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[bookmark: _Toc89880594]Introduction 
Every business sector has devastatingly suffered from the attack of the COVID-19 pandemic and the travel and tourism sector is one of them. This context aims to describe the marketing plan of Elounda Mare under Relais & Chateaux. The luxurious hotel is situated in Elounda, Crete, Greece and the global customers were attracted by its natural view; one can enjoy the magnificent view of Mirabello Bay from here. Like the other tourism sectors, to overcome the pandemic hurdles and loss, Elounda Mare under Relais & Châteaux is also trying to implement several innovative strategies to come back to market position. The lockdown situation has forced every person to lead a prison-like lifestyle. Although everyone likes to travel, especially to get rid of this situation, the fear of the life-threatening virus has not reduced. Therefore, the hotel management committee tries their best to open the hotel with new safety regulations. The paper aims to analyze important business frameworks to understand its market scope and gaining new customers.            
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In this pandemic situation, marketing mix becomes one of the most vital frameworks to business holders to market their products in a proper market with appropriate strategies.  Marketing mix comprises 4Ps- product, price, promotion and place. The 4Ps marketing mix of Elounda Mare under Relais & Châteaux is described below-
Product 
The main advantage of this hotel is its location; it is situated at the core point of the Mediterranean Sea. Greece always takes a great part in travelers’ minds because of its natural beauty (Bakogiannis et al. 2020). Therefore, development of travel and tourism businesses is blooming here. Accommodation and alimentation services are the regular facilities provided here. Along with the basic services, several luxurious services like fitness hub, pool spa, golf, tennis and many more are provided here with great care. 
The major attraction of this hotel is that people can access the beach if they want. The foreigners can take a sunbath. Therefore, this has become one of the most famous hotels in Greece. After the lockdown period, the hotel authority has decided to increase its safety measures like using disinfectants and hand sanitizers in a proper method to give protection to visitors. Although they maintain hygiene properly, the hotel authority does not want to raise any talk regarding this. Checking visitors’ temperature, maintaining distance in hotel environments, cashless pay, wearing masks (both visitors and hotel workers) are some of the examples to take a new path.                                                          
Price
The pricing strategy is quite high for this hotel while comparing to the local competitors. The minimum and maximum price is €233 and €450 while the competitors range in between €55 and €740; but this varies according to season (Zagaria et al. 2018). Although every country faced an economic downturn during the pandemic and people’s financial condition was heavily damaged, the    hotel authority must set a proper but reasonable price that allows every person to enjoy its ambience.  
Promotion 
The promotional technique of this hotel is outstanding and it has several scopes too. The foremost thing is its location and natural view. Besides this, its exterior and interior designs, furniture’s, and room patterns are another factor for promotion. In the current situation, they try to promote their business with brand, workers, improving and modified services. Incorporating a proper and organized website can allow this hotel to reach more customers (Bakogiannis et al. 2019). People can book their room from anywhere. Besides this, active presence in social media helps to reach the global people.                                                     
Place
The location is the important factor for this hotel. Its geographical area is tourists’ attraction. People can easily locate it through Google maps (Karyati et al. 2021). This hotel also provides online booking options. The main motto of this hotel authority is tourists’ safety and provides a good and safe service.                     
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	Strengths
	Weaknesses

	· Geographical presence.
· Services like pool spa and access to the beach. 
· Hotel ambience (Bakogiannis et al. 2019).
· Good transport system.
· 24 hours reception.
· Free Wi-Fi.
· Parking Services.
· Different services for people of all ages.
· Business facilities.
	· Pricing strategy is not for all people (Zagaria et al. 2018).
· Distance from airport.
· Seasonal activity.
· The COVID-19 pandemic situation.


	Opportunities
	Threats

	· Modifying services according to the current situation.
· Cooperate with travel agencies.
· Incorporate website.
· Online presence.
· Improve Safety measure.  
	· High market competition.
· Economic condition of Greece.
· People’s financial condition.
· Corruption. 
· Threats of the virus.
· Changing travel patterns. 


