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Abstract 
 
In the present project, a Marketing Plan is defined and developed about a case, 
Can Beia Ecohotel, which consists of a green hotel located in the municipality of 
Selva in the north of Mallorca, and it expects to start its path in the hotel sector. 
In the following index presented down below, the steps to be followed are 
detailed. Firstly, a brief introduction of the evolution of tourism in Mallorca and the 
growing demand that rural tourism has experienced in recent years. Secondly, 
the contextualization that helps us analyze the variables of the marketing-mix. 
Next, we will analyze the hotel’s environment and its competitors. Fourth, through 
the SWOT analysis, we know the internal strengths and weaknesses of the 
company, as well as the external threats and opportunities. The next step is to 
create a strategic marketing plan where substantial organizational advantages 
have been achieved which will facilitate the implementation of the company and 
which suggest the existence of a potential market. Finally, a set of conclusions 
will be drawn up.  
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1. Introduction 
 
1.1. The tourism industry on Mallorca  

 
When we talk about Mallorca, the image of an island full of peaceful landscapes 
and heavenly beaches immediately comes to mind. Yet Mallorca offers to visitors 
more than sun and sea. The island’s population, which makes up less than one 
million residents, is starting to feel the weight of the two million tourists that arrive 
each summer.  
 
As the tourism industry on Mallorca continues to grow with yet another record-
breaking summer of arrivals, locals are taking to the streets to voice their 
concerns. They are trying everything to raise awareness of the negative 
consequences of unregulated tourism and to send a message to the local 
government.  
 
The reasons for protest are endless: the environmental impact on beaches and 
green spaces, air and noise pollution, gentrification of urban neighborhoods, 
overcrowding, unavailability of long-term rental apartments, precarious working 
conditions for locals and the destruction of the traditional economical model and 
way of life.  (Rimmer, 2017) 
 
Tourism was first encouraged towards the end of the 19th Century, when local 
businessmen and politicians wanted to show off the island’s beauty and culture 
to the wider world. In 1946 the first charter flight landed on Mallorca, with the 
famous British writer Robert Graves on board. No one could imagine the before 
and after that would mark this historical event for the tourist development of the 
island.  
 
In the middle of the tourist boom in the 60s, the Son Sant Joan airport was 
inaugurated due to the large volume of visits that the island began to receive. 
Currently, it is considered to be the third busiest airport in Spain with a total of 
27.970.655 passengers in 2019. (Crónica BaIear, 2019) In the 70s, the take-off 
of massive sun and sea tourism caused urban and territorial lack of control in the 
coastal areas of the island, causing an uncontrollable environmental and 
landscape impact.  
 
As a result of the increase in tourism in the 80s, the economy of the Balearic 
Islands had a strong growth, especially in tourism services, leading to new jobs, 
and as a consequence a strong immigration in the summer months.  
 
Today, certain areas of the island have become known as party destinations. 
Resorts like Magaluf and Arenal have successfully managed to rebrand 
themselves and, while families and honeymooners used to spend their summer 
getaways there, they now welcome 18-30 year old revelers throughout and 
increasingly long high season. This is why many hotels of this era have become 
totally obsolete and they are being renovated to achieve a superior category and 
consolidate new market segments.  
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In 2015 the Plan de Reforma Integral was approved, with the aim that 70% of the 
140 hotels in the area would go from being 3-star hotels to 4 or 5-star hotels in 
the coming years. (El Mundo, 2015) 

 
As the below-cited author states with good reason, “Mallorca should be a five-
star island in tourism, in working conditions, in government as well as in the 
environmental awareness and social sector. These five points would make 
Mallorca the Mediterranean Switzerland”. (Navinés, 2020) 

 
CHAPTER 1. ANALYSIS OF THE ENVIRONMENT 

 
2. Theoretical framework 

 
2.1. Sustainable Tourism 

 
Sustainable development is a relatively new concept. One of the first attempts at 
definition describes it as the satisfaction of current needs without compromising 
the ability of future generations to meet theirs, guaranteeing the balance between 
economic growth, environmental care and social welfare. (WCED, 1987) 
 
The Government of the Balearic Islands together with the islands councils 
created the Sustainable Tourism Strategy’s document for the Balearic Islands 
2017-2020 which its main purpose is to improve sustainable competitiveness 
based on a tourism model in accordance with the general principles of 
sustainability, inclusive and sustainable economic growth, poverty reduction and 
welfare generation; efficient use of resources, environmental protection, the fight 
against climate change and territorial balance; cultural values, diversity and 
heritage; mutual understanding, peace and security.  
 
During the 20th century Mallorca was pioneer in the tourism industry thus in the 
21st century Mallorca must be pioneer in the sustainable development of the 
tourism industry.  
 
The key elements of the sustainable development could be summarized as 
follows: 
 

• An environmental preservation and recovery process. 
• Attention to local values. 
• Awareness so that tourists and locals can contribute to the natural and 

cultural resources’ preservation. 
• Promoting the local economy. 
• An efficient and equitable production’s process of tourist services. 
• An innovation process that keeps on for the equality and tourist 

excellence. 
• An equal and transparent citizen’s participation process. 
• A process to foster stability and quality at work. 
• Meeting the needs of today’s tourist while protecting and encouraging 

future opportunities. (GOIB, 2017) 
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According to the World Tourism Organization, sustainable development is 
defined as tourism that takes full account of its current and future economic, 
social and environmental impacts, addressing the needs of visitors, the industry, 
the environment and host communities.  
 
From the 19th Century onward, the development of rural tourism was related to 
the first package holidays offered in the mountain areas of Switzerland and Italy. 
In 1872 Yellowstone National Park was declared as the first natural protected 
area. In the 1960’s, there’s growing interest in developing and protecting the 
conservation of natural areas. Nowadays this type of tourism not only includes 
agrotourism but also those types of travel in search of recreation and 
entertainment in a nature environment.  
 
According to the World Tourism Organization, rural tourism is a type of tourist 
activity in which the visitor’s experience is related to a broad spectrum of products 
usually linked to nature activities, agriculture, ways of life, rural cultures, angling 
and visiting places of interest. In short, it focuses on actively participating in a 
rural lifestyle. It can be a variant of ecotourism. 
 
Rural tourism activities are carried out in non-urban environments with the 
following characteristics: 
 

• Low population density.  
• Landscapes and territorial planning where agriculture and forestry prevail.  
• Social structures and traditional ways of life.  

 
According to the Ministry of Environment and Agriculture, Fisheries and Food 
(2017), rural areas represent 85% of the national territory where 18% of the 
population lives in Spain. The definition of a rural area is mainly linked to 
population density and the size of the closest urban nucleus. This includes 
landscapes transformed by traditional activities, such as agriculture and livestock, 
and others that have remained practically unchanged with high natural values.  
 
Nature tourism has increased sharply in the past few decades, reaching 15% of 
total world tourism. It is estimated that around 35 million overnight stays per year 
are related to nature tourism in Spain. The number of nature-loving travelers 
ranges from 28 to 65 million a year, which represents between 12% and 29% of 
all visits.  
 
Nature tourism can be classified into several categories:  
 
Table 1. Definition and activities of the different types of nature tourism 
 

Nature Tourism Main purpose of the 
visit 

Activities’ examples 

Leisure tourism in 
nature 

Recreational and leisure 
activities in nature 
without degrading it. 

Such as picnics, road 
trips, swimming, passive 
leisure.  

Active and sports 
tourism in nature 

Sports activities that 
expressly use natural 

Hiking, climbing, 
canoeing, scuba diving, 
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resources without 
degrading them.  

skydiving, boat tours, 
among others.  

