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The government of Italy has declared business incentives for
the hospitality industry. Core revenues are being generated
from the tourist industry of the country. Thus, the businesses
are getting financial assistance from the government of the
organisation (Wilson, 2018). The marketing managers of
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The government of Italy has declared business incentives for the hospitality industry. Core revenues are being generated from the tourist industry of the country. Thus, the businesses are getting financial assistance from the government of the organisation (Wilson, 2018). The marketing managers of Hermitage hotel and spa can make effective usages of this assistance. They can spend a good portion of money in promoting the services through formulating an effective marketing plan.
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1. Highlighting Health Safety Measurements: The management of Hermitage hotel and spa has implemented the local and international regulations regarding health safety against Covid-19. The marketing managers can highlight these factors to the potential local and international tourists. This will help the organisation gain competitive advantages over the competitors (Davidson, 2019).
2. Taking the Geographical Advantage: The hotel is located at a prime location in Italy. Thus, the management of the organisation is getting benefits in exposed to large number of local and international customers from major cities like Turin, Milan and Geneva. The marketing managers can make heavy digital and traditional promotions in these areas to attain more customers after the global pandemic
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3. Emphaising on Aesthetics: The marketing managers of the organisation try to highlight the natural beauty surrounding the hotel. It is established over mountains which extends the natural beauty of the hotel (Tensils, 2018). Both local and international tourists are welcome to the place. 
4. Cashing on the Social Phenomena: The Italians are well known for their hospitality. Besides, the people of the country also love travelling. These social factors can be well used by the marketing managers of the Hermitage hotel and spa. Packages and special offers can be designed by the marketing managers in order to attract more tourists to the hotel. The natural beauty of the hotel can be highlighted in the promotional contents. Thus, it is believed that more visitors can be attracted (Cathonic, 2021).

[image: image5.png]Functional poqtlomng, of The hotel





The functional positioning of the hotel is attracting customers through luxurious designs and lights.

Section – 2: Marketing Plan

Introduction

Hermitage Hotel and Spa is a hotel from Italy. Hermitage hotel and spa is much focused on the spa and relaxation services. Alongside, it has modern room and penthouse apartment services to offer to the visitors. Besides, the organisation also has venues for regular dining. The organisation tries to offer comprehensive services by making it a package to the coming visitors. This is how value adding actions are being taken by the organisation.

Applying the 4Ps (Marketing Mix)

The 4Ps of marketing mix consists of four core different factors of marketing, which are product, price, place and promotion. In order to make an integrated approach of marketing, the marketing managers of the organisation must consider these four factors (Wilson, 2018).
Product: The service based organisation has service models with features as its products to offer to the potential consumers. The marketing managers must diversify its services to serve different groups of consumers. Hermitage hotel and spa is much focused on the spa and relaxation services. Alongside, it has modern room and penthouse apartment services to offer to the visitors. Besides, the organisation also has venues for regular dining (Davidson, 2019).
Price: The marketing managers of the organisation believe in higher pricing of services. As it is much focused on spa and relaxation services, every room or apartment rent services include these services. The pricing starts from €375. The organisation tries to offer comprehensive services by making it a package to the coming visitors. This is how value adding actions are being taken by the organisation (Russvelt, 2020).
Place: The services are being offered from the hotel in Italy. The organisation does not have franchises. The marketing managers of the organisation try to highlight the natural beauty surrounding the hotel. It is established over mountains which extends the natural beauty of the hotel. Both local and international tourists are welcome to the place. 
Promotion: The organisation promotes its services through the traditional media. It uses newspaper print ads as its mode of communication. Besides, print ads on magazines and direct marketing through phone calls are also being done by the marketing managers of the organisation (Denson, 2019). However, the digital marketing approaches have been ignored by the marketing managers of the organisation. Promoting its regular dining services or offers through digital marketing could be more capable of generating sales.

Analysing the External Factors (Macro Analysis)

A business organisation is much affected by external factors. The management of the organisation does not have much control over these factors. This is why the managers of the organisation must come up with strategies to make the maximum benefits out of these external factors and have a strong position in the industry (Sergio, 2020). The marketing approaches for Hermitage hotel and spa from these external factors are being discussed below:
Political: The government of Italy has declared business incentives for the hospitality industry. Core revenues are being generated from the tourist industry of the country. Thus, the businesses are getting financial assistance from the government of the organisation. The marketing managers of Hermitage hotel and spa can make effective usages of this assistance (Lovour, 2020). They can spend a good portion of money in promoting the services through formulating an effective marketing plan.
Economical: The economic condition of the local and the international tourists are getting better. People have started to spend money after travelling. This is giving the management of the organisation a possibility to attract them towards their services. The marketing managers of the organisation now can come up with offers and packages for the local and international visitors in order to influence more to take the services from the hotel.
Social: The Italians are well known for their hospitality. Besides, the people of the country also love travelling. These social factors can be well used by the marketing managers of the Hermitage hotel and spa (Veren, 2021). Packages and special offers can be designed by the marketing managers in order to attract more tourists to the hotel. The natural beauty of the hotel can be highlighted in the promotional contents. Thus, it is believed that more visitors can be attracted.
Technological: The technological advancements in Italy are really praiseworthy. The management of the hotel is also making utmost uages of the technology in the hotel security and services. Besides, the marketing managers must make efficient usages of technological advancements. The digital marketing approaches have been ignored by the marketing managers of the organisation. Promoting its regular dining services or offers through digital marketing could be more capable of generating sales (Polard, 2019).
Environmental: The visitors these days care much about the environment and the environmental balance. Particularly, the global pandemic has made consumers and visitors much aware of the fact. The marketing managers of Hermitage hotel and spa can take psychological and behavioral advantages. The marketing manager of the organisation tries to highlight the natural beauty surrounding the hotel. It is established over mountains which extends the natural beauty of the hotel. Both local and international tourists are welcome to the place.  
Legal: The hotel policies and servicescapes are being designed considering the given government regulations. Besides, the organisation also tries to abide by the international health and safety standards as its legal obligation. Now, health and safety standards have been the utmost concerns of the tourists (Tensils, 2018). The management of Hermitage hotel and spa has implemented the local and international regulations regarding health safety against Covid-19. The marketing managers can highlight these factors to the potential local and international tourists. This will help the organisation gain competitive advantages over the competitors.

