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Abstract

The purpose of this project is to study
marketing plan was elaborated. Hotel Casteldo never, in its existence, had one, which is
very important and useful for companies, as it provides a strateggxuiains how to

accomplish it.

Hotel Casteldo is a twstar hotel in Mafra, Lisboabuilt in 1982, to fill a market
opportunity, since Mafra had no accommodation establisleyiet closest placeas in
Ericeira.Due to its longevity and location, ndhe centre, in one of the main roads, Hotel

Casteldo islreadya welkknown brand in the region.

The Hotel hassomedirect competitors in the region, however only one in Mafra.
Therefore, since the region is growing, the management fleelgstalishmen has

potential for moregesiring asales increase.

Following the structure of a marketing plan, this thgsissentsanalysis to tourism,
lodging, competitors and the company itsélie reasons why the Hotel does not have
more salesre showrand solutbns and implementations proposals to increase aedes
presentedProposals are presented throughout the paper, but with more detail in the
operational part of the marketing plahwias analysed what lsppening now and what

could be adjusted, more sjfazally in the STR as well as in the marketing mix.

With this analyss, and thedjustments proposeeing implemented, an improvemémt

the Hotel and its servide achievedresultingin an expected increase in sales.

Keywords: Marketing plan,tourism, lodging consumer satisfaction, online reviews

hotel, increase sales, marketimgx

JEL: M3107 Marketing M1007 Business Administration: Gener&l83071 Tourism
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Resumo

O objetivo desta tese é estudar como aumentar as vendas d@&#éedlo, pelo que foi
elaborado um plano de marketing. O Hotel Casteldo nunca teve um, apesar de ser algo
muito importante e Util para as empresas, dado que providencia uma estratégia e explica

como a atingir.

O Hotel Casteldo € um hotel de duas estetadafra, Lisboa; contruido e®82 para
responder a uma oportunidade de mercado, dado que Mafra ndo tinha nenhum
estabelecimento do género, 0 mais perto localizavana Ericeira. Gracas a sua
longevidade e localizagdo, perto do centro, numa das priecpeanidas, este Hotel € ja

uma marca bem reconhecida na regiéo.

O Hotel temalgunsconcorrentes diretos, contudo apenasuomMafra. Assim, e sabendo
que a regido esta a crescer, a administracdo sente que o estabelecimento tem potencial

para maisambicionando um aumento nas vendas.

Seguindo a estrutura de um plano dek®eiting, esta tese apresentalsedaoturismo,a

hotelaria, & concorréncia e a prépria empresa. Os motivos que explicam as atuais vendas
séo apresentados, assim como solugbes diddase de implementagdo que permitem
aumentar vendas. As propostas estao presentes ao longo do projeto, com especial detalhe
na parte operacional do plano de marketing. Foi analisado o panorama atual e o que pode

ser ajustado, mais concretamente na STPrearketing mix.

Com esta analise e as alteracdes propostas, sendo implementadas, o Hotel e a qualidade

do servicardo melhorar, pelo que se espera um conseguente aumento nas vendas.

Palavras-chave: Plano de marketingurismo, hotelaria, satisfag dos onsumidores,

online reviews, hotel, aumentar vendas, marketig

viii
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Sumario Executivo

Este projeto surgiu com o propédsito de estudar como aumentar as receitas do Hotel
Casteldo. Para alcancar esse objetivo foi elaborado um plano de marketing. Este tipo de
plano é bastante importante, ja que permite a uma empresa concentrar num projeto todos
os fatores relacionados com o seu negécio, desde analise de mercado, passando por
andlise aos concorrentes, e a propria empresa, providenciando uma estratégia de como

atuar, e quais as ferramentas que levam ao sucesso da estratégia definida.

O Hotel Castldo € um estabelecimento de duas estrelas, situado na vila de Mafra, no
distrito de Lisboa. Vendo uma oportunidade no mercado, ja que ndo existia nenhum
estabelecimento do género em Mafra, sendo o mais perto na Ericeira, a 8kms, a
administracdo construmhotel em 1982, estando o mesmo a operar por mais de 35 anos.
Assim sendo, este estabelecimento é ja conhecido na regido, devido a sua longevidade e
localizacao privilegiada, numa das principais avenidas da vila, proximo do centro, e da
principal atracasturistica, o Palacio de Mafra, assim como das famosas praias da Ericeira.

O Hotel tem alguns concorrentes diretos, contudo apenas um em Mafra. Assim, e sabendo
que a regido esta a crescer, a administracdo sente que o estabelecimento tem potencial

para mas, ambicionando um aumento nas vendas.
O plano de marketing foi elaborado tendo em conta todos estes fatores.

Comecando por uma completa Revisdo de Literatura, executada de modo a ter uma
melhor compreensdo dos fundamentos e teorias relevantes. Os conceitos de Plano de
Marketing, Turismo, Hotelaria e Hospitalidade foram analisados. A satisfacdo do
consumidor fotambém um conceito tido bastante em mente, devido ao facto de ser um
dos principais motivos que leva um cliente, tanto a voltar a um hotel, como a recomenda
lo, algo que hoje em dia é extremamente importante para qualquer estabelecimento. Deste
modo, a imprtancia das criticas feitas por clientes online é também examinada, ja que,
no diaa-dia do mundo moderno, a tecnologia e a Internet, estdo presentes a todo o
momento, incluindo, na escolha de um hotel, sendo que um hotel com repetidas mas

criticas, é unhotel que ndo sera frequentemente escolhido.

Para que as propostas a ser feitas fossem introduzidas com sucesso, foi necessaria uma
analise ao mercado (PESTEL), onde se constatou principalmente que a economia
portuguesa esta a recuperar da crise, e qunes cada vez mais ligados as novas

iX
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tecnologias gracas a internet e aos smartphones, e que a tecnologia fez mudancas
significativas no mercado hoteleiro, com a aparicdo de plataformas tais como Airbnb,
Booking.com e TripAdvisor.

De seguida para analisaatatividade da industria hoteleira foram estudadas as 5 Forgas
de Porter. Verificotse que existem importantes barreiras a entrada, que a industria
hoteleira estd ameacada por substitutos e que os clientes tém um poder consideravel

porque esta € uma inshiia fragmentada com muitos concorrentes e substitutos.

A concorrénciado Hotel foi também examinada de forma a conseguir conhecer os
concorrentes e as suas ofertas e valéncias.s&ique o Hotel Casteldo tem seis
concorrentes diretos, apesar de apamasse localizar em Mafra, e todos os outros

estarensituadoda Ericeira.

Depois foi vez de analisar a empresa internamente, investigando a sua historia, missao,
valores, objetivos e vantagens competitivas, assim como o seu portfolio e relevantes

dados estisticos internos.

Seguidamente foi conduzida uma anélise SWOT e uma SWOT dinamica, de forma a
melhor conhecer o Hotel, e respetivas forcas e fraquezas. Pelas for¢cas passam, portanto,
a localizacdo, notoriedade e staff simpatico e acessivel, entrs. Adgrfraquezas séo

entdo, as instalacdes e estética desatualizadas, e a necessitar de uma renovagdo, a ma
classificacdo na plataforma Booking.com, e o racio pgegdidade desadequado, entre

outras.

Este aumento da importancia da Internet na vida dsucoidor moderno, previamente
mencionado, foi também tido em mente na realizacéo e escolha da metodologia utilizada
no projeto, para melhor compreender a opinido dos clientes do Hotel Casteldo. Com este
objetivo foi realizada uma netnografia, que compil@a@sentarios feitos pelos clientes
na plataforma Booking.com, permitindo ter uma percecdo mais clara sobre as suas
opinides em relacdo ao Hotel. Assim, foi possivel obter informacdes sobre o que poderia
ser melhorado no Hotel, e essa informacao foi usada tarde no desenvolvimento do

plano de marketing.

A elaboracdo das propostas de implementacdo, foi conseguida através da andlise
estratégica e depois a operacional. A estratégica é constituida pelo estudo da

segmentacéo, que leva a definicdo do pukdico, e depois a escolha do posicionamento,
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onde foi feito um mapa percetual e o triangulo de ouro do posicionamento para ajudar no

processo.

Ja acomponenteperacional, estuda o marketingg x do ser vi - 0o, abrang

(produto, preco, distribuicdopmunicacdo, pessoas, processos e evidéncias fisicas)

A elaboracdo do marketingix foi feita tendo em conta tudo que havia sido estudado e
analisado, assim como os fatores criticos de su¢e€3®) previamente identificados
que incluem: limpeza, preco, relacdo qualidpokzo, localizag&o, seguranca, qualidade
do pessoal, estética das instalacdes, reputacdo, servicos ofermdmtq nimero de
estrelas e avaliagbes-tine. Outros FCSs relevas sdo: estacionamento conveniente,

pequenealmoco bom e diversificado, ar condicionado e acessbi\yfiatuito.

As propostas tém em vista, maioritariamente, a remodelacao e redecoragao do Hotel, de
forma a, ndo sO, torAdéd mais apelativo a vista, masrthém mais contemporaneo e
confortavel. Passam, também por melhorar o servigco fornecido, e por oferecer mais
hip6teses de programas e servigos adicionais aos clientes, abrangendo e chamando a
atencao de um publico mais extenso. Um ajuste no preco foi taprtb@osto de forma

a oferecer um melhor equilibrio qualidagieco. Finalmente, e de forma, a divulgar e
diferenciar esta renovag¢ao, uma proposta dwaeding da marca foi feita. Um novo

nome, logétipo e slogan sdo sugeridos para que seja feita umeddigitre a antiga e a

renovada e melhorada versdo do estabelecimento.

Concluindo, baseadas numa prévia Revisdo de Literatura, foram conduzidas anélises a
todas as areas relevantes, para conhecer melhor o Hotel, o mercado, e a indUstria onde
esta inserid. Tendo em conta as andlises interna e externa, e a resultante implementacéo
das propostas, € esperado um aumento da qualidade do Hotel e do servico oferecido, tendo

como consequéncia o desejado aumento das vendas.

Xi
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1. Introducing The i@blemContext

The hotel business is a very special and specific business, due to the nature of the service,
which in its core is providing a place to sleep for people who are far from home. So, this
means that a hotel is the opposite of most of the services industry. For example, a
restaurant, a clothing store, a hair salon and a school, these are four different services,
from four different industries, however all of them have one thing in commadahwh

their clients residing or working near them. People do not travel hundreds of kilometres
to go there. However, for a hotel it is different, a hotel makes business from people who

are far from home, making this a very interesting industry to study.

This is a very relevant topic once the hotel industry is one of the most significant not only

in Portugal, a tourism driven country, but also in the world.

The purpose of this project is to study how

The Hotel is located in one of the main roads, beingMeaif rPalécs and just 8km far

from the beaches in Ericeir@his establishment has been operating for over 35 years
beingalready awvell-known brand in the regiohe Hotel has fewdirect compétors

in the region, however only one isafra. Considering all of thisandsincethe region

iIs growing, the Hoteladministrationthinks that this establishmentould be more
successful, and have more sal€kis does not mean that the company has $ales,
however it is seen that they may increase in a more consistent basis, and not only in the

summer.

So, kowing alreadythat he totel industry ismuch influenced by seasonalifthe
summeris the bestperiod duringthe rest of the year thdemandis smalle)), and that
Portugalwent throughan economic criss, which surely affecdsales it is important to
go deeper, and study all the reasons which may ajfoeral sales in hogeand this

Hotelin particular

This thesis will present a broaainge of activities and actions that a hotel can put to use,

in order to increase sales.

Migue Castelao
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2. Literature Review

2.1. The Marketing Plan

2.1.1. Marketing Definition
Marketing is sometimes confused as sgtbmotion or advertising, however marketing

is much more than thaAccording to Kotlei(n.d) as cited bfradley(1996: xvii) iié the
marketing concept holds that the key to achieving organizational goals lies in determining
the needs and wants of target markets and delivering the desired satisfaction more
efficiently andeffectively than the competitionThis statement introduces the key actors

in the marketing planning proceshe companyand its @als the onsumersand the
competitors Plus, it highlights the key elements of marketing plannitaggeting
establishh g c u st o menatégy impleamendatonand control (Bradley, 1996

XVii).

According to Westwood (1992), Marketing involves finding what the customer desires
and adaphg the company products and services to meet thisges and in theprocess
bringing some profit tdhe company. This means that it is necessary to understand: the
company capability, the customeros desires,
company.Peter Drucker goes even further by saying that the aims of marketing are
know and understand the customer so well that the product or services fits rsglland
itself (Kotler and Keller, 2006)

The American Marketing Associationalso offers a definition: fiMarketing is an
organizational function and a set of processes ¢oeating, communicating and
delivering value to customers and for managing customer relationships in ways that
benefit the organization and its stakeholdefotler and Keller, 20066).

Kotler andKeller (2006 6) summarize it statinthatfiMarketingmanagement is the art
and science of choosing target markets and getting, keeping and growing customers

through creating, deliveringandcommuie at i ng superior customer

2.1.2. What is a Marketing Plan
A marketing plaris the written document or outlineathcontainghe framework within

which the needs of the organization and the needs of the target markets are defined and
the necessary actions prescribed to meet those rieedgsed for implementing and to
control the marketing activities associatedhwa specific marketing tactic (Bradley,
1996;Dibb et al.,1996)

Migue Castelao
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AMar keting Planning is a systematic process

and resources, determining marketing objectives, and developing a plan for
implementation and contr@l(Dibb et al.,1996: 3)

The marketing plan is the central instrument for directing and coordinating the marketing
effort (Kotler and Keller, 2006)

AMar keting psl ira a metailegl set efsaations which implement the
recommended marketing strategy and which aim to satisfy the targeted customers. These
actions manifest themselves in the marketmg the determination of product
portfolios, branding policies, pricing @h payment issues, distributions channels,
promotional campaigns and service levels. These marketing programs must be specific,
clear, achievable, and cosffective. They must reflect the needs of the specified strategy,
cust omer 6s e x p eecattigity and market trendsm@oattoli ntecha&nisms
need to be in place to monitor the progress of the marketisug and its marketing

program® (Bradley, 1996: xxvi).

A Marketing plan cycle is chosen by the company, some have an extended plan that lasts
years, others last months. This is something to be wupdéten is needed in order to
avoid being out of date. The most commparhapsis an annual revien with a 3year

focus, thigncludes detailed recommendations for the next two years, withpshations

for the third yea(Dibb et al.,1996)
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2.1.3. The importance of a Marketing Plan
i A wseuctlired, objective and comprehensive marketing planning program does bring

order to the chaos of markets and provides a clegse of purpose for a business
(Bradley, 1996: xvi)

sUnderstand markets and anticipate market trends

slnderstand the needs and wants of a range of customers and potential
customers

«Combat and beat competitors
*Understand the organization’s strengths and weaknesses relative to
competitors

Marketing planning as a *Develop competitive products/services
process helps individuals — *Ensure the implementation of the strategies which have been developed.
and organizations to: #Test planning assumptions
*Set marketing objectives and strategies
#Structure and balance the marketing mix
*Create maximum personnel motivation
*Optimize the use of scarce resources, both financial and people

*Position the company and product range so that stability and growth can
be maintained in volatile markets

.

Figure 1: The Benefits of Marketing Planning
Source: Adapted from Bradley (1996: xvi)

Marketing planning allows businesses to identify the most beneficial target markets and
maximize competitive advantages, making the best of company strengths and resources
and minimizing weaknesses to help tackle emging threatsvith confidence(Dibb et

al.,, 1996).

Marketing planning is something that all big compasiesuld do, oncé allows to keep
companies iftune with trends in the marketplaagy-to-date of customer needs, and
aware of the competition. Planning helps ensure that resources are used effectively, and
that businesses are dgato respond to the unexpected.

fiBusinesses that fail to incorporate marketing planning into their marketing agsiviti

may not be in a position to develop a sustainabiepmtitive edge in their markeétéDibb

et al.,1996: 4)

According to Kotler andKeller (20086 4), fithe companies at greatest risk are those that
fail to carefully monitor their customers amdmpetitors and to continuously impe
their value offering drhus, proving once more the importance of having a good

marketing department with a good metikg planthat helps companies torive.

Migud Casteldo



A Marketing Plan to Hotel Castelédo

2.1.4. How to make a Marketing Plan
First ofall, the elaboration of a marketing plan should be preceded by a systematization

of the company vision, mission and values, in order to achieve cohgteamoirevieet
al., 2015)

According toLendrevieet al. (2015) the process of elaboration of a marketpign
involves ten steps. The first is a situation analysis/diagnosis of the elements that can affect
the company. In this stage it is analyzed the macro environment (PESTEL ahalysis
Political, Environmental, Social, Technological, Economical, Legal) toed micro
environment (Porterdéds 5 forces: Threat of
Substitute Products, Bargaining Power of Suppliers, Bargaining Power of Buyers). The
market/industry is analyzed to better understand its potential and thetduends. Then,

an analysis to Clients is done mainly to understand their profile and behavior as well as
their demands. Afterwards, a Competition analysis is done to study the direct and indirect
competitors, to realize how many they are and whatheng affering. To conclude this

first stage a selénalysis of the company is done, to study its performances, its structure
and its resources.

Then, it is time to do a SWOT analysis to
and t he ma nikes and threats.pAs a redultof this analysis, it is possible to
conduct a Dynamic SWOT by crossing the opportunities and threats with the strengths
and weaknesses becoming easy to establish the main guidelines to implement in the
marketing plan.

Thenext step is to identify the critical requirements of success in order to have a prolific
business.

Defining the goals is the following step, as it allows the company to know which direction
to take and to begin thinking what they must to do accomptlish i

Afterwards, it is time to draft the marketing strategy, a STP process should be conducted
in order to study the segmentation, targeting and positioning for the company. This is a
very important step, as it will define much about the company and thé isglaced in

the market.

The elaboration of the marketimgix is the next step, which is associated with
operational decisions about the four Ps: product, price, promotion and place/distribution.
The following steps aim at assessing and controlledopmance measures to monitor

the company progress.

Finally, the last step is drafting the budget for the marketing plan.
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Dibb et al. (1996: 6), summarize the marketing plan dividing it in three stdiles:
analysis stag@évolves the collection and organization of information about markets and
the trading environmenthe strategy stagencompasses the determination of core target

markets, identification of differential advantages and decisions about positidhiag;

programmes stageinvolves the construction of detailed marketingxea and

implementation actioris

«Of market opportunities and ¢Determination of core target +5Specification of plans for
trends markets marketing mix programmes:
*Products
=Of the marketing environments *Basis for *Promotion
competing/differential *Place: distribution/marketing
*Of the organization’s Strengths, advantage channels
Weaknesses, Opportunities and sPricing/payment terms
Threats = SWOT *Desired product positioning «People/service levels
«0Of customer’s needs and sMarketing objectives/sales «Specification of tasks,
perceptions; market target responsibilities, timing, costs
segmentation and brand and budgets
positioning

s Additional development
«Of competition and

competitor’s strategies P .
[ € +Monitoring process/measuring

effectiveness of the plan

Figure 2: The Stages of the Marketing Plan
Source: Adapted from Dibb, Simkin and Bradley (1996: 6)

One other authoWestwood (1992)iraws a marketing plan process as follows:

Establish corporate objectives

Conduct an external and internal nkating analysis

Perform a SWOT analysis

Establish marketing goals and predict the expected outcomes
Develop a maketing strategy and action plans

Analyse the application of the strategy in the marketing mix
Draw a budget

Write the plan

© © N o o b~ WP

Communicate the plan
10.Use a ontrol system for monitoring
11.Review and update the plan
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2.2. Tourism

2.2.1. Tourism Definition
First of all, it is important to define and clarify some concspth as tourisnirip, travel

and visitor, in order to better understand what they really are.

i T r arefersito the activity of travellers. A traveller is someone who moves between

di fferent geographic | ocat i(United Natiams, 2080ny pur p
9). A similar concept to this, igisitor, i t h e v & teavelleotaking astrip to anain

destination outside his/her usual environment, for less than a year, for any main purpose
(business, leisure or other personal purpose) other than to be employed by a resident
entity in the c quUnitedNMaliongp2010plD)ace vVvi si t edo

A visitor can be classified as a tourist or an overnight visggocording to if the trip
includes an overnight stay, or not (being in this case a-sayeisitor or excursionist)
It is important to mention thanaovernight traveller may have unpaid asgoodation

for example by staying with friends and relatives, or even trips to eagtempied
vacation homes, in this case the traveller is not a potential hotel @lieitéd Nations,
2010).

Touriststravelers are hotels main target, it is for them thetiels exist, as The United
Nations (2010: 52) state@Because they spend a night outside their usual environment,
tourists wild.l need a s poewhathieriitds apusiaesseord o st a

recrational trippeople will need an accomodation

Regarding TourismThe United Nations (201@) defineditasia soci al , cul t ur
economic phenomenon related to the movement of people to places outside their usual
pl ace of residence, p | e aTherafoee wb @am infegy thath e u s u

tourism isasubset of a travel, havimeasure as a motivator

Another relevant concept is the trifhe United Nations 2010: 9) defined tripasi t h e
travel by a person from the time of departure from his usual residenceherghe

returns: it thus refers to a round trip. A

2.2.2. Forms of tourism
According to the country of reference, three basic forms of tourism can be distinguished,

as stated by Thenited Nations 2010):
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Domestic burism, which comprises the activities of a resident visitor within the
country of reference

Inbound tourism, whicincludesthe activities of a nomesident visitor within the
country of reference

Outbound tourism, whicencompassethie activities of a resident visitor outside

the country of reference

Furthermore, those basic forms of tourism can be combined and derive the following

types oftourism:

T

Internal tourism, whicltomprises domestic tourism and inbound tourism, that is
to say, the activities of resident and a@sident visitors within the country of
reference

National tourism, whicltomprises domestic tourism and outbound tourism, that
IS to say, the activities of resident visitors within and outside the country of
refererce

International tourism, encompasses the activities of a resident visitor outside the
country of residenceo(itbound tourisy and the activities of neresident visitors

within the country of refereng@nbound tourism

2.2.3. Characteristics of tourism trips - Main purpose of a tourism trip
The classification of a trip according to its main purpegselated to the main activities

undertaken while on the trip.

Trips can be of two kinds, either personal or in business. In the case of being personal

the mainmotivations for a trip are: holidays, leisure and recreation; visiting friends and

relatives; education and training; health and medical care; religion/pilgrimages; and

finally shopping. In the business case, this is a trip with wer main purpose fahe

travel (United Nations, 2010).

According to Goeldneet al. (2000),the basic motivators that promote touriana

1 Physical motivators, which is travelling due to physical reasons, such andest

relaxationactivities or specific medical treatment, this is, individual physical
health and welbeing
Cultural motivators, which are linked with the individual wish for travel to learn

about the country and the region, their popatattheir heritage and culture
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1 Inter-personal motivators, which are identified with the desire to visit friends and
relatives, to meet new people, or evendpiritual reasons

1 Status and prestige motivators, which are related to the needs of personal esteem
and personal developmentsist is, travelling for business, continuation of

education, professionalterest

So, it is possible tgraspthat the main motives to travel are: seeking for pleasure and
relaxation desire fordiscoveryandexploration wanting to know othecultures taking

personal time for buildingiterpersonal relationshipand finallyfor working purposes.

fiTourism involves a host community, a physical setting, accommodation, transport, built
and natural attractions, commercial services and infrastructure, and it is the particular
combination of these components that make a destinatiope, and that contribus¢o

its success and competitiveness. The choice of a destination for leisure tourists depends
primarily on its attractiveness (e.g. natural, cultural, and local resources), but is also
highly dependent on the costs and time seagy to reach the destinatio(OECD, 2016:

70).

Generally, people choose their tourism destination according to their interésidain

they want to see or davhether it isnature tours, visits to historical and cultural sites,

visits to a particular city, the practice of specific sports, the beacli, istthis thatmakes

some place&tourismproduct® for certain activities, that is why it is so common to label
placesfor exampleEriceira being marketed as a surf destination, or the Alps as a Winter
destination.

It i's then possible to speak of speci fic
tourism, ecotourism, city tourism, samdsand tourism, agrtourism, lealth tourism,

winter tourism, etc. This classification is increasingly requested and used by tourism
stakeholders as a marketing t@golnited Nations, 2010).

Subsequently, Portugal tourism potential was acknowledged taking into account its
resources andistinctive features. Due to the climatic conditions and thterabhand
cultural resources d¢fortugal, ten strategic tourism products were identified: Sun and sea;
Cultural and landscape touring; City Break; Business touriReljgion Tourism;
Nautical/Suf tourism; Nature tourism; Health and wellness; Golf; Integrated resorts and

residential tourism; Gastronomy and wirf@srismo de Portugal, 2007).
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2.2.4. Trends in Tourism
fiThe arrent strategies tenhance destination attractiveness focus on diversification,

product developmensich asural tourism, food tourism, major events, hur@owered

mobility options) and competitiveness (creating bothfviglae products and alternative

low price offers).In addition, @untries also recognise the importance of stigka

balance between promoting ease of travel, a positive welcome, and a safe environment

for legitimate travellers, with the need fecurity and border protectian( OECD, 2016:

17).