Ecotourism Activities that have as 
its center the enjoyment 
of nature with different 
levels of depth as well 
as low intensity physical 
activities carried out 
without degrading 
natural resources.  

Tour guides, various 
activities of 
interpretation of nature, 
trekking down the paths, 
observation and 
recognition of birds, 
photography, scientific 
ecotourism, 
environmental 
educational activities.  

 
Source: Own elaboration. Retrieved from the MAPAMA (2017).  
 

2.2. Contextualization 
 

This project was born with the need to create a sustainable space that fully 
respects the environment and allows guests to discover the Mallorcan 
tradition without sacrificing comfort and luxury in a very privileged 
environment.  
 
According to the World Tourism Organization (2010), an Ecohotel is fully 
integrated to the environment, without harming the environment, contributing 
in some way to the progress and improvement of the local community and the 
sustainable growth of the tourism industry. Therefore, in this type of 
establishment there must be a full union between human beings and nature, 
leaving aside new technologies.  
 
The family business will be known as Can Beia Ecohotel, as it will be 
explained later in the product section of the Marketing Plan as well as the 
entrepreneurial team and their philosophy. The property will be a luxury five-
star hotel in a renovated old house, offering accommodation in only 10 rooms 
individually designed and carefully decorated. Furthermore, it will offer an 
infinite list of activities that will have as its center the enjoyment of nature and 
learning of local culture, together with the opportunity to explore the 
agricultural, cultural and mountain environment of the north of Mallorca. 
Without ruling out any experience of the various areas of the island that guests 
will be able to enjoy aside.  
 
The experiences offered will start from the accommodation in order to provide 
a genuine experience of cultural immersion to guests who are willing to 
experience it with friendly staff at their disposal, who will do everything 
possible to make their stay unforgettable.  
 
According to Decree 20/2015, of April 17, of general principles and 
coordination guidelines in tourism matters; regulation of advisory, 
coordination and cooperation bodies of the Government of the Balearic 
Islands, and regulation and classification of companies and tourist 
establishments, issued in development of Law 8/2012, of July 19, on Tourism 
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of the Balearic Islands. Rural tourism, inland tourism and rural hotels must be 
classified in accordance with the rules for applying the qualification system 
set forth in article 95.  
 
The main customers will be visitors with a certain purchasing power who seek 
excellent quality service and personalized attention. However, the business is 
aimed at various audiences since its offer offers a wide variety of activities 
that fit the needs of different age ranges of people. These indoor and outdoor 
activities are mainly focused on young and adult couples, group of friends, 
families with children or executives that look for disconnection and would like 
to experience something different and special with their loved ones in the 
hands of prestigious professionals. We are open to those who are seeking the 
tranquility that the Serra de Tramuntana has to offer and ideal for those who 
are taking a break alone, in a couple, as a family or as a group of friends.  

 
Can Beia Ecohotel is inspired by the Serra de Tramuntana villages’ lifestyle 
on Mallorca which is a World Heritage Site. This lifestyle is known as slow life, 
a lifestyle that is highlighted in relaxation, free of stress and time pressures.  
 
The eco-friendly accommodation is located in the heart of Selva; a small quiet 
village of 3.000 inhabitants that sits in the foothills of the Serra de Tramuntana 
where people lead calm lives and enjoy simple pleasures that take time and 
care to achieve. The village preserves the essence of conservative Mallorca 
whilst providing the necessary services and easy access to the different parts 
of the island. Its 13th century gothic church stands out, as well as its paths, 
terraces, walls and traditional dry stone buildings which makes it one-of-a-
kind.  
 
Thanks to its privileged geographic location, Selva is a tourist destination of 
excellence for thousands of tourists who love nature. 
 
As for the history of the property, it is the soul of the house and therefore its 
offer. After several hours of research in the town library together with the help 
of the current owners, we were able to collect the following information:  
 
Can Beia is the old name of the property and receives the name of the 
Solivelles family, a bourgeois family of Selva. They lived in the house during 
the 19th and 20th centuries, until their daughter who fell in love with a 
Republican was sent to the mental hospital. The family became infuriated 
after the internment of their only child and for that reason they were forced to 
leave what had once been their home. Shortly after, the household (along with 
another real estate on the same street where the family used to produce wine) 
changed hands to the nuns who ran it for many years. 
 
In order to cover the costs of the internment of their heir, the nuns rented the 
entire estate. At the end of the 20th century, it was rented to two families, one 
of them a lady whose name was Na Trullola. This is why many locals still refer 
to the house as Ca Na Trullola too.  
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Can Beia is a building that dates back to the 18th century and it is catalogued 
for its architectural and special interest. It is located in the upper-middle part 
of Selva known as Valella which is one of the neighborhoods of the village.  
 
Among the architectural elements of Can Beia stands out the portal which was 
built with perfectly fitted stone blocks and it was trimmed to form a scarcely 
arch today. Above the portal there is a balcony with iron railing. (Miquel, 1991) 
The intention of a symmetry in the openings is embodied by the blind 
windows, of which the framing is still visible. Inside, the most significant 
element is the basket-shaped arch in the central wall where guests are 
welcomed.  
 
Regarding the annexes related with the original agricultural holding, it is worth 
mentioning the oil mill currently the heart of the hotel, a large magical 
rectangular double-height space, with a two-sided roof supported by two 
octagonal sandstone pillars. It worked as semi-public, producing oil for the 
farms of Can Beia and the neighbors who used to make their own oil. We are  
transported us to other times where the pieces of stone mark the techniques 
that were used in the production of the oil a long time ago. We can find inside 
the barns, the teal, the crushing machine, the press, the hydraulic pump as 
well as the various warehouses that are still well preserved.  

 
Miss Trullola lived in the house until the late 1990’s, and it was in 1997 when 
Margalida and Tòfol, the current owners, bought the house in ruins and put it 
together again. The house was restored preserving its original character, 
maintaining vintage elements, such as the patio and the way it connects with 
its surroundings and enthralling views of the village. They wanted the house 
to show all its charms, although often hidden, they were discovered 
throughout the restoration process that has lasted 20 years. It was a long but 
very rewarding renovation, each and every corner was a joy for the owners. 
The whole family was actively involved with the renovation, and its owner in a 
very special way; as a great connoisseur of the oldest techniques of stone 
treatments used, he comes from one of the families in the municipality known 
as the Tòfols. This family was and is committed to the dry fringes technique, 
a UNESCO World Heritage Site. 
 
In the present day, the owners and their children’s dream (who are engaged 
in agricultural activities and current olive oil producer) is to turn the house into 
a charming hotel. They want tourists to be part of the olive picking and oil 
production using the oil mill of hundreds of years to enjoy the most precious 
culinary liquid: extra virgin olive oil.   

 
The accommodation will have a total of 10 rooms: 1 Suite with terrace, 1 Suite 
with balcony, 1 Junior Suite, 3 Double Deluxe rooms, 3 Double rooms and 1 
Double room fully adapted for disabled guests, which they will be explained 
in more detail in the product section of the Marketing Plan as well as their 
names. Furthermore, it has several common areas: an old oil mill where the 
rural experiences that will take place outside the hotel and where the 
gastronomic experiences will be carried out, an outdoor natural pool, a bar, a 
gourmet store based on top quality products from the hotel and local 
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producers, a medicinal garden and its own orchard that will be able to offer a 
totally ecological gastronomy using “zero-mile” domestic agricultural 
products.  
 
All these services place Can Beia Ecohotel as one of the best hotels in the 
area highlighting its great variety of offerings along with its convenient 
location.  

 
2.3. Organizational goals 
 

The aim of this project is to develop a strategic Marketing Plan that can be 
used immediately by Can Beia Ecohotel that contributes valuable ideas so it 
will have a good reputation and be highly recommended by others.  