Analysing the Internal Factors (Micro Analysis)

An organisation must emphasise on the internal strengths and weaknesses before working on the opportunities and threats. The ultimate objective of the management of Hermitage hotel and spa should be utilising the opportunities through applying the strengths and reducing threats through overcoming the weaknesses (Cathonic, 2021). 
	Factors
	Analysis

	Strengths
	· The hotel is located at a prime location in Italy. Thus, the management of the organisation is getting benefits in exposed to large number of local and international customers from major cities like Turin, Milan and Geneva. The marketing managers can make heavy digital and traditional promotions in these areas to attain more customers after the global pandemic (Benson, 2020).

· The marketing managers of the organisation try to highlight the natural beauty surrounding the hotel. It is established over mountains which extends the natural beauty of the hotel. Both local and international tourists are welcome to the place. 

· The organisation is always updated regarding regulations and safety of the visitors. The management of Hermitage hotel and spa have implemented the local and international regulations regarding health safety against Covid-19. The marketing managers can highlight these factors to the potential local and international tourists. This will help the organisation gain competitive advantages over the competitors (Hao, Xiao and Chon, 2020).

	Weaknesses
	· The digital marketing approaches have been ignored by the marketing managers of the organisation. Promoting its regular dining services or offers through digital marketing could be more capable of generating sales.

· The marketing managers of the organisation believe in higher pricing of services. As it is much focused on spa and relaxation services, every room or apartment rent services include these services (Jain, 2020). Thus, these additional services might not be liked by consumers and they might find the pricing unwantedly higher.

	Opportunities
	· The Italians are well known for their hospitality. Besides, the people of the country also love travelling. These social factors can be well used by the marketing managers of the Hermitage hotel and spa. Packages and special offers can be designed by the marketing managers in order to attract more tourists to the hotel. The natural beauty of the hotel can be highlighted in the promotional contents. Thus, it is believed that more visitors can be attracted (TELLIOGLU, 2021).

· The management of Hermitage hotel and spa has implemented the local and international regulations regarding health safety against Covid-19. The marketing managers can highlight these factors to the potential local and international tourists. This will help the organisation gain competitive advantages over the competitors.

	Threats
	· The marketing managers of the organisation believe in higher pricing of services. As it is much focused on spa and relaxation services, every room or apartment rent services include these services. Thus, these additional services might not be liked by consumers and they might find the pricing unwantedly higher.

· Consumers might not want to spend much after the high-end services. This might cause the organisation trouble in finding consumers (Trinh, 2021).


Customer Values and Engagement

The marketing managers must diversify its services to serve different groups of consumers. Hermitage hotel and spa is much focused on the spa and relaxation services. Alongside, it has modern room and penthouse apartment services to offer to the visitors. Besides, the organisation also has venues for regular dining. As it is much focused on spa and relaxation services, every room or apartment rent services include these services (Lovour, 2020). The organisation tries to offer comprehensive services by making it a package to the coming visitors. This is how value adding actions are being taken by the organisation.

Digital Marketing Approaches

The digital marketing approaches have been ignored by the marketing managers of the organisation. Promoting its regular dining services or offers through digital marketing could be more capable of generating sales. The marketing managers of the organisation now can come up with offers and packages for the local and international visitors in order to influence more to take the services from the hotel (Davidson, 2019). Packages and special offers can be designed by the marketing managers in order to attract more tourists to the hotel. The natural beauty of the hotel can be highlighted in the promotional contents. Thus, it is believed that more visitors can be attracted.

Conclusion

The Italians are well known for their hospitality. Besides, the people of the country also love travelling. These social factors can be well used by the marketing managers of the Hermitage hotel and spa. Packages and special offers can be designed by the marketing managers in order to attract more tourists to the hotel. The management of Hermitage hotel and spa has implemented the local and international regulations regarding health safety against Covid-19. The marketing managers can highlight these factors to the potential local and international tourists. This will help the organisation gain competitive advantages over the competitors.
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