Consumer trends are changing the tourism lands@egmarding to OECD(2016), he

new trendgonsist of

T

Trips becoming shorter and people searching for more unique, personalised
experienes in alternative destinations

Tourists increasingly connected to the internet, utilising any number of teurism
related mobile appsAccessing realime news, transport and online booking
platforms guch astravel agents, airlinegrains, rental cars, Uber) as well as
utilising social networks to review, assess and book accommodation (e.g. Airbnb,
Trip Advisor).

Increase in online boakgs of hotels, while bookings through travel agencies
have stagnated

New marketplaces in areas as diverse as transportation, accommodation, travel
and dining experiencedue to the rapid growth of pe&rpeer and shared usage
platforms People now havenew options for where to stay, what to do and how

to get around. These developments present opportunities to expand consumer
options and grow the tourism economy, but also pose challengesdblissed
operators

Focusng on identifying, nurturing and investing in product development
experiences that emphasise unique sellingtpdor particular destinations
Travellers getting oldexyith 23% aged over 55 in 2012

Holidaysbeingthe major reason for taking an internatiotrgd (71%) ahead of
business travel and visiting friends andatieles The effects of these changes can

be seen in the growing fragmentation of tourism markets, and entleegence

of new niche markets

10
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=

Holidays for singles, the retired, and moneh/time-poor shortbreak
travellers, develapg into major market segments

Emerging niches for adventure expeges anduxury travel (e.g. cruise tourism)
Customersbecomingincreasingly experimental, willing to try new products,
foods and attractions, and less willing to give a second chance to destinations
providing poor products or services

Greater emphasis on value for money

Air transportincreasingand accountingfor just over half (54%) of all
international arrivals, while travel by road accounted for 39%, water 5%, and rail
2%

2.2.5. Challenges in Tourism
The major challenges facing the tourism sector aggdrgrowth in international tourism

flows, new consumer trends, digitalisation of the economy, security issues, and adaptation
to climate change. These will require active, innovative and integrated policy responses
to ensure that tourism remains a contpet sector and continues to deliver economically

and sustainably in the years to co(@&CD, 2016

The management of synergies must be efficient and effective, to ensure visitor mobility
across a range of transport options, including hupwmered mobilly such as walking

and cycling, oncehe transport system gsfundamentatlement of the tourism experience
(OECD, 2018.

Safety and security remain important concerns for international travelish has
implications for mobility and the movement céqple, with repercussions at destination
level, as well as for outbound flow§herefore, ountriesneed tocooperateclosely to

facilitate legitimate travellers and reduce avoidable barriers to travel (OECD, 2016).

Another challenge is dealing with tlebanges in local climate conditionghich make
destinations more or less attractive and induce changes in both domestic and international
tourist flows and expenditur¢ ©ECD, 2016).

Digital technology, social media and online distribution platfoatsscreate challenges
and opportunities for tourism organisations and enterprises, by changing the relationship
between consumers and producers, supportingreation and facilitating the more

personalised experiences sought by consu(@#ED, 2016).

11
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2.3. Hospitality/Lodging
People who travel and stay away froimmefor more than a day need lodgifay sleep,

rest, food, safety, shelter from cold temperatures or rain, storage of luggage and access

to common household function

The hospitality service produts a bundle of features and benefits. The service offering

has three elements: a core benefit, essential facilitating services, and competitive
supporting services.

The core benefit is the generic function the service product provides to the ggdle It i
reason to be in the market. In a Hotel the
Facilitating services are services that are essential to the operation. If the facilitating
services are lacking, delivering the core benefit is impossible. In a hatgisfance the
absenceofaframl e sk woul d make the hotel ds operati
Supporting services are not essential to proving the core benefit, but they are essential to
marketing the operation. Supporting services are used to differentiatedropetitors.

For instance, a restaurant is not a necessary component of anbateler its presence

is a plus(Powers, 1997).

The lodging business, is one of the oldest ever, therefore in histdmnore specifically
in Portugalmany types of lodging emged, some are still active (hostel, motel, hotel,
pousada, resort, aparthotel, pension, camping), some are vanishing (albergaria, estalagem,

residenal), and others are emergingi{dnb).

2.3.1. Hotels Classification
The star rating of a hotel is designedéflect the overall quality of hotel facilitieby

evaluating them in a 1 to 5 grade, with 5 being the highest (meant to reward the best hotels
in terms of the range of the services provides). However, it is important to mention that
the star rating is n@ompletely uniform, once different countries have different measures
and standardéetup My Hotel, n.d.; Das, n.d.)

Generally, one or two stars are given to Budget/Limited Service Hotels, these provide
clean, comfortable, safe, cheaper rooms and theddasic need of guests. Budget hotels
appeal primarily to budget minded travellers who want a room with minimum services
and amenities required for comfortable stay, without unnecessary paying additional cost
for expensive servicdSetup My Hotel, n.¢d.Das, n.d.)

Three or four stars are given to MRhnge Service Hotels, these compared to the above
offer a wider range of services, have better looks, and are more expsivp My

12
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Hotel, n.d.; Das, n.d.)

Five stars are meant to Luxury hotetse® target wealthy clients as their primary
markets, amongst their clients are top business executives, entertainment celebrities, and
high-ranking political figures. They have luxurious spaces, in terms of aspect and
dimensions, as well as all kinds of camié.Providingthe widest range of guest services

such as upscale restaurants and lounges, valet, concierge service, swimming pool, sport

and exercise facilities, among othésetup My Hoteln.d.; Dasn.d.)

2.3.2. Trends in lodging
AOver the pmnlemial gemaation has tndreasingly impacted the lodging

industry, calling into question products and offerings that havedoades been industry

mainstays Todayos emer ging tr av-mihdedtravellersyiisl | enni e
more costconsciais and experienedcused than ever before, whether traveling for

business or leisure. To meet these changing demand preferences, hoteliers are seeking

innovative alternatives to traditional lodging product€Y, 201514).

ARAs hot el s c omdtihenpomularityof Afrbinlg they ara expanding their

appeal to millennial travellers (285 yearolds). For example, some biiyand hotel

groups are tapping into the youth market by launching diffusion brands which come at a
cheaper price point, and @th have a strong foc(Cenropn | i f e-c
2016).

Aligned with this, the low-cost, amenityrich hostel, lifestyle budget hotel and
hostel/hotel combinatiosoncepts are now becoming viabWith a focus on limited
service with addeatonveniencessome hotels beganto decrease costs by removing
unnecessary and higtost elements, such as large guestrooms with full furniture sets,
full-service restaurants, rooservice and daily housekeepifgY, 2015). Attracting
guests due to cheapigas and a more basic approach to hospitalitsitors appreciate

the emphasis on having a decent bed, ghpivee WiFi and a televisior{Garrahan,
2016).Furthermorea greater emphasis is being given to common areas, such as lounges
and bars as the dal point of the property thus inviting guests to spend more time

congregating in revenugenerating areas of the hofgly, 2015)

Despite this growing popularity, it is important to mention that some players of this

industry think that this is just a tgrorary trend. So, as demand for new lodging products
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and experiences continues to grow, hoteliers will need to balance satisfying this demand

with invegments in traditional produc{gY, 2015).

From the consumer perspecticagaper hotel stays have beeotine new nornfor some

guestswvhich noware reluctat to go back to spending mai@arrahan, 2016).

Another significant trend is thadvances in technologyhich arealteiing the relationship
between hotels and guests. As the use of mobile devices, social media and advanced
analytics continues to proliferate, and as online distribution channels become more
accessible, technology has created new opportunities for hotels ® aperating

efficiencies and engage with gugsrom booking to checko(EY, 2015)

AAccording to a 2013 gl obravellersuseragmeaytphdng Tr i p A
and 44% use a tablet while traveling. As such, hotels are rethinking all aspebts of

hotel experience, with a focus on accommodating these devices in guestrooms, meeting
spaces, lobbies and front desks. Hotel companies are turning to products and applications

that empower guests to browse inventory, book amenities, complete ressnraaitbn

purchase a variety of services (such as room service) via mobile devices to drive
engagement and increase revemganerating opportunitigs(EY, 2015:22). If a guest

wants to find information using his/her smartphone, providing an app or mobile website

which accommodates that information will appeal to m@wauch, 2014)

Another significant trend is occurring in the booking, oimternet booking revenueah
grown by more tharir3% over the past five yeamnakinghotel brands seek to drive
bookings to their own proprietary websites by leveraging the power of loyalty programs
and streamlining the booking experierfE&’, 2015)

One more change is the powkat clients have now, because if what they desire is not
handled to their liking, they may turn to Twitter, Facebook, Booking or TripAdvisor to
voice their complaintsSo, now more than evesputation management is vital. Engaging

with guests and respoimg to their needs publicly through those platforms can go a long

way in driving future bookingeRauch, 2014).

In summarythe trends in lodging includemaller guestrooms emphasizing functional
design, public spaces designed to stimulate social int@maamenities and offerings that

promotedifferentlifestyles,increase of technological meahsoughouthe process and

14
Migue Castelao



A Marketing Plan to Hotel Castelédo

the property the integration of local cultural elements into the guest experience, and

affordable luxuy design and service levels.

2.3.3. Customer Satisfaction
fCustomer satisfaction is a business philosophy which tends to the creation of value for

customers, anticipating and managing their expectations, and demonstrating ability and
responsibility to satisfy their needs. Quality of senacel customer satisfaction are
critical factors for success of any busingss ( @osp1990Parasuramaet al.,1988as

cited by Dominici and Guzz@01Q 3).

ARService quality and customer satisfactior
competitvea dvant age and c(Dosninioi and Guzzo,L201B)nt i on o

With these two citations it is possible to have a clear perception of how important
customer satisfaction is for a business. It is major to have a good service quality in order
to have a suainable business, otherwise customers will be dissatisfied and that is one of

the worst things that can happen.

Moreover, in the hospitality industry, customer satisfaction is determinant to success, as

hotels are not able to compete effectively withdulfilling their guests' wishes

(Radojevicet al.,2015) Meaning that, in this competitive industry a hotel must satisfy

their customers or else they will not be able to thrive. As Dominici and Guzzo: (@010

c i tIleadconipetitive hospitality industwhich offers homogeneous services, individual
hoteliers must be able to sati.sfy customers

Customer satisfaction, service quality, and price are very important selection criteria for
guests and are also the key determinaftgostpurchasebehavioursuch as worebf-

mouth recommendations and repurchase (Magzlat.,2006as cited byRadojevicet al.,

2015) A satisfied guest provides positive wastimouth promotion at no cost to the
enterprise, and with an effect anddikelity superior to those of conventional advertising
(Leeet al.,2006; Tarn, 2005; Villanuevet al.,2008as cited byRadojevicet al.,2015)
Concluding, it is possible to say that customer satisfaction is crucial for a business as it
allows tomaintain and also attract new customers, thru the positive-@fartbuth that

comes with it.

Therefore, in a service it is major that the consumer gets satisfied, if a consumer is

satisfied he will possibly return, or recommend it to a known person, or\ekte a
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positive review. However, if the customer is not satisfied or even dissatisfied the opposite
may happen, which is not returning and giving a bad feedback to friends or even write a
bad review. Having this in mind, having satisfied customersimgyl@ne $p closer to

increasing sales.

2.3.4. Eactors that influence customer satisfaction
To achieve customer satisfaction, it is required a certain service quality. According to

Lewis and Booms (1983) as citedRgdojevicet al.(2015) service quality is determined

by how well customers' needs are met.

It is known that not all customers have the same needs and desires, however there are
some factors that are common to most of customers, factors that influence customer
satisfaction. Thafore, it is very important to be aware and to know which are those
factors, because neglecting to pay attention to those hotel attributes considered most
important by guests, may lead to negative evaluation of the (etinici and Guzzo,

2010) Tofex@and and improve their businesses, hotel managers should have a clear
perception of which factors provide customers with higher valug Na r vascited 200 0
by Radojevicet al.,2015 13).

Wuest, Tas, and Emenheiser (1996) as citedRagojevicet al. (2015) discussed the
importance of various hotel facilities and attributes deemed necessary for achieving
customer satisfaction. Attributes such as cleanliness, price, location, security, personal
service, physical attractiveness, opportunities for relamatstandard of services,
appealing image, and reputation are recognized as critical determining factors. Therefore,
a hotel aiming to have a good service quality to promote customer satisfaction must have
special focus on the attributes mentioned. The Wwayhich a hotel addresses each one

of those factors determines its success, so, ideally a hotel should be great in all those
things, and not only some.

The location is one of the main attributes that impact the choice of hotels being also an
influencerof price. For example, the central location has a double effect on the hotel room
rates in downtown Chicago, as the strong competition in the central area leads to higher

discounts in low seasdBorgeset al.,2015)

Cleanliness and comfort of the room are some of the most important characteristics

according to Portuguese hotel guests (Chavat,2012as cited byBorgeset al.,2015)
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Satisfaction with the staff, constitutes also an important quality as cliests fer

courtesy, warmth, friendliness and helpfulng¢Bsrgeset al.,2015)

fBesides the tangible components of t he
restaurant or convenient parking, the aesthetics of the hotel, both interior and exterior,
are ofparticular concern to customay¢Saleh and Ryan, 19%5 cited byRadojevicet

al., 2015 14). So, not only a hotel must have a good service quality to attract customers
but also it must look good aesthetically. People when looking for a hotel will prefer a

beautiful one.

The presence of specific hotel amenities such as air conditioning, frEe #id a hotel

bar also have a positive influence in customer satisfafadojevicet al.,2015) Clients

will appreciate if the hotel offers more services than the expected standard, some bonus
services are becoming more and more important nowadesesV#-Fi is an example of

this, as some clients have it as criteria to choose a hotel to stay.

The price factor is also much related to customer satisfaction as hotel guests tend to be
more demanding, and equally more rigid, in terms of their requirerardtsxpectations

when paying more for a certain servi{€adojevicet al.,2015)

All the factors mentioned are also taken into account in the star rating of a hotel, meaning
that the better the attributes are, the more stars a hotel will have.

Guests' dsfaction is predominantly influenced by hotels' star ratings, which are
primarily determined by physical aspects of a facility and itgisemquality (Ryan and
Gu, 2007as cited byRadojevicet al.,2015)

The star rating of a hotel is the most releptedictor of typical customer experience, as
star classification is designed to reflect the overall quality of hotel facilRiadojevicet
al., 2015)

2.3.5. Online Reviews
One of the most prevalent methods used by customers to provide feedback on eatisfacti

with the services provided is evaluating the hotel in online hotel booking websites. The

evaluation is done according to how well the hotel provided relevant aspects of service.
These evaluations are commonly compiled to form a single figure calleéth@ saore,

which can be regarded as a comprehensive metric of customer satisfaction. In addition to

being a means of providing hotel management with valuable feedback, rating scores also
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act as recommendations for future customers, thus affecting thall ocegutation of a

hotel. The reviews discuss many hotel characteristics, ranging from general aspects such
as pricing and location, to more specific information itemizing activities and facilities,
and even details regarding pet policy or languages spokehe staffRadojevicet al.,

2015)

AThe website Booking.com has a | arge market
a commissiofbased model and allowing its registered users to carry out a complete
booking procedure online quickly arskcurely. One of the main advantages of this
internetbased service is its large and active community, which continually generates
valuable feedback information. Shortly after a stay, a user is routinely invited via email

to fill out a guest review form.hE first part of the form allows users to evaluate the

property they stayed in, using a standardized set of criteria specifically: cleanliness,
comfort, location, facilities, staff, and value for money while the second part of the form

gives users the opth to write additional comments. Information received is then
rendered anonymous, processed, summarized, and finally presented publicly in the guest
reviews section of the page dRadojedcattled t o t
2015 14). Bookingcom is one of the biggest websites about hospitality, it is a place much
appreciated by clients, due to its organization and its usefulness, it allows to search for
hotels, to do the booking, to read reviews from people that went to the hotel, and it also

has images of the hotel. All these characteristics made Booking.com grow to this point,

being now an important partner for hotels and tilavs!

According to Gretzel and Yoo (2008) as citedvigyet al, (2009) 75% of travlers have
considered onlineonsumer reviews as an information source when planning their trips.
This proves that online consumer reviews, have a great impact on people planning trips,
S0, this is a tool that hotels must take very seriously. A hotel needs to do everything in its
powe in order to have good reviews, as it is a way to attract customers. A hotel with bad
reviews, is a hotel in danger, firstly because customers are dissatisfied with the service,

secondly because it will affect the image that people have towards the hotel.

Online useigenerated reviews are an important source of informatiwavellers Travel
reviews are often perceived as more likely to providéougate, enjoyable, and reliable
information than any other contef@retzel and Yoo, 2008s cited byyre et al., 2009)
Proving that c-makiagupnoeessoiss strosh@yciriflieemcednby Word of
Mouth (WOM).
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However, it is important to have in mind that online reviews are perceived as having
lower credibility than traditional WOM, from friends or famildue to the absence of
source cues on the Internet (Smethal., 2005; Dellarocas, 200&s cited byYe et al.,

2009)

Hotel managers have to be aware that customers rarely view online comments beyond the
first two webpages (Pavlou and Dimok20Q06as cited byye et al.,2011) This means
that a hotel has to be always at its best, because people focus more in the most recent

comments, and if those are bad, the hotel image will be compromised.

AResponding to cust omer s\ersioeugtantels themessagei ne ¢
that the firm listens to guest complaints and is willing to make up for service failures

(Chen and Xie, 2008s cited byKim et al.,2015169). Appropriate responses to online

complaints make dissatisfied customers mea#sfied and, therefore, more likely to

retain disgruntled customerSo, hotels should designate staff members to regularly

respondo onlinecomments.

According toYeetal.(20095a 10% i mprovement in reviewersa?o

by 4.4%. So, hotels must always seek to improve their online reviews as it drives sales.

Tourism managers thus need to be aware that an increasing nutnaeeltérsvill make

their purchases omle, and that the purchase decisions of ttresellerswill be strongly
influenced by online reviews. If a hotel can provide more resources to improve the
valence of its online consumer reviews, it is likely to receive more bookfegst al.,

2011)

Travellerreviews also helps a tourism business by giving feedback on how to improve

their services. Also, a rapid resolution of consumer online reviews can provide an
opportunity for hotels to gain consumer so
(Yeetal.,2011)

Having all this in mind, hotel managers should motivate consumers to write online

reviews.

2.3.6. Customer Loyalty
APositive relationships can create cust ome

return rate. Longterm and reciprocally advanggous relationships between customers

and the hotel is becoming progressively important because of the highly positive
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correlation between guests' overall satisfaction levels and the probability of their return

t o t he s(@wiand®ho, 208lasaited by Dominici and Guzz201Q 3). Having

a satisfied customer is being one step closer to having a loyal a customer, and for some
hotels that important. However, it is essential to have in mind that this is not possible for
all hotels, as some haweelow return rate. It depends on the target, the strategy, and the

location

Although the search for new locations being one of the most important factors for many
tourists, several studies highlighted that there is a portion of customers that choose to
repeat their holidays' destination, showing a certain degree of loyalty.
According toDominici and Guzzo (201@), iithe main factors which affect the repetition
of the trip to the same tourist place are:

1 the desire to reduce the risk of making a mistaken choosing an alternative
destination;
the chance to meet the same people again;
the emotional affection to a specific place;

the possibility to explore the place better;

= =/ =42 =4

the desire to show the place to other

It is hard for a hotel to have loyal customers, since many will only go there once. To
explain this, it is necessary to think about what drives a person to a hotel (see attachment
1). The main reasons leading someone to a hotel are vacations and wotk. dPeop
vacation do not usually repeat the same destination, therefore they will not return to the
hotel where they went. However, some tourists repeat the destination, due to the factors
mentioned, and those represent an opportunity for hotels to acqlayal acustomer.
Regarding the people who travel due to work, they may or may not return to that
destination, if they do return then the hotel has the possibility to make that person a loyal

client.
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3. External Analysis Market

3.1. TourismWorldwide
As seen irthe literature review, the hospitality/lodging business is much connected to

tourism, therefore it is importatd analyséoth industries (lodging artdurism).

filnternational tourism (comprising both earnings in destinations and passenger
transport)represents 30% of services exports. As a worldwide export category, tourism
ranks third after fuels and chemicals, and ahead of food and automotive products.
(UNWTO, 2016:

International tourist arrivals have increased from 25 million globally in 185874
million in 2000, and 1186 million in 201&JNWTO, 2016)

Expenditure by internationafisitors on accommodation, food érink, entertainment,
shopping and other services and goods in the destinagankad US$ 1266illion in
2015, whichrepreserd an increase of 4.4% over 20UNWTO, 2016)

Worldwide economic factors, violent conflicts and terrorist attacks as well as the refugee
crisis in Europe are impacting the global tourism induditevertheless, worldwide
outbound travel grew by 4.5% in terms of trips over the first eight months of 2015, the
number of overnights rose by 3% and averagedipg increased by 4% per nigléable

1).

World travel trends (change in % over respective previous year)

2012 2013 2014 2015 YTD
Outbound trips +4% +4%, +5% +4.5%
Outbound nights +2% +4% +3% +3%
Outbound spen- +9% +1% +2% +4%
ding per night

Tablel- Evolution ofOutbound Trips
Source: IPK International (2015)

Global outbound travel growth this year, was driven by Asia Pacific (+5%), North
America (+5%), South America (+4%), Europe (+4.5%), and the Middle East with a
strong 9%. Africans however were the sweho travelled less, presenting the worst
results with a 6% decrea@®K International, 2015).
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In terms of countries, the biggest outbound markets (the citizens who travel the most), are

the German, the North American, the British and the Chinese. People from these countries

are the ones who exit the most tops ¢able 3 (IPK International, 20156

Germany

usa

usa

China

UK

Germany

China

UK

France

Japan

=31 IRV N T VRN N I ]

Canada

Canada

Table2- Outbound markets by trips and spending
Source: IPK International (2015)

Europe was the worl dds most visited region
tourist arrivalgattachment @ Asia and the Pacific, the Americas and the Middle East all
registered a 4% growth, while Africa points to an estimated 5% deci(#ake

International, 2015).

Europeds growt h wa segiahal travet from majes sourge mharketsi nt r a
such as the Kland Germanyin 2015 it was expected a 30% rise in Chinese arrivals and

11% from the USA, however from Russia an 18% fall was expétRé&dinternational,

2015).

In 2015, Europdad608 million visitors (51% share), followed by Asia and the Pacific
with 279 million visitors (24%), the Americas come third with 193 million (16%), then
Africa and the Middle East both with 53 million (5%). Regarding the International
tourism receipts, the rank follows the same order, as Europe is the biggest earner with
US$ 41 billion (36% share), then comes Asia and the Pacific with US$ 418 billion
(33%), followed by the Americas with US$ 304 billion (24%)dthe Middle East with
US$54 billion (4%), lastly Africeearning US$ 33 billion (3%{(UNWTO, 2016)

Looking more in detail tdnternational tourist arrivals, the first places are occupied by
France (84.5 million), United States (77.5 million) and Spain (68.2 million), moreover all
these countries grew when compared with the previougigbde 3) (UNWTO, 2016)
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International tourist arrivals

(million) Change (%)

Rank Series 2014 2015 14113 1514

France TF 83.7 845 0.1 0.9

2  United States TF 75.0 775 7.2 a3

3 Spain TF 64.9 68.2 7.0 5.0

4 China TF 55.6 56.9 -0.1 23

5 ltaly TF 48.6 50.7 1.8 4.4

6 Turkey TF 30.8 295 5.3 -0.8

7 Germany TCE 33.0 as.0 46 6.0

& United Kingdom TF 326 234.4 5.0 5.6

9 Mexico TF 29.3 a2.1 21.5 9.4
Table3- International tourist arrivals

Source: UNWTO (2016)
Regarding the international tourism recei

earner with US®05 billion recorded in 2015, China is the second with US$ 114 billion,
Spain comes third with US$ 57 billion, France is the fourth largest tourism earner with
US$ 46 billion(table4) (UNWTO, 2016)

International tourism receipts’ uss Local currencies
(billion) Change (%) Change (%)

Rank 2014 2015 1413 15*M14 1413 15*14
United States 191.3 2045 7.B 5.9 7.B 6.9

2 China 105.4 1141 n/a 8.3 n/a 9.8
3 Spain 65.1 565 3.9 -132 3.9 4.0
i France 58.1 459 28 -21.0 28 54

5 United Kingdom 46.5 455 11.8B -2.3 6.2 5.2
6 Thailand 384 446 -BO 160 -27 220
7 Italy 455 384 36 -133 3.6 3.8
8  Germany 43.3 369 49 -149 4.9 1.9
9 Hong Kong (China) 384 362 -1.4 -5.8 -1.5 -6H.8
10 Macao (China) 426 313 -1.1 -264 -1.1 -26.5

Table4- International tourist receipts
SourcelUNWTO (2016)

3.2. Travel types and timings
AHIi storically, it is possible to verify

holiday, with 34% growth between 2007 and 2014. Regarding the type of travel, cruise
holidays have boomed with a dynamic 248% increase over the seven years yifescit

have increased 82% to reach a 22% share of all holidays. In comparison, sun & beach
holidays grew by 39% between 2007 and 2014 and make up 29% of all holidays. Tours
have grown more slowly by 21%, and make up 20% of all holiday trips. In contrast,
countryside holidays have stagnated in volume terms and now only represent 7% of all
h ol i diRKylrgetnational, 2015: 8).
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Short trips make up 33% of all outbound trips, while trips of 4 to 7 nights represent 37%
and longer trips (8 nights or more) represent 30PK International, 2015).