 
2.3.1. Strategic goals 

 
The company’s core purpose is to provide visitors with a new and specialized 
alternative accommodation where people can rest, relax and enjoy a lifestyle 
that respects the environment understandably in a harmonious and healthy 
way while creating innovative and enlightening experiences that rejuvenate 
its guests’ love of slow life-sustainable, local, organic, wholesome, learning, 
inspiring, fun, experiences. 

 
2.3.2. Specific goals 
 

• To be leaders in the ecotourism market of Mallorca as a hotel that offers 
luxury and comfort in a space surrounded by nature.  
 

• Provide information to foreign tourists so they visit these places more often 
and get acquainted with the ecotourism project and nature conservation.  
 

• Intensify national tourism.  
 

• Acquire the ISO 14001 quality certification.  
 

• Comply with all legal, health and quality requirements necessary for the 
proper functioning of the hotel.  

 
• Offer a wide variety of high quality services for the enjoyment, rest and 

comfort of the guests.  
 

• Meet the guests’ expectations.  
 

• Achieve customer loyalty, so that a high percentage of customers visit us 
more than once a year.  

 
• Maintain a philosophy of excellence in customer service.  

 
• Obtain an occupation of 35% on average during the first year.  
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Once these major objectives are achieved, we will be able to meet the main 
objective of carrying out an appropriate and viable Marketing Plan for Can 
Beia Ecohotel.  

 
3. Analysis of business  

 
3.1. Mission 
 

The mission and vision are the first concepts that must be developed when 
making a Marketing Plan for a company. A mission defines a company’s 
purpose. (Kotler, Bowen & Makens,2010) 

 
Small-sized enterprises often do not have a mission statement, as managers 
can communicate with their employees personally on a daily basis. 
Nevertheless, it is vitally important to have it well defined, as it points out who 
the company is and it also acts as an internal motivator element or business 
philosophy, that helps to repeat appropriate working methods. In short, it 
serves as a guide in the day-to-day life of the company towards its future.  
 
In this case, Can Beia Ecohotel is a small start-up company that doesn’t have 
a written mission statement yet. After analyzing the mission concept and the 
company’s characteristics, the most suitable definition is as follows: 

 
“Our company has the mission of offering an excellent accommodation 
service in the hands of the best professionals with the support of the resources 
that surround the hotel, creating unforgettable experiences for each of our 
customers in a unique and authentic ambiance, through the protection and 
conservation of the environment, natural and socio-cultural resources for 
sustainable tourism”. 

 
3.2. Vision 
 

In contrast, the vision can be defined as the long-term way a company takes 
or what the company wants to become. It is said that a vision extends your 
mission to an ideal future state. (Kotler et al., 2010) 
 
Like the mission’s definition, it is very convenient for the company’s members 
to know what the vision is so they feel they are part of the company’s future 
project. Therefore, it serves as a source of inspiration, ensuring that each 
member of the company feels identified, committed and motivated to achieve 
it. The vision for Can Beia Ecohotel is defined as the following:  
 
“Our vision is to become a company with a solid hotel prestige at local, 
national and international level in order to promote the tourism development 
in the north of Mallorca and the culture of our people; recognized for the 
excellence of its service, offering a warm and close attention that allows the 
well-being of our customers”. 
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3.3. Values 
 

• Responsibility: Our business management will be marked by our 
social and environmental commitment.  
 

• Commitment: Our main objective is the integration process of the 
tourist in our people’s culture within a sustainable framework. We 
will be more competent if we are more sustainable.  

 
• Honesty: We will be transparent in all our activities while 

committing our workers and ourselves to achieve this goal.  
 

• Loyalty: We are faithful to both individual and collective values so 
as to set up a working environment where respect, justice, honesty, 
discipline, and efficiency prevail and hence all employees feel part 
of a great family.  

 
• Respect: It is the basis for an appropriate organizational climate, 

which will allow us to establish a great teamwork.  
 

• Leadership: We will work to foster our workers’ curiosity and to 
encourage entrepreneurship. This will contribute to the company’s 
growth and help it develop in strategic market areas.  

 

3.4. Logo 

 

             Illustration 1. Logo 

 
 
 
 
 
 
 
 
 
 
 
 
                                             
                                  
                                  
 
 
 
                                  Source: Own elaboration.  



 12 

Can Beia is the old name that the house was called  and which we have for the 
company logo. We opted for our own design where the panel of a bee swarm is 
represented by a hexagon enclosed by a circle. The representation of the bee in 
the logo symbolizes a key element in the resilience of the ecosystems. In addition, 
organic honey production which represents fair trade, will be one of the primary 
activities we will offer. The hotel’s symbol will be known to our customers, as we 
will use it for supply of stationery, bed linens and other items that will be part of 
the services we will offer at the hotel.  

The corporate colors are green and white. The green color is very significant for 
the company as it represents the olive oil they will produce and sell to their 
customers. It also reflects the tranquility of the area where it is located and fresh 
air. On the other hand, the white color goes well with green. It is a color that 
conveys an image of purity and elegance.  

The fonts used are Cinzell for the hotel’s name and Montserrat for the hotel’s 
categorization. They are simple fonts and even though they have their own 
characteristics, they mark the letters subtly. They are stylish, minimalist and 
professional. 

3.5. Slogan 

 Illustration 2. Slogan 

                        

                     Source: Own elaboration. 

 
 



 13 

The slogan chosen for Can Beia Ecohotel is “May your search through nature 
lead you to yourself”.  
 
We create our guests’ life experiences individually through our way of thinking. 
We have a holistic philosophy. Everything visitors can do here will help them 
discover more about themselves.  
 
We pretend to be our guests’ natural ally and we want to help them to connect 
with nature while connecting with their inner-selves through our philosophy that 
if nature surrounds you, you become part of it.  
 
The guests will be able to enjoy a peaceful space, away from stress, surrounded 
by nature and green spaces during their stay. 
 

4. Market and competitors’ analysis 
 

4.1. Market analysis 
 
When it comes to the macro environment of our company, it is necessary to know 
the current situation of the market. To analyze the market study, reference must 
be made to the tourism sector, and specifically the hospitality sector.  
 
Tourism in Spain is the main source of income in the country and it is of vital 
importance for everyone. In terms of hotel establishments, Spain has a large 
concentration of supply, although most of the demand is concentrated in large 
hotel chains. On the other hand, it must be pointed out that despite the 
emergence of new types of tourist experience such as rural tourism that today is 
in a growth phase, tourists who visit Spain and especially the Balearic Islands, 
for the most part, are looking for the four British S’s: sand, sun, sex and sea.  
 
During 2019, 16.453.697 tourists came to the Balearic Islands. This was a slight 
decline (0,7% lower) in comparison with 2018. The international tourist arrivals 
were 13.680.923 representing 83,1% of the total and showing a decrease of -
1,2% with respect to 2018. However, the national tourist inflows were 16,9% of 
the total with 2.772.773 tourists, resulting in an increase of 2,3% compared with 
2018. (GOIB, 2019) 
 
If we analyze the tourists’ total amount of expenses in the Balearic Islands, it is 
estimated that it has registered a year-on-year increase of 1,4% in 2019 whereas 
on Mallorca (2,3%). Expenses per person/day has also increased by 3,2% 
meanwhile overnight stays (-1,8%) and average stays (-1,1%) recorded negative 
variations compared to 2018. (GOIB, 2019) 
 
There are a total of 17.685 rural accommodations in Spain, which 543 belong to 
the Balearic Islands, being the fourth autonomous community with the highest 
number of rural accommodations. The community with the highest number of 
rural accommodation is Andalusia with 2.347, followed by Aragon with 1.255 
accommodations. (INE, 2019) 
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In the following graph, we can see that the total percentage of estimated travelers 
who stayed in rural accommodations (agrotourism, rural hotels and inland 
tourism). It is estimated that 264.365 travelers stayed in rural accommodations in 
2019, of which 43% stayed in agrotourism accommodations, 35% in boutique 
hotels and only 22% in rural hotels. However, 14.159 travelers stayed more in 
2018. 

