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Introduction 
For many years, Stikliai's has been one of the most popular food chains in the fast-food category (Kicunskiene and Macerinskiene, 2013). As a hotel, the business is well-versed in meeting the demands of its guests. Today, it is the local industry leader in terms of sales volume, profit margin, and market value. Strategic marketing and other internal variables are the keys to its success. Hence, this report examines Stikliai's Marketing Strategy from a marketing viewpoint in this case study, which will include its advertising campaigns, marketing mix, advertising strategies, and SWOT analysis.
Marketing Mix  
Product – 
As a hotel service company, Stikliai's sells a variety of services, including lodging, food and drinks. As a part of the overall marketing strategy, the Hotel's goods and services are included here. Stikliai's goods are an important part of the company's brand and corporate identity. The Hotel's burgers are the most popular item on the menu and it luxury apartments are its most popular lodging (Gruode, Voisnis and Belazariene, 2017). However, the company's product line is rapidly expanding. Customers may now choose from various other goods, including chicken and fish, desserts, and morning dishes or basic lodging with no extra guests services. In the marketing mix, Stikliai's generic and intense growth plans directly impact the product lines featured below. To meet market demand, increase income, and reduce risk, the hotel has diversified its product lines. A corporation is less dependent on a few specific markets with a broader product mix. Marketing mix elements such as this show that Stikliai is continuously developing new items to attract more clients and strengthen its business.
Price -  
Stikliai employs psychological pricing methods in its marketing mix to encourage customers to buy more items. Customers in Vilniaus choose Stikliai's for lodging, lunch and dinner since the business have decreased rates by over 25 per cent during COVID-19 (Konnecke, 2019). It is part of Stikliais's promotional pricing strategy to give discounts or bundle deals on particular rooms and various menu items. As a result, its pricing approach is geared toward the middle class. Young people who are brand-conscious and value convenience are the primary demographic for Stikliais, which caters to this demographic. There are a variety of savings available on the overall invoice amount due to the rise in home deliveries during the pandemic when hotels have been required to enter lockdown.
Place – 
This part of the marketing mix includes a list of the locations where products are offered and where buyers may acquire them. The sole location of the hotel is in Lithuania. This P is a significant factor in the Hotel's decision to utilise various settings. The majority of the Hotel's earnings come from the Stikliai restaurants. To supplement its menu, the establishment also operate kiosks that sell a limited number of items, such as frozen yoghurt and other sweets. Kiosks during professional sporting events and other seasonal gatherings are sometimes only in place for a short period. This marketing approach includes Stikliai's mobile apps (Simanskiene and Pauzuoliene, 2013). Using these virtual places, customers may learn more about the company's products and even make purchases. 
Promotion – 
In the marketing mix, the strategies used by a hotel to interact with its clients are defined here. Focuses on marketing communication with target consumers among the four Ps. For example, consumers can be persuaded to purchase new offerings by the hotel, which provides new and continuous information. Stikliai employs advertising, sales promotions, corporate communications, and direct marketing as part of its marketing strategy. Among Stikliai's several marketing methods, advertisements are the most prominent. Advertising is done on television, radio, print media, and the Internet by the company.
The Marketing Environment (Micro-SWOT)  
Strength
Products of Stikliais are promoted using the company's strength factor. The power of their brand lies in the fact that it is well-known in the neighbouring areas and hence, locally as a market leader. What is more, the hotel acquires its bookings directly – hence minimising costs. Finally, the revenue planning process is based per room. 
Weaknesses
As a result of its shortcoming regarding global brand awareness, Stikliai is suffering from low international attraction. Nevertheless, this can be significantly offset by the fact that, in comparison to its competitors, the hotel is more profitable (Meskauskas, 2014)
Opportunities 
Applications for franchising have risen sharply. As a long-term asset, the organisation's vision to franchise is invaluable. Additionally, a growing number of consumers might lead to a rise in demand for the service-oriented industry. As a result of its focus on offering a healthy diet and quality lodging, it has drawn clients worldwide. In addition, the company's product line is continuously updated to attract new customers.
Threat
To minimise risks within the industry, managers in the hotel business must be more creative in motivating their employees than ever before. Social awareness is increasing, and consumer groups are urging balanced meals with five servings of fruits or vegetables each day (Diefendorff and Chandler, 2011). In addition, the current economic condition limits consumer spending. As a result, Stikliais may need to examine pricing and provide special offerings for those customers who are becoming much more socially conscious.
The Marketing environment (Macro) PESTLE
PESTEL research supports the understanding of how an industry operates as a whole and how it is impacted by external factors (Perera, 2017).
Political factors
These involve the political stability of the country and the volume or nature of government initiatives that can drive or hinder the performance of the hotel industry. 
Economic factors
Currently, consumer spending is negatively impacted by COVID-19 and as such, the hotel stands to suffer from significant losses (Ciobion, Gorodnichenko and Weber, 2020).
Social factors
Stikliai can built upon its offering by tailoring its approach to current consumer preferences and as such, provide authentic cultural experiences for contemporary travellers (Batinic, 2013). 
Technological factors
Advances in technology can enable the hotel to drive sales and this is discussed below in the digital marketing section. 
Legal factors
Similarly to governmental policies, EU regulations and support imply laws that impact on the hotel to an operational extent. For example, grants from the EU can enable the hotel to continue its development at a global scale (Konopielko, Kochanski and Wozniak, 2019). 
Environmental factors
The hotel industry is well-known for the volume of waste it generates (Radwan, Jones and Minoli, 2010). This in itself enables the hotel to identify and built upon an area of improvement to drive guest attraction. 