Aln terms of timing, the number of trips t.
60% from 2007 to 2014 and now accounts for 27% of all trips. In comparison,
summertime trips (May August) increased by 17%, and have a 41% share, while
Septembeif December trips rose by (IPK@fernationdl, have a
2015: 8).
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3.3. NationalTourism and Lodging
The direct contribution of Travel & Tourisr{tourismcharacteristic sectors such as

hotels,airlines, airports, travel agents and leis€reecreation services that deal directly
with touristg in 2015 to the Portuguese GDP was EUR 11.3bn (6.4% of GDP), and is
forecast to keep rising in the following yeéckart ) (World Travel & Tourism Council,
2016)

Total Contribution of
Travel & Tourism to GDP

2015 EURDbnN
40
35
30
25
20
15
10
5
]
© Kk ©@ @ © - o M ¥ 0 ©
888888888 %8% §
. Direct . Indirect Induced

Chartl- Total Contribution of Travel & Tourism to the Portuguese
Source: World Travel & Tourism Council (2016)

In 2015, the direct contribution of Travel & Tourism to employment, was 7.9% of total
employment (363,000 jobs) and is expected to continue rising in the following years
(World Travel& Tourism Council, 2016)

According toOECD (2016),lte Portuguese tourism industry recorded its best ever results
in 2014.Overnightguestsamount t016.1 million people in 2014 (12% more than in
2013), with 45.9 million overght stays registergd 0% more).

International overnight guests in hotels and similar establishrmenéased 11.8%, thus
reaching 9.3 million people (57.8% of the total guests), this translate324ritamillion
overnight stayga rise of 9% from 2013

Domestic overnighstays in hotels and similar establishments reached 13.8 million in
2014, an increase of 12.8% on the previous year.

Therefore, mternational tourism represents 70% of tourist demand, with the domestic

market acounting for the remaining 30%.
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The five kading international source markets in 2014 were in order of importance: United

Kingdom, Germany, Spain, France awetherlandgAttachment 3.

Hotels werethe most chosen place to stay, 2015 having registered 13.1 million
overnight guests (3.Million more since 2010), followed by hotapartmerg with 1.5
(table § (Turismo de Portugal, 2016)

[Héspedes) 2010 201 2012 2013 2014 215
Apartamentos £78.482 710.950 729.301 742223 845.672 898.541
Hoteis 7.178.195% | 9.753.988 | 9.838.003 | 10.443.418 | 11.928.383 | 13.100.303
Hoteis-Apartamentes | 1.248.859 | 1374364 | 1.444.792 1.505.009 1.537.806 1.549.930
Outros 1.874.492 | 1.571.185 | 1.230.924 1.096.789 1.108.471 1.123.992
Pousadas 254.328 262.599 215.623 209.252 229.71 267.683
Aldeamentos 302.684 319.696 386776 375.265 385.067 418.098

Tableb- Overnight guests by typology
Source: Turismo de Portugal (2016)

In terms of region, Lisboa armlgarve were the most successful with a2d 3.7million
overnight guestsnumbes that have been increasing, Lisboa hasniillion more since
2010 and Algarve 0.@able § (Turismo de Portugal, 2016)

[Haspedes) 2010 2m 2012 213 2014 2015
Morte 2545911 | 2841977 | 2626472 | 2777229 | 3048315 | 3424877
Centro 2154941 | 22172110 | 2086996 | 2077294 | 2307171 | 2579.928
Lisboa 3940314 | 4025272 | 4115832 | 4318738 | 4928376 | 5242742
Alentejo &9T.4TT 718.370 651.072 635.303 729152 801.663
Algarve 2874136 | 3008494 | 3.043.920 | 3147196 | 3558284 | 3.664.564
Acores 347.902 344.595 326.370 333446 345.594 428.012
Madeira 976359 | 1.0346.844 994757 | 1.082.750 | 1.140.250 | 1.216.741

Table6- Overnight guests by region
Source: Turismo de Portugal (2016
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In terms of overnight stays 2015 hotelsrecorded32.3 million overnightstays (10.8
million more since 2010), hotalpartmerg had 6.9, followed by tourist apartmemtith
4.6 (table 3 (Turismo de Portugal, 2016)

[Dormidas] 2010 2011 2012 2013 2014 2015
Apartamentos 3.759.178 181651 3.959.4M 4.061.253 4.354 666 4.556.838
Hoteis 21846374 | 23837305 | 24289093 | 26100320 | 2%.678.841 | 32.248.927

Hoteis-Apartamentes 5.728.545 6.279.374 6.4TT.693 6.541.451 £.857.289 £.906.989

Outros 4.013.148 3.443.233 2.767.938 2.540.663 2525103 2.503.654
Pousadas £13.409 427139 355.336 383.403 435746 489 614
Aldeamentos 1.630.617 1.636.751 1.831.489 1.942.626 2.020.814 2124 643

Table7- Overnight stays by typology
Source: Turismo de Portugal (2016)

Regarding the regiom\lgarve despite having less overnight guesiad more overnight
stays than Lisbqawith 16.6million against12.3, which means that pelgphave longer
stays in Algarvdtable § (Turismo de Portugal, 2016)

[Dormidas] 2010 201 2012 2013 2014 2015
MNorte 4.437.756 4.547.01 4.5461.919 4.865.579 5.398.994 6.103.053
Centro 3.884.548 4.043.543 767924 3.735.463 4.140.041 4.504.713
Lisboa 8.620.423 7.027.432 7.439.853 | 10.040.808 | 11.527.482 12.263.192
Alentejo 1.172.558 1.243.652 1.142.145 1.113.427 1.297.609 1.430.204
Algarve 13247450 | 13.979.866 | 14326774 | 14.741.9269 | 16.177.153 16.619.138
Acores 1.035.031 1.033.525 954740 1.054.102 1.063.775 1.274.207
Madeira 4.993.525 5.565.286 5.507.685 £.018.368 6.267 443 6.656.160

Table8- Overnight stays by region
Source: Turismo de Portugal (2016)
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Regarding the Accommodation revenue, in 2015, it was over 1775 million euros, with

Lisboaear ni ng the most, amounting 57 qtablei | | i on
9).

[Proveitos Aposenta) 2010 2011 2mz2 213 2014 2015

Morte 150.028.977 153.245.377 14%.283.810 158.548.119 178.188.120 | 218.034.740

Centro 115.164.326 | 117.820.554 | 109.229.187 | 107.780.853 | 120.042.074 | 135.346.113

Lisboa 373.584.393 | 404.863.2%% | 390.905.0M 424 682117 | 500.174.473 | 576.837.637

Alentejo 39.081.683 £3.115.130 39.081.276 37.625.802 £3.625.431 50.439.243

Algarve 375.255.132 | 401.945.138 | A17.047.%44 | A37.972.087 | A91.777.647 | 550.1467.442

Regido Auténoma dos Acores 35.347.74% 33.782.472 30.405.239 32.613.310 32.858.187 40.235.450

Regiao Autdnoma da Madeira | 137.048.722 | 152.902.189 | 154.149.954 | 170.881.873 | 182.335.387 | 205.406.842

Table9- Accommodation revenue by region

Source: Turismo de Portugal (2016)

Hotels were the accommodation establishment grossing morey iegeig 1. 305 mi | |
followed by hotela par t ment s wiFurtherrho®e2it isrmpadrtant to note that

all these numbers have been significantly increasing since @diil@ 10)(Turismo de

Portugal, 2016)

[Proveitos Aposento) 2010 20m 2012 2013 2014 2015
Aldeamento 4£3.928.069 51.168.378 h6.823.204 462 484 289 &7.439.850 71.996.666
Apartamentos 68.580.643 74.458.37 81.103.165 82.902.531 93.133.013 106.226.311
Hoteis 839.705.118 | 909.788.666 | B898.477.206 | 967.501.097 | 1.116.387.387 | 1.304.841.343
Hotel-apartamento 146018814 | 155776664 | 160810002 | 1646.973.989 178.591.144 191.872.921
Outros 109.020.378 97.264.020 76.093.227 71.219.961 T2.596.466 T4.T574TT
Pousadas 18.257.940 19.218.057 16.795.697 19.022.294 20.853.451 26.752.789

Table10- Accommodation Revenue by typology
Source: Turismo de Portugal (2016)

28
Migue Castelédo



A Marketing Plan to Hotel Castel&do

According toTurismo de Portugal (2014 2016 the countryhad 2,036accommodation
establishments more than in the year of 20{&hart 3.
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Chart2- Number of Accommodation Establishments
Source: Turismo de Portugal (2017)

This translates int&43,164rooms(5,805 more than the previous year), which have been
increasing consistently since 2010, when they were less than 125,000 (20yd8thore
i n a 6 Yy ewhichsshowphew muehdthe industry as gradue to theprogress

of tourism, as seen aboyehart 3.
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Chart3- Number of Rooms
Source: Turismo de Portugal (2017)

From the2,036 accomodation establishments, 61% (1,238 units) are hotelg,19@%

units) are touristapartments, % (142 units) hotehpartmerg, 3% (52 units)tourist
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villages, 2% (36 units) pousadas and 18% (374 units) otfeasédo, estalagem and
motel) (table 1) (Turismo de Portugal, 2017)

(N° Estabelecimentos) 2010 2m 2mz2 2013 204 2015 2016
Aldeamento 38 40 45 44 4b 45 52
Apartamentos 183 184 195 192 195 197 194
Hoteis m 873 788 1.039 1121 1.164 1.238
Hotel-apartamento 137 144 150 145 145 141 142
Outros 842 739 614 553 499 445 374
Pousadas 40 39 36 35 35 36 36

Tablell- Number of accommodation establishments by typology
Source: Turismo de Portugal (2017)

The number of hotels has been increasing throughout the years, jiP2éw@al had 771
hotels and now there are 1,238 (467 more
progress in the accomodation indugtlart 4 (Turismo de Portugal, 2017)
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Chart4- Number ofaccommodation establishments by typology
Source: Turismo de Portugal (2017)

Thehotel groups leading the market are: Pestana Hotels & Resorts/Pousadas de Portugal,
Vila Galé Hotéis and Accor Hotels, with 65, 20 and 32 hotels establishrespestively
(Deloitte, 2016).

Concerning the classification of the hotels, 8% have a 5 star rating, 37% are 4 star hotels,
34% 3 star hotels, 16% 2 star hotels, and138tar hotels (Deloitte, 2016).
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Norte isthe regionwith more accomodatiorestablishmets having a 2% share(457
establishments, 16 more since 2Q¥0)lowed by Centro and Algarve both with a 21%
share,and Lisboa with 16% (332 establishments, 19 more sind&l@) (chart 5 and

attachment %
500
400 L
Py - 4 —0
o——0n—°
300
200 v -
100
0
2010 2011 2012 2013 2014 2015 2016
Norte =% Centro -®- Lishoa Alentejo - Algarve

Regidao Auténoma dos Acores¥ Regido Auténoma da Madeira

Chart5- Number ofaccommodation establishments by region
Source: Turismo de Portugal (2017)

Regarding the number of rooms Algarve and Lisboa are the leader regions having a 31%
(44,466 roomsand 219%(30,646 roomsyhare respectively(chart 6and attachment)5
(Turismo de Portugal, 2017)
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Chart6- Number of rooms by region
Source: Turismo de Portugal (2017

Looking more indetail to Lisboa, in 2015/0% of the accommodation establishments
werehotels(237 establishmentsa number that has been increacing since 2010 when the

cty hadonly136 (101 new hot el @ttachmentad (Tari®moyle ar sdé p
Portugal, 2016)
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Regarding the Rev Pan 2015 Lisboa ha the highest with 54, f o by Madeira d
and Al garve witlhh 4 s puanben tha éddgObeen increasing
consistently throughout the yedtable 13.

[Revpar] 201 2012 ik 2014 2015

Narte 225 na 225 289 297
Centro 17,2 15,6 15,5 17,3 19,4
Lisboa 433 40,5 431 48,3 54,4
Alentejo 20,7 19.2 19.2 21 237
Algarve 3,2 3.6 33,2 35,2 40,1
Acores 228 20,8 22,6 222 26,8
Madeira 30,4 N4 348 36,7 41,3

Tablel22w S @t | NJ €
Source: Turismo de Portugal (2016)

In terms of occupancy rate, those three regions aoammkhe lead, as Lisboa has 56.8%,
Madeira 66.2%, and Algarve 48@table 1) (Turismo dePortugal, 2016)

[OCTotal) 20M1 M2 M3 214 2015
Morte 37,0% 36,0% 37,2% 41,3% 45,9%
Centro 32,0% 29.9% 29,6% 30,0% 32,6%
Lishoa 49 4% 48.1% 49 4% 53,4% 56,8%
Alentejo 33,4% 27 8% 27 8% 26,9% 33,3%
Algarve 42,2% 40,8% 44,2% 45,3% 46,9%
Acores 35,1% 33,6% 38,1% 37.4% 44,8%
Madeira 55,1% 55,9% 61,0% 62,7% 66,2%

Tablel3- Occupancy rate %
Source: Turismo de Portugal (2016)
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34. Mafraods Tourism and Lodging
Mafra is a county in the metropolitan area of Lisboa, located in the coast of Portugal. This

county biggest villages, and the more popular, are the villages of Mafra and Ericeira.
These villages are the main focus of tourism in the region, Mafra havifiathee, and

Ericeira the famous beaches for surf and relaxd@raternaire Portugal, 2015)

Mafrab s ¢ i3 gromting, data shows that its population increased 5.89% in the period
between 2011 and 2014, if we look more in the past it is even more visible as in 2001 the
number of residents was 54,358 people and in 2014 it was 8No99nly the number

of peope is increasing but also and consequently the number of build@gaternaire
Portugal, 2015)

341.Mafrabds Touri st Profile
Vacations and surf are the two main reasarstdurists visiting the regio2 ii T

Informética & Informacao, 2016)

Most tourists are of Spanish, English, French and German nationality, they come with
friends or family generally, and are typically of middle and middigh classwith a high
degree of educatiof2 ii i Informatica & Informacao, 2016)

In terms of age, 33% have between 45 and 54 ye@8.9% betwen 24 and 34; 26.4%
between 35 and 44;1% between 55 and 64nd 2.1% are between 15 and (24ii i
Informética& Informacéao, 2016)

The main factors influencing the choice of destinatiom travel price (44.7%), travel
sites search (42.8%), aadggestions of friends (39.5%®)ii i Informética & Informacéo,
2016)

70.8% d the burists stay in hotels, the remaining stay in Hestampingpr withfriends
and family(2 ii T Informéatica & Informacéo, 2016)

In terms of classification, tourists visiting the region on a scale of 1 to10, rateti9bat

which can be considered very good. There are distinguishing factors, namely those related
to environment, hygiene and safety, climate, population friendliness and the gastronomy
(21i 7 Informatica & Informacao, 2016)

In terms of expenses it is possible to compare the daily average spending between the
regular tourist and the surf tourist, allowing to verify that the regular tourist spends 93.55
euros per day and the surf tourist 72.@he difference may be explained by the
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accommodation costs (many surfers stay in hostels and local lodging), and also a smaller
spending on shaping and in visiting monumen® ii i Informética & Informacao, 2016)

Many of thetourists visiting the region state they will probably ratto this destination

since itmet or exceded their initial expectatiorf ii | Informatica & Informacéo, 2016)

342. Mafrabs Lodging Market
Regarding the offer ciccommodation, it is verified théhe hotel capacity is limitedn

the period between 2009 and 2014 there was no change in the numabtarrafnodation

establishmentsy Mafrad s ¢ o u n t your obthem hotgls s i X

The capacity of the accommodation establishments, all combined reach an amount of 636,

this is how manguests Mafra can lodgeernight (Quaternaire Portugal, 2015)

At the level of tcal lodging there is a considerable supplwhich has grown
exponentially in recent yeafshart 7); 66% are in EriceiréQuaternaire Portugal, 2015)

002 2003 20049 2005 2006 2007 2008 2009 Z
Chart7- Number of registrations of local lodging

SourceQuaternaire Portugal (2015)

The county also offers lodging in municipal campingaving a total of 86 beds in

bungalows and teepeéluaternaire Portugal, 2015)

Concerning the number of overnight stays in Mafra, chart 8 shows a positive evolution,
asin 2010it was around 90,000, and in 20it4vas already near 130,000.
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Chart8- Evolution in the number of Overnight Stays in Mafra's county
SourceQuaternaire Portugal (2015)

The number obvernight guestbasalsobeen increasing. Frog014to 2015the number
of overnightguests rose fror67,469to 62,094, which poses as on®re sign of the
region growth(INE, 2016)

The total revenue from accommodation establishments (local lodgingiatdourism
included) is growing as well. From 2014 to 2015 the number rose from 4.9 to 5.8 million
euros(INE, 2016)

In chart 9 it is possible to see the evolution of the occupancy rate, presenting some
irregularity withincreases and decreases, posing somehow as a surprise since the number
of overnigh stays has been increasing consistently. The year of 2014 registered an

occupancy rate around 41%.

— . Lisboa — 1\ ot

Chart9- Evolution of the occupancy rate in Ma county
SourceQuaternaire Portugal (2015)

The evolution of foreign guests allows us to infer a clear increase in internalgonahd
as in 2002he proportion of foreign guests in Mafra v&23%, and in 2014 it was already

53.7% It can banferred that the national economic contextf@vourabldor the national
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tourism marketandthe classification of Ericeira as World Surfing Resefagdurable
for the international tourist market) méwave contributed to this chang®uaternaire
Portugal, 2015)

As for the average stay, there were no significant changes since Mafra presents the same
value in 2014 as in 2010, that is, an average stay of 2.Z@Qagsernaire Portuga?015)

36
Migue Castelao



A Marketing Plan to Hotel Castelédo

4. PESTEL Analysis

4.1. Political/Legal Environment
In Portugal, thenstitutionresponsible for tourism and tourism errises is Turismo de

Portugal, which is integrated within the Ministry of the Economy. iftgstutionisfi t h e
authority reponsible for promotion, enhancement and sustainability of tourism activities,
aggregating within a single entity all the institutional competencies related to stimulation

of tourism activities, (TuissnmdetPbrtegalsndp pl y sect

Turi smo de P o rtadenhgred addsdevelépeism indrastructsresievelop

human resources trainingyortinvestment in the sector,andtoor di nat e Por t u
domestic and international protion as aourism destinatior{Turismo de Portugal,

n.d.)

Theindustry occasionally has some legislation changbsther it is to impose new rules
or to draw new definitions to maintain the sector updated to time. When those changes
happen they are announced in a detage

The Decred.aw n°® 228/2009 of September 14 and the annex of the Republication of
DecreeLaw n°® 39/2008 of March 7defines Tourism Enterprises asiest abl i shment
intended to provide accommodation services against remuneration, having an

appropriate set of facilities, equipment an

BesidesTourism Enteprises there is another possibility of accommodatiehich is

Local LodgingAi L o c a | | odging establishments are co
and lodging establishments that, having authorisation of use, provide temporary
accommodation services for remuneration, but do not meet the requirements to be
consi der ed t o (DiaricsdnRepublicee 2009) i s e s 0

The Decreelaw mentioned abovelso defineshte types of durism Enterprises, which

are: hotel establishmentsourist villages, tourist apartments, resordsyrt and coutry

house tourism accommodatidourismenterprises in rural areas, campsites and caravan

sites, and ature tourism enterpriséBiario da Republica, 2009)

Hotel establishmentd ar e t hose tour i stoprevidé emporary ses de

accommodation and other ancillary or support services, with or without meals, on a daily
rent al basis. o

These, can be divided in three groufs) Hotels; b) Aparthotels, when most of the
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accommodation units consist of apartmentsPousadas, when located in buildings
classified as national monuments, pubfiterest buildings, buildings of regional or
municipal interest, or buildings that, for their age and architectural and historical value,
are representative of a particular eta

The article 12 of the decrdaw defines the settingp conditions of hotel establishments,

as follows:fi 1 Hotel establishments shall have at least 10 accommodation units. 2
Hotels may occupy an independent part of a building, consisting of compldte a
contiguous floors, or the whole of one or more buildings constituting a harmonious,
interlinked whole and forming part of a set of contiguous spaces, having coherent
architecture ad functional characteristics.-3 single building may accommodate hstel

of different ¢ (DatoglasRepublicac2D@e gor i es. 0O

Concerning the grading/classification of hotel establishmeritspverseen by Turismo

de Portugal, which does the evaluation according to a set of requirements, in the end
resulting in the star rating (one to five) of the establishnidrgse requirements include:
characteristics ofhe facilities and equipmeniaeption and concierge servicdéeaning

and laundry servicespmplementary servicefood and beverage servidéhe gradings

reviewed every four yeaf®iario da Republica, 2009)

4.2. Economic Environment
Portugal and the EU hawxperienced a serious economic crisis, which began in 2008

and only now the economy is showing signs of recovery. The country had to ask for
international help from the ECB and IMF to be able to finance itself and overcome the
crisis. In the process, marusinesses went bankrupt, leading to many unemployed

people.

The crisis lead to an environment of instability which affected all industries. Some
economic indicators are stildl negati ve,
agencies are still caful and suspicious about the fragilities of our economy. Being a
smal | and exporter country (exportations
economy is much influenced by what happens abroad, and currently the EU is suffering
some political ingbility due to sensible matters such as the refugees, and the elections

in many countries such as France and the (E&#roso, 2017)

The crisis as it would be to expect, impacted some industries more than others, since

people when in a bad financial shape, cut with theessential needs, to assure firstly
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the basic ones (such as alimentation, education, clothes). Therefore, thalibospit
industry was much affected, as the Portuguese were spending much less money on

holidays and travels.

Nevertheless, some indicators are showing signs of recovery, for examptaltDP
growth rate, which is the principal indicator of economic ledias been positive since
2014, promising some stability. In the years of 2011, 2012 and 2013, the worst period,
this indicator was negative, reaching its worst in 2012 wiit®3%. However, in 2014 it
returned to positive numbers and in 2016 it wag8%4185 thousand million Euros)
(table 14 (PORDATA, 2017)

Taxa de variacdo - %

Taxa de crescimento real

Anos do PIB

2007 2,49
2008 0,20
2009 -2,98
2010 1,80
2011 -1,83
2012 -4,03
2013 -1,13
2014 0,89
2015 Pre 1,60
2016 Pre 1,43

Tablel4- GDP real growth rate %
Source: PORDATA (2017)

The unemployment rate, between 2009 and 2013 increased consistently, reaching its peak
in 2013 registering 16.2% of unemployment, which was a huge concern as it affects not
only the economy but also the society. In 2014 205 it decreased, to hit ti2.4%

mark, still being above the average of the Eurozone (10(&8%)e 15 (PORDATA,

2016)

39
Migue Castelao



A Marketing Plan to Hotel Castelé@o

Taxa - %

Taxa de desemprego
Anos UE28 Zona Euro (19 Paises) Portugal
2007 71 7.4 8,0
2008 7.0 7.4 7.6
2009 89 9,5 9.4
2010 9,5 10,1 10,8
2011 9,6 10,1 Laz7
2012 10,4 13 155
2013 10,8 11,9 16,2
2014 10,2 1,6 138
2015 9.4 10,8 124

Tablel5 Unemployment rate %
Source: PORDATA (2016)

Concerning the minimum wage, during2012t0 14 it was 4850 per mor
the | ast three years it has been increasing
the Portuguese a bigger purchase power and allowing to meet the rise in inflation
(PORDATA, 2017) Neverthelessit may still be considered a low amount when
compared to Germany or Bel gi vascordingémhaet it 1 s
10it is possible to see that Portugal is in the middle of the rank (Portugal appears there

wi t h 6 4ngergiBgithe bliday and Christmas allowangd®ORDATA, 2017)

Salario minimo nacional: valor medio mensalizado (Euro)
Valor(es) do(s) ano(s) 2017

1. Luxemburge 1.998.6
2. Irlanda 1.563,3
3. Paises Baixos 1.551,6
4, Bélgica 15319
5. Alemanha 1.498
6. Frangs 1.480,3
7. Reino Unidc 1.396,9
B. Estados Unidos da América 1.192,2
9. Espanha 825,7
10. Eslowéniz 790,7
11. Mafta 783,86
12, Grécia 683.8
13. Portuga 649.8
14, Estonia 470
15. Poléniz 453,5
16, Eslowaquis 435
17. Crodcia 433,4
1B. Hungria 411,35
19. Republica Checz 407,1
20. Letdniz 380
21. Lituania 380
22. Roméniz 2754
23, Bulgaria 235,2

o 400 800 1.200 1.600 2.000 2.400

Salario minime nacional: valer médio mensalizado (Eurc) (Eurc)
Chartl0ca2 Yy i Kf & YAYAYdzy g1 3S ¢
Source: PORDATA (2017)
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average wealth created by each citinséa country and is regularly used to assess the life

quality of a stateand the purchase power of its inhabitaatsd accating to itPortugal
of (PORDATA2017p z on e

i s

bel ow t he

aver age

(22.

