragsburg Hotel business strategy. The hotels increased its spending on marketing across several channels, including outdoors, broadcast, paper, internet, and online networks. It plans to spend £20 million in advertising by 2022, with a special emphasis on expanding its increases access.
MARKETING PROCESS – An Overview
There are five main ideas to keep in mind throughout the marketing process. These ideas are key to the marketing strategy of Coconut bliss. Included in these marketing ideas are both current and forthcoming trends that every savvy company should include into its strategies. Product, sales, production, marketing, and community are the building blocks of every successful advertising strategy.
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Consumer psyche-based production concept. Customers are drawn to conveniently accessible, competitively priced items. To fulfil customer demand, a firm must raise its operating capacity and production pace.
Consumers want value for their money. They'll choose the company's quality and inventive marketing technique. This principle should be addressed while selling items that benefit customers.
Current selling strategies involve actively advertising things in the market rather than concentrating just on the products. This allows the firm to determine customer requirements.
The notion explains the need to focus on customers for product and service delivery. To face the competitive market, business associations must promote the value of their products and services. Business brand value should be increased for target consumers.
This notion illustrates marketing that addresses long-term societal value. Businesses used to prioritise customer requirements. We compare two brands of speedier automobiles on the market. The belief that such automobiles cause pollution threatens society's long-term wellbeing. Societal Marketing is employed to convert these automobile brands to lead-free fuel. Marketing strategies are often used for social reasons like anti-smoking campaigns. 

MARKETING MANAGER- Roles & Responsibilities
Marketing Managers promote businesses, products, and services. They guarantee the company conveys the proper information to attract and retain customers. The Marketing Manager prepares and handles email campaigns, events, and social media advertising. Depending on the organization's size and design. Smaller businesses often take a "do everything" strategy, whereas larger businesses with proven digital products concentrate on their goals and objectives. Managers must create, assemble, and launch plans and campaigns in every company. They work with production and sales. Here are their duties:
Marketing managers operate on a senior's or team leader's strategic strategy. This technique is vital to market competitiveness. These managers execute the marketing strategy via highlighted roles.
Businesses must create unique ads and initiatives. Marketing Managers are responsible for creating these strategies and ensuring they align with the company's strategic objectives. They plan future campaigns and initiatives.
Marketing managers develop the content strategy and publishing schedule to meet the company's goals. They may also write blog posts, edit ad copy, produce marketing insurance materials, or write meta descriptions to boost SEO results.
Some marketing managers prioritise event planning. This includes introducing items on a broad scale using current tactics like Webinars.
Modern marketing managers maintain excellent media relations to promote the company's message and image. They must also deal with partners, advertising agencies, and suppliers.
While these managers monitor and manage their own initiatives, they may also handle campaign funds and tools. They lead graphic designers and content developers in their marketing teams.
Marketing managers operate as a bridge between departments and take the lead while doing so. Their jobs include keeping everyone updated on marketing initiatives and answering inquiries about their marketing tactics and plans.
Marketing managers frequently aid sales. They may be responsible for anything from creating instructional materials to educating sales personnel on how to sell things.
Tracking, evaluating, and reporting sales effects are common jobs for marketing managers. This helps them reach the correct consumers and keep them interested in their offerings. They may also evaluate market competitors, develop industry trends, and report to appropriate departments for improvement.
Marketing managers now have additional jobs that demand specific skills, such as search engine marketing and marketing automation. 
(Aha.io, 2021)
MARKETING ROLE: Importance
· Marketing creates items and services for sale to customers. The bundle includes items and prices. Marketing creates a value-exchange ecosystem. Marketing separates customers, their wants, and how much they value having them met.
· Marketing explains how the product satisfies the needs and wants of consumers. It encourages additional value to their purchase.
· Marketing describes goods and services, why they're needed, and who makes them.
· Marketing is also responsible for listening to customers and communicating to suppliers how effectively they're meeting customer wants and growth opportunities. Marketing influences the transaction space and conditions, as well as the customer experience.
Marketing Creates Value for Customers
According to Theodore Levitt, all businesses exist to "find and maintain consumers." Marketing is much more than promoting, selling things, and creating money when it comes to attaining corporate objectives. It creates value by connecting people, goods, customers, and enterprises. 
MARKETING FUNCTIONS- Key Elements
Advertising, financing, distribution structure, and so on are all part of the marketing role.
Marketing functions include:
Market research is important for businesses. Without competent surveys and research, marketing is almost impossible. This procedure gathers data on all business-measurement components. Only research can provide market data, logistics, funding, raw materials, resources, and other business opportunities. It's a critical part of a company's marketing strategy.
After gathering all the research data, it's processed and reviewed to determine the business's strengths and shortcomings. On the business's strengths and weaknesses. This information helps us develop a company plan. These tactics help firms compete in the market and thrive. The strategies are based on market research's reality and prospects.

After Research and Strategy, Marketing Planning is the most critical step. At this level, sales data, financial planning, communication, and distribution are significant marketing variables. This organization's planning department has a timeframe to follow to develop strategies to meet objectives.