Creating Customer Value & Engagement 
Digital consumer interaction will emphasise the new Stikliai's Digital Relationship Management Team. As part of its strategy to contact customers and grow sales, the business must hire new staff specialised on social media and providing authentic, local experiences. Installing digital kiosks in the hotel and expanding on the importance of local culture, are just some of the ways Stikliai can drive customer value and engagement. 
Effective Use of Digital Marketing 
Facebook, Instagram, and a hotel mobile app can be developed for the business to drive profitability. Through these platforms, the hotel can interact with guests and the general public in a more informal way. The hotel can also use digital marketing to address the public's desire for accountability. A customer's interaction with Stikliais Facebook page is directly connected to Facebook. It is like a less-formal version of the BBB on Facebook (BBB). Facebook's infrastructure allows consumers to voice issues and problems in an open forum where the hotel may freely react (Zarrella and Zarrella, 2010). 
The brand may similarly consider a limited volume of email correspondence as to avoid information overload and frustration from the consumer-end experience (Jenkins, 2008). 
Conclusion 
Maintaining its key characteristics, such as a relentless focus on quality and consistency while cautiously experimenting with new possibilities, is essential to the future success of the Stikliai Hotel. These new ideas may include opening high-end restaurants and hotels under new names that do not carry the Stikliai brand image. The hotel may also look to extend its operations outside of the country, with more opportunities for major development. As essential as the company's environmental measures may be, it should not be overshadowed by the hotel's marketing efforts. Various duties are assigned to various personnel to implement the marketing strategy once it has been established. Market feedback is obtained through systems, and success is measured against short-term goals. Stikliai has to ensure that this is accomplished with a limited marketing budget.
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2. This presentation is focused on presenting a marketing plan for Stikliai Hotel, based in Lithuania (Kucinskiene and Macerinskiene, 2013). The presentation is a condensed version of a more detailed plan that focuses on the marketing mix of the hotel, two internal and external environment analyses, on generating consumer value as well as engagement, on introducing digital marketing initiatives and identifying both current marketing challenges and solutions. 
[image: ]
3. According to the current information on the hotel identified in Gruode, Voisnis and Belazariene’s (2017) article, the following have been identified:
The product offering consists of a 5 stars rated service of both hotel guest services as well as rentable apartments
The pricing strategy is focused on a premium approach, and it is dependent on both demand as well as the season (higher in winter)
The promotional plan is mainly carried out through social media as well as local advertising through billboards, magazines and flyers alongside online business promotions
The hotel is situated in the heart of Vilnius in Lithuania
4. [image: ]A SWOT Analysis has been conducted for Stikliai. The analysis revealed the following:
Strengths – the hotel’s finance plan is focused on generating revenue per each available room; hence profitability can be maximised (Chattopadhyay and Mitra, 2019); The majority of the hotel’s bookings are facilitated directly and as such, costs are minimised.
Weaknesses – due to a lack of visitor and guest awareness on the attractiveness of the local area, the hotel is affected by a relatively low international demand (Petrova, Davidavicius and Borysova, 2019).
Opportunities – as to address the main weakness of Stikliai, the business can drive demand by focusing on the history, culture and customs of the local community. Hence, the interest of contemporary travelers that seek authentic experiences can be ensured.
Threats – COVID-19 has led to prolonged lockdown periods that affected the yearly bottom line and as such, development has been significantly stalled (Lai and Wong, 2020). 
5. [image: ]
Similarly to the SWOT Analysis, a PESTLE Analysis has been conducted to understand the environment of the hotel. This has revealed the following:
Political factors that impact the hotel: the degree of political stability in Lithuania can affect hotel operations and therefore the bottom line. Moreover, government initiatives can either hinder or drive demand of hotel services within the country. 
Economical factors that affect the business: global as well as national consumer spending power determines the degree of disposable income. A low level can translate in low demand and hence, low profitability (Ludvigson, 2004).
Social factors that can contribute to the performance of the hotel: consumer preferences have transformed the traditional traveler into a seeker for traditions and authentic experiences (Barbosa and Medaglia, 2019). The hotel can capitalise on these consumer preferences and tailor its offering to drive demand. 
Technological factors that can impact both negatively and positively: technological advancements have led to greater transparency and therefore to visibility of negative and positive reviews. On the other hand, marketing costs can be minimised on the basis of technological factors. 
Legal factors that limit the hotels’ operations: as part of the EU, the business must adhere to numerous laws and regulations set for the business and the hospitality sector.
Environmental factors that can determine demand for services: NGOs are increasingly focused on the degree of waste and pollution that hotels generate (parris and McInnis-Bowers, 2014). As such, Stikliai Hotel must be aware of its impact on the environment as to promote the brand image in a positive manner. 
6. [image: ]
In order to drive engagement, the hotel must capitalise on the benefits that social media presents in terms of marketing as well as in terms of consumer communication. Moreover, as to ensure competitiveness by offering considerable consumer value, Stikliai Hotel can provide its guests with authentic experiences within the local community and to partner with local businesses as to offer travelers different value packages for community attractions. 
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7. According to Vareberg et. Al. (2020), email communication within the past 10 years has been decreasing in effectiveness year on year. As a consequence, the hotel must ensure that contemporary measures are implemented to promote the brand and to facilitate guest satisfaction. These include direct communication through social media and the official website. Considering the high percentage of direct bookings, this strategy furthers the personal manner of the organization to build rapport with its guests. 
[image: ]
8. One of the key challenges identified by this marketing plan consists of the difficulty in rebranding the hotel from a purely luxury business to catering to contemporary guests that seek a more authentic experience when travelling. In order to address this, a recommendation is provided for Stiklai Hotel to partner with local well-established organisations as to create quality guest packages that ensure a value-adding service. 
Overall, the hotel benefits from an optimal location and the potential for profitability is positive in terms of investment of return. Nevertheless, a more all-encompassing approach to the service provided can highly drive the bottom line. 
[image: ]
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