Concerning the inflation, in the last four years it has been stable, presenting around 0,5%

growth, which means the prices are increasing, though not (R@RDATA, 2017)

4.3. Social Environment
The number of inhabitants in Poraddghas been oscillating, in 2007 there was 10.543

million people,anduntil 2011it increased td.0.557 million people, but since then the
number has been dropping, with 20Etarding 10.358 million peopl@PORDATA,

2017)

Concerning the gender, it is possible to realize that women outnumbervitier®.445

against 4.912 million people, respectivéBORDATA, 2017)

Regarding the age grosigthe most expressive are:-39, 4044, 4549 and 5664 as each

of them has more than 750 thousand people.yTheu n g slasses, $38, 2024, 25

29, each have around 550 thousand pe@plart 1) (PORDATA, 2017)

Chart11- Population by age group
Source: PORDAT2017)
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It is possible to grasp that the region with more inhabitants is Norte with 3.6 million
people, followed by Lisboa with 2.8 millioh.ooking more in detail to Lisboa, we see

that 1.8 million people have 15 to 64 years old, 581 thousand have more than 65, and 446
thousand are less than 14 years td8lé 1§ (PORDATA, 2016)

ts, Territdrios Total 0-14 15-64 65+
Anos 2015 2015 2015 2015
FPortugal 10.358.076 1475537 6.759.544 2122996
Continente 9.854 462 1.396.015 6.407.951 2.050.497
MNorte 3.612.782 497 160 2.440.382 675.241
Area Metropolitana do Porto 1.727 486 242.033 1.166.777 318.676
Centro 2.260.178 290720 1.445 846 523613
Area Metropolitana de Lisboa 2810923 446.352 1.783.916 580.656
Alentejo 728881 94885 454 669 179.328
Algarve 441.699 66.899 283.140 91.660
Regifo Autbnoma dos Acores 246.060 40.935 172.185 32.940
Regido Autonoma da Madeira 257555 38587 179.409 39.560

Tablel6- Population by region and age group
Source: PORDATA (2016)

Concerning the natality, it has been decreasing since the year 2000t wheril.7a ,
t o mar kn 2815, 3his @an be explained by the change in lifestyle and mentality
(PORDATA, 2017)

Many factors contributed tthe decrease irpopulation inthe last years, such as the
decrease imatality and thenegative balance imigration.In 2006 the natural balance,

the difference between the births and deaths, was 3.5 thopsapkt(more births than
death$, however betweeRB007 and 2015 the balance got worse every year, to reach the
mark of-23 thousangbeople (the number of deaths is bigger than the number of births).
Moreover, the migratory balance which in 2009 was 15.4 thousand people, also decreased
to the current reed of-10.5 thousand people (more emiggatttan immigrants). All this

led to the total balance e83.5 thousand people in 20(BORDATA, 2017)

Furthermore it is important to mention that the average life expectancy has been
increasing consistently to the current mark of 80.4 yearswdiith led to raise the
retirement age to 66.3 years gRORDATA, 2016)
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Finally, concerning the education levels of the people, there is an improvement, as in
2002 only 12.9% ofhe people between 30 and 34 years old were graduates, and in 2015
the number rose to 31.9%, nevertheless it is still below the EU average which is 38.7%
(Lusa, 2016)

4.4. Technological Environment
Technology is a fascinatingorld, that is constantly evolving and improving in many

ways, whether it is to provide help, information, entertainment or even to connect people.
Nowadgspeople are more dependent amgjaged with technology than ever, things like
internet or social media are present in our everyday life. Therefore, many industries

adapted to explore th@pportunity.

Technology provided one more mean for compattiesdestandwhat customers want

and need. Therefore, they mestolvein thatdirectionand keep pace with these new
technologies if theyant to beup to date. The internet and the social media brought not
only the opportunity to communicate with clients aaéteep in touch with thepbutalso

the possibilityto advertisea business

It is estimated that already 91% of hotedse a website angse social media to connect
andinform clients 72% have an app to do such things as booking a room or even to pay,
furthermorehaving wifi for the guests is already a must for hot@ll$ this hasledto an

improvanent inconsumer experien¢@ublituris)

Technology is also responsible by significant changes in the hospitality markegssuch
the appearing of platforms like Airbnfwhich is one more competitor for hotels)
Bookingand TripAdvisor(which empowered consumers, allowing them to review their

experience)to name the ones that had a greater impact.

5, Porterods 5 Forces Analysi s
Porer 6s Fi ve F omodekdsveldded dye MichdelsPortar whictudiesthe

attractiveness of an industry through an examination of five fundamental forces: threat of
new competitors, threat of substitutes, bargaining power of supphargaining poer
of buyers and competitive rivalry. This analysis allows to understand the strength and the

potential that a business may have in a certain industry.
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Threat of new competitors

The entry of new competitors is a threat to established companies as with the increase of
competition a decrease in market share and in sales might be expected. Moreover, these
new competitors may introduce new features thus revolutionizing the competitive
dynamics of the industrjnence creating threat forestablished businessésccordingly,

the threat of new competitiarlieson the barriers to entry and the anticipated retribution

from the established players.

The high initial investment cosind therisk associated to iis perhaps the biggest
entrance barrier discouraging new qmatitors to enter the industrievertheless, there
are some incentives and financial help provided by programmes such as Portugal 2020

and Turismo de Portugal, which afeesuccessful applicati@nsuremonetary help.

Building a brand is also an important barrier, as in this industry consumers prefer an
established enterprise in order to avoid the risk ofrtgpa bad stay. A proof of this
potential clients reading prus clients online reviewso know what to expect from that

establishment.

The battle of competitive prices is also an entrance barrier to new competition because
sometimes enterprises decrease the pricereate promotions leading to a greater
struggk for the new player to strive and endure in the madkeg tothe uncertairy of

income and the large expenses made in the early phase.

However it is relevant to mention oreasewhich is the easiness to replicate the services
offered by competitorgspecially in the more simplistic hotels.

Due to themany difficult barriers to entrangaentioned, it is possible to conclude that

the hotelindustry is attractive.

Threat ofsubstitutes

Substitutes are alternative products/services which satisfy the same needs of the
i ndustryds clients, thus increasing the pre

sales.

In this case, there are some important substitutes of hotels suclres: apartments,

hotelapartments, tourist villages, pousadas, motels, pensdes/residenciais, estalagens, and
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local accommodations (Airbnb). They all satisfy the same need which is the need of
accommodation. Therefore, the hotel industry is much threatenesdibstitutes. The
solution for this lies in the differentiation of services provided by hotels, whether it is

better conditions or a more diversified offering.

Bargaining power of suppliers

The bargaining power of suppliers assesses the capacitypliesso dictate the terms
under which the goods or services are sold to the industry. Therefore, the greater their
bargaining power, more they can influence the business and even impose a policy of
selling prices, billing, delivery and quality of prodsict

The ideal is having many suppliers for the same thing, thus empowering hotels to dictate

terms.

This industry to operate relies mainly on the suppliers of energy, water and
telecommunications, and for these there are only a few suppliers, so here the bargaining

power of suppliers is elevated

Then comes the neeaf supplyfor some more secondary services/prodaat agood
and drinks or cleaning, however for these the bargaining power of suppliers is low, once

there are many suppliers for it.

Bargaining power of buyers

Clients have a big bargaining power because this is a very fragmented industry with many
competitors ad substitutes, hence consumers have a vast range of chbices
empoweringthem. Buyersgenerally are price sensitive so they choose the best hotel
which in their vision has the best quality/price relation. Thus, impacting the prices in the

industry, ad the demand for the services offered.

Moreover, nowadayslients have even more power than before due to social media,
online reviews and wordf-mouth. Clients opinions are now more important than ever
once they affect the olice of other potential clies. Currently mny consumers before
choosing the hotel, redts online revievgto know what to expecso now more than ever

hotels must avoid having a dissatisfied costumer.
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Competitive rivalry

This fragmentedndustry is characterized by an elevatedpetitive rivalry. There are
many competitors in the accommodation indusiriyich affects the price, once it must

be competitive and it also affects the offer.

Concerning the offeiit is verydiversified. There are som&mplerhotelswhich offer the
basicssuch as 1 or 2 star hotels, there are-raitje hotedsuch as 3 star hotels, and then
there are luxury hotelwhich offera vast range of quality services and facilities (4 or 5

star hotels)Hence the consumer can choose theeothat best suits its desire.

Moreover, die to the competitivavalry, some hotels are also known for their occasional
promotions, aiming to promote the brand and increase sales. Some hotels even make

partnershipsfor example with travel agenciésovercome competitors.

Differentiation and innovation aadsokey factors in this sect@seach competitor seeks

to offer something distinctive and unique to the customers.

Finally, seasonality is also an important factor to have in mind, once in Portegal th
accommodation industry is much affected by it, with sales increasing during the summer

and the holidays, ahdecreasing during the winter.
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6. Competition
Competitors are enterprises that operate in the same market. In thida@$€astelao

competitors are other enterprises which provide accommodation. Howeteall
providers of accommodation are competitors, it depends on the marketah thiei
company operates. SoHbtel Casteldo is in Mafra, we may say its competditoe other
hotels and providers of lodging in the region nearby (Mafra and Eriséiich is 8km
away). Therefore, we exclude ampetitorshotels from Lisboa, Sintra and Torres

Vedras, as they are moreanh 20km distant, henoet in the same niche a®tél Casteldo.

Guesthouse@Airbnb), hostelsand local lodging were not considered as competitors once
their offer and targedre differentof hotels.Neverthelessthe number of those (hostels,
guesthouses and local lodgimgyistered in Booking.conpr the considered argia over

40 establishments. IAirbnb, it is even morewith over 300announcementbetween

rooms and houses to rent for the night.

To have a clearer and more insightful knowledge of the competitors it is now important
to study each of them in detail, analysing the pricing, the offer, the facilities provided and

the building itselfas well as the strategies.

M Pousada de MafraPalaco dos Marquesg#\ttachment ¥

This establishment is the only competitor that Hotel Casteléo has in Mafra (guesthouses
were not considered), all the others are in Ericeira (8km from Mdiingg is a very recent
player as it was born about two years adwe business takes place in an historic building
which began its renewing in 2011 an@s concluded in 2015. This is an interesting
although a bit confusing projeetsthepusada oper ates together
Valore® a place for formation and investigation, culture, and entertainment which is

open to the publi@lso integratingg museum.
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The Pousada ddafra has 15 rooms and 50 bedkeir offer is as follows:

Type of Number

room of people | Low SeasotfOctApril) Pricee | High Season (Magep)t NA G
Double room

(12m?) 2 65 80
Family room

(20m?) 3 85 105
Family room

(20m?) 4 100 120
Family room

(22m?) 5 115 135
Family room

(22m?) 6 130 150
Family room

(22m?) 7 165 165
Family room

(22m?) 8 180 180
Single room

(12m?) 1 55 65

Tablel7- Pousada de Mafra Offer
SourceBooking.com (2017Wniversidade dos Valoréz017)

The rooms have television, private bathroom, frediwbowels, closetsdouble glass
windows, heating, andesk and the hotel provides free parkirag well as included
breakfast. The hotel is locatedan¢he centre of Mafr@in Vila Velha), 1km away from
the Palace. Blverthelessfor outsiders it may be hard to find since it is away from the

main roads in which people go by when they ghssughMafra.

Regardinghe facilities andhefurniture theyare simple buimodern and appealinthe
establishment has a clean look.

The chek-in is between 15:00 20:00, and the cheeabut between 08:00 12:00,with
the reception working from 08:00 to 20:00.

In terms of onlingoresencethe pousada does niohveits own website, instead it has a
tab in Universidade dos Valores website, where it is possilsieetdhe rateshe contact
information for reservations (phone enwil), and a video with pictured the facilities.
The pousada also has an accounbiblBng.com, having a 6.8 rating with 32 comments
from previous clientsFinally, the establishmermtwns a Facebook account with 63

followers, having only a few posts and some pictures of the facilities.
Strengths
o Good appearance, clean and modern look
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Politeness and good cleaning, according to comments from previous clients

Weaknesses:

o

O O O o

M

Location away from the main roads makes it unknown for outsiders who pass by
Mafra

The integration with Universidade dos Valores, is a bit confusing

Not havingits own website

Still unknown to many

Breakfastwith little diversity, according tcomments from previous clients

Hotel CamaradAttachment 3

This 2-star hotel wadorn in 1989andis located inthe centre oEriceira operating

already for 28 yearsyith a 24 rooms capacity.

The offer present in their website is as follows:

Number A Jul/Aug Price
Type of room ofpeople |Octal € t NWdzy k { SLI| €
Single(12m?) 1 40 45 50
Double Inside Courtyard viev
(12m?3) 2 60 65 70
Twin Inside Courtyard view
(12m?) 2 60 65 70
Twin(13m?) 2 65 70 75
Double(13m?) 2 65 70 75
Double Sea View 2 75 80 85
Twin sea view 2 75 80 85
Double Premium Promotion 2 85 90 95
Triple 3 85 90 95
Double Premiun{20m?) 2 130 135 140
Double Premium Sea View
(20m3) 2 135 140 145

Tablel8- Hotel Camaréo Offer
SourceBooking.comZ017) Hotel Camar&¢2017)

It is possible to realize that the offer is diverse, having many types of rooms and different

prices according to the seasamd thenumber of peopleHowever, we may say that the

offer is a little confusing, as there are many kinds of double rooms, making it hard to

grasp the differences between them, besides the price.
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The rooms haw television, private bathroortmwels, closetsheding, desk andfree wi

fi, and the hotel provides free parkig, well as includetreakfast.

Regarding the facilities and the furniture, they are simple but modern and appealing. The

establishment has a clean look.
The chek-in starts afLl5:00 and the cheedutis until 12:00,with a 24hourreception

Concerning the website, it is divided in tabs which provide information and images of the

hotel. There, it is also possible to do the reservations, buying the type of rooms desired.

The Hotel also has an accounBiookingcom,but with a smallediversity in the offering
than in the websiteexcluding theDouble Sea ViewTwin Sea Vew, Double Premium
Promotionand theTriple. Notwithstanding it may be goplence it is clearer and simpler.
Therewe can see that the differences between the double rooms lie in the size of the room
(it may have 12, 13 or 202 and the viewFurthermore, therevere no availale Single
rooms for the Summeat Booking.comConcening the Triple room, it is unclear if it
really exists as the only proof of it is aannouncement in the websit®jt there are no
pictures of this type of room nor it is presenBmoking.com.

Still regarding Booking.com, it is important to mentiomttisometimes Hotel Camarao
has some promotions ther@s well astwo options for the purchase which are being
refundable or not (the price differs for each option).

The hotel owns &aceboolpage with 1158ollowers having many posts @vents and

news about the region, and sometimes announcements of discounts

Hotel Camaradasan8.6 rating ad 700 comments at Booking.com, which is quite good

as it not only shows that previous clients were satisfied, but it also makes it easier to
potential clients to trust this establishment once they see that other clients enjoyed the
hotel.

Strengths

0 Good location, near the centre and the beach
0 Rooms with sea view

0 According to online reviewgolite gaff, clean facilities, good value for money
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Weaknesses:

o Confusing offerin the website (too many types of double roomdackng a
description ofthe characteristicof each type of room (all the rooms have the

same description)nexistent photos of the Triple room

1 Hotel Vila Galé EriceirgAttachment 9

This 4star hotel, exists asis since 2002becausé was remodelled and recovered. The
history of the building starts in 1956, alas an hotel, the Hotel Turismo dé&Ericeira.
However, in 2002 the Vila Galé group, acquired the buildind remodelled it, to start
the Vila Galé Ericeira Hotel. The Vila Galé group began in 1888 it is now one of the
leading groups in the Portuguese Hotel industry, having 20 establishmakisg thisa

well-known and trusted brand of quality hotels.

All this, combined with a capacity @02 rooms makes this establishment the biggest

player in the region.

The offer of the Hotel is as follows:

Number of | OctMay June Price | July/Aug | Sep Price
Type of room people t NAOS |¢ t NAOS ¢
Twin Sea Vie20 m?) 1 92 133 189 148
Twin Sea Vie 20 m?) 2 108 156 222 174
Twin Sea Vie20 m?) 3 146 211 301 236
Twin Sea View and
Balcony(20m2) 1 99 144 205 161
Twin Sea View and
Balcony(20m2) 2 117 169 241 189
Twin Sea View and
Balcony(20m2) 3 158 229 326 255
Twin Standard20m2) 1 77 | Unavailable 157 123
Twin Standard20m?) 2 90 | Unavailable 185 145
Twin Standard20m?) 3 122 | Unavailable 250 196
Suite Juniof28m?) 1/2 117 169 241 189
Suite Junior Superior
(28m?) 1/3 146 211 300 235
Suite Junio28m?) 3 157,95 228,15 325,35 255,15
Suite Junior Superior
(28m?) 3 197,1 284,85 405 317,25

Tablel9- Vila Galé Ericeira Offer
SourceBooking.con{2017) Vila Galg2017)
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Relevant infomation

No extra charge for children

Prices may differ in Booking.commndthe hotel website
Suites are not available ab&kingcom

Breakfast is includedh every type of room

O O O o o

To include dinner,itcos@3 U0 per per son

It is possible to realize that the offer is diverse, having many typeswfs and
different prices according to the season and the number of people.

The rooms have television, telepte, airconditioning, minibar, towels, closets, desk
and private bathroonConcerning theaesthetics of the room#)ey are beautiful with
goodlooking furnitureandcurtains everything matching and in harmony with the hotel

decoration/style

The hotelprovides gardens and outdoor spaces, outdoor pool, frefg Wee parking,
playground for children, games room, laundry servéeel 24hour desk.The facilities
include arestauranand two barsas well as free wellness club for its clientsth sauna,
jacuzzi, gymand a massage roo@oncludingthe facilitiesare big, beautifuhnd offer

many services.
The checkin starts at 4:00 and the checlout is until 12:00

The website is integrated in the Vila Galé grdovp h a v i psg wath@fl gswown
information, serviceand pictures. The website is uggendly, having agood look, with
many colours, it is well organizeahd it allows to do reservations according to the type

of room desired.

The Vila Galé groupowns aFacebookpage with130,353followers, the page is very
active with many posts about contests, news, and events in the hotels, as well as pictures

of the varous hotels of the group

The hotel has a®.5ratingfrom 1229comments at Bookingoen, andwon an excellence

certificate from TripAdvisor in 2015, which is a sign of quality for potential clients.
Strengths

0 Good location, near the centre and the beach

0 Rooms with sea view
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Beautiful hotel and rooms

Diversity and quality of services (wellness club, bars, pool)
Big capacity, 202 rooms

Brand weltknown and trusted

Good Website

According to online reviewsolite gaff, clean facilitiesgood breakfast

O O O O o o

WeakressesComparing to the competition mentioned in this paper, there were not found

relevantweaknesses.

i Hotel Pedro O Pescad@Attachment 1D

This 2star hotehas over 50 yeaend is located in the centre of Ericeira, with a 25 rooms

capacity.

The offerof the Hotel is as follows:

Single Room | Double / Twin Room| Triple Room
Month | (14 m?3 (14 m3 (16m3)
Jan 0nZn nnzxn ppZn
Feb 0N nnzn pp
Mar onzn npzn ppZn
Apr opZn npn ppZn
May op npzn ppZn
Jun npzn ppZn T N2
Jul pnzn TNZ ypZin
Aug TNZN TP 2N ypZin
Sep np ppxn TN
Oct opzZn npzn ppZn
Nov onzxn nnzirn ppZn
Dec onzn nnzin ppZn

Table20- HotelPedro O Pescador Offer
SourceBooking.con{2017) Hotel Pedro O Pescad@017)

Concerning theffer, it is possible to realize that the three types of rooms have different
patterns regarding pricér examplethe triple room changes prices not as often as the
double/twin roomlt is also important to mentidhat the single room despite having the

pricing in the website, it is not possible to book it there, only by telephone or in person.

The rooms have privat bathroom,television free w-fi, air condtioning, and the

breakfast is includedAccording to the hotel websitell@he rooms were recently
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refurnished however it does not inform whe@oncerning theesthetics of the rooms it

could be more appealing as the colours and its matching is outdated.
The hotel has a small garderadingto the bar a lounge and dining room.

The checkin starts at 12:00, and the chemkt is until 12:00, the breakfast served
between 8:30 and 10:00 and the reception is open 24 hours.

The hotel website is unappealing, at first it does not even look as an hotel website due to
the choice of colours and the main image presented (a picture of a beach and a starfish).
Moreover it has few and repetitive information, it could have more information about the
services and the conditions of the hotel (for instance its age and if the breakfast is included
or not) as well as more pictures, there are only five and they look old.tNeless, it is
possible to do bookings for two or more people (just for one it is not possible) and see the

contact information.

The hotel has an account at Booking.com, however it could have more and better pictures,
aswell as more information. Thengle room is not available at this platform.

The hotel has ai.6 rating and488comments at Booking.com.
Strengths:

0 Good location, near the centre and the beach
o Brand welkknown in the region, ashas been operating for over 50 year

o According toonline reviews: politetaff
Weaknesses:

o Bad website: it has few and repetitive information; it is not possible to book
singles; few (only five) and apparently old picturesiclear pictures of the
bathroomsmisspelled words; it says the rooms were rafirad, however it was
already 10 years ago; it does not say lodahvis the hotel; ugly website

o The Booking.comaccountcould be better, as it should have more and better
pictures

0 Aesthetically is less appealinidpan the competitors as the colours and its
matching is outdated

o Clients having to book the single room only by telephone or in person
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o According to online reviewslisappointing breakfast (lack diversity); difficulty
to find parking for the car; too much noise near the hotel (the sound isalatitth
be better); bad wii coverage; the facilities should be renewed

i Hospedaria Bernardo (Attachment)11

This establishmenhas over 25ears and is located in the centre of Ericeira, \&itl8

rooms capacity.

The offer is as follows:

Number JunAug Mar/Ap[/May/Sep Jan/Felg/Qct/Nov
Room ofpeople |t NA O|t NA OS ¢ t NAOS ¢
"Estadio 10" 1 20 15 13
"Estadio 11" 5 70 55 45
"Estadio 8" 3 60 50 40
"Estadio 7" 4 70 55 45
"Estadio 6" 2 55 45 40
"Quarto 3" 2 50 40 35
"Quarto 2" 3 65 50 40
"Quarto 1" 3 70 55 45

Table21- Hospedaria Bernardo Offer
SourceBooking.con{2017) Hospedaria Bernardo (2017)

The difference in price between rooms with the same capacity is explained by the
existence of balcony (or not) as well as the sizi@froom.The Breakfast is not

included, however it is an extra that can be requested.

The rooms have: frewi-fi, television private bathroorpheating, a desk and towelhey
also have a kitchenettgith microwave, stove, fridge, electric kettle, table and cutlery.

The rooms are bjdaving between 45 and 5] , e xscteYpdti. ofi EL O 0

Concerning theaesthetics of the room#jey look ugly, old and outdated in terms of
decoration andurniture Moreover there is not a harmony/consistency between rooms,

they look very different from each other.

The establishments composed by the reception and the rooms, not having a common

area

The checkin starts at 14:00 and the cheml4t is until 12:00.
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The websiteprovides information about theervices the rooms availableas well as
pictures. The website is uskiendly, having anodern and visually appealitapk, with

many coloursbeing well organized.

In Booking.com the hospedaria has a smaller offer thaha website, having just three
types of room availableThere it is possible to see the services provided and many
pictures of the facilitiedt is important to mention that the individual room is not available

in this platform.
Hospedaria Bernardmasa 7.0ratingfrom 111 comments at Booking.com.
Strengths:

Good location, near the centre
The rooms are big

Rooms with kitchenette

O O O o

According to online reviews: politaadf
Weaknesses:

0 Aesthetically is less appealitiganthe competitorasthe coloursand its matching
is outdated

The facilities, the rooms and the furniture look old and outdated

Single roomnot available at Booking.com

Does not have an elevator

©O O o o

According to online reviewdifficulty to find parking for the car; the facilities

should baenewedbad smell in the room sometimes

1 Pensao Fortunato (Athment 12

This establishmenhas a 22 rooms capacity aiscperating since 1932, being one of the

oldest players in the regiott is located in the centre of Ericeira, near the beach.

PenséorFortunato offers 22 double and triple rooms with elevator, prilsataroom
double glass windows, cabielevisionand heating. Some@oms havéalconyandsea
view and others have a view to the centre of the village. The service includes breakfast

loungeandgarage.
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Penséo Fortunato has a badbsiteas it is ugly and outdate@he last update was in
2005) with unappealingcoloursand visualsjt only has four pictures of the facilities
there are no pictures of the bathroom, and even ofoibve there is only onet is not
possible to do reservatiartbere is no information about the pricas well as the hours

of the checkin and checlout Moreover, the establishment does not own a Booking.com

accountThereforewe may say that Pens&orkunato has a poor online presence.

To do a reservation is only possible by telephofmaaé or in person. To know the prices
of this establishment it was necessary to call Pensédo Fortunato by telephone, and the
information is thamdthdedoublpé er aoem4i7s 585 (¢ t

available online).

From the few onlinepictures,we may say that the ro@mooks simple but visually
appealing There are no pictures of the reception or the bathrooms anywhere online.

