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Abstract 

My diploma thesis deals with the marketing strategy of the Medplaya Hotel Bali, which 

is a three-star hotel located close to Málaga, Spain. The hotel is made up of three attached 

buildings that form a modern vacation complex. First theoretical part defines terms related 

to marketing strategy which then serve to process the analytical part. Based on customer 

satisfaction research results and fundamental analysis of internal and external factors, 

proposed recommendations will be made for the development of the marketing strategy 

to improve services and customer satisfaction at Medplaya Hotel Bali. 
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Abstrakt (Czech) 

Má diplomová práce je zaměřena na rozvoj marketingové strategie hotelu Medplaya 

Hotel Bali, což je tříhvězdičkový hotel, který se nachází nedaleko města Málaga ve 

Španělsku. Díky možnosti absolvovat Erasmus+ pracovní stáž v tomto hotelu jsem objevil 

několik nedostatků a problémů hotelu, s kterými se potýká během zimní sezóny, což mě 

inspirovalo věnovat svou diplomovou práci rozvoji marketingové strategie a zvýšení 

spokojenosti zákazníků v hotelu Medplaya Hotel Bali. 

Tato diplomová práce obsahuje také grafy a obrázky, které usnadňují porozumění danému 

tématu pomocí vizualizace a shrnutí podstatných oblastí. Při psaní diplomové práce byly 

získány údaje, informace a data z mnoha odborných domácích i zahraničních literatur a 

zdrojů, internetových serverů a on-line databází. Medplaya Hotel Bali také poskytl interní 

dokumenty a databázi vývoje spokojenosti zákazníků. Veškeré použité zdroje a literatura 

jsou uvedeny v seznamu zdrojů a použité literatury na konci této práce. 

První kapitola této práce se zabývá teoretickými poznatky a definuje pojmy týkající se 

marketingové strategie a použitých metod a postupů. Dále je zde shrnuta teorie výzkumu 

spokojenosti zákazníků a dotazníkového šetření. 

Analytická část zpracovává analýzu marketingového prostředí Medplaya Hotel Bali. 

Makroekonomické prostředí je zpracováno analýzou STEP, analýzou segmentu trhu, 

Porterovou analýzou pěti sil. Analýza mikroprostředí je provedena marketingovým 

mixem a 7S modelem. Poté je proveden výzkum spokojenosti zákazníků dotazníkovým 

šetřením a také analýzou interních sekundárních dat spokojenosti zákazníků společnosti. 

Výsledky výzkumu a jeho interpretace jsou důkladně analyzovány pro vytvoření SWOT 

analýzy, která slouží jako souhrn všech předchozích analýz. 

Poslední kapitola uvádí návrhy a doporučení ke zlepšení marketingové strategie vedoucí 

k rozvoji služeb společnosti a ke zvýšení spokojenosti zákazníků hotelu Medplaya Hotel 

Bali. Návrh marketingové strategie je založen na výsledcích výzkumu spokojenosti 

zákazníků a zároveň i na analýze vnějšího a vnitřního marketingového prostředí 

společnosti. Návrh byl rozdělen do tematických sekcí s podrobným popisem a vizuálními 

prvky. 



Návrhy vztahující se k rozvoji marketingové a organizační strategie:  

Strategie zaměřená na kvalitu za rozumné peníze s ohledem na specifickou potřebu 

cílových skupin hotelu, a tak vytvořit dlouhodobý vztah a zvýšit loajalitu zákazníků. 

Manažerský styl by měl být flexibilní, aby přiměřeně reagoval na aktuální potřeby a 

situace. Důležitá je kvalitní osobní zpětná vazba a schůzky, na kterých by mohly být 

sdíleny hlavní firemní hodnoty, včetně důležitosti udržitelného rozvoje a ochrany 

životního prostředí.  

Návrhy související s produktem a službami společnosti jsou:  

Návrh a implementace nové hotelové mapy, Rekonstrukce hotelových pokojů, Speciální 

menu týdne, Rozšíření nápojového lístku, Spolupráce s lázeňskými službami, 

Rozšiřování Wi-Fi sítě, Mini-knihovna, Eco-Winner soutěž, Lekce angličtiny a 

španělštiny pro hotelové hosty, Nový stolní fotbal, Rekonstrukce minigolfu, Spolupráce 

s Taxi společností Benalmádena.  

Návrhy týkající se propagace:  

Konzistentní a cílená marketingová komunikace po Facebooku a Instagramu se 

zaměřením na státní svátky a speciální hotelový program nebo služby. Medplaya Hotel 

Bali Facebook stránka by měla sloužit svým hostům, aby se podělili o své zážitky z 

dovolené a také zůstali informováni o novinkách Medplaya Hotel Bali. 

Celkové shrnutí návrhů ke zlepšení je přehledně uvedeno v harmonogramu realizace 

plánovaných změn s očekávanou časovou náročností a předpokládaného času realizace. 

Celkové náklady jsou podrobně vyjádřeny ve finanční analýze plánovaných změn. 

Chtěl bych vyjádřit své přesvědčení, že dané návrhy a doporučení zlepší marketingovou 

strategii a zvýší spokojenost zákazníků v Medplaya Hotel Bali.  
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INTRODUCTION 

My diploma thesis deals with the marketing strategy of the Medplaya Hotel Bali, which 

is a three-star hotel located close to Málaga, Spain. It is made up of three attached 

buildings that form a modern vacation complex. During my Erasmus internship in this 

hotel, I had the opportunity to in touch with hotel guests communicate about their 

satisfaction of staying at the Medplaya Hotel Bali. There was significant space for 

improvement and problems of the hotel during the winter season, therefore I decided to 

focus my diploma thesis on conducting customer satisfaction research to develop the 

marketing strategy and increase customer satisfaction at Medplaya Hotel Bali. 

Firstly, theoretical part defines terms related to marketing strategy as well as methods and 

procedures used. Secondly, analytical part deals with a detailed analysis of the current 

state situation of Medplaya Hotel Bali and its marketing environment. Macroeconomic 

environment is analysed through STEP analysis, Market segment analysis, Porter's five 

forces analysis. The microenvironment analysis is done using the Marketing mix and 7S 

Framework. Then, customer satisfaction research is conducted by the questionnaire 

survey and analysis of internal secondary data. The research results and its interpretation 

are analysed. SWOT analysis serves as a summary of all previous analyses, with internal 

strengths and weaknesses and external opportunities and threats for Medplaya Hotel Bali. 

Eventually, last chapter deals with suggestions and contribution to develop a marketing 

strategy leading to the development of the company's services and to increase the 

customer satisfaction of Medplaya Hotel Bali guests. Moreover, there are also secondary 

objectives of the diploma thesis to be achieved, such as to raise awareness of Medplaya 

Hotel Bali, attract and get new customers, increase revenue. The proposal of marketing 

strategy is based on the results of the customer satisfaction research and analysis of 

external and internal factors of the company. The proposal is divided into thematic 

sections with further description of individual suggestions. 
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The diploma thesis also includes graphs and figures that facilitate the understanding of 

the given topic by means of visualization and summarisation of given areas. When writing 

the diploma thesis data and sources are obtained from many professional domestic and 

foreign literature, internet servers and online databases. Medplaya Hotel Bali has also 

provided with internal documents and customer satisfaction database. All used sources 

and literature are mentioned in the list of references at the end of this document. 
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GOALS OF THE THESIS 

This chapter deals with problem definition, objectives and goals of the thesis and 

describes and explains procedures and methods applied in the work. 

Problem definition 

Medplaya Hotel Bali is a three-star hotel located at Benalmádena, close to Málaga in the 

south of Spain. During my Erasmus internship in this hotel, I had the opportunity to in 

touch with hotel guests communicate about their satisfaction of staying at the Medplaya 

Hotel Bali. I have discovered significant space for improvement and problems of the hotel 

during the winter season, therefore I decided to focus my diploma thesis on the 

development of the marketing strategy and increasing customer satisfaction at Medplaya 

Hotel Bali. 

The main goals of the diploma thesis 

The principal goal of the diploma thesis is to develop a marketing strategy leading to the 

development of the company's services and to increase the customer satisfaction of 

Medplaya Hotel Bali guests. The proposal of marketing strategy is based on the results of 

the customer satisfaction research and analysis of external and internal factors of the 

company. 

The secondary objectives of the diploma thesis: 

- raise awareness of Medplaya Hotel Bali,  

- attract and get new customers, 

- increase revenue. 
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Methods and procedures used 

The thesis is divided into three thematic parts, the first theoretical part defines the 

fundamental theories related to the marketing strategy itself and at the same time 

describes and explains selected analyses associated with marketing strategy.  

Secondly, analytical part deals with analysis of the company's environment from 

macroeconomic and microeconomic point of view. It is focused on the appropriate 

understanding of macroeconomic environment through STEP analysis, Market segment 

analysis, Porter's five forces analysis. The microenvironment is analysed by the 

Marketing mix and 7S Framework. SWOT analysis that summarizes the company's 

internal environment through its strengths and weaknesses, as well as the opportunities 

and threats from the external environment perspective and deliver summary of all 

previous analyses. Then, customer satisfaction research is conducted to develop 

marketing strategy and increase satisfaction of Medplaya Hotel Bali guests as well as 

achieve secondary goals. 
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1 THEORETICAL FOUNDATIONS 

This chapter explains the theoretical background of my diploma thesis for further 

understanding of important terms, theories and real-life examples related to marketing 

strategy and customer satisfaction. 

1.1 Marketing 

Marketing is a socio-psychological discipline that can be defined as a complex set of 

activities and processes to understand the needs and problems of customers to be able to 

create the most convenient solutions with added value. In terms of marketing process, it 

is necessary to identify the customer needs and then to imagine products or services that 

would satisfy the customer in the most efficient way (Boučková 2003). 

Marketing is divided into: 

- internal marketing that focuses on maximizing the all people and groups within the 

company, which should be reflected in quality and effective collaboration, 

- external marketing that involves groups of people engaged outside the business, 

- interactive marketing brings a innovative approach to communicating with a customers, 

based on active dialogue and intensive cooperation (Kaňovská & Schüller 2001). 

1.1.1 Customer satisfaction 

Customer satisfaction depends on the degree of satisfaction of his / her needs and feelings 

of possible delight or disappointment resulting from a comparison of the expected and 

actual usefulness of a service or product. Companies are constantly increasing the 

satisfaction of their customers in order to gain popularity of the products or services they 

offer, creating an emotional relationship towards the brand and building customer loyalty. 

Satisfaction is closely related to the concept of consumer value added, which is the 

difference between the total consumer value, the set of benefits expected from the service 

or product and the total consumer price, which is the sum of the prices and efforts made 

to evaluate, obtain and use the product or service (Kotler 2001). 
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1.2 Marketing strategy 

The marketing strategy is an expression of the basic intentions the company wants to 

achieve in marketing in the future to reach strategic business goals and gain competitive 

advantages (Hanzelková 2009). 

 

The framework of a marketing strategy can be defined by several variables: 

- targets to be achieved, 

- strategic alternatives considered, 

- target groups and typical customer, 

- identify competitors for each target group, 

- delivery of a substance of the strategy to the customers (Hanzelková 2009). 

 

Marketing strategy is based the decision-making of the top management of the company 

how, when and where to operate. It may be led in two ways, which are interactive. One 

is corporate strategy, that defines strategic direction, resource allocation and identification 

of threats, and second is executive management, which deals with the choice of marketing 

strategies and which is responsible to inform all company-levels and strategy makers 

about external market changes for the business opportunities and threats. The marketing 

strategy includes as follows: objectives of marketing policy for a longer period and market 

segments and selection of measures to implement a marketing strategy (Jakubíková 

2008). 

 

At the beginning of setting a course of the strategy, it is crucial to define the main goals 

and objectives of your company. Then convenient methods and tools should be selected, 

such as MAP approach, based on mapping, analysis and prediction with focus on 3C - 

customers, competition and company. In order to create an efficient strategy MOA - 

Market Opportunity Analysis can be used (Chalupský et al. 2002). 