Tactics are short-term initiatives to attract customers to your goods or services. They include limited-time deals, like buy one get one free, that boost marketing plans. It helps corner competition and showcase offers.
Evaluation and study of marketing's primary aspects. Key marketing roles and other organisational units are covered below.
SWOT Analysis:
This is a thorough examination of Castel Fragsburg Hotel SWOT. Its goal is to investigate the advantages and disadvantages of Castel Fragsburg. It also aims to look into some of the possibilities for opportunities development that the hotel may explore, including the dangers that it should pay appropriately in order to create suitable safeguards.
Strengths 
Strong presence in the UK
Castel Fragsburg operates 10 hotels in the United Kingdom, totaling approximately 1100 rooms. Each month, it services nearly five million consumers. It also has a considerable range of accommodation in Germany.
Locations
Numerous Castel Fragsburg Hotels are conveniently located near airlines and important places of interest. Some of the establishments are also within walking distance of universities. This allows various customer groups to remain near to their desired location.
Weaknesses
Limited international occurrence
The widespread appeal of Castel Fragsburg is restricted. In compared to other technology companies, Holiday Inn only operates in a small number of countries.
Refund Issues
Castel Fragsburg Hotel has been accused of refusing to pay guests who booked vacations in parts of Wales that were closed due to regulatory restrictions. As a consequence, many customers have been unsatisfied.
Opportunities:
New markets
The first possibility to address in Castel Fragsburg SWOT analysis is the investigation of new markets. Castel Fragsburg has moved into the Province of Ireland after a spectacular debut in France. Traveling to different countries and locations is beneficial.
Some establishments have been testing fashionable bedroom interior and décor, which is a pleasant revelation for cheap hotel visitors.
Threats
Competitors
Holiday Inn, Easy Hotel, and Ibis are Castel Fragsburg Hotel main competitors in the same low-cost hotel category, but Marriott and many other individually managed and run restaurants also compete.
PESTLE:
The PESTLE Analysis of Castel Fragsburg looks into the brand's business practises. The PESTLE Analysis of Castel Fragsburg looks at the many environmental factors that impact the firm, such as political, economic, social, and technological (PEST) factors, as well as compliance with moral issues. The PESTLE Analysis examines the external factors that affect the company's success.
Political Factors:
The Castel Fragsburg hotel and recourse chain is one of the most well-known in the world. Although hotels must cope with governmental issues in the many nations where they function, the country's political integrity becomes a vital consideration. People will be unwilling to visit an insecure nation for recreation or job, lowering the number of travellers and, as a result, significantly influencing hotel profits.
Economic Factors:
The hotel industry is influenced by economic factors both directly and indirectly. These factors are outside the firm's control, but they have an influence on overall expenditures. It considers the government’s equity income, yearly volatility, average increase, and GDP, among other things. Because Hilton Hotels has a network of high-end hotels, it should focus on countries with rich communities.
Social Factors:
The Castel Fragsburg hotel brand is already well amongst foreign travellers. Consumption, demographics, population concentration, culture, demographic proportion, and other social influences all have an impact on hotel financing. As people's income rises, their financial circumstances change.
Technological Factors:
Technology is continually evolving in intensely challenging marketplaces. A company cannot afford to neglect these factors in strategies to succeed with a large number of competitors. To increase the price sensitivity they deliver to their visitors, Castel Fragsburg hotels must update their technology as necessary.
Legal Factors:
Concerns of law and politics are intricately linked. The diverse regulations of the nations in which Castel Fragsburg hotels function should be thoroughly investigated. Restrictions are continually changing; as a result, the company must be informed of these alterations and be prepared to create the necessary adjustments in the organisation to compliance with regulations.
Environmental Factors:
People are increasingly aware of the need of environmental conservation. They keep a careful eye on which companies are practicing good waste administration and what they are doing to help the climate. Hotel companies are frequently chastised for harming the atmosphere.
Conclusion:
This report investigated the recent advertising techniques of Castel Fragsburg hotels in the Italy. The research provides information into the hotel's present modest advantages, challenges, and opportunities. The report went on to make ideas for distributing with both the inadequacies and the possible. In average, the hotel's modern advertising approach is operative in conserving its competition in the higher upmarket market. However, the possibilities that are arising as a consequence of an increase in the number of intermediate revenue producers throughout the world pose a challenge to the hotel since its approach will not be able to fully capitalize on those prospects. As a result, the paper proposed many options for broadening the hotel's advertising plan in order to increase its competition by not only remaining relevant in the higher upmarket market, but also integrating into the middle-class market.
The further data hotels have about their visitors, the better they will be able to categorize them. Good categorization leads to effective advertisement and targeted value-added solutions that increase income and customer satisfaction. Hotels should spend time getting to know their customers, what they like and dislike, when and how they book, and why they stay. It's a good idea to gather such information at different stages along the customer journey, save it, evaluate it, and use it for subsequent segmentation, pricing, and promotional strategies.
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