Strengths:

0 Good locabn, near the centre
o Well-known and trusted establishment in the region, operating for more than 85

years, which makes it one of the oldest players
Weaknesses:

o Poor online presence, bad website and lack of a Booking.com account
o0 Not possible to do onlinedokings, only reservations byrealil
o Lack of relevant information online such as: prices, hours of eimeakd check

out, pictures of the facilities
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7. Internal Analysig Organization Analysis
After the literaturereview and the market and o mp e tanatysswibich allowed to

better understand the important theories beyond this indastdsprovided a bigger

knowledge about this type of business, it is now time to studgsteblishment itself.

7.1. History
To better understand thimisines, it is important to know its historyn order to grasp

the evolution it went through

Hotel Casteldo history starin 1982 at the time beind\lbergaria Casteldo, a-gtars
establishment. It was born to fill a market opportunity, since the villalygabf did not

had any relevant accommodation establishment.

Th e véisdhe most thrivig period for this establignent. It was when it became a 2
starHotel, andit was also @joodperiod in terms ofaleshavingeven illustrious clients
such as Sportin€lube de PortugakarenseBelenensesMaritimo, among others. At
that time, many sport teams were cliehkge tothe partnership witiCentro Militar de
Educacao Fisica e Desport@MEFD), and later with Parque Desportivo Municipal
Eng® Ministro dos Saos(created in 1998).

In 2004 with the Eur004, and its impact in Portugal in terms of visitors, it was also a
great period for the Hotefranslating intogood salesThis was the year in which Hotel

Castelaareatedts website page. The Booking.com account was créatieglin 2009.

In 2010 with thebeginningof the economic crisis in Portugal, a decrease in sales

happened, which lasted until 2015.

In 2012 with the VIII edition of the Jogos da CPlLlrattook placem Mafra, many of the
delegations stayed in the Hotel, such as the delegation of Cape Verde and Angola. This
was the last time that the hotel had a sport team as a diemis also the year in which

the hotelmadea remodelling At the time this estabbBhment had already 30 years of
existence, therefore a remodelling was needed to renew the interior of the rooms which

were already outdate and old.

From 2015 to nowadayshe Hotel has been recovering from the economic ciasis,
shown by thencrease inales
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7.2. Vision
To make all clients happy and satisfied with their staying at Hotel Castel&o. Clients must

feel they were respected and got a good deal.

To have a good val ue f oGlientsmexpeetgtions must b€ o st u mi

delivered or even surpassed

7.3. Mission
Hotel Casteldao mission must be to offer an affordable, céewhcomfortable hotel,

providing good accommodatioand a pleasant stdgr a fair price

7.4. Values
The client is aguest so he nust be treated weltherefore Hotel Casteldo must have as

guiding values: respect, politeness, hospitalitgaoliness calm/harmonyfairness and
familiarity. All these values combinetead to a pleasant stay and a good relationship
with all the stakeblders.

7.5. Goals
The main goals must be to make cleehappy and satisfied with tlseaying, and also to

increase sales.

7.6. Competitive Advantage
Hotel Casteldo is a weknown establishment in theegion, operating for 35 years

already, it was the first accommodation establishment in Mafra. The only competitor

Hotel Casteldo has in Mafrais only 2 years old, hence not as recognized as Hotel Castelao.

Hotel Casteldo has a good location, as it isaséd in one of the main roads in Mafra
being very near the Palace.

8. Internal Analysig Portfolio Analysis
A portfolio is the collection of products and services provided by a comfiuminess

Dictionary, n.d.)

So, Hotel Casteldo portfolio is composed by one service, and that is providing

accommodation.
For the business to take pladag thotel has 28omsto offer, divided between singles,
doubles/twins, triples and suitégtachment 15)
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8.1. CompanyCharacterization
The Hotel has 20 + 8 rooms, and that is because in tldriguof the hotel the capacity

is 20 rooms, however there is 8 more rooms outside the building, located in the edifice in
front of the hotel. However, those 8 rooms are only udeelwvthe hotel building is full.

So, we will consider the 20 rooms as the capacity.

Table 22 presents the types of rooagilableand the quantity of each type, the numbers
change depending on the capacity considered. It is important to mention tnaidhiey

of the rooms are doubles and singles.

Type of room Number of rooms
Capacity 20 28
Single Room 6 6
Double / Twin Room 10 16
Triple Room 2 4
Suite 2 2

Table22- Hotel Casteldo's Capacity
Source: Adapted from Hot€hsteldaata (2017)

Considering the offer of the Hotel in terms of psicit is as presented in Table. 23 we
can see the prices differ according to the type of the room and the season. The prices also
changeegardinghe demand, so in moments of hegldiemand the prices may raise, and

in moments of lower demand the prices may decrease.

Number of X
Type of room people Octa I NJ t NApr-Wdzy” t NJuly{ SLJ t N
Single Room 1 45 54 64
Double / Twin Room 2 55 64 74
Triple Room 3 65 74 84
Suite 3/4 72 84 90

Table23- Hotel Casteldo offer
SourceBooking.com (2017), Hotel Castetiata (2017)

Table 24presents some important statistics about the Hotel, which provide a greater
knowledge about itAs it would be to expect there is a big seasonality, in the high season
the occupancy is the double of the low season, even with higher prices. It is also important
to note points 3 and 4, which show the proportion of the types of guests according to each
season. In the low and middéeasonmostguests are Portuguese people on business

trips, and in the high season the majority is foreigners in leisure trips.
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Relevant Data OctMar Apr-Jun | July-Sep
1.0Occupancy rate 30% 45% 60%
HbPazyliKte {IfSa e 10000 17300 26500
3. Nationality of the guests: PortugueBereigner | 80%20% | 70%30% | 30%70%
4.Guests: Businedseisure 70%30% | 60%40% | 20%80%

Table24- Hotel Casteldo statistics
Source: Adapted from Hotel Castetiata (2017)

Looking more in detail tohe roomstheyoffer television, private bathroom, free 4
towels, closetsdouble glass windows, andlask The size of the rooms depends on the
type of room, they vary between 16 andh23It is important to mention thabme rooms

have air conditioning.

The hotel provides free parkings well as includebtreakfastThe breakfast includes
bread/toasts (with jam, butter, cheese, ham), cereals, yogurt, croissants and occasionally
fruit (it varies, it is not always the e fruits, but the most common is oranges, apples

and bananas). To dririkere iscoffee, juice, milk and tea (attachment 16).

Regarding the facilitieshe exterioiof the Hotel looks old and outdated, in the rooms the
walls and the floor look good (due the remodulation of 2012), however the furniture
and decoratioarenot appealing, on the overall the inteti®ugly, needing a redecoration
(attachment 14 and 15).

The chek-in begins at 13:0@&nd the checlboutis until 12:00,with the reception working
24 hours.
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9. Competitive Analysis
The competitive analysis consists of tievelopment of a SWOT and then a Dynamic

SWOT analysis, to better know the market and the company. FollowedChoyical
Success Factors (CSF) analydis comprehend the more important matters of the

industry and the business.

9.1. SWOT Analysis
This analysis reviews theompanie 6 i nt er nal str exvell dsshe and

market opportunities and threats.
Strengths:

0 Good locationijn one of the mainaads anadhear the centre

o Well-known and trusted establishment in the region, operating for more than 35
years, being the first accommodation establishment in Mafra

o Polite and friendly staff

o Free parking

Weaknesses:

o Bad and outdatedwebsite ugly appearance; few and old images; lack of
information such as the services offered and the price; unable to do bookings; last
update was in 200éttachment 17)

o The hotel needs a big remodelljranceit is visibly old inside and outsidd he
rooms, the batooms, the receptiorthe corridorsthe exterior, all need to be
renewedattachment 14 and 15)

o Aesthetically is not as beautiful and good looking as the competitors

o Some clients complain about the cleaning, there should be a tighter control about
it

0 Onlysome rooms haveraconditioring, moreover its not reliableassometimes
it does not workFurthermoresome clients say the rooms are cold

o Low rating (6) at Booking.com, having many bad comments from previous
clients The main complaints are about thid facilities especially the bathrooms,
the low diversity breakfast, and occasionally the cleanlinge hotel should be
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more aware and reply to the comments, instead of ignoring and not solving the
matters discussdtiere

0 Some clients feel that it is egpsive, that the price/quality proportion is wrpng
especially in the summer when the prices are higher

o Lack of a communication strategy and programme

Opportunites:

o The region is growing, having more and more tourists each year

o There are still few compigtrs, especially in Mafravherethere is only one

0 Hotel Casteldo could do some relevant partnerships with other establishments, to
have a more attractive offer for potential clients

o A market for sport teams as c¢iis, like happened in the past

o Many group of tourists visiting Mafra

o Technology is constantly evolving so people are now more educated, critic and

dependent on it

Threats

o Hugeincrease of guesthousd®stels, and local lodging

o The gowth of Airbnbin the region. Over 300 announcements between rooms and
houses to rent for the night

o The growth of the region may lead to the appearing of another hotel

o Losing potential clients due to the bad online reviews and the lack of a good
website

0 Most of the cometitors have a higher rating at Booking.com

o Significant seasonality
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9.2. Dynamic SWOT
After the SWOTanalysis,it is important to do a Dynamic SWQDy crossing the

strengths with the opportunities and threats, and the weaknesses with the opportunities
andthreats. This provides a more detailed investigation of the company and the market
allowing to understand what can be done to improve the establishment as well as avoiding
potentialproblems

Strengthst Opportunities

o0 Since the region is growing, one possibility to capitalize this, is partnering with
moretravel agencieand touristic operatot® reach more people

o Partnerships wittother businesse$o have a more attractive and differentiating
offer for clients

0 The hdel used to have many sport teams as clients but along the way this tradition
was lost. So, they should try to bring it back, moreover because it was a stamp of
credibility for the establishment

o Target more at groups, this is an important market, mordmeause the Palace
of Mafra brings many groups to the region

Strengthst Threats

o The hotel must take advantage of its experience and longevity, to battle with all
the new emerging players. Therefore, tlatgevity mus be communicated
clearly, because is a sign of credibility

o Communicate the advantages of staying in an hotel instead of a hostel or a
guesthouse or even local lodging, to overcome this new wave of competitors

0 Be more aware and responsive to online reviews, to avoid losing customers

o Partrering withmoretravel agencieand touristic operatormay help to deease
the effect of seasonality

o At the low season the hotel could adjust its target for those who are less
influenced by seasonality, such as: business people who need to traw, retir
people, people who like to avoid the crowds of the summer and prefer the
calmness of the low season, and finally people who are more price sessitive

they can enjoy the lower rates of the low season
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Weaknesses + Opportunities

o

Since the region is growing it was importaamtremodelling renovation and
redecoratiorof the hotelto be more competitive and attractive

The hotel needs to creategood websitevhere it is possible to do bookings. It
must havea beautiful appearanceanyimagesof the facilities,andinformation
aboutthe servicesnd the priceThis allows to reach more peop#dit shows

the hotel is up to date afitdconfers credibility

Develop a communication strategy and programme, to be more organized
internally and to reach a bigger audience

The Breakfasmust be improvedhavingmore diversity and quality. If the hotel
cannotensurethis, then a possibility could e dooutsourcingof the Breakfast,

or doing a partnership withtzkery

Since peopleare now more educated, critic and dependent on technology
furthermore with the importance of online reviews, Hotel Casteldo should
encourage clients tdo so However the hotel must be more aware dvel
responsive to theemarkstrying to solving the matters discussed

To have a better value for money, especially in the Summer when the rates are
higher, the hotel should improve its value proposijtibms makingclients feel

that it was worth the priceA solution could be g@rtnering with other
establibments, for example wittestaurantshence providinga more attractive

and differentiating offer focustomers

Weaknesses + Threats

o

Hostels, guesthouses and local lodging entering the market with beautiful
facilities and many with good value for mon@yese establishments provide a
bigger freedoma more familiar environment, as well as some differentiating

servicedor the clientghat an hotel does not, such as cooking
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Critical Success Factors

Critical Success &ctors (CSF) refer to specific activies, procedures or areas that a

business or organization dependsfonits continued surviva[Techopedia, n.d.)flhese

areelemens which arenecessary for an organizationttwive.

The Critical Success Factors for thissiness are:

T

Cleanliness the facilities, rooms, bathrooms must be clean

Pricei most of the people choose an establishment according to its price, and
considering how much they may spent. This factor is also a way of positioning for
the hotel

Value formoney- clients buy something when they feel that the price is fair for
what they are buying. Moreovenigsts tend to be more demanding, and equally
more rigid, in terms of their requirements and expectations when paying more
Locationi people often chase an hotel due to its location

Securityi clients want to stay in a place where they feel safe

Quality of the $aff I guests must be treated witburtesy, warmth, friendliness
and helpfulness

Physical attractivenegsestheticsof the facilitiesi peoplewhen looking for a
hotel will prefer a beautifuand up to date establishment

ReputatioriCredibility 7 clients give preference to an enterprise with a good
reputation, it is a sign of quality

Services offered guests want to have many and good servitésedr disposal
Comfortabilityi customers when choosing an hotel, they want to stay in one that
offer comfort, so they can relax and rest

Star classificationi the number of stars of a hotel is an indicator of its quality, the
more stars the better

Online reviewsi this is very important nowadays, as clients choose their hotel
according to reviews, to know what to expect amakea good and informed
decision

Other relevant CSFs areonvenient parkinggood and diverse breakfasty
conditioningandfree WtFi
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10. Methodology

A research about the problem and an analysis on the theoretical backgesduhe to

provide a greater knowledge about the subject.

Then, an external analysis was conducted to better understand the market in which the

Hotel is induded and to examine tleempetition.

Afterwards, it was done an internal analysis to the company, to know more about the

establishment.

Now, to better understand the customers of Hotel Castel&o, it is toaéer some more

information,hencea qualitaive approach will be used.

In the qualitative approach, a netnography will be done to have a clearer perception about
custome 6 s opi ni ons It wilwasoalow totbditerdefind the castomer

profile, so it is possible to know more abth# average client of thistel.

Developed by Robert Kozinetsetmography is the branch of ethnography (the scientific
description of the customs of individual peoples and cultures) that analyses the free
behaviour of individuals on the Interpesingonline marketing research techniques to

provide useful ingjhts(Karr, 2015) Ndinography compiles and analyses data about the

free social behaviour of individuals on the Internet. The key is that this data is collected

when casumers are behaving freely, as opposed to research surveys in which consumers
sometimes respond to preventembars s ment or pl(Kaar2@15)t he sur ve

The information for the netnography, will be retrieved from Booking.compthmr
websitefor the hotel and hospitalitydustry. The commergsection will be analysed to

see the opinions that the Hotglestshad about their staying.

Knowing more abouthis will enable to identify how to attract more clients, and how to
keep them satisfied. It will also allow to see the opis@mout the Hotel, knowing what

wasliked and disliked, and what can be imprdve
Relevant information:

1 The information for the netnography, will be retrieved from Booking.com, the
major websitdor the hotel and hospitalitydustry
1 Only customers that made a reservationagh Booking.com may write a review,

henceprovidingcredibility to the comments, lo¢rwise anyone could comment
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1 At the end of the staying, Booking.com sends 4anad to guests, encouraging
themto write a commet

1 The comments are real and true, according to the experience guests had

1 The comments are visible for 24 months, after tlesqal they are deleteby

Booking.com, to ensure they are, as wellresrating up to date

10.1. Data collectiori Netnography
All comments were translated to Englisbnly comments with text are presented

(comments without text, just with the evaluation, are not considéred)comments are
presented from the most recent to the old€shcerning the evaluation, according to
Booking.com, itis as follows: 13 Very Poor, 3 Poor, 57 Okay, 79 Good, 9+ Superb.

Name Review Evaluation | Date

Custodio| (-) Dissatisfied with the bathrooms and the | 6.7 5/5/2017
breakfast

Urbano | (-) The room should be cleaner. The air 5.8 4/5/2017

conditioning was not working.He door in the
room has slack so it was slamming all night
driven by the wind.

(+) Polite receptionist. The bread of the
Breakfast was excellent.

Mariusz | (-) Poor Breakfast 5 17/4/2017

Oseas | (-) The curtain of the shower was not clean.| 2.5 10/4/2017
Too much noise during the night.

José (-) The bathroom is very old. 7.1 6/3/2017
(+) Good location

Stephen | (-) Work was being undertaken. The hotel w| 5.4 19/2/2017

very cold. The air conditioning did natork.
We were given a heater however there was
a power point for it. You had to take out a lig
to plug in the heater. It did not warm the roo
We asked for a double adapter so we could
have a light and a heater however the one v
were given did nofit the power cord of the
heater. The TV did not work. We ended up
sleeping in layers of our clothes to try to kee
warm.
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Name

Review

Evaluation

Date

Victor

(-) Everything could be better. Beds,
bathroom, cleaning, television, noisdg.
(+) Good wifi signal

3.3

5/2/2017

Monia

(-) Bad cleaning. Does not have air
conditioning. Do not have hair dryer. Phone
room not working

3.3

5/1/2017

Sandrine

(-) It was very cold in the room and we were
in November. We turned on the heating in t
evening but the night was very cool.

7.1

12/12/2017,

Alberto

(-) Faced with the noise of traffic on the aver
the hotel should have double glass windo
The window of the room 206 did not close wg¢
so the noise was more intense and let cold
the mom. The heater had to be on.

(+) Friendly staff. The Breakfast was nice g
well served.

6.7

27/11/2016

Adelino

(-) Air conditioning not working.
(+) Comfortable bed. Clean bathroom. Norn
Breakfast, very good bread.

7.9

25/102016

Anne

(-) Dislikedthe room. No electrical outlets th
worked. No double glass windows, as the

hotel overlooks 2 busy streets. No breakfas
possible before 8am. The Hotel is outdated

13/10/2016

José

(-) Breakfast is served between 8 and 10 in
morning, as | started yractivity at 8 | did not
have time to take it.

(+) Friendly staff

5.8

13/10/2016

Silveira

(-) Disliked the breakfast, very poor in qualit
and presentation.

6.3

11/10/2016

José

(-) The hotel is outdated and old.

5.8

2/10/2016

Marie

(-) The Breakfasand the bed were very
average.
(+) Great location, very easy to find.

5.8

26/9/2016

Michael

(+) The stay was pleasant.

7.5

25/9/2016

Foxynam

(-) Lack of hygiene and cleanliness. Bad
quality of the bedding. Noise associated wit
the proximity with the busroad.

(+) Being near Lisboa

2.9

22/9/2016

Casimiro

(+) Cleanliness, friendliness, quality of
breakfast and bread in general.

6.7

19/9/2016

Sara

(-) The Bathrooms are old and outdated.
Should be cleaner. Disliked the Breakfast.

4.2

15/9/2016

Paula

(-) Should be cleaner. The staff was not
friendly.

(+) The bread from the Breakfast was good

4.6

13/9/2016
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Name

Review

Evaluation

Date

Luis

(-) Bad pricequality ratio, due to the facilitie
and the breakfast

4.2

12/9/2016

Elisabete

(-) The room should be cleaner. Bathroomg
old and outdated.

(+) Very good location, helpful staff, simple
but satisfying breakfast.

6.3

9/9/2016

Marco

(+) Very comfortable and clean room. Very,
attentive staff

10

6/9/2016

Georges
Nicas

(-) An uncomfortake hotel. Norinsulated
windows. Problem with hot water.
(+) Good price.

6.7

26/8/2016

Olivier

(+) Staff very friendly and helpful. Good
location: near the convent of Mafra and on
the road of Ericeira. Comfortable rooms.

7.9

22/10/2016

Jose

(-) Badprice-quality ratio. The windows did
not prevent the outside noise, the blinds di
not work, the furniture did not correspond t
a twostar hotel, the lighting was insufficien
the elevator had no security door, bathroor
drains malfunctioned and room pbor
ventilated

(+) Friendly receptionist

3.8

21/8/2016

Elizabeth

(-) Hygiene was very poor. The hotel is old
and outdated

3.3

19/8/2016

José

(-) Dissatisfied with the staying
(+) Good location

5.4

18/8/2016

Gorka

(-) Little light in the room andbathroom.
There was no air conditioning. Did not get
wi-fi in the room.

(+) The location is good, and they have
parking. Very spacious bathroom and large
room. Comfortable beds.

6.7

16/8/2016

Herminia

(-) Expensive for the quality presented. Air
conditioring not working.
(+) Polite staff.

5.4

15/8/2016

José

(-) Too much noise. Should have double gl
windows. Basic breakfast
(+) Good location and staff

5.4

7/8/2016

Angeles

(-) Simple breakfast
(+) The triple is big. The staff is friendly

6.7

26/7/2016

AVKO

(+) Good value for the money. Quick stay
before reaching Ericeira

7.5

26/7/2016

Manuel

(-) Too much noise outside. No air
conditioning. No ramp for the disabled.
(+) Itis near the Palace.

6.7

14/7/2016

José

(-) Should improve the clothes, more
specifically the towels, and renovate the
bathrooms.

3.8

9/7/2016
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Name

Review

Evaluation

Date

Pedro

(-) The bathroom was poorly cleaned. The
decor is very old and outdated. The breakf
was poor.

3.8

5/7/2016

Pedro

(-) The bathroom could use some
maintenance. At breakfast, we had to warr
the staff about the lack of food (which was
very basic) and milk.

(+) Free parking place. The hotel is quite
close to the Palace.

7.1

2/7/2016

Diogo

(-) Poor breakfast, did not hafrait.

4.2

23/6/2016

Joaquim

(-) The quality of the towels is terrible, they
are old. The breakfast, poor and without at
support. No flexibility to accept a
cancellation, instead | received a voucher
use in 30 days.

(+) Free parking. Good elevator

4.2

25/5/2016

Tania

(-) Poor brakfast, lack of diversity

7.1

18/4/2016

Carlos

(-) Old and outdated facilities. Air
conditioning not working
(+) Normal breakfast

5.4

13/4/2016

José

(+) Everything went well, as expected.
The pricequality ratio is very good, and the
service wagxcellent.

10

9/4/2016

Felicisimo

(+) Good pricequality ratio

8.3

7/4/2016

Arlindo
Jeronimo

(-) Air conditioning not working. Bad price
quality ratio. Should beleaner

4.2

7/4/2016

Carla

(+) Friendly receptionist

5/4/2016

Thiago

(-) It is aseemingly 70's hotel, parked in tin
since the 80's. No sound insulatimmdows
and the heating is done with portable heats
Everything from the tablecloths from the
restaurant to the bed, looking very worn ot
(+) Good location, near the Palace

30/1/2016

Claudia

(-) Should put new and bigger towels.
Breakfast should have fruit.

21/1/2016

Marek

(-) Very old hotel so everything smells
musty. Poocleaning. Cold room.
(+) Good location

3.8

18/1/2016

Teresa

(-) Old facilities in need ofefurbishment.
Wi-fi with weak signal and slow internet.
(+) Friendliness and availability of staff.
Cosy environment. Spacious room.

8.3

14/1/2016

Andrew

(+) Staff were friendly. Breakfast included
fresh bread. The room was clean and
comfortable. Perfedor me as | was at a
conference in the palace.

9.2

8/12/2015

Fernando

(-) Air conditioning not working. No staff at
breakfast.

(+) Normal bed

5.4

13/10/2015
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Name

Review

Evaluation

Date

Bruna

(-) Very poor quality and lack of staff.
(+) Location

5.8

4/10/2015

Rogério

(-) Staff
(+) Reasonable, as | expected

5

30/9/2015

Guilherme

(-) Outside noise. No sound insulation,
should have double glass windows.
(+) Polite staff.

5

22/9/2015

Maria

(-) Room was uncomfortable because it w4
a little cold.Traffic noise on the street. It
would be necessary to install double glass
windows. | found it very expensive for the
conditions.

(+) Politeness and friendliness of the staff

7.1

20/9/2015

Henri

(-) No fruit at breakfast.

7.1

14/9/2015

Ana

(-) I disapprove the cleanliness of the roon
at least the ones we hadinder the beds ther
was a lot of dust and the sheets had some
stains.The bathroom was not cleaned daily
on the days we were there

(+) I was very impressed with the
friendliness of the sff, as well as the
reception we had.

Overall the Hotel is reasonable.

7.5

29/8/2015

Zelia

(-) Very old building.
(+) Friendly staff.

6.3

27/8/2015

Pedro

(-) Bad pricequality ratio
(+) Good location

3.8

20/8/2015

Juan

(-) Bad bathroom and wi. Breakfast with
little diversity, but sufficient.
(+) Good location and room. Polite staff.

7.9

18/8/2015

Valerie

(-) Bad cleaningOld hotel. Should have
double glass windows.
(+) Polite staff

4.6

15/8/2015

Danielle

(-) Bad wifi connection. Breakfast too
simple.

3.8

14/8/2015

Francisco

(-) Old and outdated facilitiet takes 5
minutes to have warm water. The beds are
horrible. Bad priceguality ratio.

(+) Cleanliness not bad. Breakfast could b
Worse.