1.2.1 Strategic marketing 

Strategic marketing is one of the developmental phases of marketing in a relationship 
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to marketing activities, time horizons, or features. This process results from the analysis 

of factors of internal and external conditions of the enterprise, analysis of opportunity and 

business risk factors, competition analysis, setting marketing goals, choosing strategies 

to achieve these goals, etc. Strategic marketing is decided by the company's top 

management. The strategy can be understood as a certain scheme, project, direction or 

procedure that indicates how and under what conditions we will achieve our goals. Its 

aim is to make it in synergy with all activities of all components of the enterprise discover 

new perspectives.  

 

Two main principles for expressing a particular concept: 

- creating and maintaining demonstrable competitive advantages, 

- making decisions about efficient allocation of resources to build effective 

relationship between the product and the market segment (Horáková 2003). 

 

Strategic marketing decision making is characterized by its long-term complexity an 

approach that strives to balance in a changing marketing environment. These decisions 

mainly concern important commitments of the company for a long-time horizon. Strategic 

decision-making creates high demands on leadership awareness and need for information, 

especially from marketing research. Strategic marketing is fully focused on the customer, 

leads managers to study and understand customer needs and wishes. It teaches them to 

understand the customer's values and way of thinking. The essence of the business is to 

serve the needs of the customer. Therefore, good knowledge of the environment is 

needed, especially market conditions and information about competition. Strategic 

marketing helps to gather and analyse information to investigate the daily business 

situation as well as to identify long-term trends (Horáková 2003). 

1.2.2 Setting strategic objectives 

Determining the strategic goals of an enterprise is based on a specific characteristics and 

quantification of the mission. Clearly defined goals enable decision making, incentive for 

negotiation, starting and stimulating performance and activity. It is then possible to decide 

which procedures and resources are necessary to achieve them, and also what time 

horizons and strategies are necessary for their realization (Horáková 2003). 
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Marketing goals should meet SMART conditions, as follows: 

- Specific, 

- Measurable, 

- Acceptable, 

- Realistic, 

- Timed (Havlíček 2011). 

 

The organization identifies short and long-term goals, which must correspond. 

The most common areas of strategic goals: 

- Productivity, 

- Profitability, 

- Market position, 

- Social area, 

- Technological status, 

- Environmental protection (Havlíček 2011). 

 

The goals should also be to ensure that certain criteria are met, namely motivation, 

acceptability, suitability, feasibility, accessibility, flexibility. 

Dominant goal is profit, usually it is the prime target of the business. This area is being 

analysed in terms of the amount of profit, sales turnover, market share, relative market 

share, goods sold, customer base expansion, social responsibility (Havlíček 2011). 

1.2.3 Identification of business opportunities 

Identifying opportunities expresses the finding of an appropriate ratio between the 

beneficial outcomes in the external environment and the capabilities and resources of the 

enterprise. In this area, we are dealing with three sets of issues that we can formulate with 

the following questions: 

- What we can do to be able to predict and identify opportunities in the environment 

in which we produce or sell? 

- What we can do to be able to identify opportunities take advantage of our 

capabilities and resources under competitive conditions (Havlíček 2011)? 
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1.3 Marketing research 

Marketing research is a tool connecting customers and interest groups with the company, 

especially through the customer information and data gathered that are used to identify 

marketing opportunities and problems in the market and within the company. Marketing 

research helps to understand and evaluate marketing activities and monitor and manage 

marketing processes. The results of this research are subjected to detailed analysis and 

subsequent interpretation. Based on this interpretation, suggestions and recommendations 

are made to help companies achieve their marketing and corporate goals (Kaňovská & 

Schüller 2001). 

Market marketing research provides important information for: 

- defining the goals of marketing activities to set the core points of its strategy, 

- identifying typical customer and specializing in a specific target group, 

- effective use of marketing mix tools: development and innovation of services or 

products, logistics, economic tools and various communication channels, 

- understanding interaction and tracking the feedback of marketing activity and 

consequently choosing the right course for the future (Boučková 2003). 

1.3.1 Division of marketing research 

Marketing research needs to be done conveniently and regularly so that the company can 

be sure that gathered enough relevant information to decide on the next step. The overall 

collection of information and subsequent analysis and interpretation has several different 

forms, differences in the way research is conducted are as follows: 

- the type and specification of the questions asked, 

- the time perspective and how often the monitoring of the subjects is carried out, 

- the specific objectives of research itself, 

- the type of service or product and selected target group, 

- the type of problem being investigated, 

- the availability of the necessary information (Boučková 2003). 



20 

 

1.3.2 Quantitative and qualitative research 

Quantitative market research deals with interpretation of existing market behaviour 

elements that are of a quantitative nature. In this analysis, mathematical methods are used 

in the selection of certain phenomena by random selection or flat-rate quotas. 

Qualitative market research focuses on phenomena that depend on individual behaviour 

and consumer decision-making and take place in its consciousness. These phenomena 

are, however, much more difficult to understand and inaccurate, because their recognition 

requires good psychological interpretation of customer motivation, thought processes, 

admission processes, and the perception of an advertisement (Boučková 2003). 

1.3.3 The process of marketing research 

The aim of marketing research is to recognize and analyse the problems and needs of a 

given group of customers. Every marketing research is unique because its results are 

influenced by many factors due to its nature and goals. In general, we can divide 

marketing research into the stage of preparation and the stage of implementation itself 

(Kozel 2006). 

 

 

  

Figure 1: The process of marketing research (Kozel 2006) 
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1.3.4 Methods and types of marketing research 

Marketing research uses a variety of methods and techniques to address the problem. 

Basic methods of marketing research designed to collect data are observation, questioning 

and experimentation (Kozel 2006). 

Observation 

The basis of this method is sensory perception of reality when observing the subject. This 

observation can be done with the consciousness of the observed, but there is a risk of 

distortion or unconscious, which is more demanding to perform, without observing the 

situation in which the subject is being monitored. This research can be done in an entirely 

normal situation or even specifically arranged for a specific purpose. This method is very 

demanding for observers in terms of attention and quality interpretation skills to avoid 

distortion and subsequently misleading results (Boučková 2003). 

Experiment 

During the experiment, the behaviour and reactions are observed in pre-engineered 

conditions. At the beginning of the experiment, it is typical to introduce a test element 

(e.g. product material, packaging colour, product smell etc.) and monitor and measure its 

effect on a certain phenomenon or purchasing behaviour (e.g. persuasiveness, interest, 

satisfaction, accessibility). When conducting an experiment, many factors need to be 

considered, that may degrade the quality of the results obtained, such as random events, 

subjective fluctuations of respondents, changes in experiment tools used, or 

inappropriately selected group of respondents. Experiments are divided into two basic 

types, namely laboratory experiments, which are conducted in an artificially created 

environment for specific research purposes or field experiments that take place in real 

conditions and real market situations (Kozel 2006). 
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Survey 

Surveys, inquiries and questionnaires are conducted in order to ask respondents questions 

and then to record and interpret their answers, which is now the most common way of 

marketing research. The choice of the appropriate type of questioning is very important 

and depends on kind and extent of the information needed, the group of respondents and 

their characteristics, the time and the economic possibilities (Kozel 2006). 

Table  1: Types of surveys (Kozel 2006) 

Types of 

surveys 

Advantages (+) Disadvantages (-) 

Personal 

• Easy to process 

• High return on questionnaires 

• Helping reluctant respondents 

• More complex and precise 

questions 

• Flexibility of order of questions 

• Possibility of using aids 

• Obtaining information through 

observation during the process 

 

• High time and financial demands 

• Complicated choices of interviewers 

• Trainer training and checking 

• Risk of distortion of responses 

• Dependence on the willingness of the 

respondent 

Written 

• Financially less   difficult 

• Simple organization and structure 

• Wide range of respondents 

• Plenty of time to think 

• The respondent is not influenced 

by the interviewer  

• Low amount of returns 

• The inquiry effect 

• Need for simple questions 

• Short and brief responses 

• Absence of feedback 

• Inability to clarify questions  

Electronic 

• Cheap and fast 

• Addressable 

• Possibility of using tools 

• Visualization of the problem 

• Plenty of time to answer 

• Connecting to a computer 

• Easy analysis and evaluation 

• credibility 

• Subjectivity 

• Low validity 

 

• Credibility 

• Subjectivity 

• Low validity 
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1.3.5 Questionnaire  

Questionnaires and surveys are nowadays the most common marketing research 

processes, while asking respondents questions and then recording their answers. When 

making a questionnaire, it is most important to focus on its correct composition, which 

corresponds to the objectives of the research. An appropriate questionnaire must meet the 

specific technical requirements that are related to the compilation and formulation of 

specific questions to which the respondent can respond as accurately as possible. 

Secondly, these are psychological requirements, i.e. the creation of convenient conditions 

and circumstances to help the respondent, as well as naturally and without stress, to 

answer the questions without distortion. The overall requirements and principles could be 

summarized in the following four areas (Foret & Stavková 2003). 

1) Overall impression 

The questionnaire must capture respondents’ attention with its graphical adaptation, 

which will be attractive enough to motivate the respondent to be willing to devote time 

to answering queries. The most important is the first page to create the first impression. 

The beginning of the questionnaire should be a brief introduction summarizing the 

meaning of the information provided and the importance of correctness of the answers in 

the questionnaire. The optimal number of questions is about 20 - 50 questions with a time 

to fill about 5 - 20 minutes, depending on the sort of responses and objectives of the 

research. Sequence of questions in the questionnaire is really important, interesting 

questions should be asked first, then more complex and essential questions requiring 

attention. At the end, there should be demographical and low-effort questions (Foret & 

Stavková 2003). 

2) Formulation of questions 

The main principle of the formulation of questions is unambiguousness and clarity. 

Questions that will force the respondent to remember and think for quite a long time and 

wrong formulation of the question is one of the main causes of misunderstanding and 
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inaccurate answers, so there are several principles that can be avoided by these 

inappropriate formulations (Kozel 2006). 

Rules to correct the question: 

- to ask directly and simply, 

- to choose the appropriate vocabulary and language, 

- use univocal words, 

- to ask specifically and briefly, 

- offering comparable answers, 

- remove duplicate, suggestive, misleading and unpleasant questions, 

- eliminate negative and motivational issues, 

- exclude estimates (Foret & Stavková 2003). 

3) Typology of questions 

The basic division of questions is open, closed and semi-open questions, that are a 

combination of two previous types. 

Open questions 

When the open question does not provide the respondent with any variants of answers, 

he can answer completely freely, in his own words. These types of open questions are 

supposed to be structured according to following requirements: 

- freedom of opinion, 

- association - primary association on the concept, 

- free completion of a sentence, short story or picture, 

- completion of the thematic theme (Foret & Stavková 2003). 

Closed 

Closed questions already offer several possible responses from which to choose, it could 

be either multiple choice with one possible answer or check boxes with more possible 

answers. The advantage is the speed and ease of completing the question and the ability 

to direct the respondent in the direction we are interested in. The disadvantage is the need 

to create a range of options that will be adequate, accurate and comprehensible for the 

respondent. Some variations may cause suggestions to the respondent and lead to false 
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and incorrect answers. It is always possible that part of the closed questions will be 

randomly filled and thus questioned their veracity, so the answers to the closed questions 

are taken as less powerful and binding. Often, the option "other" is added to the end of 

the answers offered, allowing the respondent to supplement what he considers important 

and relevant, thus giving rise to a semi-open question (Foret & Stavková 2003). 

4) Manipulation with the questionnaire 

This section deals with the distribution, coordination and return of the questionnaires. 

Most often, the questionnaire is distributed by mail, mail, social media or handed over to 

a personal meeting. Sending the questionnaire is cheaper, but in personal contact we can 

explain some questions and underline the sense and urgency of the research. The return 

of the questionnaires at a personal meeting is much higher, but when responding by mail 

or mail, the respondent has a greater sense of anonymity. The return of questionnaires 

closely depends on the content of the questionnaire and relevance for the respondent 

(Foret & Stavková 2003). 

1.4 Marketing Macro Environment 

Macro environment can be defined as a number of influences, their developmental trends 

and tendencies. These trends need to be closely monitored and analyse in detail to 

determine their impacts on macro-regions that are the basis for appropriate decision for 

future development. Factors affecting all institutions operating in a given period in a 

particular economic system (Boučková 2003). 

1.4.1 STEP analysis 

The main factors of macroeconomic environment for STEP analysis are social, 

technological, economic, and political-legislative factors. Nowadays there are also other 

factors to consider such as natural and ecological that are important for society as a whole. 