Table 1: SWOT analysis
(Source: Self created)
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Political
The changes in the government regulations in Greece have created various problems in the growth of the Elounda Mare hotel. The corruption level in Greece is also increasing in a wide context.   
Economical
According to the information obtained from Thakur (2021), the economic growth rate of Greece is about 1.1%. The unemployment rate of Greece is about 17.31%. The inflation rate of Greece is about 0.52%. The interest rates in Greece are also increasing at a rate of 0.3%.
Socio-cultural
The population in Greece is increasing at a rate of 0.1% and the population of Greece is about 1.07 crores. The people in Greece are becoming health conscious and the young generation of the country is increasing hotel staying in an effective manner.
Technological 
The use of technologies such as Artificial Intelligence (AI) and Machine Learning (ML) is increasing in the hotels of Greece (Thakur, 2021). On the contrary, the innovation level in Greece is also increasing at a rate of 4.2%. 
Environment
Different laws such as biodiversity protection law and environmental permitting law have been implemented in Greece. The climate of Greece is changing rapidly and that becomes a major concern for the company. 
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The hotel authority must understand that the situation is changed and customers’ preferences are also altered. Understanding customers’ choices helps to develop plans according to them. Online surveys and review systems allow the authority to understand customers’ choices properly. Incorporating Management information systems facilitates the interaction between hotel authority and customers. Offering special tour packages, discounts and good services attract more people.
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The digital media channels such as email marketing, Google ads and social media marketing that may help Elounda Mare hotel to promote the service of the company. The digital media channels are described below-
Email marketing
According to the information obtained from Liu (2020), email marketing is beneficial for reaching potential customers that may improve the sales growth and profit margin of an organization. However, Elounda Mare hotel may send promotional emails that may benefit the company to gather potential customers. Moreover, the significant company may send newsletters to the customers that may influence organizational growth.
Google ads 
Google ads are beneficial for promoting the products or services of an organization (Liu, 2020). Moreover, Elounda Mare hotel may provide Google ads that may help the company to not only promote the service of the organization but also maintain an effective relationship with the customers. In addition, Google ads may help the significant company to target potential clients that may influence the sales growth of the company. 
Social media marketing
Social media marketing is the use of social media websites such as Facebook and Instagram for promoting the products or services of an organization. Elounda Mare hotel may use these websites for understanding market trends and analyzing customer’s behavior. 
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The paper concludes with the aim of reducing current hurdles while modifying existing strategies and developing new ones. All the steps will be taken by this hotel not only for its profitability but also providing tourists a fearless- relaxed environment. These described business frameworks analyze both the opportunities and threats in external conditions to develop customers’ engagement with this hotel.


[bookmark: _Toc89880601]References
Bakogiannis, E., Siti, M., Tsigdinos, S., Vassi, A. and Nikitas, A., 2019. Monitoring the first dockless bike sharing system in Greece: Understanding user perceptions, usage patterns and adoption barriers. Research in Transportation Business & Management, 33, p.100432.
Bakogiannis, E., Vlastos, T., Athanasopoulos, K., Christodoulopoulou, G., Karolemeas, C., Kyriakidis, C., Noutsou, M.S., Papagerasimou-Klironomou, T., Siti, M., Stroumpou, I. and Vassi, A., 2020. Development of a cycle-tourism strategy in Greece based on the preferences of potential cycle-tourists. Sustainability, 12(6), p.2415.
Kovačić, S., Mărgărint, M.C., Ionce, R. and Miljković, Đ., 2020. What are the Factors affecting Tourist Behavior based on the Perception of Risk? Romanian and Serbian Tourists’ Perspective in the Aftermath of the recent Floods and Wildfires in Greece. Sustainability, 12(16), p.6310.
Liu, P.L., 2020. COVID-19 information seeking on digital media and preventive behaviors: the mediation role of worry. Cyberpsychology, Behavior, and Social Networking, 23(10), pp.677-682.
Paliokas, I., Mitsopoulou, E.E., Patenidis, A.T., Stathopoulos, E.A., Kokkalas, A., Diplaris, S., Karyati, E., Tsafaras, S., Tasiopoulou, E., Riggas, C. and Meditskos, G., 2021. Implementation of an Interactive Crowd-Enhanced Content Management System for Tourism Development. KnE Social Sciences, pp.275-282.
Pappas, N. and Papatheodorou, A., 2017. Tourism and the refugee crisis in Greece: Perceptions and decision-making of accommodation providers. Tourism Management, 63, pp.31-41.
Thakur, V., 2021. Framework for PESTEL dimensions of sustainable healthcare waste management: Learnings from COVID-19 outbreak. Journal of cleaner production, 287, p.125562.
Zagaria, C., Schulp, C.J., Kizos, T. and Verburg, P.H., 2018. Perspectives of farmers and tourists on agricultural abandonment in east Lesvos, Greece. Regional environmental change, 18(5), pp.1467-1479.

2