Figure 1. Tourists’ percentage who stayed in rural accommodations on 
Mallorca in 2019 

                       

Source: Own elaboration. Retrieved from the IBESTAT (2019). 

Overnight stays in rural accommodations were the fastest growing in 2019, 
surpassing those in 2018 with 8.962 overnight stays more. Finally, the overnight 
stays in 2017 were only 889.937.  

Figure 2. Overnight stays on Mallorca during the periods of 2017-2019 

                   

                  Source: Own elaboration. Retrieved from the IBESTAT (2019). 

Despite the increase in overnight stays by non-resident tourists, tourism in Spain 
continues to be supported by the domestic market. The main markets in number 
of tourists for 2019 have been the German with a weight of 27,6% over the total 
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number of entries and 4.539.921 tourists (-2,6% compared to 2018); the British 
with a weight of 22,8%, 3.745.545 tourists and year-on-year variation of +1,5%; 
the Spanish with a weight of 16,9%, 2.772.773 tourists and a variation of +2,3% 
compared to 2018.  

4.2. Competitors’ analysis  
 
It is essential to make an analysis of the microenvironment that will help us to 
know from a more specific point of view the current situation of the near forces 
that influence the company, as it is the case of the competitors.  
 
The competitors of Can Beia Ecohotel are represented by the different hotels in 
the municipality that share a similar activity in what we offer.  
 
In order to identify and analyze the direct competence of our establishment, we 
will take into account the main features and aspects that are: categorizations, 
number of rooms, location, accommodation services and rates.  
 
As we can see in the following figure, the establishments represented in blue 
which are mostly four-star hotels are our direct competitors.  
 
                     
                     Figure 3: Main competitors in the municipality of Selva 
 

                      
                      
                     Source: Retrieved from Selva’s town hall (2019).  
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Can Cota Boutique Hotel 
 
Our first competitor is Can Cota. Can Cota. It is a four-star adults only hotel, 
although they take children from 13 years old. It is located in the upper part of the 
village with wonderful views. It has an outdoor pool, sauna and Jacuzzi. 
Moreover, it also has a bicycle garage, a wine cellar, and a squash room that can 
be used as a gym. It consists of 10 bedrooms, all of which are in the main building.  
 
High season rates are as follows: 
 

• Standard: 140€/night 
• Deluxe: 160€/night 
• Suite with Jacuzzi: 210€/night 
• Suite with Terrace: 210€/night 

 
Àngels Boutique Hotel 
 
It is run by the owners of Can Cota Boutique Hotel. It is a four-star adults only 
hotel that is 200 meters away from Can Cota’s main building with the advantage 
of being able to enjoy the facilities and services that Can Cota offers. It has a 
small pool to cool off and a small garage for bikes only. It consists of 8 double 
rooms with lift access. Breakfast is served in Can Cota main building.  
 
High season rates are as follows: 
 

• Standard: 140€/night 
 
Sa Bisbal Rural Hotel 
 
It is a four-star rural hotel run by the owners of Can Cota. It was built in the late 
17th century and it used to belong to the nobility of that time. It is located in front 
of Can Cota Boutique Hotel, with the advantage of being able to enjoy the 
facilities and services it offers. It has an outdoor pool and a garden. In addition, it 
has 6 bedrooms, of which 3 are Junior Suites. Architecturally speaking, it is the 
hotel that shares best its similarities with ours.  
 
High season rates are as follows: 
 

• Standard: 120€/night 
• Junior Suite: 160€/night 

 
Petit Hotel Son Arnau 
 
Located in the outskirts of the village towards Caimari. It is a four-star adults only 
hotel, even though they take children from 12 years old. They have an outdoor 
pool, terrace and restaurant. It has a total of 6 bedrooms.  
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High season rates are as follows:  
 

• Standard: 120€/night 
• Deluxe: 135€/night 
• Junior Suite with Jacuzzi: 160€/night 
• Junior Suite with Terrace: 170€/night 
• Suite with Terrace: 185€/night 

 
S’hort de Cas Missèr Boutique Hotel 
 
It is a four-star adults only hotel, located at the entrance of the village. They have 
an outdoor pool, a terrace, a restaurant and parking exclusively for guests which 
can offer outstanding benefits such as differentiation. It also has its own orchard 
and they market their olive oil under their own brand label. It has a total of 8 
bedrooms.  
 
High season rates are as follows:  
 

• Standard: 140€/night 
• Deluxe: 160€/night 
• Supreme: 180€/night 
• Supreme with terrace: 200€/night 

 
These five hotels are considered to be direct competitors for Can Beia Ecohotel 
due to their location, proximity to places of interest and similarity to what they 
offer.  
 
The hotels have a broad infrastructure. Nevertheless, the range of activities 
offered is reduced to only yoga classes, bike tours, hiking, wine tasting and boat 
tours if requested. In other words, they offer information about the different 
activates that guests can practice regardless their availability. Furthermore, they 
are all adults only hotels with an almost identical target market focused on 
couples and groups mainly of cyclists and yoga practitioners, which will allow us 
to open to a new audience.  
 
Even though they all have sustainable practices, these are not certified and 
neither are their facilities. Moreover, all hotels offer bar service, and those that 
have restaurants are only open for dinner for four days a week.  
 
A very important factor that sets Can Beia Ecohotel apart from the others is the 
number of stars, since it has five stars. Therefore, it is significantly more 
expensive than its direct competitors.  
 
Children at any age are welcome as they may be the main characters of our 
accommodation. We do also offer room service, unlike the other establishments. 
Moreover, our employees will be part of the activities that will be offered daily. 
We will benefit from the experiences guests will take part in and they will bring 
life to the hotel. We should also mention the local deli, bar and restaurant for 
guests only, that will open every day full-time.  
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Despite their good score they might receive on Trip Advisor or Booking.com, the 
opinions are few and there’s little interaction between these hotels when 
answering their guests’ opinions. However, S’hort de Cas Missèr has a corporate 
blog where they write about the different activities visitors can do in the area. 
They all offer similar promotions, discounts and packs focused on groups. Their 
presence on social networks is scarce, highlighting Instagram as the most used 
social network. Can Cota is the hotel with most followers and leader in SEO 
positioning.   
 
CHAPTER 2. DIAGNOSIS OF THE SITUATION 
 

5. Internal analysis 
 
5.1. SWOT analysis 

 
Thanks to the analysis of the macro and microenvironment, we are now able to 
carry out the SWOT analysis, which includes the weaknesses and strengths that 
the company has and the opportunities and threats from its external environment.  
 

5.1.1. Strengths 
 

• Prime location: it is located in a quiet and pleasant environment that 
allows visitors to disconnect from stress and daily routine.  
 

• The company’s structure will be small. This will reduce costs and thereby 
further facilitate future decision making.  

 
• Highly qualified and motivated multidisciplinary human resources team. 

 
• The new concept of an innovative green hotel that promotes conditions 

to improve guests’ quality of life.  
 

• Being new to the market can motivate customers’ interest in getting to 
know the company.  

 
• Committed to creating, researching, and developing the old Mallorcan 

cuisine, following ancient forgotten recipes that our island ancestors used 
to make with local seasonal and natural products, which guarantee a true 
experience of flavors and savors.  