Such a wide-ranging macroeconomic analysis can provide the company with a number 
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of attractive opportunities for new business plans or the development of existing business 

(Boučková 2003). 

Social factors 

These factors are further subdivided into demographic and cultural factors. Demography 

deals primarily with the characteristics of the population as a whole. The main indicators 

are therefore the population density, gender, age, education, employment etc. Exploration 

of demographic change and changes in society is very important for marketing, as even 

minor differences, such as changing the age structure or educational level, can have a 

major impact on the choice of an appropriate marketing strategy and forecasting. It is also 

necessary to address cultural factors, especially those that influence the behaviour of 

society (Boučková 2003). 

Technical and technological factors 

In terms of competitiveness, it is often necessary to spend rather big amount of resources 

on research and development. In many industries such as chemistry, pharmacy and 

electronics, these costs are beyond the limits of their financial capabilities and therefore 

imitate successful products or services from large international companies. It is very 

challenging to keep up with the competition with frequent market innovations (Boučková 

2003). 

Economic factors 

The group of economic factors influences mainly the purchasing power of consumers and 

the structure of their expenditures. This purchasing power depends mainly on the income 

of the population, the price level, the amount of savings and the credits provided. 

Furthermore, it is important to monitor changes in income levels among the population 

income groups that have a significant impact on consumer and purchasing behaviour 

(Boučková 2003). 
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Political and legislative factors 

National and international policies have a significant impact on the overall market 

situation and, together with legislation, create conditions for doing business. Legislative 

bodies issue statutory standards that protect businesses, consumers and the interests of 

society (Boučková 2003). 

Natural and environmental factors 

These factors include all kinds of natural resources. They also include efforts to reduce 

unnecessary energy consumption, usage of non-renewable resources and many kinds of 

goods. We must take into account the effects of the pollution of the planet, the possibility 

of natural disasters, the escape from natural resources and the destruction of the natural 

environment, therefore is crucial to support sustainable solutions (Boučková 2003). 

1.5 Marketing Micro Environment 

The micro-environment includes factors that a company can use to a certain extent and 

enable the company to achieve its primary goal of meeting the needs of its clients. Macro-

factors include: business, customers, suppliers, distribution articles and intermediaries 

and competitors (Boučková 2003). 

1.5.1 Market segment analysis 

The aim of the market analysis is to understand and divide a market into segments and 

then to find those that are of some commercial interest and business relevance. Nowadays, 

only a few companies put a single product or service on the markets, but rather offer a 

wider range of options for different customer groups. This method of differentiation uses 

targeted marketing, which consists of following three steps (Kozel 2006). 
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1) Segmentation - Represents market segmentation into certain groups, so-called 

segments that include customers with common features and similar purchasing 

and consumer behaviour (Kozel 2006). 

 

2) Market targeting - Improving the attractiveness of individual segments and 

evaluating the appropriate, based on corporate vision and business goals. When 

targeting, it is necessary to decide whether the company wants to focus only on 

one, more or almost every segment (Kozel 2006) 

 

3) Market positioning - the process of choosing and applying appropriate marketing 

strategies to gain a specific segment and meet marketing goals (Kozel 2006). 

1.5.2 Porter's five forces analysis 

On the market, companies are always surrounded by a competitive environment that 

creates competition among enterprises seeking the same market segment and having a 

similar orientation. The chances of success and the achievement of a certain income 

threshold in a certain sector strongly depends on the intensity of competition Porter's 

analysis of five competing forces that are dependent on each other and influence each 

other. These five competitive forces for the enterprise mean the five types of market 

threats that they must know and reflect in their strategy and future decisions (Kozel 2006). 

Threat of current competition in the industry 

While having a large number of strong and aggressive competitors, the attractiveness of 

the industry or market segment is declining rapidly, because it is very difficult to keep 

pace with other companies (Kozel 2006). 

Threat of New Entry 

The threat comes from companies and organisations that might harm the position of the 

company. If the input and output barriers of a given industry are high, there is a high 

profitability, but in case of failure there is a high risk of costly barriers to output. On the 
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other hand, if the barriers are low, there is less profit, but the company can easily enter 

and exit the certain market sector (Kozel 2006). 

Threat of Substitution 

Substitute products and services are the main competitors, which greatly affect the market 

price and thus reduces the profitability of companies. It is necessary to have an overview 

of current trends and changes in substitute products and services (Kozel 2006). 

Threat of Supplier Power 

The impact of suppliers is considerable, particularly in terms of prices and supply 

deliveries. Suppliers have a high bargaining power if the company is sensitive to the 

products they supply, there are no alternative substitutes, the supply volume is only a 

minor part of the supplier's total turnover or if the change of the supplier is very difficult 

or impossible (Kozel 2006). 

Threat of Buyer Power 

Customers create constant pressure to lower prices and improve the quality of products 

and services on the market. Customers have a large bargaining power, if there are many 

alternative offers (Kozel 2006). 

   

Figure 2: Porter Analysis of Competitive Forces (Source: Personal collection) 
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1.5.3 Marketing Mix 

Marketing mix is a set of marketing tools that the company uses to achieve its marketing 

goals. Although the marketing mix consists of many different activities, scientists and 

economists have tried to find a basic classification that would help to select the right tools 

for the company easily and clearly. Earlier in the 1960s, Professor Jerome McCarthy 

designed the four main components of marketing research, now known as 4P: product, 

price, place, promotion. These basic four components have been expanded in the future 

by another P, for example people and processes (Kotler 2000). 

Product 

The product should reflect a value expression from the customer's point of view. When 

expressing value, it is important to consider not only the product or service itself, but also 

the quality, design, function, service and many other factors. The total value of the 

product determines its market success and the level of customer satisfaction (Kotler 

2000). 

Price 

Price is a factor that generates company revenue, and the determination of the amount 

depends on the current situation, market position and level of differentiation. The change 

of price might have a strong influence on the sales volume and it is important for the 

company to find the ideal ratio of sales volume and the price at which the company 

achieves the highest profit. Creating the value of a product or service plays a crucial role 

in determining the price, at higher value and customer satisfaction it is possible to set a 

higher price that customer is willing to spend (Kotler 2000). 

Place 

This part of the marketing mix includes ways to distribute the product or services to the 

customer. To reach the customer, it is possible to use a variety of communication channels 

and to attract his attention and interest in the given service or product. One way of 
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addressing a client is a business meeting, which can be done by targeted visits to the 

customer or at the company's premises (Kotler 2000). 

Promotion 

Advertising and marketing activities serve to raise awareness of a company, service, 

product or certain ideas while creating a message that should characterize a product or 

service and convince customers to buy it. Sales promotion attracts customers with 

different types of discounts, bonuses, advantages and benefits, which make the customer 

feel satisfied and profitable (Kotler 2000). 

1.5.4 7S Framework 

7S model was created in 1970s by McKinsey & Company, which focuses on company 

management consulting. This model is able to combine all the factors that affect the 

functioning and efficiency of the whole society and also focuses on their interdependence. 

This analytical method belongs to a group of strategic methods for evaluating individual 

aspects of the company, the results of this analysis should lead to future development. 

This model is based on 7 key factors influencing society (McKinsey&Company 2008). 

Structure - overall organizational structure of the company, its layout and management. 

It deals with hierarchies and interconnections of individual employees and parts of the 

company. 

Strategy - ways in which a company achieves its corporate vision and the goals that will 

lead to the development of the company. 

System (Management Systems) - means, processes, and systems that help the company 

drive, lead effective communication, and provide information in an appropriate way. 

Style (Management Style) - types of management approaches to company management 

and problem solving. 
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Staff - all people working in the company, as well as senior executives as well as senior 

management, their job, function, motivation for quality performance, as well as their 

relationships and interactions and behaviour in society. 

Skills - overall skills and abilities of a company's workforce as a working entity, not just 

individual workers. 

Shared values - Basic principles and values that reflect the vision and mission of the 

company to achieve a common goal (McKinsey&Company 2008). 

  

Figure 3: Model 7S (McKinsey&Company 2008) 

1.6 SWOT analysis 

SWOT analysis is a universal analytical tool aimed at evaluating internal and external 

factors affecting the course and success of the company. Internal factors include Strenghts 

& Weaknesses and external factors are Opportunities & Threats (Wordstream 2007). 

 

Internal factors - need to focus on: 

- the structure of the company, 

- marketing, 
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- position on the market, 

- personnel, 

- stability and development of the company, 

- the effectiveness of communication, 

- business financing, 

- relationship and communication with customers (Wordstream 2007). 

 

External factors - need to focus on: 

- demographic influences, 

- economic factors, 

- political and legislative influences, 

- cultural factors, 

- potential competition, 

- sustainability and development of society (Wordstream 2007). 
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2 CURRENT SITUATION ANALYSIS 

This chapter focuses on a detailed analysis of the current situation of the company and its 

main characteristics, including its organizational structure and the functioning of the 

company. An analysis of micro and macro-environments is presented, then based on the 

results SWOT analysis is created. 

2.1 Characteristics of the Medplaya Hotel Bali 

The Hotel Bali is a three-star hotel located on the Costa del Sol, made up of three attached 

buildings that form a modern and welcoming vacation complex ideal for families and 

couples of all ages. It is located at Benalmádena – Costa del Sol, close to Málaga in the 

south of Spain. It is only 250 meters from the beach and close to the famous Puerto 

Marina, the Tivoli amusement park and the ‘La Paloma’ park. The Costa del Sol is 

considered by many to be one of the best tourist locations in Europe due to attractive 

weather conditions and because it boasts more than one hundred fifty kilometres of 

beaches and coves. Although, the hotel is located on a rather steep hill, which presents 

difficulty for wheelchairs and older people (Medplaya 2018).  

 

Figure 4: Medplaya logo (Medplaya 2018) 

 

The hotel has rooms, studios, apartments and studio-apartments. The accommodations 

are all outward-facing with balconies, air conditioning and heating. There are two 

swimming pools for adults with lawn areas, mini pool for children, bar service and large 

terraces with sun-loungers and sunshades. There is also a lawn area and a playground for 

children, large gardens and game room. The buffet-style restaurant offers a wide variety 
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of national and international dishes as well. Free Wi-fi is available around the whole hotel 

complex. There is also a hotel parking of the price 0,42 € per hour (Medplaya 2018). 

 

Entertainment team takes care of daily and night activities and programme for both adults 

and children. There are various leisure areas, such as playground, mini golf, games room, 

where everyday activities take place. In the night-time there are shows and many kinds 

of performance presented on an outdoor stage in the summer and indoor stage during the 

winter-time. The company also has other businesses as part of the group; Two industrial 

laundries, a catering company called Quick Chef and also the management of 3 

restaurants under franchise in Catalunya (Medplaya 2018). 

2.1.1 History and the establishment of the company 

In order to find the origins of MedPlaya it is necessary to go back to 1967. Tourism was 

in its early days aided along by the British Tour Operators. Sky Tours featured the Costa 

Brava as a destination for UK tourists. Three hoteliers formed a hotel group and one of 

the founders of Med Playa, Sr. Narcis Codina Surós, was the financial controller for the 

hotel group, which at that time was called “Cadena de la Simpatia/ The Friendly Hotel 

Chain. Sky Tours as a Tour Operator was sold to Lord Thomson. As the Spanish 

Management of Sky Tours knew Sr Narcis Codina they suggested to him that he should 

set up a hotel group which would have the financial support of Sky Tours.  

In 2017 MedPlaya celebrated 50th anniversary of looking after guests on holiday. With 

more than 8000 hotel beds, and 16 hotels in the chain, MedPlaya grows from strength to 

strength. Nowadays the company also has other businesses as part of the group; Two 

industrial laundries, a catering company called Quick Chef and also the management of 

3 restaurants under franchise in Catalunya. 
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2.2 STEP analysis 

STEP analysis is a useful tool to analyse macro-environment from different perspectives, 

such as social, technological, economic, political, legislative and ecological as well. 

2.2.1 Social factors 

These factors explore the surroundings from the demographic and cultural point of view, 

focus on population characteristics and society development. 