3.3

13/8/2015

Solange

(-) Bad pricequality ratio.
(+) Clean. Good location

5.8

13/8/2015

Augusto

(-) Poor qualityprice ratio. Old and outdate
facilities. Poor breakfast. Very bad bathrog
too old.Windows to the street without soun
insulation

(+) Good location. Clean room. Friendly

receptionist. Modertelevision

5.8

11/8/2015
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Name Review Evaluation | Date
Ricardo | (-) Old facilities. 54 10/8/2015
(+) Good location.
Francisco | (+) Good location. Helpful staff. 5.8 9/8/2015
Paulo (-) Lack of Comfort andhygiene Too 3.3 28/7/2015
expensive
Maria (+) Polite and helpful staff 8.8 23/7/2015
Virgilio (+) Friendly staff, quiet hotel, simple but ni{ 8.3 24/6/2015
breakfast, always functional ¥i, spacious
room, offer shampoo and soap.

Table25- Hotel Casteldo guests' reviews
SourceAdapted fromBooking.com

From the 133 reviews on Hotel Casté@a@ooking.com account, only 71 had written
comments, the rest onlyad the evaluation. However, the £bmments written by
different people, by real guests, are a good samoplee they provide a clear insight of
the consumer experience at Hotel Casteléo.

Somecomnents talk about the same things, e can see that many clients have the
same opinion abotite hotel, and its weaknesses and strengtiton the other side there

is alsoa big diversity in opinios, becauseaehpersorhas itsstandards. @nepeopleare

more demanding than others, everyoneiffeieint Nevertheless, by analysing the table

it is easily perceivable the main weaknesses and strengths of this Hotel, mamy of the

alreadystated in the SWOT analysis.

It was also possible to collect data from TripAdvisor, however that was not done due to
many reasons: firsecause the table already provides a good and insightful sample;
secondto avoid being repetitive because the matters discusseddhemready present

in thetable;third, because that glarm has only a few comments; fourth, becaudms t
platform fa Hotels is not as important as Booking.com; and fifth, because the Hotel

management does not give much importance to this platform.

10.2. Data analysis
From the 133 reviews done in Hotel Ca&tdl 8ooking.com account, 71 are presented

in the table above, bause comments without tefjtist the evaluationwere not relevant

for the data collectianrHowever,they arealso an importanpart of the Hotel rating in
Booking.com. Based on the 133 reviews, the Hotel rating is 6.0, which is equivalent to
a n i Ok deyaocording ¢ that platfonscale.Therefore, Hotel Casteldao not only
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hasa lower rating than its competitors, but also less commentg,Pousada de Mafra

has less, as we can see in tatfle

Name Rating | Nr. of reviews
Hotel Castelédo 6.0 133

Pousada de Mafra 6.8 32

Hotel Camaréo 8.6 700

Vila Galé Ericeira 8.5 1229

Hotel Pedro O Pescad( 7.6 488
Hospedaria Berndp 7.0 111

Table26-Competitors ratings
SourceAdapted fromBooking.com

The following chart summarizebe evaluations attributed to Hotel Castelédo, by their

clients.

60

56
50
40
30
20
9
10
3 .
0 L

Very Poor (1-3)  Poor (3-5) Okay (5-7) Good (7-9) Superb (9+)

Chart12- Hotel Casteldao guests' evaluation
Source: Adapted from Booking.com

In the chart, it is possible to see that nafgheclientsgradethe Hoteh s A Ok ay 0, whi
is not a proper grade, the objective shoul d
the competitorsar&sr adi ng a business with an AOkayo
was reasonable, it was satisfying, however for such aagaeiness as an Hotel, that

cannot be enough, guests cannot just stay satisfied, they should be@Gapping the

AGoodo and the ASuperbd cat egoleweehgppywe see

with the stayingpnly 31%, and that is very low.
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Grouping the AVery Poor 0 and oftheguediskverer 6 c a't
dissatisfied with the staying, and that is too much, it means that 1 in every 4 guests is

dissatisfied.

These are very important numbers, because consumer satisfadiamnlane reviews
have a massive importance in this industry, for many reasons, as it was already shown in
the |iterature review. Therefore, Hot el Cas

Pooro, APoor o, and nAOkamings. t o the AGoodo an
Analysingtable25, it is possible to realize that manyrigs must improve/change

1. The bathrooms, the beds and the clotfmesre specifically the towelsare old,
ugly and outdated. The Hotel needs a profound renewal.

2. The cleaning is not as contrallend rigorous as it should be. There are many
complaints about this.

3. The air conditioning fails too often. Many guests say their air conditioning was
not working. This is very important, once no one enjoys to sleep in a cold or too
warm room.So, the Hotemust install new air conditioning devices in all rooms.

4. Several guests were disappointed with the breakfast, they expectediveosgy.

5. Despite the complaints about t®und insulatingall the rooms havéouble glass
windows.

6. The pricequality ratiois bad according to some gueskdany clients complained
about this, they did not feel the price was fair, especially in the Summer when the
offer is the samebut the prices are higher.

7. The water takes too much time to get warm.

8. Sometimes,Here is dack of supporting staff at breakfast

The Hotel must attend to all these things, not only to improve its online reviews and the

consumer satisfaction, but also to be competitive.
Finally, by analysingable 25the main qualities of the Hotel are:

The poite, helpful and friendly staff.
The location.

The free parking

hr w0 N PR

The spacious rooms
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These, four qualities where the masanimoudv et ween t he guestods rev

must defend and maintain these qualities, and take the best out of them, esecially t

location.

Figure 3 summarizesiow guests evaluate 7 different factors in Hotel Castel&o.

The staff and t he

second, being graded

and the value for money.

Cleanliness

Figure 3Hotel Casteldo evaluation by factors
Source: Booking.com (2017)

| ocat i o-fiandviercleanlgpessacdneed as i

as 0 Ok eoynfort, thelfdcibtieswor s e ¢

To concludeit is important to refer the different standards each people has, because for

some, the same factor was a quality and for others it was a flaw. Perhaps this happened

due to an eventual lack of homogeneity in the service.

11. Implementation Proposals

Hotel Casteldo in its 35 years of existence never had a marketing plan, things always

happened naturally without much planning and strategy. So, the following part is even

more important because it will provide a strategy, a way to be more effective and

organized.

Herein thischapterthe more practical oneot only the currergtrategic and operational

marketing options will be studied,but also proposals will be developedp be
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implementedThroughclearer and more defined/specifiarketing strategies anakctics

the company will ehieve its main goal, which is increasing sales.

11.1. Strategic Plan
The strategic plan is sometimes referred to as a process, with segmentation being

conducted first, thethe definition of thaarget and, lastly, thehoiceof posiioning for
the company The purposeof the STP process is to guide tleaterpriseto the
development and implementatiorf an appropriate marketing mix, which the

operationapart of themarketing plan.

11.1.1.Segmentation
Segmentation consists in dividing thrarket into groups with the same needs, attitudes

or characteristics. The purpose of this is to draft a marketing mix which suits the
expectations of customers in the targeted segnmaantvell as proving the company a

bigger effectiveness and efficienusiness Dictionary, n.d;endrevieet al.,2015)
Therefore, to better ,thesegmentatioHaiteralare:Cast el «00

Demographic variablésage marital status
Geographic variablésregion, place of residence, place of work
Economicvariables’ income

Psychographic variabldslifestyle

=4 =2 =4 4 -

Behaviouristic variablesprice sensitivity

Finally, the Hotelmust combine these segmentation criteria to have clearly defined

segment groups to target.

11.1.2 Target
After the market is segmented ittimme to define the target, which is combining the

different segmentation factors to create groups of clients to focus on. The target, is the

groups of clients that the Hotel intends to impact.
So, it is possible to say that the target is:

x People with meditn income, whdike to stay in hotels and, mainly, have a short stay
in an establishment near the Palace and just 8km far from the beach
U Individuals, Families, Couplesand Seniorswho seek vacations in a calm
affordableandwell located establishment
U Groups of tourists. Excursions visiting the region
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U Business people who visit the area for work reasons
x Sport teams, looking for a place where they can rest and that is near or has a
partnership with good trainirfgcilities

x  Travel agencieand touristic operats, in a B2B point of view

11.1.3 Positioning
Positioning is how a brand wants to be seen/perceived by its,térgelies on the

companyo6s distinctive fact orThepodtibninghadi f f er e
two main dimensions, the identification (what product/service do we offer) and the

differentiation (what distinguigts ourselves from competito(&endrevieet al.,2015)
Hotel Casteldo is identifiable as an hotel, an accommodagtablsshment.

NowadaysHot e | C primdipal dikererdtiation factor is its location, and then its

notoriety in the regiondue to the 35 years of operatiokkawever, nowthatthe SWOT

analysisis doneandwe know theHoteld sveaknessesafter they are tackled, the Hotel

not only can, but musbring another important factor to gesitioning, which is quality.

As it was investigated in the Afactors that
hotel is at the foremost having dean, attractive, comfortable and well located
establishment, which provides a pleasant stay. More factors could be presented, such as

the diversity of services provided, free parking, good breakfast, among others, however,

the ones mentioned above arenest critical when discussing quality in an hokéany

of the weaknessestated in the SWQTare upon the service quality, and the consumer
experience, things that can be improved/changed and that imoudgéise the quality of

the hotel and the stayinBringing that quality to the positioningould provide a stronger

and mordifferentiative stanceMoreover, it would alsgranta better pricequality ratio

and a better mat chwhichins majorforarbisidess ex pect ati ons

We can say that HoteCa st el «00 s Uni que Val ue Proposi
accommodation in a welbcated place, in Mafra, near the Palace and just 8km far from
the beach at Ericeira, for an affordable prideverthelessas already mentioned, quality

mustbe improvedandthen it will be o more factor in the UVP.

Another important concept is tt@@olden Triangle of Positioninffigure 4) a tool that
allows to choose the distinctive attributes whicharetheb s of a companyoés
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It entails three main aspects,¢ consumer 6s expectations t owe

the competitors positioning, and our service/company stre(igthsirevieet al.,2015)

Consumer 06s expectations:

Clean, attractive, comfortable and well located establishment, with |a
good pricequality ratio

Service/company strengths:

Competitors positioning:

Good locationnotoriety in the

Good location and priee region,easy parkingfriendly staff

quality ratio

Figure 4 Golden Triangle of Positioning
Source: Own elaboration

After the Golden Triangle, it is time to elaborate the Perceptual (fape 5)to better
understand how the company and its competitors position themselves, this tool allows to
have a more graphic idea, an image of how the market stands.

The dimensions chosen for the axis were Price and Online Rating. Price because
consumers are price sensitive, hence this is one of the main factors when choosing an
hotel.fiPrice is the most important factor for limitaervice hotel guesiq Tanfordet al,

2012as cited byQiu et al.,2015. People choose where they want to stay according to
theprice, and how much they mapend. Online Rating becaus® seen in the literature
review, this is something very important nowada#@ysording to Gretzel and Yoo (2008)

as cited byre et al. (2009) 75% of travellers have considered online consumer reviews

as an information source when planning their triereover,it is a factor that entails

many important characteristics associated with quality, (such as cleanliness, comfort,
location, facilities and staff), it translates into a number the perceived quality from the

customers point of view.
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Location could also bene of the axis, because is it a very important factor, as already
explained before. However, since all the players have a good location, this would not be
a good feature to compare Hotel Casteldao with its competitorpenceptuamap.

The Perceptual Bp shows the relative position that Hotel Casteldo and its competitors
occupy in a graph with price and rating in the axes. As we can see Vila Galé Ericeira and

Hotel Camarao are the ones with higher price and rating.

Hotel Casteldo is the third most expa@, and the second worst in term of rating, which
translates to a poor priggiality ratio, as it was already stated in the netnography. This is
the actual setting, hower Hotel Casteldo must improte be in the first quadrant with
Vila Galé EriceiraHotel Camar&o and Hotel Pedrd®@scador, this is the ideal quadrant

for a business.

A
i'\?’ Vila Galé Ericeira * Hotel Camardo * Pousada de Mafra * Hotel Casteldo

A
* Hotel Pedro O Pescador * Hospedaria Bernardo W Pensdo Fortunato

Figure 5 Perceptual map
Source: Own elaboration

Concluding, Hotel Castel&o improve its positioningnustbe more attractive and
competitive.lt is possibleo achieve this by doing what was already staitetteasing
the quality, (which will lead to an increase in the online rating), and the wihgtis to
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improve all the factors related to quaktiich arenot beingproperlyattended

(cleanliness, comft, facilities, diversity of services provided, good breakfast).

11.2. Operational Plaii Marketing Mix
The Operational Plan is composed by the Marketing Mix, a framework contoyl

companyaiming to create the desired response in the tangdtet The marketing mix,
ent ai | s t h eecammobnyy knovenBroduckSeryice Rrice, Place, Promotion,
People, Process and Physical Environm&rdompany fulfils its strategiesyloperating

theseseveninterrelateddimensions, in a coherent and cleveay.

11.2.1Service
A service is an intangible product which provides intangible benefits to consumers.

Services, as well as products, hdive levels inthe hierarchyof value to thecustomer,
and they all are importamd the consumer experience, so aganymust exceed in all
levels(Kotler andKeller, 2006)

In the first levelwe have the&ore benefitwhichcorresponds to the basic need or desire
that the customer satisfies when consuming the product or s¢kater andKeller,
2006) For Hotel Castelao, the first level is providing accommodation,ce fta guests

to rest and sleep.

In the second level, we have the basic product, this comprehends all the absolutely
necessary attributes and characteristics which make the servicblgdgKsiler and
Keller, 2006) In this case, it is the facilities, the rooms, the beds, the bathrooms, the

sheets, the towelamong others (attachment 14 and 15).

At the third level, we have the expected product, a set of attributes and conditions clients
normally expect when they buy this produstich agleanliness, securifycomfort and
appealing facilitiegKotler andKeller, 2006) As it was already seen and discussed, Hotel

Castelao must improwa this and the previous level.

For the secondand third level of service some changesare necessary so the

recommendations are:

 Renew and redecorate the hotel facilities. The hotel was built in 1982, and since
then it only had one refurbishment, in 2Q1®hen there was some simple

renovation works in #interior of the hotel. However, now it is time for a major
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renewal to take place, sintlee hotel looks old and outdated, both inside and
outside.On theoutside, the hotel needs a neainting, and some architectural
changes to be more aesthelicappealing. On the inside, there is the same need
and more.A redecorationis necessary, to be modern, beautiftbsy and
comfortable. This redecoration must focus on the bedrooms (edspteads,
curtains furniture, air conditioning, better sound isolatiptfje bathrooms (new
bathtubs, tile, washbasingwels), the elevator (a new one, more modern), the

front desk, the@mmon spaces and corridors

At the fouth level, thecompanypreparesthe augmentegroduct that, by offering
features, benefits, attributes or related services, seeks to differentiate the product from its
competitorsOn the fifth level stands the potential product, which encompasses all the
possible augmentatiomsd transformations ¢hproduct or offering might undergo in the
future (Kotler andKeller, 2006)

Recommendations or the fourth and fifth level of service

1 Sport teams vanished as clients of this hotegpessively, aroun@002. If we
look at the teams that were clientge may comprehenghy they stopped being
so: ®me created their own training centrethers were relegated, and others
became extinct. It is important to mention that sport teams came to the hotel
mainly in the Summer to do the pseason, they had thewst, their sleep and
their meals in the hotel and then would go for CMEFCParque Desportivo
Municipal Eng® Ministro dos Santos
To recover sport teams as clients the Hotel should deagdopgramme, aoffer.
This offer would comprehenttie accormodation, the meals and the place for the
training (Parque Desportivo Municipal Eng® Ministro dos Sanliée happened
in the past. The difference is that after the renewal takes place the hotel will be a
more attractive and appealing place for these cliditts.Hotel needs to capture
new teams, the ones from the past hardly would come back due to the reasons
mentioned above, so the way to achieve thisy communicating effectively this
programme.ln the communicatiomix it will be explained how thisan be
transmitted.

1 Developing a programme for groups and excursions. This programme would

include the accommodatipandthe mealsThe Palace of Mafra is one of the most
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visited monuments in Portugal, everyday groups come to visit it, moreover the
region isgrowing, so Hotel Castelao stld seize the opportunity amdeate and
communicatea programme allowing to attract more groups to the Hbtehe
communicatioamix it will be explained how this can be transmitted.

1 Create a benefits card to people stgyin the hotel.The card would provide
discounts inrestaurantssurf campsand bakeries This would provide Hotel
Casteldo a more competitive anéfelientiating offer, and give potentiaklients
more reasons to choose this hotel. To create this card, the Hotel would just need
to partner with the establishments mentioned above.

1 The breakfast is one of the most commented topics in online reviews. Hotel
Casteldo is no exception, having many commehtsut this topicAccording to
the comments, peopéxpected more for the breakfast (attachment 16).

Generally, people when going to an hotel imagine a fancy breakfast with much
diversity, however this is onlgreality for 3,4 or 5star hotels. 1 or 3tar-hotels

have another price and positioning so it is hafdethemto offer such a fancy
breakfast(without increasig the price), which results in a problem tine
commentssincepeople complaint saying they expected more.

Hotel Casteldo offers éhstandard breakfast of asgar hotel.The current offer to

eat is: bread/toasts (with jam, butter, cheese, ham), cereals, yogisgants and
occasionallyfruit (it varies, it is not always the same fruits, but the most common
is oranges, apples andrmanas). To drinthere iscoffee, juice, milk and tea.

So, thesolutiors arecommunicating what composes the breakfast for people to
know what to expecgndincreasinghe diversity Partneing with a bakerywould
grantthis. The owners of Hotel Casteldo also own a bakery, so they can easily
solve this, and start to offer mdier breakfast like pastéis de nata, and cakes.

1 Create agoftop bar Many hotels and establishments nowadays have a rooftop
bar, this is a new trend, iosboa there is already many examples of this,iand
could happen in Hotel Casteldo. The rooftapd be the first in the regiohis
would be something requiring a low investment, and it would be one more source
of income.

1 The hotel has a space that is not being usethe management shoutwnetize

it. After the renovation of the facilities, this would be a more attractive and
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comfortable place, then it could Ented for meetings or similar.his would have
no costs and would be another source of income.

1 Create a games room. This would be one more service for clients to have fun while
staying in the hotel, it would enrich the staying and the value proposition. The
games available in the room would béess, checkersable football,pinball,
snooker, table tennis andarts Some of these games involve a significant
investmentsothe hotel could start with some, and then progressively increase the
number of games. Further in the future, if this room is a succesotblechn
create a bathere to monetize this room. This would be available not only for
guestsbut also for outside clients. However, the hotel must control thbis o
avoid noises for guesteekng rest.

1 To introduce a service of massages. This serwould be outsourcetlpon a
reservation, gestscould book a massage from a professional. This professional
would go to the Hotel, and do the massage. Once again, this would be one more

source of income and one more offer increasing the consumer exerie

There is one extra level that is also important to mention, which is theclawgrising
intangible characteristics of the service, such as the customer sémeicipport and

interactionwith clients.
Recommendationgor the extra level of theintangible characteristics of the service

1 First, to keephe friendliness and the politeness which are praised on the online
reviews.Secondly, to stanteplying to online reviews, because it shows that the
customersare heard and that their opinion isluable, moreover the Hotel can
improvew t h t he g uEhgdlydhave anemplopea pekmanently in the
room when the breakfast is happening. Some reviews stated that there was a lack

of staff at thaspecificmoment.

U Branding

Thebrand is an active of the company, it is the main part of its identity, hence allowing
to differentiate from competitors and to have a stronger market position. A good branding
leads to a higher notoriety, which consistconsumers knowing the brafidotler and
Keller, 2006)
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Some companies have a more complex branding than others, having more brand elements
and amore defined brand. This depends on the positioning of theawyn and the
importance that is giveto the brand. Below we have the main ldr@ements of Hotel

Castelao:

Name This is the most important element, because it is the biggest identifier of a
company. The name of the establishment we are studyiinpiel Castelaa whichhas
been the name of the hotel since its beginmBbgyearsago, being already a weéthown

name in the region.

Nevertheless,and as some of the biggest companies of todaye donge it is
recommended a change in the name of the establishment. This change would take place
after the renewal of the hotel, to mark a new beginning for this enterprise. It would provide

a fresh start, symbolizing the refreshment of the hotel, which caulgbbd for all the

stakeholders (employees, suppliers, the management team, and clients).

Even though this comprehends a risk, due to changing the name of an alreddowall
brand, a new and well thought name would be a controlled risk, many compawés

done this successfully.

Despite being a brand with a good notorietyldes not have the reputation desired, it is
too ambiguousandnot consensual, as the online rating shdhis company reputation

is not as good asompetitors, havingoo much complaints online. A new name would
allow to detach the company from this reputation. However, the change of name must be
done at the right time, to mark that new beginning for the enterprise, ttramsnded

time is after theenewal.

To choosea new name a list with possibilities was draftedthe end three options

r e ma i NoesadGastefdo Hoté) fiHotel Novo Castelaw fiHotel Casteldo @ From
these three options, the chosen vilevo Casteldo Hoté] so this is the new name
proposed This wa the chosen one due to many factors. Firstly, because it maintains
fiCasteldoin the name, to be recognizaltleus avoidinga drastic changendallowing

to enjoy the notoriety the previous name had. Secondlyusecthe new name has a
meaning. Tanslded to English it means New Hotel Casteldo, which allows people to
know that the hotel is living a new periatiatit was renewed. Other important factors
are thesonorityandeasy pronounceabilityf the nameas well ashe memorization ease

of it.
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Logo: The logo is part of the company visual identity, it consists on an image which
allows to identify the firm(Lendrevieet al.,2015)

Figure 6displays the current logo of Hotel Casteldo, as we can see it is composed by a

symbolfollowed by the compay 6 s n a me .

HOTEL

SENVRY/
Dasteliio

Figure 6 Hotel Casteldo current logo

Source: Hotelcastelao.pt
Nevertheless, now that a new name was proposed, to accompany it, a nexadatgm
needed, therefore it was necessary to draft and study hypothesis for a new logo
(Attachmentl3). The final choice, the new logo proposed is presemémv Figure 7.
The logo is composed by the new name, by a symbol (the crown, because it eedsoci
with Castles), and thetime year of the creation of the new brand, to show that not only
the facilities were renewed, but also the brand, allowing to display this as a modern

company.

Novo ‘g'
|

asteldo

Hotel
Since 2017

Figure 7 Proposed new logo
Source: Own elaboration

Brand Mantra/Slogan: This is a signature of the brand, it is a short sentence which

captures the essence of a brand or the spirit of its positioning. Slogans not only help to
captur e t h e-oftifference (BaD), lpubalsom tbo sansmit the positioning and
the space imvhich the brand wants to compete. They are presented together with the logo
of the company in the advertising and communication of the Wi@oiter andKeller,

2006)
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There are many types of slogans, some are inspiring, others summarize what the company

is about.

Hotel Casteldo presently does not have a slogan, like most hotels. This is a market where
this brand element is not as used as in other types of businesses. However, due to all the
benefits mentioned above, it is important to create a slogahi$dorand.

The proposed Isdep ainndueNanianifaedsdns. Rirstly, it is written

in English instead of Portuguese because most of the clients are foreigners, so it is easier
for them to understand, moreover it not only provides aemuaofessional and
international sense to the brand, but also differentiates from competitors. Secondly,
because it emphasises the location of the hotel, which is aqfadifference. Thirdly,
because it transmits the positioning of the hotel. Fourthdgause it is short, self

explanatory and memorable.

Figure 8, shows the image of the slogan together with the new logo. This image must be

present in all the Hotel communications such as letters, images and website.

Novo ‘g'
[ —

asteldo

Hotel  Fall asleep in Mafra
Since 2017

Figure 8 Hotel Castelédo's logo witllogan
Source: Own elaboration

11.2.2 Price
Priceis one of the most important characteristics of a product/sebatiefor buyers and

sellers. For sellerdecause it directly affects the company financial performance. For
buyers because it iperhapghe biggest criteria considetwhen doing a purchase

Price is a big tool of positioningnoreoveit allows to convey an image of the expected
quality of something. Consumers buy things according to the value for money they
perceive(benefits vs cost)so if something has a bad prigaality ratiohardly it will
succeedLendrevieet al.,2015; Kotler anKeller, 2012)
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Price is the variable of the marketimgix, more rapidly adjustable, to meet changes in

demand or actions from comftors(Lendrevieet al., 2015; Kotler andKeller, 2012)

iPricing decisions must be consistent with
markets and brand positioning(Kotler and Keller, 2012383. Prices must take into
account the following factors: fixed and variable costs, competition, company objectives,

positioning strategy, and the target willingness to pay.

In the accommodation industry, a company must have a competitive pricethence
competition is highand consumers can easily compare prices from different companies
(Kotler andKeller, 2012)

There is one more important concept to mention, which is the psychological price. There
is a minimum price which consumers will not accept; if #evice is too cheap,
consumersvill think there is something wrong with it, some motive for being so cheap.
There is also a maximum price which consumers will not accept because they will think
it is too expensive for the service. So, consumers will only buy when they feel the service
is warth the price, that it has a good value for money (Lendmstva.,2015)

Price Policy: In terms of the price policy, an established company may choose between
two strategies, price competition or apnce competition. It is possible to say that Hotel
Casteldao uses price competition, although not very aggressively, but the company is
aware of tle prices of the competitors, as it should be. This is a competitive market, where
consumers areery influenced by price, therefore the Hotel must be aware of the

C 0 mp e tplicéspto b 6ompetitive.

