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	Introduction
The chosen company in which the strategic marketing plan would work is Hotel Neri, Barcelona. Its geographical setting is set beside the city’s Cathedral, a short distance from Mercado de la Boqueria, Picasso Museum (Chaouk et al., 2020), in the middle of the Gothic Quarter. The purpose of the marketing plan in this approach is to establish reliable strategies that would help the hotel to achieve its set objectives following the hard time brought by the covid-19 pandemic. 
















	
1. Marketing Mix  

Product – 
As a food services business, Hotel Neri has a product mix composed mainly of food and beverage products. It offers appetizers, sandwiches, chicken, fish, snacks and sides, and shakes (Saura et al., 2017). The restaurant presents a powerful cuisine, with a lot of flavors and reformulates recipes with a new look. Among the mix, products are essential determinants of the hotel operation to brand and corporate image. Diversifying the products more so during this period of covid-19 spreads risks thus reducing dependence on one segment.


 
Price - 
Price as an element of the marketing mix specifies the ranges and points of the products that the Hotel offers (Bhor et al., 2018). The aim of establishing a pricing mechanism is to maximize profits margins and sales volume of the organization. It provides products discounts and gives exercises credit policy to capture the attention of many buyers.
 
 

Place – 
                      
This element of marketing provides the venues and locations where the products are offered making it easier for customers to know where they can access them. The products of Neri hotel can be accessed in the hotel space with others being delivered wherever the customer needs those (Chaouk et al., 2020). It helps in strategizing the best approach to many people as covid-19 has changed the normal operation of many people and businesses. 

 
 
Promotion – 
Hotel Neri uses simple tactics to communicate to its target customers. It offers new information to persuade buyers to purchase new products in the organization (Bradley, 2021). It advertises its products through blogs and websites that are accessible to many people. It also offers sales promotions to help in retaining and adding more customers.






2 The Marketing Environment (Micro-SWOT) 
The environment under which Hotel Neri is situated has been a challenging factor at times and offers support to the operation of the organization practices (Bradley, 2021). Some strengths that stand within its operation is the continued support they have received from external entities that promote buying of goods for their customers and the willingness of many customers who order goods online. Some weaknesses which persist the strengths are that there exist numerous competitors who offer the same goods and services. Competitors have made the operation of the organization tough since many sellers may offer large discounts thus pulling many customers out of Neri’s operation.
Moreover, factors of financial risk assessment may exhibit poor organizational development (Thabit & Raewf, 2018). According to a covid-19 pandemic, the financial problem has been a great challenge for the organization to add new stock of goods due to limited business transactions. Shifts in interest rates and being reliant on some customers has greatly affected the organization. Additionally, employee risks in the organization are chances of creating business success though strikes action are challenging factors when it comes to risks. Strikes in an organization result in organization damages and loss of property. To deal with such situations in this period of covid-19 has greatly been a challenging factor with the operation of the hotel (Chaouk et al., 2020).














3 The Marketing environment (Macro) PESTEL 
The external environment also affects the operation of the business through the limitations provided by existing policies, laws and social implications that do not favor the operation of new entities. Imposing high tax rates in the organization by government policies may inhibit poor organization strategies (Bradley, 2021). A rise in corporation tax in the city may have a demanding challenge to the organization. The economy of the city might be experienced to be deteriorating due to a lack of government savings and high borrowings. When the state government does not motivate foreign investors and locals as well due to covid-19 complications, the economy of the state might be at imbalance thus operation of internal activities is affected.
Additionally, the surrounding society might have different implications to the operation of the organization in such that hostile societal practices may hinder its operation (Lahtinen et al., 2020). A society that does not corporate in providing essential requirements to the hotel that the society is familiar with. If the society fails to deliver what it is interested in and a new different commodity is offered, then the sales volume will be reluctant at the store.
Nevertheless, repetitive state laws may affect the operation of the entity. Laws might require the indoor operation of events due to covid-19 thus reaching many customers becomes a challenge. Moreover, laws might require the operation to entail state authorization and the requirement of a letter of operation.













                                 
                                      4 Creating Customer Value & Engagement
An effective operation of an organization requires the need of the entity to recognize the needs and desires of its customers. All the demands that buyers in any location require to build the relationship between the customer and seller in the chain of distribution. Understanding the needs of the customers can be done by using a survey. Survey shows what products the society has been used to or the products that it requires. Moreover, the use of social media can also be a good example to employ to gather knowledge on what the customers require. Customers may choose to post on their accounts what impresses them and then the seller can choose to offer such items/products.
Creating customer value and engagement is a key strategy to organization development. This engagement can be created 


by organizing customer trips to esteem customers as a way of motivating the customers (Baj et al., 2021). Also, creating online platforms that customers can socialize with organization staff with share experience and services of the organization. Taking a representative customer to represent other customers in an annual general meeting of the organization would create effective customer value recognition. It takes an essential achievement by the organization to engage with customers directly and question them about the services offered and how they are satisfied (Lahtinen et al., 2020). Additionally, they can respond upon which they need the services to be improved.
               
	














5  Effective Use of digital Marketing
The marketing strategy needs cognizant application of the digital platform to enable access to the digital operation of events. When dealing with digital marketing strategy, the application of new concepts that reach many people in the globe must be well utilized and online platforms must also be used adversely (Chaouk et al., 2020). Covid-19 is a pandemic that its future is not known and thus the development of marketing strategies into digital might shape a new error into the marketing framework. To emphasize reaching many customers, I would employ the use of different social media platforms to reach the buyers. Creating Facebook groups that portray important features of the organization and posting what the organization provides can help gather new customers in the media.
Moreover, understanding that social media can link many people in different locations, helps to generalize sufficient information that relates to organization goods and services with effective means of distributing goods wherever required (Baj et al., 2021). In the effort to provide profitability for the organization, a well laid digital media platform can help increase sales volume during the covid-19 period. Enabling a facilitated online communication channel that would link people from different cities to share ideas on how goods and services can be delivered to them and necessary pricing methods that the organization should take would help in improving the organization's workability.















Conclusion
In the establishment of a purposeful marketing plan, evaluation of results should be established to understand how the plan should work. All marketing plans should be evaluated towards providing an attainable scheme towards maximizing sales and profit for the firm. Offering reliable sale services and discounts work to motivate customers over the existence of the organization thus helping in gaining new customers and retaining the previous. Allowing cognitive application of the marketing mix in the organization would assist in ensuring future benefit for the organization by being sure that the awareness created today about the organization will last for long. It would be considered if the government and the society within which the geographical area of the organization is situated observes development factors and be in the front line to provide for its success.
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