Population 

This statistic shows the total population of Spain from 2007 to 2017. In 2017, the total 

population of Spain was around 46.4 million people. While Spain’s fertility rate has been 

relatively steady over the past decade, its year-over-year population growth has been 

declining continuously at the same time. A very noticeable plunge was observed from 

2008 to 2009, when population growth was almost halved. Reasons for this decline are 

manifold, it is speculated that is was caused by the economic crisis taking place 

simultaneously. The collapse of the job and real estate markets may have led the Spanish 

to postpone having (more) kids or to migrate to other countries to find more stable 

economy (Statista 2018). 

 

Figure 5: Population in Spain (Worldometers 2018) 
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Average age 

Increasing the number of the elderly in the population is a global trend, primarily due to 

a decrease in birth rates, and the prolongation of life expectancy, or the chance of survival 

of the given age. In Spain, the average age of the population has increased by almost 2 

years over the past ten years. The declining proportion of people in economically active 

age is constantly declining, and now every productive citizen has to contribute to nearly 

two retirees. There is a significant north-south division, except for Madrid. The most 

elderly people live mostly in the northeast corner of Portugal and youngest inhabitants 

based on average live in the south close to Gibraltar. The average age difference between 

the south and the north of Spain is usually between 5 – 10 years. Based on a study by the 

Statistical Portal, in 2050 the average age of population in Spain could reach 52 years, 

which might cause a serious social and economic issues related to dependency of the 

retired part of total population. Although, there are many high-quality universities in the 

Spain, with considerable student potential (Statista 2018). 

 

Figure 6: Average age of population in Spain (Statista 2018) 

Unemployment rate  

This statistic shows the unemployment rate in Spain from 2007 to 2017. In 2017, the 

unemployment rate in Spain was 17.4 percent. Today, Spain has the second-highest 
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unemployment rate of all EU states. Unemployment is a worldwide problem but in Spain 

it is higher than in other Western European countries. Unemployment decreased to 8% 

between 2006 and 2007 but then the Spanish economic crisis of 2008 started, and the rate 

quickly rose over 20% in 2010 and 25% in 2013. Unemployment in some regions of Spain 

is slightly less than in others, but it tends to be one of the highest in the European Union. 

It is a serious problem especially in terms of youth unemployment rate, which was above 

50% from 2012 to 2015 and nowadays in 2018 it is around 35% (Tradingeconomics 

2018). 

 

Figure 7: Unemployment rate in Spain (Tradingeconomics 2018) 

2.2.2 Technological factors 

The development of information technologies on a global scale affects all sectors, 

especially for reasons of increasing the productivity and efficiency of the whole 

enterprise. Digitization and the Internet make it easy to communicate, archive, work with 

data, transfer information and finance. It is necessary to keep track of current trends and 

market innovations, so the company can increase its competitiveness, especially when 

creating a website or visuals where powerful hardware and high-quality software is 

needed.  
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2.2.3 Economic factors 

The relatively unstable economic situation and the long-term decline of the Spanish 

economy prevent many companies from emerging and creating a good business 

environment. Economic crisis of 2008 caused that companies have less financial 

resources and they are not able to develop and increase market value (Statista 2018).  

Gross domestic product 

Spain maintains a relatively important role as a member of the European Union as well 

as the World Trade Organization. Economical disasters such as the global financial crisis 

of 2008 and the euro debt crisis left the Spanish economy with long-term barriers. The 

Spanish economy prospers from a low import and high export method which was initially 

implemented after the global financial crisis in order to become more profitable and 

developed. The country’s exports reached pre-crisis levels and saw continuous growth 

over the years, to the point that Spain became one of the world’s top exporters. Despite 

the economic slump due to the crisis, Spain now seems to recover slowly and forecasts 

are rather optimistic (Statista 2018). 

 

Figure 8: GDP growth in Spain (Statista 2018) 
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Inflation 

The line chart below the text shows the inflation rate development in Spain from 2007 to 

2017. Inflation is commonly defined as the level of prices for goods and services in a 

country’s economy over a certain period. Spain and its economy have been severely 

affected by the financial crisis of 2008, when the real estate bubble imploded and caused 

the demand for goods and services to decrease and the unemployment rate in Spain to 

increase dramatically. Even though deflation only occurred for one year in 2009 and the 

price level has been increasing since, Spain’s economy still has a long way to go until full 

recovery (Statista 2018). 

 

Figure 9: Inflation rate in Spain (Statista 2018) 

Political and legislative factors 

Spain is part of the European Union, which brings many opportunities, such as 

international investment, increased cooperation within Europe, free movement of people, 

increasing competition in the labour market and reducing unemployment. European 

grants for development and sustainability can be important source of finance and support 

(Infoempresa 2016). 
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The legal form of the Medplaya company is a joint-stock company, responsible for 

violating its obligations with its entire property. The shareholder is not liable for the 

company's liabilities. The advantage of a joint-stock company is above all greater prestige 

in terms of business partnership and public relations, which might be beneficial and help 

the company in case of negotiations and tenders. This is mainly due to the higher share 

capital of the company and another significant advantage is that the company guarantees 

its liabilities only by its own property, so there is no risk of liability for its private assets. 

On the other hand, there are disadvantages of a joint stock company such as higher costs 

and expenses of establishment. There is also the obligation to occupy statutory bodies, 

which requires more engaged persons for positions in the Board of Directors and the 

Supervisory Board (Infoempresa 2016).  

Natural and environmental factors 

The environmental legislation of the European Union also has significant effects on its 

member states. EU environmental legislation addresses issues such as acid rain, thinning 

of the ozone layer, air quality, noise pollution, waste and water pollution as well as 

sustainable energy. There are more than 500 EU environmental laws, and regulations 

(European Commission 2017). 

Environmental policy of Medplaya Company has a principal objective, which is to define 

the actions of Medplaya hotel establishments, with the aim of improving the environment 

and support sustainability, as follows: 

 

1) Ensure an efficient use of our installations and team, by actively working towards the 

objective of reducing water and energy consumption, and also CO2 emissions. 

2) Achieve a reduction in the generation of waste by following a series of ecological 

initiatives relating to waste reduction. 

3) Encourage recycling by promoting selective collection of waste. 

4) Develop a purchasing policy which specifies the objectives and needs coherent with 

environmental sustainability. 

5) Conserve the biodiversity of our environment by participating in different activities. 

6) Optimise the use of chemical products. 
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7) Contribute to the development of our community by hiring local suppliers and 

distributors. 

8) Actively participate in environmental and social projects which take place in our 

destinations by either actively taking part or by financial donations (Medplaya 2015). 

 

Table 1: STEP analysis summary (Source: Personal collection) 

STEP analysis summary 

Factor Opportunities Value Threats  Value 

Social University student potential 

Potential of a lower average age 

in the South of Spain 

5 

3 

High unemployment rate 

Economic migration 

Aging population 

8 

6 

5 

Technological IT innovations and development 5 Innovation trends and needs 6 

Economic Rising GDP Growth of Spain 

Increasing popularity of tourism 

in Spain 

7 

7 

 

Consequences of financial crisis 

of 2008 

Job and real estate market 

instability 

8 
 

7 

Political and 

legislative 

International collaboration  

EU member advantages 

7 

6 

Change of a significant law  

EU disintegration 

6 

5 

Environmental Environmental sustainability 

programme 

6 European Union environmental 

legislation 

4 

Value indicates the importance for a given section. Value 1 is the least important and 10 is the most 

important. 
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2.3 Market segment analysis 

The purpose of market segment analysis is to divide the market into segments or groups 

containing individuals with similar characteristics and behaviour. In the case of Medplaya 

Hotel Bali it should be focused mainly on tourism and accommodation. 

2.3.1 Travel and tourism 

Spain is an established market in the global travel industry and ranks as one of the world’s 

leading travel destinations. In 2016, international tourism expenditure valued 58.9 billion 

euros and with figures predicted to rise in upcoming years. Travel and tourism are 

important activities for the Spanish economy as they have a major impact on the country’s 

economic growth and employment.  

The country is split into 17 autonomous communities, of which Catalonia is the most 

visited by international tourists, followed by the Canary Islands and the Balearic Islands. 

Tourists are drawn to the country’s Mediterranean coastal resorts and islands for holiday 

and vacation travel, as well as the city break destinations of Barcelona and Madrid. 

Majority of tourists visiting Spain come from the United Kingdom, France and Germany. 

In terms of national tourism, the number of Spanish travellers within the country is rather 

high, with considerably more domestic trips taken than outbound trips. One of the main 

destinations for residents in Spain is Andalusia, while popular outbound destinations 

include France, Portugal and Italy (Statista 2018). 

Number of arrivals in tourist accommodation 

This statistic shows the number of tourist arrivals at accommodation establishments in 

Spain from 2006 to 2016. In 2014 there were over 107 million arrivals at accommodation 

establishments in Spain. In 2016, the number of arrivals amounted to approximately 123.5 

million (Statista 2018). 
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Figure 10: Number of arrivals in tourist accommodation (Statista 2018) 

2.3.2 Tourist accommodation  

The quality of Spanish accommodation is usually internationally renowned. There are 

hotels classified by a system of one to five stars with five-star hotels being the maximum 

category, as well as hotels designated Grand Luxe. The category is determined by the 

characteristics of the rooms, facilities, comfort and services offered. The prices may vary 

according to the category of the hotel and the season. In case of travelling with the whole 

family, there is wide choice of hotels designed to serve as genuine holiday complexes, as 

they offer a range of facilities for children as well. Many hotels are specialised in terms 

of business meetings, senior citizens or even focused on gays and lesbians (Spain.info 

2017). 

Hotels and similar accommodation 

This line chart shows the number of hotels and similar accommodation in Spain from 

2007 to 2017. In 2017 there were only about 17.8 thousand hotels in Spain, since then the 

figures gradually have been increasing every following years. In 2017, the number of 

hotels raised over 19.64 thousand of hotels (Statista 2018). 
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Figure 11: Number of hotels in Spain (Statista 2018) 

2.3.3 Target group 

Medplaya Company focuses on many kinds of customers, because of variety of hotels to 

satisfy specific needs the clients. Medplaya Hotel Bali is a vacation complex ideal for 

families and couples of all ages. It is ideal hotel for travellers seeking entertainment, 

therefore the hotel is located in Benalmádena Coast close to many facilities, such as 

famous Puerto Marina, Tivoli amusement park and the ‘La Paloma’ park. Majority of 

clients come from Spain and Great Britain, description of typical customer shown below. 

Table 2: Typical Customer of Medplaya Hotel Bali (Source: Personal Collection) 

Typical Customer of Medplaya Hotel Bali 

Type of breakdown Characteristics 

Demographic 
1) Working person 30 - 45 years old with family 

2) Retired person 60 – 70 years old with a partner 

Geographic Spanish or British origin 

Sociopsychological Positive and easy-going person with the sense of humour 

Behavioural 
Guest with passion for active as well as passive entertainment with 

preference of variety of hotel facilities 
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2.4 Porter's five forces analysis 

Porter's model analyses the competition from the point of view of the five competing 

forces that influence the company. These competing forces are discussed in detail below. 

2.4.1 Threat of current competition in the industry 

There are really many hotels and accommodations in Benalmádena Coast in Spain. The 

threat of competition in the industry is relatively high, due to the large number of 

competitors and the wide range of services offered. It is necessary consider competition 

in Torremolinos, which is the closest city located 4 km from Benalmádena on the same 

coast. The main competitors considered are the following companies and corporations. 

Palmasol - Benamádena 

Hotel Palmasol is located only 250 m away from the beach facing Puerto Marina, which 

is considered as the main advantage. Additionally, it is surrounded by beautiful gardens, 

outdoor swimming pool and sun terrace. When not relaxing by the pool, guests can get 

involved with the sports activities and games organised by the hotel staff. Due to excellent 

location and attractive facilities the price is set relatively high, considering it is only 3-

star hotel. 

Palia La Roca – Benamádena  

This property is located only 2 minutes from the beach. The hotel is very spacious, with 

many open-air areas and there are 2 outdoor swimming pools, 1 for children and 1 for 

adults. Openness on the hotel terraces brings a wonderful views and sceneries. The 

Torrequebrada golf course is also nearby, which might be decisive factor for customer 

with interest in golf.  
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Hotel San Fermín – Benalmádena 

This property is 5 minutes’ walk from the beach, right next to the Medplaya Hotel Bali. 

San Fermín is set in large gardens, it offers an outdoor pool as well as a tennis court. 

There is a rich entertainment programme, including professional shows and live music. 