 
• Quality service and orientation to achieve the highest level of 

competitiveness and maximum customer satisfaction.  
 

• Complementary offer is our strong point. A wide variety of environment-
friendly activities that differ from its competitors will be offered for each 
type of customer. They will combine different types of tourism in one 
holiday, with the aim of ending seasonality. These activities will be carried 
out in a natural area that is suitable and attractive to visitors.  
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• The only hotel establishment on the island that is a pioneer in beekeeping 
as well as the production and sale of extra virgin olive oil with a 
designation of origin in the same hotel accommodation. (Differentiating 
elements) 

 
• The only company in its sector to acquire ISO 14001 quality certification. 

 
• Low environmental impact.  

 
5.1.2. Weaknesses 

  
• Large initial investment. 

 
• Being a company that is new in the market and in the hotel sector. 

There’s a way to go so as to get work experience.  
 

• It is a small hotel. The number of beds are limited compared to others.  
 

• Inexperience of the entrepreneurs in the Tourism field.  
 

• The existence of strong competitors that have a consolidated client 
portfolio. 

 
• Market concentration. 

 
• The seasonality of demand. 

 
• Limited operating capital.  

 
5.1.3. Opportunities 

 
• The growing interest among tourists to carry out different activities 

related to nature, sports and local culture.  
 

• Spain is a mature tourist destination which implies a large volume of 
tourist flows.  

 
• Special interest in promoting nature tourism.  

 
• The importance of respect for the environment and ecology.  

 
• The impact of sustainable tourism development.  

 
• Growth in overnight stays in rural accommodations.  

 
• Growth of certain countries such as emerging economies with high 

purchasing power to travel.  
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• Mallorca has varied natural resources, large biodiversity, and a 
climate favorable to agriculture.  

 
• Competitors don’t have a clear differentiation.  

 
5.1.4. Threats 

 
• The current unfavorable economic situation (global crisis) which 

reduces the households’ spending power.  
 

• Despite the high unemployment rate, there’s an excessive reliance on 
national tourism nowadays.  

 
• Direct competitors are located in the same municipality.  

 
• More demanding customers.  

 
• Strong seasonality due to the climatology.  

 
• Great hotel offering.  

 
• Regulations on preserving the environment.  

 
• The entry of new competitors with greater investment opportunities and 

resources.  
 

CHAPTER 3. POSITIONING 
 

6. Segmentation strategy 

The project’s target market is determined by tourists of a legal age, between 25 
and 57 years old, with medium-high purchasing power. Although its offer offers a 
wide variety of activities that meet the customers’ needs of different age ranges 
and pockets. Tourists, national and foreign, who are interested in traveling in the 
heart of Mallorca, Selva, at the foot of the Serra de Tramuntana range, with the 
intention of plunging into an authentic cultural experience, and be able to 
integrate into the village’s culture and way of life. Travelers, friends of ecology, 
who within rural, natural, cultural, gastronomic and active tourism seek to have 
direct contact with nature, comfort, best service, tranquility, taking care of the 
smallest detail in a cozy and familiar environment.  

The interest segments that our company focuses on are rural, natural, active, 
cultural and gastronomic tourism. These segments are related to a market sector 
that has a real interest in getting to know the places they visit and supports the 
idea of developing alternative quality tourism. Consequently, it reduces the 
seasonality effect on the Balearic Islands and lengthens our season time to 
almost annual.  

Within this target audience, the company tries to focus on individuals and groups. 
As already mentioned, the first includes local, national, and foreign tourists, while 
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the second includes groups that contract the use of our service. In this way, the 
hotel is prepared to receive customers who come individually or in groups such 
as families with children, cyclists, yoga and meditation practitioners, friends or 
executives who wish to experience slow tourism. Travelers who want to escape 
from conventional tourism and want to have fun, explore and rest in a rural area.  

We must insist on the complementary offer offered in the accommodation which 
is suitable for anyone and adjustable for all kinds of tourists. Nevertheless, our 
Marketing Plan will focus on this segment since it meets the company’s objectives 
and philosophy.  

In addition, since it is still not possible to record the number of customers who will 
give preference to Can Beia, a market research will be carried out to obtain an 
estimate of the number of tourists the hotel could get.  

7. Positioning strategy 
  
Once we have set our target audience, we will now establish how we want 
customers to perceive us through positioning.  
 
This last step consists of establishing the position of the product/service in the 
target market so as to carry out a specific marketing action plan. In this sense, it 
is essential to have a strong understanding of our competitors and therefore offer 
a service with greater added value that fits the needs of the previously selected 
segment.  

The project’s key to success is to make a business that is different from its 
competitors, presenting a totally innovative proposal with facilities adapted to 
everyone that are unique and have a special design, higher quality food services, 
and activities for both adults and children, at a price adjusted with different tourist 
profiles. Hence, the importance of a totally personalized and exclusive service for 
every guest.   

As for the complementary services, information will be offered regarding all the 
entertainment and leisure activities that guests can carry out not only in the 
northern area, but throughout the island as a whole.  

Subsequently, market synergies will be established with local companies 
supplying indigenous products, sports activities, cultural offerings, among others, 
that will help to make the business more attractive, thanks to the wide variety of 
complementary services that we want to offer, together with our services’ 
portfolio. 

CHAPTER 4. OPERATIONAL MARKETING 
 

8. Operational marketing 
 
8.1. Product description 
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Our product will be made up of a combination of tourist resources, 
accommodation, activities and food. In addition, to describe our tourism product, 
it we will be based on the total product concept proposed by Theodore Levitt 
(1980), who considered that the product is a combination of tangible and 
intangible elements. The hotel distinguishes the following types of products: 
 
Basic benefit: Consists of the basic service provided to the consumer. In this 
case, our customer will demand the accommodation; a space of rest and calm 
located in unique surroundings.  
 
Generic product: These are the minimum expectations expected by the 
customer. In this case, the facilities that will make it possible to provide the service 
in the hotel accommodation. Our hotel will have 10 rooms, a dining room that 
serves lunch and dinner, a leisure and relaxation room and a private outdoor 
space.  
 
Expected product: These are the characteristics that customers expect our 
hotel to have. In our case, we will divide them into accommodation and 
restaurant:  
 

• Accommodation: We will have a total of 10 rooms adapted for couples, 
families and groups. We have baptized the rooms with names of fruit trees 
and native herbs of the Serra de Tramuntana and island.  

 
Table 2. Hotel rooms’ description 

 
 Rooms  Rooms’ name Rooms’ capacity 
1 Suite Experience “Olivera daurada” 4 

2 Master Suite “Figuera encantada” 4 
1 Suite “Garrover adormit” 3 

3 Noble Deluxe “Llimoner, Taronger 
and Ginjoler” 

3 

3 Cozy Deluxe “Romaní, Herballuïsa 
and Camamilla” 

2 

1 Double room for 
disabled guests 

“Ametller florit” 2 

           
Source: Own elaboration. 
 

All rooms have king size bed made of natural latex (180m x 200 cm) 
convertible into 2 individual beds, high quality organic Egyptian cotton bed 
linen and pillows, a very complete bathroom with a wide selection of 
amenities and ecological cosmetics from organic extracts of plants and 
essential oils from our own brand, smart TV, hybrid air conditioning 
system, minibar with Premium waters and tea, courtesy of the house, desk 
and safety deposit box and Internet access.  
 

• Restaurant: Another of the services offered will be catering. Seasonal 
menus based on healthy organic food or different dishes from a small 
menu will be available and offered as options.  
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Increased product: These are the differentiating attributes that create added 
value and thus differentiate ourselves from our competitors.  
 