Concerning the determination of the price, it is raidone considering three

dimensions: the associated costs, the demand, and the competitors.

Setting the price_according to the demand This means to adapt the pricaking

demand in consideratipso if the demand increases or decreases, the pricdotomst

This is very visilte in theaccommodatiomdustrydue to the seasonality, prices are lower

in the winter, due to the lower demand, and higher in the summer, due to the higher
demand. This is something that Hotel Castelédo already dsgsices ary according to

the seasoand the demanftable 23) For example, the prices in Booking.com vary, if a

client books now for October, the price is lower than doing the booking closer to the date,
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because now there is only a few bookings for that monthckoser to the date if there

are many, the price increaséslowing the demand.

Setting the price according to the associated cost$his means to know how much the

company spends to deliver the service, this includes the fixed costs and the variable costs,

then the desired margin is added, thus setting the price (price = margin + costs). In Hotel
Casteldo, many costs are associated taeéé@ce, the fixed costs are the salaries of the
employees and the cost of telecommunications; the variable costs are the water, eletricity,

gas, breakfast,laundry The sum of all these costs amoun
to Hotel Castelado, so tttmmpany must add a margin to ths beprofitable. According

to Hotel Casteldo, the minimum price to brealen at the low season (considering the

usual occupancy rate at that season) is 251
forthetriplead 550 f or tthese pscas, dorsiderirg ¢hé uswal occupancy

rate at that season, the Hotel would have losses.

Now that we know theninimum prices to brealkeven and considering psychological
prices (as explained above), as well as the denitasdime do adjust the price. However,
before thatit is important to note that changing prices has a risk, for example if a price
lowers but the occupancy stays the samejéhids to a decrease in revenue.t8 make

up for a new price, the occupancy has to increase to a certain level where the ats@enue

increases.

0 Study of pricefor the low season

(A) OctMar | (B)OctMar | (C)OctMar | (D) Oct-
Type ofroom [t NA OS [t NAOS |t NAOS |al NJ t |
Single Room 45 30 37 37
Double / Twin
Room 55 40 47 47
Triple Room 65 55 57 57
Suite 72 60 67 67
Estimated
Occupancy
rate 30% 43% 35% 30%
Monthly Sales
€ 10000 10530 10340 9400

Table27- Study of price for the low season
Source: Owelaboration

Table 27presents the study of price for the low seasoenario A is the currentn the
scenario Bthe prices match Hotel Pedro O Pescador, however with these priees, it
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necessary a 13% increase in occupancy rate, to have more saleswhdhese prices
are much | ower than the actual, for exampl e
doubt is if these lower prices will result in a 13% increase in occupancy, if not the hotel

will decrease revenue.

In scenario Cthe prices aralso lower than now, however the decrease is not as big as in
the otherscenarip it I s aharonowirdeadh typelofeaom. With this smaller
decrease, the occupancy would notdcheraise as much as in Bwould just need tbe

5% more thamow, which represents one more room per day. This is more realistic to
happen, and the change would not be so drastic. With this prices and considering that the
occupancy rate only incrsas 5% (it could be more), theotdl would earn in average

mo r e @rdnfonath.This is the best option, as the price is low enough to increase
occupancy, but nobb low due to the psychological price and the risk of desrgasales.
Moreover this scenario offers a better prigaality ratio than the current one, andlgo
approximates our prices with the ones from Hotel Pedro O Pescador.

Scenario D(the most pessimist) shows what happens if il prices from C the
occupancy does not increase; and that 1is th

U Study of pricefor the middle season

(A Apr-Jun (B)Apr-gup (C)Apr-g un (D)Apr-:JuAn
Type of room t NAOS € [t NAOS €|t NAOS €t NAOS €
Single Room 54 35 43 48
Double / Twin Room 64 45 53 58
Triple Room 74 55 63 68
Suite 84 65 73 78
Estimated Occupancy
rate 45% 65% 55% 50%
azyukKte {If 17300 17550 17490 17400

Table28- Study of price for the middle season
Source: Own elaboration

Table 28 presents the study of price for timéddle seasor{scenario A is the currentin

thescenario Bthe prices match Hotel Pedro O Pescador, however with these priges, it
necessary a 2@ increase in occupancy rate, to have more sales thanTihese prices

are much lower than the actuatpund20 | ess, s o t lowerpdiceavblit i s i f

result in a 206 increase in occupancy, if not the hotel will decrease revéhigescenario
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represents a big change, therefore a big risk, the prices decrease very much, and increasing

20% in occupancy is a big leap, it represents 4 more rooms per day.

In scenario C, the prices are lower than now, however the decrease is not as big as in the
previaus scenario, itisarounddl | ess than now in each type
prices the occupancy would not need to raise as much as in B, it wouldoneeskt 10%

more than now, which represents two more rooms per day. Neverthklesgenario,

creates the same doubt as the previous, if these ptites | es s t h willleadowadays

to selling two more rooms per day than now, if not the hotel wiltebese revenue.

In scenario D, the prices aa¢solower than now, however the decrease is not as big as

in the previousscenagp It i s around 60U | ess than now
smaller decrease, the occupancy would not need to raise hsasucBand C it would

need to raise 5% more than now, which represents one more room per day. Nevertheless,

this scenario, creates the same doubt asthe premimss i f t hese prices (
nowadays) will lead to selling one more room per da@ntnow, if not the hotel will

decrease revenu€his scenario has one more issue and that is the change (with the risk
they have) not increasing significantly sal

Concluding, the best optidor the middle seasaois to keepprices as they are, once the
possible scenarios of new prices do not make up for thethiskncrease in saléslittle
hence not worth the risk.

U Study of pricefor the high season

(A Julyﬁgp (B)Apr—:]up (C)July§gp
Type of room t NAOS € [t NAOS €|t NAOS ¢
Single Room 64 58 54
Double / Twin Room 74 68 64
Triple Room 84 78 74
Suite 90 88 84
Estimated Occupancy
rate 60% 65% 70%
azyukte {f¢ 26500 26520 26880

Table29- Study of price for the high season
Source: Owelaboration

Table 29presents the study of price for thigh seasor{scenario A is the current)
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I n scenario B, the prices are | ower than nc¢
this smaller prices, the occupancy would needake 5% more than nowyhich represents

one more room per day. Howevernjst scenaricgaises ad o u b t , I f these pri
than nowadays) will lead to selling one more room per day than now, if not the hotel will
decrease revenue. This scenario has one more issue argltliethangeagdthe risk

associatednot increasing gnificantly sales, onlymore 20 per mont h.

In scenario Cthe prices are lower than noaround 16 | e s Istype of ro@ra \W/ith
thesesmaller pricesthe occupancwould need tobe 10% more than now, which
represents two more rooms perddyni s scenari o would | ead to
month.Nonethelesgthissetupcreates the same doubt as the previous, if these fitiaes

less than nowadays) will lead to selling two more reqer day than now, if not the hotel

will decrease revenue.

Concluding, the best optidor the high seasois to keep prices as they afxcenario B,
provides a lowncrease in salekence not worth the risiScenario C despite providing a
good increasen sales, is risky because it demands a 10% increase in occupancy, selling

two more rooms per day

Setting the prices according to competitors Thismeans to have in mind the prices of

the competitors thus leading to competive prices. According to the strategy of the
company, the price can be similar, higher or lower to competitors. If we look at the
perceptual mapsge alsdables 26 and 3), itisppssi bl e to compare Hot
prices with its competitors. As it would be to expect, Hotel Castel&o is cheaper than Vila

Galé Ericeira, and more expensive than Penséo Fortunato and Hospedaria Bernardo.

Our two main competitorgjue to their positiong and offe, are Hotel Camardo and

Hotel Pedro O Pescador Compari ng Hotel Castel«ob6s pric
ones from similar types of rooms; Hotel Camardo has more types of rooms than Hotel
Castelapsome of thenvery expensive with the aes from Hotel Camarao, we can see

than in general we havewer prices (table 30) as it should hesinceHotel Camaréo has

a higher quality

Comparing Hotel Castel «o0s (tgble 30xtéspossibiet h Hot €

to see that we havagher prices. It would be possible to argue that thiswrasg, that
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it should be similar, otherwise that hotel has a better joiedity ratio than Hotel
CastelaoNontheless the decision is right, Hotel Castelédo could decrease its prices to meet
the anes from this hotel, however to make up for those prices it would be necessary a big
increase in occupationh& main goal is not to increase occupancy, but to increase sales,
so Hotel Pedro O Pescador may have a higher occupancy due to the cheaper prices,

nontheless the foremost is sales.

Table 30 illustrates the differences of prices between the three hotels. The green colour
represents the cheaper prices, the yellow the intermediate ones, and the red, the most

expensive prices, when comparing the same tf room in the same month.

Hotel Castelagnew

prices)
Single | Double | Triple
oT nT pT
oT nT T
Feb g
oT nT T
Mar .

Table30- Price comparison between Hotel Casteldo and its two main competitors
Source: Own elaboration

11.2.3Place
Place or Distribution is the variable of the marketing mix which studies the way the

company delivers its product/service to consumers. To this study two main things are to

beanaly®d the channels and the circuits of distribution.
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Concerning the channels of distribution, there are two types: busoaesasumer (B2C)
when a company sells directly to consumers, and busiodsssiness (B2B) when a
company sells to another company.

Hotel Castel&do uses both channels, B2C by sdliiregtlyits services to clients, aigPB
by selling its services througither companies, such as Booking.com, travel agencies and

touristic operators.

Related to that, comes the second tagie,circuits of distribution, a company may have
a direct orindirect circuit of distribution, depending on the number of players involved

in delivering the service to clients.

Hotel Casteldo has a direct distribution channel, by selling directly to guests. This happens
when a customer books directly with the Hptehether by telephone;rmeail, website or

even in person.

Hotel Casteldo also has an indirect short circuit of distribution, by making it possible to
book through other companies. Guests can book through:

1 Bookingcom. This is the biggest online bookingtform, nowadays a big part of
travellers, book through this platform. Guests can find Hotel Castelédo here and do
their reservation

1 Travel agencies. Thesselland promotg@ackage holidays to consureerhrough
this intermediary it is possible to do tharchase. Moreover, this is an important
partner because it promotes our service to guests

1 Touristic operatorsThese, producgackage holidays and sell or promote them

consumer®r travel agencies

These three channels make our offer reach a broademae,consequently increasing
the brandds not or i sdvices availableenanore placest mak e s

Concluding, lotels as well as other businesses must make their services available through
as many ways as possibMaking this is a very imptaint variable of the marketing mix
because if product is not available when and where the customer wants it, it will surely
fail. Therefore, an hotel, must have a good distribution selling B2B and B2C, to be

available where the customer is.
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11.2.4 Promotion
fiModern marketing calls for more than developing a good product, pricing it attractively,

and making it accessible. Companies must also communicate with their present and
potential stakehol dgotleraraKaeler,t20l2:479.e ner al publ

fiMarketing communications are the means by which firms attempt to inform, persuade,
and remind consumedsdirectly or indirectl® about the products and brands they sell.

In a sense, marketing communications represent the voice of the company and its brands;
they ae a means by which the firm can establish a dialogue and talationships with

C 0 n s u (Ketlersaind Keller, 201276).

This is a veryimportantvariable of the marketing mix, it is through promotion that a

company can communicate what it is about and what product/séeigsell

So, promotion comprises all activities that involve communicating with the client about
the company or the produsétvice and its benefits and features. Through promotion, the

firm seeks to attract customer s6é6 attenti on

Therefore, it is vital for a company to havesaccessfubromotion mix, and that is
achieved by effectivelyusing the main communication tools: advertising, sales
promotion, pubt relations, direct marketing apersonal sellingeach company chooses
which tools are the most adequate and effective, accordihg ¢tdbjectives and strategy
of the firm Each tob has its benefits, so having this in mirghterprises develop a

balanced promotion mix using the tools that best allow to pursue the main goals.

Hot el Castel «o006s mai n qdrgteicctease rasd aareanese r ni n g
and notoriety, reachghnew audienceand making our offer known to potential guests

as well ago differentiatefrom competitors.

To follow these objectives, the compasiyouldhavean above the line strategy, using
advertising ihterne), as well asa below the line strategy, using sales promotion, direct

marketing angbublic relations.

Regarding the actions above the line, the advertising will be done mainly via internet, due
to two reasons, firstly because it demands a smaller investment thantypiberof
advertising, secondly because it is a mass media reaching people worldwide, and people

are now more than ever connected to this mean. So, the communication will be done in:
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Own Website

Online hotel sales account for 57% of all s¢gi et al, 2014as cited by.i et al.,2015)
As already explained in this paper, it is vital for an hotel to have a good website, a place
where consumers from all around the world can get information about the establishment

Good websites allow to reach more peppindalsoconfer credibility to a business.

The website must be clear, simpleserfriendly, upto-date,and visually appealingt
must have information about thidtel and theservices provided, images of the facilities,
thecharacteristics of eachgg of room the prices and the possibility to do the booking.

Booking.com

Booking.comis not only another way of distributipbut also a platform for promotion.

This is the biggest website about hospitality, being now an important partner for hotels

and travellers.

This platform is much appreciated by clients, due to its organization and its usefulness, it
allows to search for hotels, to do the booking, to read reviemm previous guests, and
it also has images of the facilities. So, Hotel Casteldao must continue and intgrove

presence herandto achievehat, it is necessary to:

71 Increase the ratingnowadays Hotel Casteldo has a low rating in this platform

howe\er after the implementation proposals it is expectetrgmovement

1 Be more aware and responsive to comments, trying to solve the matters discussed

there

To conclude considering that this is a huge mean of promotidotel Casteldo really
must improveits rating, not only to have a brightemage, as wieas positive worebf-
mouth, but als®o be more competitive sinceir competitors have a higher rating.

Regarding the actions below the litlee proposals are:
Press release

A press release is a writtdlocumentlirected at members of the news mediartnounce
somethingpotentidly newsworthy. The main objective is to draw the attention of

journalists to the subject in question andatouse their interest in writingbout it So,
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press releases are aywa get business promotiomhe idea is to disclogeformation to

the media, newspapers and Interabput thaenewal of théotel.

For example after the renewal, the Hotel could invite journalists. ikbim) Sapoviagens,

O Carrilhdo, Jornal Bqui Mafa, O Ericeirg JornalDe Mafra,ViajarmagazineAmbitur.

These are the medias chosen because they are the most adequate considering our business,
and they would allow do promote our establishment locally and natioriEtlg.
journalists would be invited to see tfailities and even have a staying in the Hotel, to

be able to write about it, for readers to know the benefits of Mafra and staying in Hotel
Castedio.

Fairs

The Hotel must attenadnifairslike BTL, the biggest fair in Portugal about tourism and
hospitality. The Hotel will be present in the person of its managers, once a stand is a very
expensive investment. In BTL it is possibleattract potential customeligcreaseébrand
awarenesand seizdusness opportunitiefor example with travel agencies and touristic

operators.

Direct marketing

This mean allows to have customisededt connections with carefully targeted
individuals to both obtain an immediate response and cultivate lasting customer

relationships.

A company must use this mean wisétyavoid being annoying to people, as sometimes

happes with direct marketing.

Through emails, Hotel Gsteldo can communicate its offetlte targetThe email must
be short, simple and clear in theasffhaving a link to our website and an attachment with

an appealing image of the propodaie emails should be sent to:

1 Companies, which demand for its workers to travel to our region. Communicating
our offer to themmay even result in a partnership where we become the choice
of that company to accommodate their travelling workers, or even rdbeive

business retreats.
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1 Sport teams. Here the focus must be adequate to our positioning, so it must be
teams in secondpadivisions, once the main ones have their own training centres
with accommodation and already established partnerships with top hotels.

1 Travel agencies and touristic operators, to make our establishment and offer
known, the purpose of this is establighpartnerships. The value of these players
is huge as explained before.

1 Previous guests. Hotel Casteldo can semein mails with special offers, like
coupons and gifts, for evergsich as birthdso r v al e nforigunestd®te day

enjoythese moments irhe Hotel.

Coupons and qifts

This is one more tool to convince people in seizing the opportunity of staying in Hotel
Casteldao. The Hotel could start to have coupons and gifts émiaspnomentslike
birthdaysov al ent i neds day. Tstoensieprice.olbelcaupooscands i st

gifts would be available in the website and sentinadls as explained above.

To conclude, the means used in the promotion mix allow to increase brand awareness and
notoriety, to reach new audiences, and some of the proposals even help to battle
seasonality (inviting people tenjoy their birthday in the Hotel) moreover all the

measures represent a low investment.

11.2.5People
This variable is about the people who are directly or indirectly involved in the delivery of

the product or service.

Employees are the face of the organization and baeye a big part ithe qualityof a
service(Vliet, 2013) So, ompanies must effectively manage employeegarding their

attitudes and behaviouo moritor the quality of the service.

It is alsonecessary for human resources to be willing to “incorporate” the sibn
mission of the company and to transmit it to the outdtaheployeedelp spreading the

busineswalues anddentity.

AThe companybés employees are important i
deliver the service. It is important to hire anditrdhe right people to deliver superior

servi ce t @rhetMarketing Mik, @.t.)T hss @6 something that already happens
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in this company, whenever a new collaborator starts, he gets the necessary formation to

fulfil it s tasks and functions, especially in the case of receptionists

AThe lack of homogeneity in services creates difficulties for service comp@viiies,
2013) Not only a company has to deliver a good service but it musbi®geneous in

its delivery, all customers must be well served.

Chart BdisplaysHo t e | Cast e l,shoving thelevelssohhieanchy amd the
job positions, it is possible to realize that there are only three posifibasarious
functions thatfor example, in a larger hotel would be distributed among different

workers,arein this case more concentrated

Owners

Receptionists Cleaners

Chart13- Hotel Casteldo's Organigram
Source: Own elaboration

Table 31 displays the number of people in each position, and their fun&ioowing

that there are six employees and three ownEng exact number of employees per

position is the necessary for the normal functioning of the hotel and the best piibductiv

As already said, due to the dimension of the establishment, the functions are more
concentrated, as it is possible to see in t
ensure @4-hourworking front desk, every dayhey have three shiftsaeh shift has one
receptionistOne of the receptionists works in a panie regime, tocovertleo | | eagues 6

day-off. Regarding theleanersone works fulitime and the other patime.

Position Quantity | Functions
Owner 3 | Supervision, managemerdccounting
Customer service, handling of reservations, billing / accounting
Receptionist 4 | deliver the breakfast
Cleaner 2 | Hotel maintenance and cleaning

Table31- Hotel Casteldo's employees and functions
Source: Own elaboration
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Hotel Casteléo, as seen in the netnography has a polite, friendly and helpful staff, this was
one of the most praised attributes of the Hotel. So, it is vital to keep up doing the good
work in this parameter. Theainthings to improve arghe cleanersding more rigorous

in the cleaning, anthe receptionistbeing more present at the breakfast; these were the

only two complaints found in the netnography about the Hotel staff.

Still concerning the functions, one should be added to the receptionistd) ghi

answering to previoug u e srline éeviews.

Finally, it is important for the Hotel to haveppy and motivated employgesince this

leads to a morenjoyable service experience fit stakeholders.

11.2.6.Process
AThe el ement & P marketng midrepresentd theactistiesy pvoceduees,

protocols and more by which the service in question is ealytdelivered to the
customeo (Vliet, 2013)

The process at Hotel Castel&o is simpt# having many stepsirtly, the potential guest

finds the Hotel, whether by seeingyitperson, online (Booking.com or our own website),

or through woredbf-mo ut h . Secondl vy, the potenti al gue
according to what he is seeking and its preferefidesdly, the booking is done, whether

in person, online, or by telephone. Fourthly, comes the staying, where the guest arrives at

the Hotel and does the cheitk Fifthly, we have the breakfast the next day. Sixthly,

we have the cheetut. Then there ione last step for guests who have done the
reservation through Booking.com, which is tmg a review about the stayintis last

step is optional.

11.2.7 Physical Evidence
Since services are intangible, it is difficult for customers to objectively assess their

quality, especiallyat the beginningwhen customers are still forming thepinion about
the company. Therefore, they often rely on the tangible evidence surrotimelseyvice

to help them make evaluatiofiBudo Sobre Marketing, n.d.)

Physical evidence is all that a customer perceives of the company from the tnm@men

comes into contact with (NOS, n.d.)
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The physical evidence of a company incluteselements that make up the exterdr

the establishmentexterior design, landsceqg and surrounding environmerdhd its
interior (nterior designgquipmentlayout cleaning. Some éher tangible elements are
also part of the company's phigal evidence such as business cards, uniforms, and
brochuregTudo Sobre Marketing, n.d.)

The physical evidence oftetel includes:tie design, furnishing, lightingnd decoration

as well as the appearance of the emplo{&hkst, 2013)

As already stated in previous parts it is necessary to renew and redecorate Hotel Castelao
facilities. It is time for a major renewal to take place, since the hotel looks old and
outdated, both inside and outside. On the outside, the hotel needs a niavg paird

some architectural changes to be more aesthetically appeatiaghment 18 shows a
project of a remodelling for the Hotel, as it is visible with that remodelling this

establishment would be far more attractive.

On the inside, there is the same=d and more. A redecoration is necessary, to be modern,
beautiful, cosy and comfortable. This redecoration must focus on the bedrooms (new
bedspreads, curtains, furniture, air conditioning, better sound isolation), the bathrooms
(new bathtubs, tile, wabasins, towels), the elevator (a new one, more modern), the front

desk, the common spaces and corridors.
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12. Timeline

As table 32 showshe first thing to be done is the renovation aedecoration, since this
is whattakes the longest time, marking a nperiod for the company, as it will have a

different look.

The Website and Booking.com will continue as they are until the end of the renovations,
when they enda new website must be launchedith all the features already mentioned
before, and the Booking.com account must be updated with the new pictures and the new

services offered.

Most of the implementation proposdleginin June to mark the new chapter for this

company.

Implementation Estimated
Proposals Jan| Feb| Mar | Apr Jul| Aug| Sep| Oct | Nov | Dec| Coste
Renovations +

Redecoration 400000
Groups I

programme R 0
Benefits card 0
Rent Spaces R 0
Massages 0
Rooftop bar N/A
Games room R 3000
Rebranding 0
Website \ N/A
Booking.com \ 0
Press Release -- 0
Fairs \ 0
Direct

Marketing 0
Coupons and

gifts 0

Table32- Implementation proposals timeline and costs
Source: Own Elaboration
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13. Conclusion

The main goal i n this thesis was to study

achieve that, a marketing plan was elaborated.

Firstly, a study of the relevant literature was elaborated, to learn more about the subject
and to have a godshckground, understanding important theories which may help in the
study. The marketing plan was the first thing to be investigated, it was important to know
what a marketing plan is, its importance and how to properly make one. Then, the next
chapter wago investigate tourism, studying its main forms, characteristics, trends,

challenges, and the main purposes of tourism trips.

Afterwards, hospitality was studied, by investigating everything important related to it,
such as the importance in the classifion of hotels, the trends in lodging)stomer
loyalty, the importance of customer satisfactiandthe factors thainfluence customer
satisfactionlt was seen thatustomer satisfaction is determinant to success, as hotels are
not able to compete efttively without fulfilling their guests' wisheé satisfied guest
provides positive wor@f-mouth promotion at no cost to the enterprise, and with an effect
and credibility superioto conventional advertisindVioreover if a consumer is satisfied

he will possibly return, orecommend the establishmeata known person, or even write

a positive review Attributes such as cleanliness, price, location, security, personal
service, physical attractiveness, opportunities for relaxation, standard of sexwmés

of the room satisfaction with the stafttarclassification reputatiorand aesthetics of the
facilitiesare recognized abe main factors influencing consumer satisfactidrerefore,

a hotel aiming to promote customer satisfaction must have special focus on the attributes

mentioned.

Then, the impact of online reviews was studied, and it was seela¥abf travellers

have considered online consumer reviews as an informatiorce when planning their

trips. Provingthat online consumer reviews, have a gnesgiact on people planning trips.

A hotel with bad reviews, is a hotel in danger, firstly because customers are dissatisfied

with the service, secondly because it aBéloe image that people have towards the hotel.

Hotel managers havalso to be aware that customers rarely view online comments

beyond the first two web pagdsnally, it was seenthattlaO % i mpr ovement i n r

rating can increase sales by 4.4%.

103
Migue Castelao



A Marketing Plan to Hotel Castelédo

Having learned everything that could be important to write this project, it was time to

proceed to the analysis parts.