The hotel extensive gardens and well maintained outdoor areas make it an ideal choice 

for relaxing during the day and the Miniclub will keep the children entertained as well. 

Nicely appointed rooms with an extensive range of facilities make the San Fermín in a 

great choice when it comes to quality and price. 

Parasol Garden - Torremolinos 

Parasol Garden is only 50 m from Playamar Beach, in Torremolinos. It offers an outdoor 

hydromassage and swimming pools. The Parasol Garden’s bright rooms overlook the 

swimming pool, sea or mountains. The Parasol’s restaurant serves buffet meals with show 

cooking. Each room has tiled floors and high-quality wooden furniture. The hotel also 

offers variety of entertainment such as daytime activities, including archery and beach 

sports. 

Royal Costa – Torremolinos 

This hotel is situated 9 minutes’ walk from the beach, so it convenient for customers 

preferring calm and peaceful atmosphere set in tropical gardens with opportunity to 

admire mountains or sea views from a private balcony. Relaxation in the shade of the 

palm trees and in the pleasant surroundings of the Royal Costa's exotic gardens. It is ideal 

for a quiet reading or afternoon siesta. 

 

La Barracuda – Torremolinos 

Hotel is very well located, situated on the beach, close to commercial centre with major 

points of interest such as leisure and amusement park, water attractions, thematic parks, 



48 

 

delphinium, shopping area, bars, clubs and restaurants. The Barracuda Hotel has a large 

garden, tennis courts as well as table tennis, therefore it is attractive for active travellers. 

2.4.2 Threat of New Entry 

The threat comes from companies striving for entering the market segment and offer 

recreational or accommodation services. In this case the input and output barriers of the 

industry are high, but there is a high profitability. Benalmádena Coast is already almost 

fully occupied in terms of land, so it is not expected to build many new hotels nearby. 

Although, there is a threat of reconstruction or refurbishment of older hotels or other kinds 

or premises, which might become competitors. 

2.4.3 Threat of Substitution 

Substitute service of accommodation in a hostel could be suitable for a certain type of 

customers, which do not need any sort of facilities or entertainment. Hostels could 

become a real threat if the programme and advanced features of staying in Medplaya 

Hotel Bali would not be needed and wanted from the customers’ perspective. Although, 

close cheap accommodation could be provided to employees to save their time and travel 

expenses. 

2.4.4 Threat of Supplier Power 

The impact of suppliers is considerable, because there is dependency on supplies of 

material like bedding, decorations, cleaning tools, dinning equipment, uniforms, etc. Then 

there is another considerable supplier of food, responsible for quality and delivery of food 

and drinks on time.  

2.4.5 Threat of Buyer Power 

There is a significant danger from a buyer’s power perspective, because customers of 

Medplaya Hotel Bali have a wide range of accommodation options and travel 
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destinations. Therefore, customers create constant pressure to lower prices and improve 

the quality compared to the competition and based on a market segment standard of 

service offered. There is a significant difference in price sensibility, when customers are 

willing to pay almost twice as much for their holiday during the summer compared to 

winter. Loyalty is facilitated by offering a membership with bonuses and discount, 

however it tool is not very efficient. There is significant difference in terms of price 

sensibility, which is higher in the winter compared to summer season. 

 

Table 3: Porter's five forces analysis summary (Source: Personal collection) 

Porter's five forces analysis summary 

Factor Opportunities Value Threats  Value 

Current 

competition in 

the industry 

Family-oriented hotel potential 

Transport to commercial centre 

Partner with Spa services 

Cooperation with tennis or golf 

centre 

6 

4 

4 

3 

High local competition of large 

number of hotels and similar 

kinds of accommodation 

Seasonal effect complications 

Extra hotel features and 

facilities of competitors 

8 

 

7 

6 

New Entry Business partnership 4 Real estate reconstructions and 

refurbishment 

5 

Substitution Accommodation for employees 6 Low-cost travellers preference 4 

Supplier 

Power 

International suppliers 4 Dependency on material, 

energy and equipment supplies 

7 

Buyer Power Advantages of the seasonal 

effect 

6 Wide range of accommodation 

options and possibilities 

High price sensibility in the 

winter season 

8 

 

6 

Value indicates the importance for a given section. Value 1 is the least important and 10 is the most 

important. 
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2.5 Marketing Mix 

Product 

The real value of the service offered can be defined as high-quality, pleasant and 

unforgettable stay, which should completely satisfy specific customer needs. There is not 

only a core product in sense of accommodation, moreover there is also joy, happiness and 

fulfilment related to experience of staying in Medplaya Hotel Bali. Moreover, there is 

constant pressure to increase service quality and level of satisfaction. 

Price 

Talking of pricing, there is a significant impact of seasonal effect. The price of staying in 

Medplaya Hotel Bali during the summer season could be even twice as high as the price 

in the winter-time. Therefore, it is important to set the prices high enough in during 

summer, when the hotel is expected to be fully booked. On the other hand, in the winter 

time the demand for accommodation is much lower and customers are more price-

sensible. The hotel need to adjust costs without harming the quality of our service, so that 

the guests get the very best value for money. 

Place 

Distribution of the service offered is mainly conducted by hotel booking sites such as 

Booking.com and Tripadvisor.com, which provide hotel comparisons and evaluations as 

well. Secondly, reservation and payment can be done by Medplaya.com web site, with 

discount and advanced features for members. Another way of distribution is via 

IMSERSO, which is the Institute for the Elderly and Social Services. It is one of the Social 

Security Management Entities of Spain. This organisation provide a financial support to 

retirees regarding accommodation in a range of selected hotels. Medplaya Hotel Bali 

location is on a steep hill, which might cause difficulty for the elderly.  
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Promotion 

Marketing activities of Medplaya Hotel Bali serve to increase awareness of the company 

and present the service offered consequently convince customers to buy it, appreciate the 

stay and feel satisfied with a new experience. Besides offline marketing in the hotel, there 

intensive promotion on the Medplaya websites, but there is need to improve promotion 

via social media, such as Facebook, Instagram and YouTube.  

Table 4: Marketing Mix analysis summary (Source: Personal collection) 

Marketing Mix analysis summary 

Factor Strengths  Value Weaknesses  Value 

Product Quality-oriented services 

Individual approach to the guest 

Long-term customer 

relationship  

8 

7 

6 

Variety of guests with specific 

needs and characteristics 

Permanent need for improvement 

8 

 

6 

Price Great value for money 7 Seasonal price sensibility 7 

Place Cooperation with IMSERSO 

Use of hotel booking sites 

6 

5 

Hotel location on a steep hill 

Dependency on TripAdvisor 

9 

5 

Promotion Medplaya website promotion 5 Social media promotion 7 

Value indicates the importance for a given section. Value 1 is the least important and 10 is the most 

important. 

  



52 

 

2.6 7S Framework 

Structure 

Overall organisational structure of the company is based on hierarchies and 

interconnections of individual employees. Despite the hierarchical levels and positions, 

working environment is friendly and interactive. Being a part of Medplaya Hotel Group 

delivers many advantages, such as financial support, common promotion, service 

differentiation etc. 

Strategy  

Overall strategy of Medplaya Hotel Bali is driven by quality in terms of providing 

comfortable, modern, well-equipped rooms with all the necessary supporting services, 

including varied nutritious food, family and friendly orientated approach. Quality for 

Medplaya company also means making the guests feel welcome with a genuinely friendly 

service. There are many ways Medplaya Hotel Bali can achieve its corporate goals, such 

as cooperation with more profitable travel agencies. Although, it is rather difficult to set 

appropriate corporate strategy among all Medplaya hotels. 

System  

Management systems and communication processes are mainly don by sending emails 

and personal meetings. There are also regular meetings for sharing important information 

and announcements. Unfortunately, there is lack of a regular and appropriate feedback 

among the staff. 

Style 

Management style depends on specific needs of a certain company department. There are 

many approaches company management can solve problems, but always with need to 

consider related circumstances and consequences. There are many managerial styles 

across the Medplaya hotels and department, which might lead to misunderstanding. 
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Staff 

Personnel of Medplaya Hotel Bali is mostly very satisfied with their work, which is 

reflected in quality performance as well. Their relationships are pleasant and open-

minded. There is strong interaction among all company levels, thanks to good working 

environment. Although, there are many nationalities with different cultural background 

and habits, which might cause communication difficulties. 

Skills 

Medplaya Hotel Bali workforce is pleased because of convenient working conditions, so 

they are willing to deliver higher quality and create value added. Efficient communication 

and high motivation among employees is very beneficial and profitable. On the other 

hand, there is lack of knowledge of spoken English, among many Spanish employees. 

Shared values  

Main shared value is to provide all customers, suppliers and staff with services, products 

and experiences in our hotels and respecting the responsibility to the environment and 

showing initiative. Development of sustainability of company business as well as natural 

environment are two main corporate objectives. 

Table 5: 7S Framework analysis summary (Source: Personal collection) 

7S Framework analysis summary 

Factor Strengths  Value Weaknesses  Value 

Structure Part of Medplaya Hotel Group 7 Many hierarchical levels 5 

Strategy Complex and quality-oriented 

strategy considering specific needs 

6 Difficulty to set appropriate 

corporate strategy among all 

Medplaya hotels 

4 

System Efficient and fast communication 5 Lack of regular and appropriate 

feedback 

6 
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Style Adaptive and flexible according to 

current need and situation 

5 Misunderstanding due to variety 

of managerial styles 

4 

Staff Professional and friendly personnel 7 Multi-national team 

communication 

4 

Skills Efficient communication skills and 

high motivation  

6 Relatively low level of spoken 

English among Spanish staff 

5 

Shared 

values 

Sustainability and environmental 

protection initiatives 

4 Difficulty to spread the 

importance of shared value 

6 

Value indicates the importance for a given section. Value 1 is the least important and 10 is the most 

important. 

2.7 Customer satisfaction research 

Customer satisfaction research analyse current situation in the hotel and satisfaction of 

the guest. Its results serve to raise customer satisfaction and develop marketing strategy. 

2.7.1 Research objectives 

This chapter deals with the objectives of the research work and the determination of the 

hypotheses. 

The central research question 

What factors affect customer satisfaction of the guests in the age of 18 - 70 during their 

stay at Medplaya Hotel Bali, Benalmádena in Spain in the winter season 2017 – 2018? 

Major Research Objectives 

1) Discover what factors affect customer satisfaction at Medplaya Hotel Bali 

2) Analysis customer needs and preferences at Medplaya Hotel Bali 
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3) Create suggestions and recommendations to develop a marketing strategy leading 

to the development of the company's services and increase the customer 

satisfaction at Medplaya Hotel Bali 

Hypotheses 

1) Spanish guests are significantly more satisfied their stay at Medplaya Hotel Bali 

compared to English guests 

2) Majority of respondents are willing to spend less than 400 € for a week of holiday 

in a hotel of their choice 

3) Character A (Guest origin) and B (Purpose of stay) are dependent on each other 

2.7.2 Introductory information for respondents 

Hello, my name is Martin Rehuš and I would like to know how much you are satisfied 

with your stay at Medplaya Hotel Bali. This questionnaire is part of my diploma thesis 

and your responses and comments will help to improve services offered and develop 

marketing strategy. This questionnaire is for Medplaya Hotel Bali guests only. 

2.7.3 Preliminary test and revision 

A preliminary test of the questionnaires was conducted with 5 hotel guests, based on the 

discussion and their feedback, the questionnaire was edited for better understanding and 

orientation. 

2.7.4 Collection of information 

The research was conducted by personal meeting with hotel guests during their stay at 

Medplaya Hotel Bali. Recording the results was managed via electronic form of Google 

Docs web application. This method of survey is suitable for processing a large sample of 

people, thanks to Google Docs data analysis summaries and statistics. Data were collected 

in term from 3 October to 12 November 2017. 
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2.7.5 Research results analysis 

Detailed analysis of research results is presented, including statistics, comparisons and 

results evaluation. There is the abbreviation MHB – Medplaya Hotel Bali used in 

following sections.

Question 1: How did you hear about Medplaya Hotel Bali ? 

More than the third of respondents are Spanish guests with stay provided by IMSERSO 

– Senior Institute of Spain, which is subsidised by the government by 40 – 70% of the 

price of staying at MHB. Secondly 23% of respondents using travel agencies, mostly TUI, 

Anglo-German travel company. Moreover, there is 16% of hearing about MHB from 

recommendation and 12% have found it on the Medplaya websites. Unfortunately, there 

is no respondent noticing of MHB from any kind of social network, which should be 

seriously considered. 