• Sustainable facilities: Can Beia Ecohotel is an example of sensitivity in 
heritage restoration that respects the traditional structure of the building 
since it was restored under bioconstruction criteria, taking full advantage 
of the architecture to reduce energy consumption. The use of new 
technologies, with criteria of energy saving and sustainability, have been 
a bet of the owners since the restoration project began. All lighting uses 
energy saving light bulbs accompanied by motion sensors in common 
areas so as not to waste energy.  
 
In the facilities, we will find an oil mill which is over 200 old years, where 
probably one of the most frequently demanded activities by customers will 
take place. Likewise, it has a gourmet store that will offer a small selection 
of products from the local area. Thirdly, we have a bar-restaurant that may 
be reserved for holding events. Fourthly, a natural pool that is kept clean 
through an ecological mechanism without chemicals and additives, a 
solarium, massage and yoga facilities and a medicinal garden. Two large 
parking lots with individual electrical connections set up. Lastly, the 
different fincas where the activities of our complementary offer will take 
place. Where we will find a farm, an organic garden, beekeeping and a 
horse-riding area. They are only 10 minutes walking distance from the 
village and hotel.  
 

• Accommodation: The interior design of the hotel will be totally in 
accordance with the environment. The facade consists of stone walls, 
walls painted in warm tones and large Mallorcan shutters characterized by 
their light green color. The décor will feature natural solid wood furniture, 
marble floors and wooden beams. A warm and inviting atmosphere is 
created by the skillful dovetailing of stone and wood elements. The 
common areas will be well cared for and decorated in an elegant way, all 
in  the Mallorcan style guarding classic details that have been designed to 
take experience and sensations to the next level.  
 
The two-store hotel will have a total of 10 rooms, of which 3 are suites. 
Each site and room will follow the rustic style according to the hotel 
facilities. However, they will be individually decorated, giving them 
personality, combining warm elegance with discreet luxury, perfect for rest 
and tranquility. In the case of family rooms, cots will not be charged. 
Nevertheless, extra beds will have an additional cost. Some rooms will 
have either a terrace or a balcony, Jacuzzi and fireplace for couples. On 
the other hand, the ground floor will be where all the common areas are 
located, including the main entrance, a luggage room and the reception.  

 
• Restaurant: Sustainable and ecological products are the basis of the 

cuisine. The bar-restaurant, with capacity for 25 diners, will offer a varied 
menu for adults and children as well as dishes suitable for vegetarians, 
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vegans or celiacs, inspired by the traditional and typical cuisine of the 
island. Dishes will be prepared with certified organic ingredients, local and 
fair trade, betting on healthy and natural cuisine Slow Food. In addition, a 
blog will be open with posts of interest and recipes that will be updated 
daily. It has not been ruled out that we will serve customers who are not 
staying at the hotel in the future. For this reason, there will be two dining 
rooms to guarantee the tranquility and exclusivity of the guests.  

 
Our kitchen is oriented towards food self-sufficiency as much as possible, 
with special attention to what is produced in the area and in our different 
fincas: From the farm to the table.  
 

• Gourmet store: From this small corner of our establishment, we want to 
offer a small selection of those products that we have been discovering, 
selecting, and preparing from our island. In our selection, the customer will 
be able to discover ecological, natural, artisan, novel, and traditional 
flavors for demanding palates who, without a doubt, will be completely 
satisfied by the quality of the products and their careful presentation.  
 
When they go back to their homes, they will continue to enjoy the 
experiences they had throughout their stay  and savor the delicatessen 
they once made with our help, being an ideal gift for themselves and their 
loved ones.  
 

• Medicinal garden: We will create our own medicinal garden located next 
to the natural outdoor pool. We will continue with our ancestors’ tradition 
that not only allow us to obtain simple and natural remedies, but also 
provides an enriching experience that reflects, trains attention and 
encourages contact with nature.  
 
In our wonderful medicinal garden, all plants and herbs will be labeled with 
their names and properties, a true living pharmacy. They will be mainly 
curative, diuretic and aromatic plants for cooking that will serve in making 
our food dishes, natural cosmetics and herb liqueur “herbes mallorquines” 
with the participation of our guests.  
 

• Ecological farm and vegetable garden: With the planting of more than 
hundred fruit trees such as carob, olive, almond, fig, lemon, among others, 
they fill our gardens with life. As well as our seasonal vegetables. Our 
farmland and vegetable patches make us self-sufficient. Everything in Can 
Beia Ecohotel comes from our land. Therefore, we try to contribute with 
the local community and the environment by giving the produce from our 
organic vegetable garden that is left over to workers, neighbors and their 
families.  
 
To support the growth of the plentiful colorful flowers and plants, we 
decided to hire some of the best hardworking pollinators, the bees. In this 
way, our fruits and vegetables will grow more abundantly and deliciously. 
This allows us  to lend a hand to an animal that is vital for the conservation 
of the ecosystem, being one of the main pollinating agents on the planet. 
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And that is why the bees need us, just as we need them. An exchange in 
which, in addition, we come out winning, as they enrich us with their best 
fruit: honey.  
On the other hand, our farm promotes naturalness both in our crops and 
in raising chickens, sheep, pigs and cows. Among our objectives we seek 
to respect animal welfare, allowing them to be in wide open spaces where 
they can graze and spend their lives in tranquility.  
 

• Activities: To take advantage of the natural resources of the municipality 
of Selva and the northern area, we will offer a variety of activities based 
on nature, active, cultural, and gastronomic tourism, among others. We 
will subcontract a specialized local company in these types of activities.  
 
Mallorca’s entertainment and leisure offer is one of the most varied and 
interesting in the Mediterranean. For this reason, we will organize it as 
follows: 
 
Due to the huge offer on the island, as each town has its own local 
festivities, fairs and traditions. We wanted to sort them by 12 months of 
the year. We will offer activities carried out inside and outside the hotel 
accommodation. Activities such as the weekly cooking workshops, the 
harvest of the fruit trees, olive oil production, beekeeping, among others. 
Plus, all those that will take place outside the village accompanied by a 
local and professional guide. Activities related to eco-gastronomy, wine 
tourism, eco-birding, scuba diving, excursions to points of interest, 
climbing, and many more. Activities almost unknown to tourists, that will 
be a great success.  
 
Rural experiences  
 

• We will offer cooking workshops with harvest products from our garden, 
planting trees and identifying seasonal wild mushrooms and fungi.  
 

• Olive picking for oil production will be one of the strategic activities as well 
as honey production. In addition, visitors will be able to go out to the 
orchards and pick ripe apricots, figs and other seasonal fruits that will help 
us to make our traditional recipes.  

 
• We will offer activities such as wildlife observation, trekking including 

interpretation facilities, meditation, cycling, guided cultural tours, outdoor 
picnics, horseback riding and visits to our farm.  

 
• Activities will be offered and adapted for children such as wildlife 

observation, visits to the farm and orchard, or horseback riding.  
 

• When it comes to customers with reduced mobility, activities such hiking 
with interpretation facilities that focuses on the five senses, cooking 
workshops and meditation classes will be tailored for them.  
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• In the case of companies, they will be able to carry out the activities listed 
above and activities such as Outdoor Training and Team Building.  

 
As shown in the table below, we have organized the different activities depending 
on the season. 
 
Table 3. Hotel activities’ description   
 

 October November December 
Festivities Virgins’ day 

 
Olive Fair – 

Caimari 
Honey Fair – 

Llubí 
The spectacle of 
the eight – Palma 

Christmas 
Song of the Sibyl 
– Palma (World 
Heritage Site) 

Kings’ day 

Production Harvest of 
quinces, kidneys, 

and 
pomegranates 

Organic olive oil 
and honey 

The traditional 
slaughter of the 

pig 

Almond harvest 
for dessert  

Gastronomy Fritters with 
sweet wine 

“Sopes 
mallorquines, frit 

de matances i 
arròs brut” 

“Coques de 
nadal, torrons, 

ensaïmades amb 
xocolata” 

Activities Production of the 
sweet quince jelly 

Wild mushroom 
harvest and 

slaughter 

Making the oldest 
Christmas dishes 

 
Source: Own elaboration.  
 

