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Introduction
The chosen company here is Sheraton Parco de’ Medici Rome hotel.The hotel is situated mainly in Rome with a spa and eco-friendly environment.Besides,their establishment in Italy is huge in number but their 4 star hotel establishment in Italy is the main geographical area for this study.In marketing , attracting customers is the main motto.A SOSTAC analysis will be conducted here to check the development rate of the hotel.


SWOT Analysis:

	Strengths:
Global presence is the biggest strength of this establishment.Customers can check their service rate by checking their website (Jobber et al.,2012).Their strategic partnership is developing continuously , building a base of loyal customers that are shown.So, profit growth; their service growth has been increasing by them.
	Weakness:
Premium pricing of their service may create a barrier to receiving feedback from the market. Their customers may want the service but premium pricing is making trouble in their growth.Negative publicity by the online platform is the weakness of Sheraton from recent studies.

	Opportunity:
Their continuously developing branch in a different area is making their loyal customers more (Blythe, 2009). They can conduct marketing-related studies to get an idea about the new area and then they can fulfil the demand of customers by providing the best entertainment-related support.
	Threats:
The global pandemic is making a threat to them because people are very afraid about the usage of their products and services. Increasing competition and safety rate is demotivating customers to take service from Sheraton



Sheraton targets customers with higher earnings ,that have a luxurious lifestyle ,of all ages.
To survive in an increasingly competitive market,Sheraton must build a clear basis of differentiation that will give it an edge over its competitors . Sheraton’s marketing strategy should focus on identifying a unique selling proposition. Examples of unique selling propositions include highest quality,lower cost and uniqueness of the idea.Simply identifying a unique selling proposition is not sufficient , as the effectiveness of Sheraton’s marketing strategy is directly dependent on management’s ability to communicate the unique selling proposition identified.
Society, economic, political, and environmental factors from the external environment are making changes for the growth of Sheraton (Baxter and Srisaeng, 2021). Society’s negative attention after the pandemic towards the usage of the product, economic crisis, political strict laws, and finally covid related laws are making an impact on business.Society is convinced by the digital marketing method and is willingly using the product given by Sheraton. On the other hand, economic development is earned by Sheraton as they are getting more customers’ attention due to their best service. So, a premium pricing policy resulted in profit for Sheraton. Besides, environmental laws are making a huge impact on business (Tresidder and Hirst, 2012). Different technological tools and training for safety require too much funding from the business Sheraton. The economic situation is impacting the expenditure of households making an impact on the growth of business of Sheraton.
Customer value is the difference between the service given by Sheraton and the payment by customers (Bowie et al.,2017). The premium food, the quality of the bed system, and the engagement pattern by an employee are increasing the value in the eyes of customers. Besides, their service quality, their spa, and their complimentary breakfast is eating the loyalty rate from customers.Visitors will often come to Sheraton if they get unique service (Baxter and Srisaeng, 2021). Their dropping system in the airport, free spa, and complete package by Sheraton will attract the customers towards the place again. Besides, online websites, magazines, and Facebook are used by them to get the attention of customers. Customers can receive market-related knowledge help from social media.
Online websites and Instagram will be used to get attention from the market. Social media of Sheraton will give advertising like “Get the BOGO offer of lunch by £50 fall in the Luxury room” to get attention from customers. They will send this advertisement to special customers via their email. The proper content can be given on the online website by Sheraton to ensure the growth of the business.
When an Instagram ad will be created and that will be seen by customers, they will get more responses through proper usage of digital marketing (Bowie et al.,2017). Besides, their price falling and the premium quality of the product will be acceptable to the majority of customers. Website-related front pages will be designed by Sheraton to get more attention from the customers. When regular customers will see the offer, they will want to refresh themselves by taking help from Sheraton. So, they will grab the offer immediately (Kotler and Kartajaya, 2017). Environmental safety assurance will get attention from the target customers also. People will love to visit the place of Sheraton due to the service.
Sheraton offers a brand basically to their customers. A luxurious room with the best comfort zone has been ensured by Sheraton. Besides, their bed, their food, and their bedding system finally designed the pattern of their room to be attractive for customers.
After covid, people are tired of their boring life. So, they can take comfortable rest by taking a room from Sheraton (Smith and Zook, 2020). People in Italy can develop their mentality by going to Sheraton then they can enjoy the party, room, and spa to get them relaxed.
The luxurious lifestyle lover from a psychological variable, the age having 18-35 from demographics factor has been chosen to be segmented (Sheraton Parco de’ Medici, 2022). Then finally people with higher earnings have a luxurious lifestyle and young people have been targeted by Sheraton as a niche market.
The room pricing is premium ranging from a superior twin of €140 to an executive room of €175 for Sheraton as their quality, their comfort zone is unique. Besides, they offer complementary pricing (Kotler et al.,2013). They offer a room with a free spa and swimming for one hour which can relax the mindset of the target customer. Besides, customers can take advantage of food also by getting a membership card. When many products or services are purchased, Sheraton will offer special membership cards to their customers.Their customer, their employee, and their franchiser are continuously developing their product, a place to give the best kind of service to the customers.We can find them online ,Instagram, Google.
Sheraton can give offers on their website. They are giving a discount on family packages by reducing £50 also to attain the customer’s demand (Kotler et al.,2013). Customers can purchase the product and take the most comfortable support from Sheraton.
Besides, their social marketing about awareness against Covid has been shown. The relaxing picture by taking service from Sheraton is continuously given on their social media. To get the service properly, they must visit the Sheraton website once.Online websites and Instagram will be used to get attention from the market. Social media of Sheraton will give advertising like “Get the BOGO offer of lunch by £50 fall in the Luxury room” to get attention from customers. They will send this advertisement to special customers via their email. The proper content can be given on the online website by Sheraton to ensure the growth of the business.
In conclusion,Sheraton is designing their marketing mix by giving BOGO offers and reductions in pricing to attain the attention of customers. Then, they will get the demand update by doing a SWOT analysis. Their global presence will be shown to target customers and they will improve their environment more to get support.  More value will be given by service and product differentiation by Sheraton to attain the ultimate goal. Effective usage will be done by giving advertising on the websites. This is how Sheraton can design their planning to get the attention of their customers.
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