 

Figure 12: Primary source of information about Medplaya Hotel Bali (Source: Personal Collection) 
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Question 2: What is the purpose of your stay at Medplaya Hotel Bali ? 

Half of the respondents staying at MHB for active holiday, on the other hand 46% prefer 

relaxing holiday and only 4% staying at MHB for business purposes. Therefore, it is 

necessary to create hotel programme to satisfy needs both groups and combine passive 

and active approach. 

 

Figure 13: Purpose of stay at Medplaya Hotel Bali (Source: Personal Collection) 

Question 3: Who are you travelling with ? 

Majority of almost 63% of respondents are travelling with a partner, almost one third is 

travelling single and the rest are on holiday with their friends, family and kids. There is 

significant difference, in winter season there are many couples and during summer it is 

expected to have more families, when the parents and kids have more days off. 

 

Figure 14: Guests’ company (Source: Personal Collection) 
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Question 4 & 5:  

What level of quality were you expecting from Hotel Bali before arrival ? 

How would you rate the level of quality at Hotel Bali now ? 

Comparison of expected quality average score is 7.33 and perceived quality score of 8.10 

shows a significant difference, which indicates majority of customers perceive the hotel 

quality even better than they expected before arrival, which can have strong influence on 

level of their satisfaction. Average quality at number 5 was expected from 13% of 

respondents, but only 2% perceived while staying at the hotel. On the other hand, there is 

only 6% who expected the highest quality at number 10, but even 21% of respondents 

perceived MHB of very high quality. 

 

Figure 15: Comparison of expected and perceived quality (Source: Personal Collection) 
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Question 6 – 14: How much are you satisfied with following hotel aspects ? 

Question 6: Reception - satisfaction 

The average score is 8.65, which is third largest among the hotel aspects. There are only 

14.6% of respondents satisfies on average at value 6 and 7. The rest of 85.4% of 

respondents are highly satisfied with MHB reception. 

 

Figure 16: Reception - satisfaction (Source: Personal Collection) 

Comment and mentions related to satisfaction with the hotel reception were mostly 

positive. 14 respondents mentioned friendly and positive hotel staff, 12 appreciated quick 

and easy problem solving and 7 fast service. On the other hand, there are complications 

in hotel orientation and guests need hotel map with facilities and services. 

 

Table 6: Reception - mentions (Source: Personal Collection) 

Mentions and comments - Reception 

Positive Nº Negative Nº 

Friendly and helpful staff 

Quick and easy problem solving 

Fast service 

14 

12 

7 

Lack of hotel map with facilities 

Confusing hotel orientation 

Booking.com reservation issue 

8 

3 

1 
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Question 7: Accommodation - satisfaction 

The average score is 7.94, which is rather low compared to other hotel sections. About 

10% responded with average value 5, which is neutral option, so their needs for 

accommodation could be better satisfied. Then almost 85% were very satisfied, rating 

values from 7 – 10, each with 16 – 25%. 

 

Figure 17: Accommodation - satisfaction (Source: Personal Collection) 

Talking of accommodation, there is customer need for a fridge in the room commented 

and shower stalls instead of a bath tub. 2 guests also mentioned uncomfortable beds and 

lack of pillows. In contrast, 6 guest appreciated clean and tidy rooms and 3 mentioned 

the beautiful view. 

 

Table 7: Accommodation - mentions (Source: Personal Collection) 

Mentions and comments - Accommodation 

Positive Nº Negative Nº 

Clean and tidy 

Beautiful view 

 

6 

3 

 

Fridge in the room is needed 

Shower stalls instead of a bath tub 

More pillows needed 

More English TV Channels needed 

Uncomfortable bed 

8 

5 

4 

2 

2 
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Question 8: Restaurant - satisfaction 

The average score is 7.88, which is below average of other sections. In case of restaurant 

27% guests expressed their satisfaction at average levels from 4 – 6, which can be 

explained by high requirements regarding food habits and menu options. Although, more 

than 63% of respondents were highly satisfied at values from 8 – 10. 

 

Figure 18: Restaurant - satisfaction (Source: Personal Collection) 

Customers mostly commented on cold food served and low quality of breakfast, 

especially in case of English breakfast. Other mentions were related to expansive bottle 

of water and content of daily menus. On the other hand, guest praised good quality food.  

 

Table 8: Restaurant - mentions (Source: Personal Collection) 

Mentions and comments - Restaurant 

Positive Nº Negative Nº 

Good and high-quality food 

Great value for money 

Amazing gluten-free cakes 

6 

2 

1 

Cold food 

Low quality breakfast 

Expensive bottle of water 

Lack of vegetable and food for kids 

Repetitive cuisine 

Poor sauces 

10 

7 

4 

3 

2 

2 
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Question 9: Main bar - satisfaction 

The average score is 8.02, which is below average of other sections. Satisfaction with 

main hotel bar was rated at worst level 1 and level 4 in case of 2.1% of respondents. Then 

majority of guest of 73% were on the high satisfaction levels 8 – 10 . 

 

Figure 19: Main bar - satisfaction (Source: Personal Collection) 

Positive comments were related to friendly bar staff 9 times, then 6 mentions about quick 

and good service as well as reasonable prices. On the other hand, negative comments 

were associated 7 times with high price of bottle of water in the hotel. Moreover, guests 

lack the wider choice of beer, good quality wine and English tea.  

 

Table 9: Restaurant - mentions (Source: Personal Collection) 

Mentions and comments – Main bar 

Positive Nº Negative Nº 

Friendly staff 

Good and quick service 

Reasonable prices 

Staff remember your drink 

Good Spanish brandy 

 

9 

6 

6 

3 

2 

 

Expensive bottle of water 

More kinds of beer needed 

Good-quality English tea missing 

Low quality of wine 

Poor self-service coffee  

Cider would be appreciated 

7 

4 

3 

3 

2 

1 
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Question 10: Services offered - satisfaction 

The average score is 8.35, which is close to section average value of 8.45. Satisfaction 

with services offered was rated only at values 6 – 10, which indicated high satisfaction in 

all cases. About a third of respondents rated value 8 and the same amount value 9 as well. 

 

Figure 20: Services offered - satisfaction (Source: Personal Collection) 

The biggest number of 12 comments was related to poor ticket ordering system of drinks 

in case of all-inclusive stay. Another considerable comment, that hotel map is needed for 

better orientation, mentioned 10 times. Moreover, customers would appreciate Spa 

services or heated swimming pool, especially during the winter season. In contrast, hotel 

guests praise all-inclusive option and nice swimming pools.  

 

Table 10: Services offered - mentions (Source: Personal Collection) 

Mentions and comments – Services offered 

Positive Nº Negative Nº 

All-inclusive preference 

Nice swimming pools 

6 

4 

Poor ticket ordering system 

Hotel map is needed 

Spa services or heated swimming 

pool would be appreciated 

Wi-Fi connection issue 

Lack of mini-library  

12 

10 

7 

 

4 

2 
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Question 11: Entertainment - satisfaction 

The average score is 9.25, which is the highest among all other sections. Hotel guests are 

highly satisfied with entire hotel entertainment the most in about 67% and 14% rated 

satisfaction with entertainment at the value 9. Only about 2% of guests found it average. 

 

Figure 21: Entertainment - satisfaction (Source: Personal Collection) 

Comments are mostly positive praising 16 times quality of entertainment team as well as 

13 mentions related to brilliant night show, furthermore guest appreciate line-dancing 

classes and mini-disco for kids. On the other hand, guest complained 14 times about one 

culture-oriented programme, instead of international approach. Moreover, guests 

commented 13 times on need to update the indoor stage. 

 

Table 11: Entertainment - mentions (Source: Personal Collection) 

Mentions and comments – Entertainment 

Positive Nº Negative Nº 

Amazing entertainment team 

Brilliant night shows 

Great line-dancing classes 

Nice Mini-disco for kids 

16 

13 

8 

4 

Spanish/English-oriented programme 

Indoor stage needs update 

Spanish classes are missing 

Lack of interactive games 

Low-quality singing performance 

More Bingo and quizzes needed  

14 

13 

4 

4 

3 

3 
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Question 12: Staff - satisfaction 

The average score is 9.21, which is very above the average section score of 8.45, which 

indicated considerably high level of satisfaction with hotel employees and their service. 

Half of the guests chose the highest vale of 10, to express their full satisfaction with staff. 

 

Figure 22: Staff - satisfaction (Source: Personal Collection) 

Talking of hotel staff, 12 respondents mentioned helpful and friendly employees and 8 

commented on brilliant and efficient. Other 3 guests found bar staff joyful and funny. On 

the other hand, there were also negative comment regarding angry and arrogant bar staff 

in 4 cases. 

Table 12: Staff - mentions (Source: Personal collection) 

Mentions and comments – Staff 

Positive Nº Negative Nº 

Helpful and friendly staff 

Brilliant and efficient work 

Funny bar staff 

Hard-working cleaning ladies  

12 

8 

3 

2 

Angry and arrogant bar staff 4 
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Question 13: Hotel atmosphere and environment - satisfaction 

The average score is 8.29, with the highest number at value 8 of 31.3% of respondents. 

There are also 22.9% respondents, which are highly satisfied at value 10.  

 

Figure 23: Hotel atmosphere and environment - satisfaction (Source: Personal Collection) 

There is significant number of 15 comments related to need for update of the indoor stage 

of the hotel, which is placed in the older part of hotel.13 considerable comments are again 

about uphill problem of the hotel.  8 comments regarding refurbishment of the inside 

sitting zone. 4 guests mentioned too strong air conditioning, especially during the show 

time. On the other hand, there are 13 positive comments on quiet and peaceful hotel 

environment and 8 mentions related to comfortable and cosy environment.  

 

Table 13: Hotel atmosphere and environment - mentions (Source: Personal Collection) 

Mentions and comments – Hotel atmosphere and environment 

Positive Nº Negative Nº 

Quiet and peaceful place 

Comfortable and cosy environment 

Amazing hotel surroundings 

13 

8 

4 

Indoor stage needs update 

Uphill hotel location problem 

Refurbishment of the sitting zone 

Spa services or heated swimming 

pool are missing 

Too strong air conditioning  

Obsolete and unpleasant entrance 

15 

13 

8 

6 

 

4 

2 
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Question 14: Medplaya Hotel Bali - satisfaction 

The average score is 8.60, which is very close and slightly above the section average 

value 8.45, which indicates that hotel guests are very satisfied with their stay at MHB in 

general. There is majority of 86% of guest which are satisfied at levels from 8 – 10 and 

only 12.5% are at levels slightly above the average from 6 – 7. 

 

Figure 24: Medplaya Hotel Bali - general satisfaction (Source: Personal Collection) 

Hypothesis 1: Spanish guests are significantly more satisfied their stay at Medplaya 

Hotel Bali compared to English guests – Rejected 

There is only slight insignificant  difference of 0.07 units between the satisfaction levels 

of Spanish guests – 8.63 and English guests – 8.70. Although, to consider there are only 

16.7% of Spanish gusts completely highly satisfied at level 10 compared to 33.3% of 

English guests. 
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Comparison of the research results and internal secondary data analysis 

Satisfaction section levels were very similar in both case,  in terms of hotel entertainment 

and reception gests were satisfied on the highest levels. In contrast, satisfaction with 

accommodation and restaurant is in both cases the low, compared to other sections. There 

is a considerable decrease of satisfaction in October 2017, probably because of the shift 

to winter season and less outdoor activities. 

 

Figure 25: Summary of customer satisfaction with aspects of MHB (Source: Personal collection) 

 

Figure 26: Summary of customer satisfaction development in 2017 at MHB (Source: MHB internal data) 
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Question 15: Please rank these parameters according to the importance for your 

holiday at Medplaya Hotel Bali ? 

The most important aspect for guest staying at MHB is the quality and range of hotel 

Services offered with 64.58/100 points, for example All-inclusive programme, swimming 

pools and free Wi-Fi. Secondary, there is importance of high-quality Food & Drinks as 

well as service related with score of 63.54 points. At the middle level of importance, there 

is Accommodation and Entertainment both about 59 points. Parameter of Location got 

54.51 points. The least important of these parameters is Atmosphere & Location at 49.31. 