• Other attributes: Creating a Green Manual for inquiries for both customers 
and employees where the hotel’s ecological strategies are made known, 
celebrations of International Days related to the Environment such as 
World Water Day, the staff friendliness, brochures and maps about the 
tourist places of the municipality, room service and the admission of pets 
on request.  
 

Potential product: These are the offer’ improvements that the hotel plans to 
make in the future. An example would be the possibility of having a larger space 
and being able to open a spa as well as being able to celebrate festivals and 
events in our facilities.  
 

8.2. Pricing strategy 
 
The pricing strategies that the hotel will follow are the following: 
 
Strategies based on the product life cycle: When it comes to introducing a 
new company to the market, either the skimming pricing strategy or the 
penetration pricing strategy could be followed. The first one, consists of setting 
high prices at the beginning and then lowering them to attract market segments 
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not willing to pay such high prices. However, the second one, involves setting 
prices quickly from the start to achieve rapid penetration. In our case, when we 
set ourselves the purpose of obtaining great recognition in the market for the 
provision of high-quality services and wanting to have a strong brand image, we 
have decided to bet on pricing somewhat higher than the average of those of our 
competitors, whilst maintaining this over a period of time, so that they denote 
prestige and quality. 
 
Differential pricing strategies: This is a price discrimination in which we set 
different prices for customers and thus increase our sales and consequently our 
benefits.  
 

• Temporary discrimination strategy: Consists of charging different prices 
according to the time the service is provided. We will assign different prices 
depending on the season. In this sense, a distinction will be made between 
high, medium and low season.  
 

• In the case of the restaurant and the activities, prices will be different for 
adults, children and companies. 

 
Psychological pricing strategy: Pricing can help us reflect how we want 
customers to perceive us. In our case, we will use the rounded prices that are 
generally associated with products and services that belong to a higher or more 
prestigious category.  
 
Pricing strategy for product lines: To attract customers we will set a joint price, 
offering product packages whose prices will be lower than if they were separate. 
 

• Accommodation with breakfast. 
 

• For companies: lunch or dinner, plus an activity.  
 
In order to set prices, three seasons have been defined throughout the year: 
 

§ High season: It includes the months of June, July and August, a total of 92 
days.  
 

§ Medium season: It includes the months of April, May, September and 
October, a total of 122 days.  

 
§ Low season: The rest of the year which constitutes a total of 151 days. 

 
In this way, the prices that Can Beia Ecohotel will set for accommodation, 
restaurant service and complementary offer will be as follows: 

Table 4. Accommodation’ rates in Can Beia Ecohotel 

Type of room Low season Medium season High season 
S. Experience 248€ 279€ 310€ 
Master Suite 232€ 261€ 290€ 
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Suite 216€ 243€ 270€ 
Noble Deluxe 160€ 180€ 200€ 
Cozy Deluxe 144€ 162€ 180€ 

Special Deluxe 144€ 162€ 180€ 
Triple 282€ 311€ 340€ 

Quadruple 348€ 379€ 410€ 
Note: To all these rates, it is necessary to apply the corresponding Tourist Tax. 
Source: Own elaboration.  
 
 
The restaurants’ prices are as follows: 
 

§ Adult’s menu: 40€ 
 

§ Children’s menu: 16€ 
 

§ Companies’ menu: 52€ 
 
Regarding the rural activities and experiences organized and carried out by the 
company’s own personnel, the following rates have been agreed: 

Table 5: Leisure Activities rates of Can Beia Ecohotel 

Leisure activities Adults  Children 
Cookery workshops 15€ 7€ 
Olive oil production 15€ 7€ 

Beekeeping 15€ 7€ 
Trekking 15€ 7€ 

Scuba diving 25€ -  
Wildlife observation 15€ 7€ 

Cultural tours 10€ Free of charge 
Visits to the farm 10€ Free of charge 
Horseback riding 20€ 10€ 

Team building 15€ -  
Note: All these rates require a 21% VAT surcharge. 
Source: Own elaboration.   
 
Regarding the subcontracted activities, the hotel has agreed with the relevant 
companies to earn a commission of 20% on the price paid by the customer. 
 

8.3. Distribution strategy 
 
According to (Kotler et al., 2010) distribution is another variable of the marketing-
mix whose objective is to make a product or service accessible to the market. 
This can be done either directly by the producer of the good or service or by using 
indirect distribution channels: intermediaries.  
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Can Beia Ecohotel will use a mixed distribution system for the distribution and 
sale of its services, which involves using both direct (without intermediaries) and 
indirect channel.  
 
 
The direct channel is that from the hotel itself, its services are distributed to the 
consumer without the need for any intermediary. (Kotler et al., 2010) 
 
To carry out this type of distribution there will be the following alternatives: 
 

• The establishment’s reservation center: The hotel will have its own 
reservation system, which will allow customers to make reservations in 
advance through the website, by email or telephone. Despite being a 
traditional channel, it continues to be frequently used when connecting the 
customer with the reception staff.  
 
Customers can contact us by emailing us at info@canbeiaecohotel.com 
or on our website www.canbeiaecohotel.com. 

 
• The hotel’s website: Through our own website, we will save on costs by 

avoiding intermediaries and commissions. In addition, all customers can 
make the reservation online with the possibility of selecting the following 
languages: Catalan, Spanish, English or German. Moreover, it will show 
images of the hotel, its rooms and facilities, as well as information about 
its services, all cookery recipes and its sustainable practices.  

 
• The hotel as a distribution unit: Customers who arrive at the hotel without 

prior reservation, and then make it at the same time at the reception. This 
channel is not the most popular, but it can contribute to a small percentage 
of sales. However, it is essential to promote customer accessibility to 
information regarding the services offered through the website, allowing 
reservations to be made in advance too.  

 
The indirect channel is characterized by having one or more intermediaries in 
the process of marketing the service. Depending on the intermediaries, these 
channels can be short or long. (Kotler et al., 2010) 
 
In our case, we will choose to use a short indirect channel taking into account the 
size and capacity of the company.  
 

• Online Travel Agencies: The hotel will make agreements with the most 
prestigious and reputable agencies specialized in rural and active tourism, 
and those that offer services to groups of cyclists, yoga practitioners and 
seniors. These travel agencies include Senderos y Pueblos, Virtu Travel 
and Unique Yoga Travel. Furthermore, we will also work with those that 
have a greater number of visits and are known internationally and 
nationally. Thus, we will choose Booking, Expedia, Trivago, Edreams and 
Rumbo.  
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• The company subcontracted to carry out any of the activities offered will 
also suggest our hotel to their customers if they need accommodation. 
  

• Can Beia Ecohotel will carry out a system of economic incentives with the 
agencies that support and collaborate with it by giving each agency a 15% 
of the total revenue of its sales at the end of each month.  

 
8.4. Communication Plan 

 
8.4.1. Advertising 

 
Using advertising is vital for our hotel, whose objectives are to inform, persuade 
and make it memorable. As we are in the introduction stage, we need to make 
ourselves known and reach as many customers as possible by trying to make the 
brand image be perceived by our target audience.  
 
The means of communication that we will use are the following:  
 
Internet: Progress in technology makes this tool the most useful nowadays.  
 