So, secondly, an external analysis to the market was done, analysing the tourism and
lodging industries. It was seen that tourism is incregswith Europe being the continent
registering the biggest increase, as well as being the most visited. Concerning the timing
of trips, it was seen that 41% of trips are done in the summer, hence proving this is the
season when people travel the most,ceetihe seasonality. Regarditite Portuguese
tourism industry,it is growing, representing directly 6.4% of our GDR terms of
overnight guestsin 2014 it was 16.1 million people, 12% more than in 204&h 45.9

million overnight stays registered (10Ptore). It was seen thaihternational tourism
represents 70% of tourist demand, with the domestic market accounting 3&ading
international source markets in 2014 were in order of importance: United Kingdom,
Germany, Spain, France ahtherlandsin 2015, lotels wereby far the most chosen

place to stayhaving registered 13.1 million overnight guests (@ulion more since
2010), followed by hotehpartmers with 1.5. From the 2,036 accomodation

establishments Portugal 61% are hotel]sandl6%ar e i n Li sboads regi or

Thirdly, a PESTEL analysis was conducted, to examine the political, legal, economic,
social and technological environment surrounding us. It was possible to see that our
economy is now starting to recover from the crisis. It wesnsthat technology is
improving, and people are more dependent and engaged with it than ever. Things like
internet and social media are present in our everyday lifehandyhtto companieshe
opportunity to communicate with clients was found that % of hotels have a website

and use social media to connect and inform clients, 72% have an app to do such things as
booking a room or even to pay, and havingfiior guests is already a must for hotels.
Finally, technology made significant changes ie thospitality market, due to the

appearing of platforms like Airbnb, Booking and TripAdvisor.

Fourthly, a Porter ds 5 theattractieesessatiisantiugtiyi s was
It was examined théhreat of new competitors, of substitutdse bargaining power of

supplies and buyers as well as thecompetitive rivalry.It was seen that there are
important barriers to entrance, that the hotel industry is much threatened by substitutes,

and that clients have a considerable power because thigagnaented industry with

many competitors and substitutes.
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The fifth step was to examine Hot el Castel «
their offer, as well as their strengths and weakne&seslirect competitors were found:

Pousada de Mafra, el Camardo, Vila Galé Ericeira, Hotel Pedro O Pescador,
Hospedaria Bernardo, and Penséo Forturiaie of these are in Ericeira and one in

Mafra. After the analysis, it was seen that considering the positioning and the offer, the

two main competitors arklotel Camardo and Hotel Pedro O Pesca@aresthouses

(Airbnb), hostelsand local lodging were not considered as competitors once their offer

and targetre differentof hotels.Nevertheless, the number of those in Booking.com is

over 40 establishments &m Airbnb there is over 300 announcements, between rooms

and houses to rent for the night.

The sixth step was to conduct an internal analysis to Hotel Casteldo. Its history begins in
1982, with the 906s being per hm20lb sadehe most
decreased mainly due to the economic crisis in Portugal, from 2015 to nowadays, sales
are recovering. The Vision of the Hotel itasrhake clients happy and satisfied with their
staying having agood value formoneg nd me et i n ectatons.i ThenMissiadn e x p
is to offer an affordable, clearand comfortable establishment, provirgpod
accommodatiorand a pleasant stay. The Values egspect, politeness, hospitality,
cleanliness, calm/harmonfairness and familiarityThe main goalsreto make clients

happy and satisfied with the staying, and to increase sales.main competitive
advantages are: being a wielown establishment in the region, due to 35 years of
existence, being the first accommodation establishment in Mafra, andyhagood

location.

Afterwards, a portfolio analysis was done, realizing that the hotel has 28 rooms, divided
between singles, doubles/twins, triples and suites. The next topic was a company
characterization, detailing the offer and the prices. Then, Hysang relevant data from

the company, it was found that seasonality is high, as expected, amdttietow and

middle season, most guests are Portuguese people on business trips, but in the high season

the majority is foreigners on leisure trips.

After getting to know the company and the offer it was time to proceed to a competitive
analysis, conducting a SWOT and Dynamic SWOT analyses. The main strengths
identified were the location, the notoriety, the polite and friendly staff, and the free

parking. The weaknesses are the bad website, the old and outdated facilities, the
aesthetics, the occasional complaints about cleaning, the air conditioning sometimes
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failing, the low rating in Booking.com, and the prigeality ratio. The opportunities are
havingfew competitors, the region growing, making relevant partnerships, having sport
teams as clients, and having many groups of tourists visiting Mafra. The threats are the
increase of guesthouses, hostels, and local logtueggrowth of Airbnb in the region

the creation of another hoteiding potential clients due to the bad online reviews and
the lack of a good websjteompetitors having a higher rating at Booking.com; and the
high seasonality The SWOT allowed to elaborate a Dynamic SWOT by crossiag th
strengths with the opportunities and threats, and the weaknesses with the opportunities
and threats. Thus, providing a more detailed investigation of the company and the market,
allowing to understand what could be done to improve the establishmenrd|l a&s wo

avoid potentiaproblems The Dynamic SWOT also allowed to retrieve many ideas which

were later used in the marketing mix.

Then, the Critical Success Factors were identified, they include: cleanliness, price, value
for money, location, securitguality of the staff, esthetics of the facilitiegeputation,

services offered, comfortability, starts classification, and online reviedmr relevant

CSFs are: convenient parking, good and diverse breakfast, air conditioning and-free Wi

Fi.

The nextstep was to elaborate the methodology part, to better understand the customers
of Hotel Casteldo. Usingqualitatve approach, a netnography vekme to have a clearer
perception about customeéd s opi ni ons towards the Hot el
accoding to the expected and with what was identified in the SWOT, which proved the
SWOT analysis was right. Customers graded
netnography provided insights about what could be improved in the Hotel, and that

information was later used in the development of the marketing mix.

Afterwards, the implementation proposals were developed. Firstly, doéengtrategic
marketing plan and timethe operational marketing plaihe strategic marketing plan
allowed to take decisions alo segmentation, targeting and positioning. The
segmentation defineted to thedeterminatiorof the main targets, which angeople with
medium income, whdike to stay in hotelsgroups of tourists; business people; sport

teams; tavel agencieand touristic operators.

Regarding the positioning, it was possible to realize Hhatt e | Castel «xobs

differentiation factor is its location, and then its notoriety in the region. The Unique Value
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Proposition is to provideaccommodation in a welbcated place, in Mafra, near the
Palace and just 8km far from the beach at Ericeira, for an affordable e, through

a perceptual map we save relative position that Hotel Casteldao and its competitors
occupy in a graph with price and ratinglie taxes. Vila Galé Ericeira and Hotel Camarao
were the ores with higher price and rating, whiléotel Casteldavas the third most
expensive, and the second worst in term of rating, which translates to a poqualice

ratio. Finally, it was understoothat to improve the positioning it was necessary to be
more attractive and competitive. For so, the Hotel should increase the quality, (which
leads to an increase in the online rating), and the way to that was to improve all the factors
related to qualityvhich were not beingroperlyattendedcleanliness, comfortacilities,

diversity of services provided, good breakfast).

Then in the operational marketing plan, the marketing mix was elaborated considering:
service, price, place, promotion, people, pssceand physical evidence, all these were
analysed and implementation proposals were done, aiming to improve the Hotel.

In the point of service, the proposals wererednew and redecorate the Hotel facilities;
to develop a programme/offer includiagcomnodation, meals and place for trainjng
for recovering sport teams as clients; to develpprogramme includg the
accommodation, anthe mealsfor groups and excursiont aeate a benefits cafdr
people staying in the hotelo communicatevhat compses the breakfast for people to
know what to expects well as tancreasehe diversity perhaps by grtnering with a
bakery to aeate a rooftop bato rent a space for meetings or similar; to create a games
room; to introduce a service of massages] to keep the friendliness and the politeness

of the staff. The purpose of these changes is to improve the Hotel and the service quality.

A re-branding was also conducted to boost and improve the brand, this was done by
proposing a new name, asloganand new | ogo. The neNevoname
Casteldo Hotel , and the slogan #dFall asleep 1in
after the renewal of the Hotel, to mark a new beginning for this enterprise. Providing a

fresh start, symbolizing the refresbn of the hotel.

In the point of price, it was adjusted considering three dimensions: the associated costs,
the demand, and the competitors. Having always in minctkzatging prices has a risk,
because if a price lowers but the occupancy stays the same, that leads to a decrease in

revenue. After the study of price, a change was suggested at the low season, proposing a
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decrease, however in the middle and high seasoprittes should stay as they are. The
proposed prices and the improvements in quality, give to the Hotel a betteqyaidy

ratio.

In the point of place, it was seen that guests must be able to reach the Hotel directly
throughtelephone, email, website and in person; and indirectly throudgookingcom,

travel agencies, anauristic operators hencefeaching a broader audience. Hotels, as
well as other businesses must make their services available through as many ways as

possible.

In the pointof pp mot i on, it was seen that Hot el Cast
increase brand awareness and notoriety, reaching new audiences by making the offer
known to potential guests, as well as to differentiate from competitors. The
implementation proposalsere: creating a good website; improving the presence in
Booking.com; doing a press release after the remodelling; attdanslike BTL; using

direct marketing in the form of-mails; having coupons and gifts for special moments.

All the proposals seelo communicate the offer to the target, allowing to increase brand
awareness and notoriety, to reach new audiences, and some of the proposals even help to

battle seasonality.

In the point of people, the remarks werekéep up being polite, friendly and helpful; to

have a tighter control in the cleaning; and to be more present at the breakfast. It was also
seen that the service must be good and homogeneous in its delivery, all customers must
be well servedThe Hotel mushavehappy and motivated employeesince thaleads to

a moreenjoyable service experience fdl stakeholders.
In the point of process, it was seen how the Hotel works, and what are the steps involved.

Finally, in the point of the physical evidencewias once more concluded that it was
necessary toenew and redecorate Hotel Castéldacilities.

13.1. Limitations

In the development of this project there wemmelimitations found. The literature
reviewraised some challenges, since the project iatabblotel, it was necessary to study

all the important things related to that, so instead of the common, which is studying one
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industry, here it was necessary to study two, tourism and hospitality, because they are
much interdependent. Finding relevartedature about it was not a difficulty, the
difficulty was to organize the information properly, that was achieved by planning in
advance what were the important matters to research, then it was just needed a good

structuring of the information.

Findngdd a about tourism and | odging in Mafrabd

some lack of statistics and relevant information.

Ot her difficulty was the competitords anal

dispersed and confusing, making it harttehave a complete and detailed analysis. An
example of this was in finding the prices of some competitors, since they are sometimes
dynamic instead of fix, making it harder to know which price to present; also, some
competitors lacked information onliise it was necessary a phone call to clarify.

The promotion mix was also difficult to do because with a low investment, it was
necessary to build a good plan. A plan that would be effective and accomplished the
objectives defined.

13.2. Contributions

The maing a | i n this project was to discover
the end of this project | think that was achiewetlich is the most important, it means

that this thesis was successf@ome of the adjustments proposed represent a high
invegment, some a low, some represent no investment, and some even lead to new
sources of incomeSome adjustments are more complex, but there are also some which
are easily and rapidly implementesio, perhaps Hotel Casteldo will not implement all

the proposks, but surely some of them will. This project was also very useful because
now, Hotel Casteldo has a marketing plan, the first in its 35 years of existence, and as was

shown a marketing plan is something very important and useful for companies.

Finally, this project besides helping Hotel Casteldo directly, it also has insights which
apply to all hotels. The findings in the literature review for example, are things which

apply to every hotel. This project is an example of a marketing plan for hotels.
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Attachmens

Attachment - Common Types of Hotel GuesgBarnes, M., 2015)

Available at:http://roomranger.com/blog/201566mmontypesof-hotelquests

Backpackers

Typically, a younger crowdhese types of travelers are very price sensitive and will try
to save as much as possible. They will be more interested in tourist sightseeing, popular

shops and cafes, and local nightlife.

They will require as much information as possible about the byeal. Recommended
offerings include maps and brochures for local tours, and typically frefei Wiailable

will be crucial.

Hotel should work with local businesses to provide recommendations and possible

discount offers in service.

Families

This type of burist has probably planned this trip well in advance, and wants to maximize
their time. They too will be more interested in tourist sightseeing, organized tours, and

children friendly activities.

They will require local maps and tour information. Thisigreat opportunity to offer
great value at no cost. Allowing family guests to register for tours and to pay directly in

the hotel will be highly efficient and greatly appreciated.

Hotels should work directly with either a local travel or tour agent taséalf and full

day tours that picks up guests directly in the hotel.

Seniors

This tourist also will be interested in tourist sightseeing and organized tours, but will put

more of an emphasis on staff assistance and transportation.

They will require loch sightseeing information, but will also want easy to facilitate
options. Having tours that pick up directly at the hotel will again be a plus. Also, it is very
important to have a high level of customer service with this type of guest, and checking

in onthem throughout their stay will be highly appreciated.
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Hotels should work with a local tourist agent to help facilitate easy tour options. It is also

important to make sure that the staff checks on them to assist throughout their stay.

Business travelers

Highly valuable for city hotels, these types of travelers are less price sensitive and put
more value on convenience and efficiency. They will be interested in local transportation,

food options, and hassle free accommodations.

They typically will want to gy close to mass transit stations, conference and meeting
centers, and/or large corporate offices. FreeFiWavailable will be crucial. Most
importantly, they will be more time sensitive and will not want a time delay in any hotel

interaction.

Hotels shald have an efficient management system in place to ensure a quickitheck
and to follow up with any requests. If possible, providing a business center room will be

a huge benefit.
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Attachmen®2i International tourist arrivals to Europe

International Tourist Arrivals to Europe

% change year ago
B -

& -
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.| | i i
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2008 2010 2011 2012 2013 2014 2015*

2
4 -
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* Provisional figure

Source UNWTO (2015)
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Attachment3i Portugal: Domestic, inbound and outbound tourism

2010 2011 2012 2013 2014

TOURISM FLOWS, THOUSAND
Domestic tourism
Total domestic trips . . . . .
Overnight visitors (tourists) 6705 6 581 6161 6 071 6780
Same-day visitors (excursionists) . . - . .
Nights in all types of accommodation . . - . .
Hotels and similar establishments 13 783 13 437 12 424 12 210 13777
Specialised establishments . . . . .
(Other collective establishments
Private accommodation
Inbound tourism
Total international arrivals

Overnight visitors (tourists) 6832 742 7685 8 301 9277
Same-day visitors (excursionists) . . . . .
Top markets
United Kingdom 1114 1244 1293 1393 1 559
Spain 1376 1378 1216 1258 1443
France 575 659 740 834 1000
Germany 729 740 809 003 077
Netherlands 352 388 408 431 427
Nights in all types of accommodation . " . . .
Hotels and similar establishments 23 608 26 004 27 257 29 360 32 095

Specialised establishments
Other collective establishments
Private accommodation
Outhound tourism

Total international departures . " . . .
Overnight visitors {tourists) 1600 1464 1531 1400 1628
Same-day visitors (excursionists) . " . . .

Top destinations

TOURISM RECEIPTS AND EXPENDITURE, MILLION EUR
Inbound tourism

Total international receipts 9858 10679 11 393 12210 13383
International travel receipts 7601 8146 8 606 9250 10 394
International passenger transport receipts 2257 2534 2787 2 960 2989

Outhound tourism

Total international expenditure 3540 3554 3499 3748 4057
International travel expenditure 2953 2074 2 046 3120 3318
International passenger transport expenditure 506 580 553 628 739

Source: OECD (2016)
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Attachment 4 Number of accommodation establishments by region
(table)

[N® Estabelecimentos) 2010 20m 2012 13 2014 2015 208
Morte 441 453 463 450 457 458 457
Centro 418 414 419 416 420 422 435
Lisboa 313 m 322 327 338 337 332
Alentejo 157 158 155 147 150 146 148
Algarve 412 416 428 425 434 420 418
Regiao Autdnoma dos Acores 82 80 79 80 82 84 87
Regiao Autdénoma da Madeira 188 187 162 163 140 181 159

Source: Turismo de Portugal (2017)

Attachment 5 Number of rooms byegion (table)

(N® Quartos] 2010 20m 2012 2013 2014 205 206
Morte 18.255 19.272 19.819 19.690 20.018 20.520 21.762
Centro 19.130 19.624 19.948 19.877 20.058 19.8148 21112
Lishoa 25.451 25.785 26.400 27.326 28.549 29.187 30.644
Alentejo 5.345 5.909 5.857 5.668 5.959 6.136 6.283
Algarve 38.147 39.47 41.472 41.617 £3.793 £3.143 44 466
Regiao Autonoma dos Acores 4181 £.222 4.058 4.138 4.291 £.341 4.615

Regido Autdnoma da Madeira 14.013 14.031 13.803 14.015 14133 14214 14.280

Source: Turismo de Portugal (2017)
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Attachment @ Number of accommodation establishments in Lisboa

Anos

Tipologias 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
Hotéiz 136 135 139 143 146 163 175 192 208 225 237

5t n.d. n.d. n.d. n.d. 2 24 26 26 34 v ]

4% n.d. n.d. n.d. n.d. 60 66 T T6 a0 ] G4

3t n.d. n.d. n.d. n.d. 47 50 49 21 52 o] 60

2*e 1t n.d. n.d. n.d. n.d. 18 23 29 39 42 42 45
Hotéis-Apartamentos 12 12 12 11 10 12 11 14 14 14 14
Pousadas 3 3 3 3 3 3 3 3 4 4 4
Aldeamentos Turisticos 2 2 2 4 4 4 4 4 4 4 4
Apartamentos Turisticos 6 ] 5 5 5 4 4 5 5 5 5
Outros™*= 144 146 145 140 136 127 114 104 - - -
Total 303 304 306 306 304 M3 MM 322 235 252 264

Source: Turismo de Portugal (2016)
123

Migud Casteldo



A Marketing Plan to Hotel Castelé@o

Attachment 7 Pousada de MaffiaPalacio dos Marqueses

Double Rooms

Exterior Family Room

Bathroom
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2 Universidade dos Valore X % ¥ - oI

< C @ www.universidadevalores.org

UNIVERSIDADE DOS VALORES A Pousada de Mafra oferece uma solucdo de conveniéncia e conforto ao publico que visita o concelho de Mafra. A 10 minutos a pé do centro da vila, mas
afastado o suficiente para lhe proporcionar uma experiéncia de tranquilidade num ambiente familiar.

0O restauro do Palacio foi iniciado em 2011 e concluido em 2015, promovendo-se o conforto sem perder de vista a memaria historica do edificio e dos seus
jardins.
» QUEM SOMOS

» MUSEU DOS VALORES Com 15 quartos e 50 camas, a Pousada de Mafra esta aberta para todos os publicos, podendo também, em articulacdo com a nossa sala polivalente, dar

UNIVERSAIS apoio a formacdes, seminarios, workshops, retiros e outros eventos que terdo lugar na UV.
» O ESPACO
» NOSSOS PROJETOS
¥ POUSADA DE MAFRA A
ESPACO »
POUSADA DE MAFRA
GALERIA PALACIO DOS MARDUESES
PRECOS/RESERVAS
CONTACTOS

Website

Source:Booking.com(2017) Universidade dos Valore2@17)
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Attachment 8 Hotel Camarao

Exterior Premium Double Room

Bathroom Premium Double Room

Breakfast Reception
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I Hotel Camaréo - Ericeir

C @ www.hotelcamarao.com

mEII—- =
K Visite a Ericeira — Reserva Mundial de Surf
= Venha conhecer-nos. Temos para si um mar com excelentes ondas para 0s amantes do surf
HOTEL € um povo que esta sempre receptivo a recebe-lo.

CAMARAO

INICIO QUEM SOMOS GALERIA OFERTAS ESPECIAIS PARCEIROS ERICEIRA CONTACTOS

O descanso ideal

0 Quem somos ﬁ Ericeira ﬁ Ofertas especiais
O Hotel Camardo situado na Ericeira, proporciona Ericeira € uma vila turistica situada a 35 km a Ler mais
a0 visitante uma gama diversificada de motivos noroeste do centro de Lisboa, a 18 km de Sintra
de interesse, diversdo e animagdo cultural o que 3 8 km de Mafra. £ uma freguesia portuguesa

aliado & exceléncia gastrondmica, beleza do concelho de Mafra, com 12,19 km? de drea
paisagistica e a arte de bem receber das suas e
gentes, presta uma estadia
Ler mais
Ier mais -

Website

Source:Booking.com(2017) Hotel Camara¢2017)
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Attachment 9 Vila Galé Ericeira

Exterior

Restaurant

Twin Room Bar
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Jacuzzi

Breakfast
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Vila Galé - Vila Galé Ericc %

& C  ® www.vilagale.com/pt/hoteis/costa-de-lisboa/vila-ga ra h* g

Q - GERIR RESERVAS

|

ENCONTRAR UM HOTEL Q EXPLORAR VILA GALE —

\ © ¢

Vila Galé

HOTEIS

50z 17°C/62,6°F
ERICEIRA - 19h07

VILA GALE ERICEIRA

SOBRE O HOTEL GALERIA QUARTOS SERVICOS EVENTOS

UM HOTEL EMBLEMATICO
=

Website

SourceBooking.com (2017)Vila Galé (2017)
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Attachment 10 Hotel Pedro O Pescador

Breakfast

Lounge Exterior

| Twin Room
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[} Hotel Pedro O Pescado

C @ www.hotelpedropescador.com/index.

Hotel Pedro O Pescador Telefone: (+351) 261 864 032/ (+351) 261 869 121
Rua Dr. Eduardo Burray, 22 Fax (+351) 261 862 321
2655-370 Ericeira PORTUGAL E-mail:info@hotelpedropescador.com

No centro da Ericeira, a 300 metros das praias
Situated on the village center and about 300 meters from the beach

25 Quartos renovados / No centro da vila, junto 300 Metros da praia /
25 Refurnished bedrooms da zona comercial / Near 300 Meters from beach
from comercial village

Sala de refeicoes /

center .
Dining room
Bar-esplanada / bar
Hotel recentemente Ericeira: Uma terrade  Faca a sua reserva!

reformulado encantos Contacte-nos e faca a sua reserva online
z : (sueita a confirmacéo dos nossos servicos).

Website

Source:Booking.com (2017)Hotel Pedro O Pescador (2017)
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Attachment 11 Hospedaria Bernardo

EDARIA BERNARDO SR

UARTOS - ZIMMER -ROOMS

Bathroom Kitchenette
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[} Home - Hospedaria Berr X

< C ® www.hospedariabernardo.com

Hospedan'a Pogina inicel | Quortos |  AHospedaria  Confactos e E 8
Bernardo

BEM VINDO A HOSPEDARIA
BERNARDO

Q alojamento-idealpara férias, surf

trips ou viagens de trabalho no centro da
Ericeira.

Ver quartos

Website

SourceBooking.com(2017) Hospedaria Bernard@017)
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Attachment 14 Pensao Fortunato

Lounge Double Room

[ Pensdo Fortunato - Inst:

<«

C  ® www.pensaofortunato.com/pt/instalacoes htm

® localizacao
[@ instalacoes

@ atraccoes

@ reservas

@ links

B livro de visitas
@, contactos

B histérico

‘A Pensao Residencial Fortunato dispde de 22 quartos
: duplos e triplos com elevador, com w.c. privativo,
:janelas com vidro duplo, televisdo com tv cabo e
| aquecimento central, alguns deles com

terrago e vista de mar e outros com vista para o
: centro da vila.

: Também oferece servicos de pequeno almogo (€poca
: alta), de sala de estar e garagem.

M

Instalacdes

Website

SourcePensao Fortunato (2017)
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Attachmentl3i Logo Drafting
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Hotel Hotel asteldo
Since 2017 hotel

Migue Castelédo
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Attachmentl4i Hotel Castelao exterior
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Source:Booking.com(2017) Google map$2017)
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Attachmentl51 Hot e | Castel «ob6bs rooms and ba:
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Source:Booking.com(2017)
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Attachmentl6i Ho t e | Castel «xob6bs Breakfast
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Source:Booking.com(2017)
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A Marketing Plan to Hotel Castelé@o

Attachmentl7i Hot e | Castel «xob6bs Website

C  ® www.hotelcastelao.pt (O +4

Q ot 01.Pig. Principal

02.Alojamento

03.Servigos
Com a sua excelente localizacdo no centro de
Mafra, uma vila real do século XVIII, o Hotel
Casteldo possui a localizacéo e o ambiente ideal
para uma estadia de lazer ou de negdcios.
Ficando situado a 35 km de Lisboa, a 20 km de
Sintra e a poucos minutos do Estoril e de Cascais.

04.Conferéncias
Eventos

05.Estigios Equipas
Alta Competicio

06.Localizagso

07.Contactos
Reservas

08.Noticias
De destacar os seus quartos equipados com casa de banho privativa, aquecimento, mini-bar, TV via

satélite, canal video, musica e telefone com linha directa ao exterior. Dispde ainda de saldo de

convivio, restaurante panoramico, adega tipica, discoteca amovivel, bar e saldo polivalente para

reunides e eventos.

Porque os minimos detalhes foram estudados para o seu conforto. Venha visitar-nos.

webmail.hotelcastelao.pt/-

M0 plaels | design by ddesign| Ak

C  © www.hotelcastelao.pt

Alojamento 01.Pig. Principal
02.Alojamento
03.Servigos

04.Conferéncias
Eventos

05.Estigios Equipas
Alta Competicio

06.Local

07.Contactos
Reservas

08.Noticias

0Os nossos quartos estdo equipados com casa de banho privativa, aguecimento, mini-bar, TV via
satélite, canal video, musica e telefone com linha directa ao exterior.

004 Hotel CastelBo] Ste cpeimizado para resclugho de S00VO0 plaels| design by ddesign| Alojamento PC Rest

SourceHotelcastelao.pt2017)
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Attachmentl8i Ho t e | Cast e Remodelsng Pr oj ect of

SourceHotel Castela@2017)
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