 

Figure 27: Overall summary of importance of parameters - satisfaction (Source: Personal Collection) 

Explanation: 

Value 1 - the most important, value 6 - the least important. Value 1 is counted as 6 points and 

value is 6 by one point. The number of points achieved in the individual parameters is then 

expressed in a relative number of importance for the customer. 

Services offered – hotel services such as Wi-Fi, All-inclusive, facilities, Mini-club etc. 

Food & Drinks – overall bar and restaurant services and personnel  

Accommodation – facilities and characteristics of the room and cleaning service  

Entertainment – daily activities and possibilities as well as night programme and shows 

Location – hotel location and its geographical characteristics 

Atmosphere & Environment – personal feeling about hotel environment as well as considering 

social aspect company of other guests 
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Detailed summary of results of each parameter from previous question 

Value 1 = most important, 6 = least important for a stay at Medplaya Hotel Bali 
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Question 16: How much would you be willing to spend for a week of holiday in a 

hotel of your choice ? 

In total there are only 4.2% of respondents are willing to spend less than 200 €, then 

31.3% up to 300 € and 35.4% up to 400 € for a week of holiday in a hotel of their choice. 

There is almost one third 29.3% of respondents willing to spend more than 400 €, 

specifically 12.5% up to 500 € and 4.2% up to 600 and about 12.6 more than 600 €.  

Hypothesis 2:  

Majority of respondents are willing to spend less than 400 € for a week of holiday in a 

hotel of their choice – Accepted 

There is majority of 70.9% of customer willing to spend 400 € for a week of holiday in a 

hotel of their choice, which is strongly influenced by lower prices in the winter season. 

Although, it has to be considered that still 29.3% of respondents are willing to spend more 

than 400 €. 

 

Figure 28: Willingness to pay (Source: Personal Collection) 
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Question 17: Where do you come from ? 

MHB guest participating in the research are mostly from Spain (46%) and United 

Kingdom (42%). then the Netherlands (6%), Czech Republic (4%) and France (2%). 

 

Figure 29: Origin of respondents (Source: Personal Collection) 

Question 18: How old are you ? 

There are 43.8% of respondents at the age 60 or more, which is related to winter season, 

when there are mostly older guests at MHB. Then, there are 22.9% at the age 50 – 60, 

14.6% of age 41 – 50, 6.3% of the age 31 – 40 and 12.5% of guest at the age 18 – 30. 

 

Figure 30: Age of respondents (Source: Personal Collection)  
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Hypothesis 3: Character A (Guest origin) and B (Purpose of stay) are dependent on each 

other - Accepted 

Calculations of the independence test of two qualitative characters 

Character A: Purpose of stay – Active / Passive   

Character B: Guest origin – Spanish / English 

Reliability factor: 0.95 

Table 14: Frequency Pivot Table (Source: Personal collection) 

 B1 

(Spanish) 

B2 

(English) 

Marginal 

frequency 

A1 (Active holiday) 23 13 36 

A2 (Passive holiday) 13 21 34 

Marginal frequency 36 34 70 

 

 

Table 15: Relative Frequency Pivot Table (Source: Personal collection) 

 

 

 

B1 

(Spanish) 

B2 

(English) 

Marginal 

relative 

frequency 

A1 (Active holiday) 32.9% 18.6% 51.4% 

A2 (Passive holiday) 18.6% 30.0% 48.6% 

Marginal relative 

frequency 
51.4% 48.6% 100,0% 

 

Result of test of independence of characters A and B 

Hypothesis: Characters A and B are dependent on each other 

Test Criteria Value = 4.601 

Critical value = 3,841 

Cramer's contingency coefficient = 0.257 

 

Conclusion of the test: We confirmed and accepted the original hypothesis, that the 

characters are dependent and there is a weak dependence, given by the value of the 

Cramer coefficient.  
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2.8 SWOT analysis 

SWOT analysis of Medplaya Hotel Bali shows overall evaluation of strengths, 

weaknesses, opportunities and threats, based on analysis of internal and external factors. 

 

Table 16: SWOT analysis  (Source: Personal collection) 

Strengths Value Weaknesses Value 
 

Great value for money 

Quality-oriented services 

Individual approach to the guest 

Part of Medplaya Hotel Group 

Professional and friendly personnel 

Long-term customer relationship  

Cooperation with IMSERSO 

Complex and developing strategy 

Efficient and fast communication 

 

8 

8 

7 

7 

7 

6 

6 

6 

5 

 

Hotel location on a steep hill 

Variety of guest with specific needs 

Social media promotion  

Permanent need for improvement 

Difficulty to spread shared values 

Lack of regular and appropriate feedback 

Many hierarchical levels 

Low level of spoken English 

 

9 

8 

7 

6 

6 

6 

5 

5 

Opportunities Value Threats Value 
 

International collaboration  

Rising GDP Growth of Spain 

Increasing popularity of tourism 

EU member advantages 

Sustainability programmes 

Family-oriented hotel potential 

Accommodation for employees 

IT innovations and development 

University student potential 

Regional development programme 

Local business partnership 

International supplier 

 

8 

7 

7 

7 

6 

6 

6 

5 

4 

4 

4 

4 

 

Consequences of financial crisis of 2008 

High unemployment rate 

Highly competitive environment 

Seasonal effect complications 

Job and real estate market instability 

Economic migration 

Innovation trends and needs 

Change of a significant law 

Seasonal price sensibility 

Aging population 

EU disintegration 

Real estate market development 

 

8 

8 

7 

7 

7 

6 

6 

6 

6 

5 

5 

5 

Value indicates the importance for a given section. Value 1 is the least important and 10 is the most 

important.  
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3 PROPOSALS AND CONTRIBUTION 

Based on the results of marketing environment analysis and marketing research, it was 

found that a selected group of 80 respondents – hotel guests are satisfied with their stay 

at Medplaya Hotel Bali at satisfaction level 8.6/10 with MHB in general and 8.45/10 as 

average hotel section value. MHB guest are the most satisfied with hotel entertainment 

and staff, in contrast there is still space for improvement in case of restaurant and 

accommodation. Respondents heard about MHB mostly from IMSERSO (35%) – 

Institute for the Elderly, then travel agency (23%). Interviewed MHB guests travelling 

mostly with a partner (62.5%) and single (31.3%). Expected quality average score of 

MHB is 7.33 and perceived quality score is of 8.10. The most important parameter for 

guests during their stay MHB are Services offered, then Food & Drinks. 

Hypothesis 1: Spanish guests are significantly more satisfied their stay at Medplaya 

Hotel Bali compared to English guests – Rejected 

Hypothesis 2: Majority of respondents are willing to spend less than 400 € for a week of 

holiday in a hotel of their choice – Accepted 

Hypothesis 3: Character A (Guest origin) and B (Purpose of stay) are dependent on each 

other - Accepted 

3.1 Suggestions based on the research results 

The following section contains suggestions and recommendations for improving the 

current situation, development of the quality of the services offered and company 

processed based conducted questionnaire survey. Personal experiences with Medplaya 

Hotel Bali and opinions from consultations with guests, employees and management have 

also been considered. 

The submitted proposals and recommendations were consulted with Medplaya Hotel Bali 

Subdirector MBA Víctor Bordera 2 May 2018. 
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3.2 Summary of the thematic sections of suggestions 

Suggestion and recommendation are divided into groups according to kind of service 

offered and related department of the company. 

3.2.1 Marketing and organisational strategy 

- Quality-oriented strategy with great value for money and focus on characteristics 

and needs of two main target groups of retired couples and families of Spanish 

and British origin 

- Increasing customer satisfaction through individual approach to the guest and 

understanding his specific needs and characteristics to establish long-term 

relationship and raise customer loyalty 

- Adaptive and flexible managerial style according to current needs and situation 

with regular and appropriate feedback and meeting to share the corporate values 

and mission 

- Sustainability and environmental protection initiative programmes and activities 

3.2.2 Product and services offered 

Reception update – Hotel map with facilities 

Welcome package should include hotel map with facilities description and location for 

better orientation and awareness of hotel services and possibilities. There is create hotel 

map with all services, their description and time tables, such as swimming pools, Mini-

club, restaurants, bars, games room etc. Hotel map should be placed all around the hotel 

premises as well as included in the welcome package at the arrival at the hotel. Beside 

the hotel premises, there should be also recommendation and tips for trips, activities and 

possibilities of the hotel surroundings and close sport and commercial centres.  
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Costs of creation and implementation of new hotel map 

New hotel map 

Item Price 

Map design 320 € 

Print (6×A1 posters, 10×A2 posters) 210 € 

Implementation 130 € 

Total cost 660 € 

Qualified price estimate discussed with hotel management 

 

Figure 31: Medplaya Hotel Bali map (Source: Google maps) 
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Accommodation - Refurbishment of 50 hotel rooms 

There is to raise the quality of accommodation especially in the older part of the hotel, 

where the rooms are provided with relatively old furniture and no fridge, therefore it is 

suggested to realize refurbishment of 50 hotel outdated rooms and equip the rooms with 

new mattresses, furniture and  fridge. 

Table 17: Costs of the refurbishment of 50 hotel rooms (Source: Personal collection) 

Hotel rooms refurbishment 

Item Number Price 

Mattress 52 160 € 

Furniture – 2 chairs, table and wardrobe 30 450 € 

Fridge 50 160 € 

Total cost 29,820 € 

Qualified price estimate discussed with hotel management 

Restaurant – Special menu of the week 

Many hotel guests complained about repetitive restaurant menus with poor range of food, 

therefore it is suggested to create 4 special menus of the week, which would be offered 

every Wednesday and repeat only once a month. Main requirements of these menus are: 

variety of high quality meat, fishes, side dishes and wide choice of vegetable and sauces. 

Other suggestions for restaurant and daily menus: 

- Advanced use of restaurant information board, with graphics and hotel news 

- Wider choice of tea collection, especially higher quality English tea 

- High-quality English breakfast considering individual needs of preparation 

Table 18: Restaurant menu and information board update (Source: Personal collection) 

Restaurant menu and information board update 

Item Price 

Special menu of the week - Preparation 80 € 

Special menu of the week - Implementation 120 € 

Information board update 40 € 

Total cost 240 € 
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Main bar – Update of the drink menu, prices and increase of quality 

Firstly, there is need for high quality English tea, especially in case of guest from United 

Kingdom. It is suggested to establish cooperation with some high-quality tea supplier, 

such as Lipton or Ahmad tea. Moreover, another proposal is related to wider range of 

beer options, because there is one kind of beer offered and hotel guest would appreciate 

other option to choose, for example Spanish Estrella, Irish Guinness, English Budweiser 

or Ginger beer. 

 

Secondly, it is suggested to raise the quality of self-service coffee by buying a better 

coffee machine as well as improve quality of coffee cups, which are too small, 

impractical and poor design.  

 

Thirdly, many hotel guests have complained about overpriced bottle of water offered 

by the hotel restaurant or bar. These bottles should be free of charge for All-inclusive 

guests and at price up to 1 euro for other hotel guests.  

Services offered – Spa services cooperation, Wi-Fi update and Mini-library 

In the winter season MHB guest would appreciate some spa services or heated swimming 

pool, unfortunately MHB cannot offer these services, but it can be externally provided by 

cooperation with local spa services centres. Wi-Fi connection issues of MHB guest can 

be solved by Wi-Fi network expansion by purchasing routers and allocating them at 

appropriate locations with lack of Wi-Fi signal. Another proposal is related to lack of 

hotel mini-library, where hotel guest could borrow a book while staying in MHB. Hotel 

guests could even exchange their own books with hotel books and update hotel library.  

Table 19: Hotel services update (Source: Personal collection) 

Hotel services update 

Item Number Price 

Wi-Fi router 3 220 € 

Hotel Mini-library 1 160 € 

Total cost 820 € 
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Entertainment 

Many MHB worry about the protection of the environment in terms of waste 

classification. Based on your comments, I suggest placing a plastic trash bin near the 

reception area, where customers could throw away plastic bottles, which are used in large 

quantities every day. Secondary, the plastic bin can serve to motivate customers to 

separate plastics through the opportunity to participate and compete every week in so-

called ECO-WINNER GAME by throwing the empty bottle with their name to the 

specific plastic rubbish bin, being announced and win a prize once a week. 