• Social networking websites: We will establish and manage various profiles 
on the Internet, including Facebook, Instagram, Twitter and YouTube. 
These social networks will help us reach a much larger number of people, 
and thereby having a much wider impact, hardly using any budget. 
Moreover, we will launch some hashtags to encourage customers to share 
their experiences online. We believe the word of mouth combined with 
social media is one of the most effective forms in terms of increasing our 
brand awareness.  
 

• Company’s own website: Through our website we will upload content such 
as photos, videos as well as the opportunity of communicating in real time 
through an interactive chat with our customers. Likewise, a corporate blog 
has been created to provide the latest information about the different local 
festivities, the most exciting activities to do and promotions, among many 
others. We will surprise our customers with the creation of totally free 
photographic reports. In this way, we will add more added value to the 
offer and create engagement on social networks.  

 
• Travel portals: We will register the hotel in the main websites specialized 

in rural and nature tourism by paying a monthly fee. Among these websites 
are: www.clubrural.com, www.toprural.com and www.espaciorural.com.  
 

• Internet search engines: We will contract advertising of the main search 
engines such as Google, Yahoo! and Bing with the aim of appearing in the 
first search results when looking for accommodation or services that are 
associated with rural tourism on the island using well-known key words. 
Promoting our business with SEO and SEM will be key.  

 
Print media: Advertisements will be made in brochures, press and travel 
magazines to promote awareness of the hotel. 
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• Brochures: Brochures with detailed information about the hotel, its facilities 

and services will be produced so they can be distributed in specific places 
such as the Tourist Office and travel agencies at local, national and 
international levels.  
 

• Press campaigns: The hotel will be advertised in El diario de Mallorca’s 
newspaper in order to make ourselves known around the island and to 
reach a wider audience that will set a segment of customers for the 
weekend tourism. 
 

• Specialized magazines: We will consider the option of participating and 
collaborating in magazines specialized in tourism in the longer term. These 
could be: Hosteltur, Travel and Traveler.  

8.4.2. Public relations 

Public relations are the work of building good relationships with several members 
of a company, obtaining positive publicity, creating a positive corporate image 
and managing or blocking rumors, stories or unfavorable events. (Philip Kotler, 
2010) 

The action points that we will cover are the following: 

• Sponsorship of some cultural or sports events on the island such as the 
Mallorca 312. As well as the participation during the Festivities of the 
Patron Saint in Selva, such as tapas tours organized by the town hall and 
held every year in August with the aim of creating a good brand image. 

• Accessible ad via direct link to one of the main public portals regarding 
Mallorcan tourist information. The hotel might be a great reference thanks 
to the Consell de Mallorca’s website.  

• Attendance at important tourism fairs such as FITUR, where tourism 
companies related to rural, nature, sustainable, active and cultural tourism 
attend. 

8.4.3. Sales Promotion 

Another important element of the communication plan is sales promotion. In our 
case, we will use this element to increase sales in the short term and occasional, 
especially in periods of low occupancy in order to be able to compete with the 
hotel’s competitors. Among the sales promotion techniques that Can Beia 
Ecohotel will carry out are the following: 

• During the low season months, a reduction of 20% in the price of the rooms 
for stays longer than 5 days will be offered, with the aim of encouraging 
new hotel reservations in the months of lower occupation.  

• Special packages will be offered where customers will be able to enjoy 
their stay together with some engaging experiences.  
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- For groups of 6 people or more, a guided hiking route with lunch 
included for weekend reservations.  

- Special offers for specific groups such as climbers, cyclists, yoga 
practitioners, families or executives, among others. Offers for 2 nights 
including a tapas tasting menu, plus any activity of their choice. As well 
as the special weekend offer with an introductory course to horseback 
riding or scuba diving.  

• Using social network websites, we will organize a draw for a free weekend 
for a two-night stay for two people with breakfast included. Our clients and 
followers will be invited to share our post so that we reach a much wider 
audience and this will give us the opportunity to grow on Social Media.   

• We will offer getaway packages such as romantic, adventurous, 
gastronomic, cultural or analog. In this way, we will create added value 
and arouse interest, as well as increase our hotel reservations.  

• On specific dates, such as Valentine’s Day we will offer three nights for 
the price of two plus a romantic dinner for couples. And in the case of the 
bank holidays in May, Easter or Christmas we will offer 3 night stays free 
to children.  

8.4.4. Direct Marketing 

Direct marketing is a form of a company communication characterized by its 
direct connections with its target audience individually to obtain an immediate 
response and cultivate lasting customer relationships. (Kotler et al., 2010) 

When it comes to building customer loyalty, implementing direct marketing 
thorough mailing is required. A database will be prepared with information from 
the customers who have visited us and therefore we will carry out an 
individualized follow-up, treating the customer as if he were unique. In addition, 
we will opt for a strategy based on the personalization of e-mails and the conduct 
of a satisfaction survey of all our customers, based on to the smallest detail of 
our customer’s profile. This way, we will be able to send personalized offers, 
promotions, raffles, as well as new activities, services and the gift of a 30% 
discount if they decide to celebrate their birthday at the hotel.  

Due to the importance of customer loyalty, we will offer a 15% discount for their 
next stay to anyone who has already visited us and recommends us and therefore 
attracts new customers.  

Last but not least, our customers will be able to follow our promotions and offers 
through an app that will be available for both Android and IOS operating systems 
and receive informative text messages too.  
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9. Conclusion 

The difficulties arising from the economic situation and the uncertainty of the 
environment that we all are going through due to the COVID-19, is causing 
tourism to suffer from a severe economic impact still impossible to evaluate, 
although the sector hopes that the aftermath will be temporary and will recover 
the momentum achieved over the past years when the world defeats the virus, 
as Tourism is the country’s main engine of economic growth.  

Taking advantage of the changes that tourism demand is experiencing, we have 
been able to ascertain that despite the fact that sun and beach tourism is the 
most offered, demanded and dominant form of tourism on the Balearic Islands, 
rural tourism is an emerging sector that has a high potential for its development, 
since the islands have the necessary natural and cultural resources to give way 
to this type of tourism. Resulting in a more attractive tourist profile that seeks 
adventure and nature activities, an escape from mass tourism. 

In addition, through the study of the macro environment, we have seen that 
overnight stays in rural accommodations were those with the highest growth and 
that all of them continue to be supported by the foreign market, which implies new 
growth expectations for all companies in the sector.  

The following marketing plan is the proposal and creation of a product that stands 
out among the rural accommodations in the area, as its offer is adapted to each 
one of the various customer segments and thus creating added value. Therefore, 
we can say that we are dealing with a viable and potentially successful business 
capable of reaching its main purpose of positioning itself as one of the leading 
hotel establishments in Mallorca.  

On the other hand, analyzing the micro environment of our company, we detected 
those that could become our direct competitors. For this reason, Can Beia 
Ecohotel will focus all its efforts on achieving a clear differentiation from its 
competitors, providing high-quality personalized customer service and making 
available the wide variety of sustainable and exclusive activities that promote the 
authenticity of the island as well as the local development. 

Being a new company, as it is situated in the introduction stage, we will use the 
penetration strategy. We will carry this out through promotional actions that will 
help us increase income. Furthermore, we will carry out several communication 
actions in order to build brand awareness and customer loyalty, mainly focused 
on advertising and direct marketing that will have a high impact on the local, 
national and foreign market.  

Finally, the measures chosen are the result of the overall analysis and we believe 
they are the most suitable for implementing them in the short to medium term and 
thus address the goals described. In this way, by being constant and persevering 
in our daily work, adapting ourselves to environment changes as well as in the 
efforts we undertake to grow professionally, Can Beia Ecohotel seems to be a 
good opportunity for business. 
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