 

Figure 32: Eco-winner game (Source: Personal collection) 

Other suggestions related to entertainment: 

- Interactive games and activities to create a friendship and community among the 

hotel guests, especially with focus on single travellers 

- Spanish / English lessons for beginners as a daily activity once a week 

- Balance in Spanish / English orientation of the night programme 

- Update of entertainment facilities - table football and improvement of mini golf 

- More Bingo and quizzes needed in the night programme 
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Table 20: Entertainment facilities update (Source: Personal collection) 

Entertainment facilities update 

Item Price 

Eco-winner game implementation 60 € 

Spanish / English lessons concept + implementation 60 € 

New table soccer  830 € 

Mini golf update 230 € 

Total cost 1,180 € 

Qualified price estimate discussed with hotel management 

Staff 

Talking of hotel employees, it is suggested to establish cooperation with hotel, tourism 

and international relation university and provide students internship programmes, 

which would be beneficial for students work experience and financially for MHB as well. 

Based on research results, there are still many Spanish hotel employees struggling with 

communication skill in English, therefore it is proposed to provide subsidised English 

courses for hotel staff to increase their language skills. 
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Medplaya Hotel Bali in general – Cooperation with taxi company 

In the winter season there is significant problem with uphill hotel location, which cause 

serious problems to the elderly staying at MHB on the way to the beach and back. The 

suggestion is to establish partnership with the Taxi Benalmádena company and give to 

the hotel guest opportunity to make reservation at the hotel reception and use this taxi 

service return ticket for free once a week. This service will be offered only to people over 

50 years old or to the hotel guests with reduced walking ability. The kind and price of this 

cooperation depends on negotiations between Benalmádena Taxi company and MHB 

management. 

 

Figure 33: Taxi Benalmádena (Source: Benalmádenataxi) 

3.2.3 Pricing policy 

High price sensibility in the winter season should be taken into consideration when setting 

the pricing policy. Summer prices can be almost twice as much as for the same service in 

the winter season. MHB is usually almost fully booked during the summer season, so the 

hotel management could consider slight increase of the price. In contrast in the winter 

season, when MHB is usually not fully occupied, the prices could lower to became more 

attractive for higher number of potential customers. 
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3.2.4 Place and distribution 

Suggestion to maintain intensive collaboration with a large number of hotel booking sites, 

such as Booking.com, Hotels.com, Orbitz.com, Expedia.com, Travelocity.com, 

Agoda.com, etc. Additionally, MHB promotion and sales on Medplaya website would be 

more efficient, if there were highlighted advantages of MHB with focus on: Great value 

for money, Family and couple orientation, Spanish and English guest mostly and high-

quality entertainment and services. 

3.2.5 Marketing communication and promotion 

There is need for consistent and targeted Facebook and Instagram marketing 

communication with high quality content and appropriate form according to actual needs 

and objectives, such as seasonal shift, cultural holiday occasions and special hotel 

programme or service, as shown in the figure below. MHB Facebook page should serve 

for MHB guests to share their experience and stay informed about the MHB news.  

 

Figure 34: MHB Facebook page with national holiday content (Source: MHB Facebook page)  
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3.2.6 Schedule for the implementation of planned changes 

The following table shows the total estimated duration of suggested changes and 

implementation over the 12-month period 

Table 21: Schedule for the implementation of planned changes (Source: Personal collection)  

IX X XI XII I II III IV V VI VII VIII

New hotel map 

implementation
2 months

Refurbishment of 

hotel rooms
3 months

Special menu of the 

week
5 weeks

Update of the drink 

menu
3 weeks

Spa services 

cooperation
3 weeks

Wi-Fi update 1 week

Mini-library 2 weeks

Eco-winner game unlimited

Spanish / English 

lessons
unlimited

New table soccer 1 week

Mini golf update 5 weeks

Cooperation with 

Benalmádana Taxi 

Company

3 weeks

Improvement of  

social media 

communication

unlimited

Activity

2018 2019

Duration
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3.2.7 Financial analysis of planned changes 

The following table shows the total estimated costs of change over the 12-month period. 

Figure 35: Total estimated cost of changes (Source: Personal collection) 

Total estimated cost of changes 

Section Item Cost 

Reception 

Hotel map design 320 € 

Print 210 € 

Implementation 130 € 

Accommodation  Refurbishment of hotel rooms 29,820 € 

Restaurant 

Special menu of the week preparation 

and implementation 
200 € 

Information board update 40 € 

Main bar  Update of the drink menu Time requirement 

Services offered  
Wi-Fi router 220 € 

Hotel Mini-library 160 € 

Entertainment 

Eco-winner game implementation 60 € 

Spanish / English lessons concept + 

implementation 
60 € 

New table soccer  830 € 

Mini gold update 230 € 

Hotel Bali in 

general  
Cooperation with taxi company Time requirement 

Promotion 
Improvement of social media 

communication 
Time requirement 

Total cost 32,280 € 

 Explanation of cost: 

Qualified price estimate discussed with hotel management 

Time requirement means a flexible redistribution of MHB employees' work, which does 

not significantly increase costs 
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CONCLUSION 

My diploma thesis was focused on development of the marketing strategy of the 

Medplaya Hotel Bali, which is a three-star hotel located close to Málaga, Spain. Thanks 

to the opportunity to do my Erasmus internship in this hotel, I discovered some 

weaknesses and problems of the hotel during the winter season, therefore I decided to 

dedicate my thesis to develop the marketing strategy and raise customer satisfaction at 

Medplaya Hotel Bali. 

First chapter of this thesis was theoretical and defined terms related to marketing strategy 

and methods and procedures used. Secondly, analytical part dealt with a detailed analysis 

of the current state situation of Medplaya Hotel Bali and its marketing environment. 

Macroeconomic environment was analysed through STEP analysis, Market segment 

analysis, Porter's five forces analysis. The microenvironment analysis was done by the 

Marketing mix and 7S Framework. Furthermore, customer satisfaction research was 

conducted by the questionnaire survey as well as analysis of internal secondary data 

provided by the company. The research results and its interpretation were analysed to 

create SWOT analysis, which serves as a summary of all previous analyses. 

Eventually, last chapter presents suggestions and contribution to improve the marketing 

strategy leading to the development of the company's services and to increase the 

customer satisfaction of Medplaya Hotel Bali guests. Secondary objectives to be achieved 

are to raise awareness of Medplaya Hotel Bali, attract and get new customers, increase 

revenue.  

The proposal of marketing strategy is based on the customer satisfaction research results 

as well as analysis of external and internal marketing environment of the company. The 

proposal was divided into thematic sections with detailed description and visuals. 

Suggestions related to Marketing and organisational strategy: Quality-oriented strategy 

with great value for money and considering specific need of the hotel’s target groups to 

establish long-term relationship and raise customer loyalty. Managerial style should be 

flexible to appropriately react to current needs and situation. There is need of personal 
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feedback and meetings to share the main corporate values, including sustainability and 

environmental protection. Suggestions related to the product and services are following: 

New hotel map implementation, Refurbishment of hotel rooms, Special menu of the 

week, Update of the drink menu, Spa services cooperation, Wi-Fi network expansion, 

Mini-library, Eco-winner game, Spanish / English lessons for the guests, New table 

soccer, Mini golf update, Cooperation with Benalmádena Taxi Company. Suggestions 

related to the promotion: Consistent and targeted Facebook and Instagram marketing 

communication with focus on national holiday, cultural events and special hotel 

programme or services. Medplaya Hotel Bali Facebook page should serve for its guests 

to share their holiday experience as well stay informed about the Medplaya Hotel Bali 

news. 

Finally, overall summary of the proposed suggestions and contribution is presented in the 

schedule for the implementation of planned changes, showing duration and expected time 

of implementation. Total cost is expressed in the financial analysis of planned changes. 

I sincerely believe that the proposed suggestion and contribution will improve the 

marketing strategy and raise the customer satisfaction at Medplaya Hotel Bali. 

 



88 

 

REFERENCES 

Boučková, J., 2003. Marketing, Praha: C.H. Beck. 

Chalupský, V., Hajkr, J. & Hoffmann, P., 2002. Strategický marketing, Brno: Zdeněk 

Novotný. 

European Commission, 2017. Sustainable development. Available at: 

http://ec.europa.eu/environment/sustainable-development/index_en.htm [Accessed May 

10, 2018]. 

Foret, M. & Stávková, J., 2003. Marketingový výzkum: jak poznávat své zákazníky, Praha: 

Grada. 

Hanzelková, A., 2009. Strategický marketing: teorie pro praxi, Praha: C.H. Beck. 

Havlíček, K., 2011. Management & controlling: malé a střední firmy, Praha: Vysoká 

škola finanční a správní. 

Horáková, H., 2003. Strategický marketing 2., rozš. a aktualiz. vyd., Praha: Grada. 

Infoempresa, 2016. MED PLAYA HOTELS SA. Available at: 

https://www.infoempresa.com/en-in/es/company/med-playa-hotels-sa [Accessed April 

30, 2018]. 

Jakubíková, D., 2008. Strategický marketing, Praha: Grada. 

Knoema, 2018. Spain - Average consumer prices inflation rate. Available at: 

https://knoema.com/atlas/Spain/Inflation-rate [Accessed April 30, 2018]. 

Kotler, P. & Keller, K.L., 2007. Marketing management, Praha: Grada. 

Kotler, P., 2000. Marketing podle Kotlera: jak vytvářet a ovládnout nové trhy, Praha: 

Management Press. 

Kotler, P., c2001. Marketing management 10. rozš. vyd., Praha: Grada. 



89 

 

Kozel, R., 2006. Moderní marketingový výzkum, Praha: Grada.  

McKinsey&Company, 2008. In The 7-S Framework. Available at: 

http://www.mckinsey.com/insights/strategy/enduring_ideas_the_7-s_framework 

[Accessed January 15, 2016]. 

Medplaya, 2015. Sustainability. Available at: https://www.medplaya.com/v-s21.html 

[Accessed May 02, 2018]. 

Medplaya, 2018. Hotel Bali. Available at: https://www.medplaya.com/hotels/hotel-bali-

benalmadena.html [Accessed April 27, 2018]. 

Spain.info, 2017. Accommodation in Spain. Available at: 

https://www.spain.info/en/reportajes/alojamientos_para_todos_los_gustos.html 

[Accessed May 02, 2018]. 

Statista, 2017. Travel and tourism in Spain. Available at: 

https://www.statista.com/topics/3867/travel-and-tourism-in-spain/ [Accessed April 30, 

2018]. 

Statista, 2017. Travel and tourism in Spain. Available at: 

https://www.statista.com/topics/3867/travel-and-tourism-in-spain/ [Accessed April 30, 

2018]. 

Statista, 2018. Accommodation Statistics. Available at: 

https://www.statista.com/markets/420/travel-tourism-hospitality/ [Accessed May 02, 

2018]. 

Statista, 2018. Statistics and market data on Demographics. Available at: 

https://www.statista.com/markets/411/topic/446/demographics/ [Accessed April 30, 

2018]. 



90 

 

Statista, 2018. Travel, tourism and hospitality. Available at: 

https://www.statista.com/markets/420/travel-tourism-hospitality/ [Accessed May 02, 

2018]. 

Tradingeconomics, 2018. Spain Unemployment Rate. Available at: 

https://tradingeconomics.com/spain/unemployment-rate [Accessed May 02, 2018]. 

Wordstream, 2007. SWOT analysis. Available at: 

https://www.wordstream.com/blog/ws/2017/12/20/swot-analysis [Accessed April 25, 

2018]. 

World Bank Group, 2018. Annual GDP growth of Spain. Available at: 

https://data.worldbank.org/indicator/NY.GDP.MKTP.KD.ZG?locations=ES [Accessed 

April 30, 2018]. 

Worldometers, 2018. Spain Population. Available at: 

http://www.worldometers.info/world-population/spain-population/ [Accessed May 01, 

2018]. 

  



91 

 

LIST OF ABBREVIATIONS AND SYMBOLS USED 

EU – European Union 

GDP – Gross domestic product 

IMSERSO – Instituto de Mayores y Servicios Sociales 

IT – Information technology 

MHB – Medplaya Hotel Bali 

UK – United Kingdom 
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