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[bookmark: _Toc217565255]INTRODUCTION
This marketing plan introduces a new experience for Barceló Málaga, a well-known 4-star hotel located next to Málaga María Zambrano train station. The proposal is called “Rooftop Flamenco Sunset Experience”, a weekly cultural event held on the hotel’s rooftop terrace. The aim is to offer guests and local visitors a unique mix of live flamenco, sunset views and modern Andalusian tapas. This new experience supports the hotel’s strategy to increase evening activity, attract new customers and create memorable cultural moments. The plan includes the main marketing objectives, market research, target audience, SWOT analysis, unique value proposition, marketing mix, promotional activities, Gantt chart and monitoring. It gives stakeholders a clear overview of how this idea can create value for the hotel and improve guest satisfaction.
[bookmark: _Toc217565256]MARKETING OBJECTIVES
The objectives follow the SMART method to ensure results can be measured clearly.
1. Increase evening food-and-beverage revenue by 15% in the first six months after launch.
2. Achieve an average of 60 paid guests per event during the first three months.
3. Reach 1,500 Instagram engagements per month using photos and videos of the experience.
4. Attract 30% new customers who are not staying at the hotel.
5. Obtain a guest satisfaction score of 4.5/5 on post-event surveys.
These objectives will guide the marketing actions and help the hotel evaluate the success of the new experience.
[bookmark: _Toc217565257]MARKET RESEARCH
Market analysis indicates that Málaga is a well-established tourist destination with increasing demand for cultural and experience activities. Recent trends in tourism show that more and more travellers want experiences that mix local culture, gastronomy, and entertainment instead of just sightseeing (Kotler and Armstrong, 2020). Cultural tourism is very important in Andalusia. Flamenco is one of the region's most important cultural manifestations and a big draw for tourists from other countries (Hudson and Hudson, 2017).
The rooftop hospitality business has grown in big Spanish cities because people like the atmosphere, views, and great social media appeal of rooftop pubs and sunset parties. These events create a lot of internet activity and user-generated material, especially among younger travellers who are looking for new experiences (Kingsnorth, 2019). Barceló Málaga already has a modern rooftop patio, but it isn't used much for cultural events right now.
Competitor research suggests that flamenco shows in Málaga mostly take place in traditional indoor tablaos that are meant for tourists. There are no hotels in Málaga right now that provide a flamenco show on the roof with sunset views and tapas. Barceló Málaga can stand out from the competition and draw in both tourists and locals because there isn't much else like it on the market.
[bookmark: _Toc217565258]TARGET MARKET AND CUSTOMER PROFILE 
The main target market includes tourists aged 20–55 who enjoy cultural experiences and want something special during their holiday. These customers usually have medium to high disposable income, travel in couples or small groups, and are active on social media.
A secondary segment is local residents of Málaga who enjoy after-work plans, cultural events and rooftop experiences. This group looks for entertainment options that are different from typical bars or restaurants.
Geographically, the audience includes people staying at Barceló Málaga, travellers arriving by train, tourists staying in the city centre, and locals from Málaga capital. Psychographically, customers value culture, good food, atmosphere, music and visual experiences. They prefer activities that feel authentic and offer good photo opportunities for sharing online.
[bookmark: _Toc217565259]SWOT ANALYSIS
The SWOT analysis shows important points for launching the Rooftop Flamenco Sunset Experience.
Strengths: Barceló Málaga has a modern rooftop area, a strong brand reputation, and a strategic location next to the train station. The flamenco theme connects directly with Andalusian culture, adding authenticity and emotional appeal.
Weaknesses: The rooftop space can be affected by weather conditions, especially wind or rain. There is also limited seating capacity, which may restrict revenue. Staff may need extra training to manage live events.
Opportunities: Málaga continues to grow as a cultural tourism destination. Social media content from rooftop events attracts many young travellers. This experience can also bring local residents into the hotel, expanding the customer base. No other hotel in Málaga offers a similar rooftop flamenco event, which creates a competitive advantage.
Threats: Economic uncertainty may reduce spending on leisure activities. Other hotels may try to copy the idea in the future. Noise regulations could limit music volume. Careful planning can reduce most of these risks.
	Strengths
	Weaknesses

	• Strategic location: Situated next to the railway station, ensuring high accessibility.
	• Weather dependency: The rooftop is susceptible to adverse conditions like wind or rain.

	• Modern facilities: A contemporary and stylish rooftop area.
	• Limited capacity: Restricted seating may cap potential revenue.

	• Brand reputation: Backed by the strong and reliable Barceló brand.
	• Training requirements: Staff may need additional coaching to manage live performances.

	• Cultural authenticity: Direct connection to Andalusian heritage, providing emotional appeal.
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The Rooftop Flamenco Sunset Experience combines culture, food and scenery in a way that other venues in Málaga do not offer. While traditional flamenco shows take place indoors, this experience gives guests the chance to enjoy flamenco with open-air views of the sunset. The atmosphere is elegant and modern, with high-quality tapas and a welcome cocktail. This mix of tradition and contemporary style creates something special that appeals to both tourists and locals.
The rooftop setting also makes the event highly attractive for social media. Many travellers choose experiences that “look good” online, and the combination of music, lights and sunset colours gives the hotel strong visual content. This unique value helps Barceló Málaga stand out from other hotels and flamenco venues in the city.
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Product:
A 90-minute cultural experience on the rooftop terrace including live flamenco (guitar, singer and dancer), a welcome cocktail and a selection of modern Andalusian tapas. The atmosphere includes soft lighting, comfortable seating and photo opportunity areas. The product focuses on culture, emotion and entertainment.
Price:
A mid-range premium price of €35–€45 per person. This reflects the value of live music, food and location. Discounts may be offered for hotel guests or early bookings. Transparent pricing helps avoid confusion for tourists.
Place:
The experience takes place on the rooftop of Barceló Málaga. Bookings will be done online through the hotel website, social media links and the reception desk. The location is easy to access due to its connection with the train station.
Promotion:
Promotion will focus mainly on Instagram, Facebook and TikTok, using photos and videos of the event. Collaborations with travel influencers and local photographers will help increase visibility. Flyers in the hotel lobby and partnerships with local tourism companies will support offline promotion.
People:
Staff will receive training in event coordination, guest service and cultural communication. Flamenco artists will be selected for quality and professionalism. Friendly and efficient service will help create memorable moments and encourage positive reviews.
[bookmark: _Toc217565262]MARKETING ACTIVITIES 
The marketing activities will start one month before the launch. First, professional photos and short videos will be produced to show the atmosphere, rooftop views and flamenco artists. These visuals will be used in social media campaigns and on the hotel’s website. Paid advertising on Instagram and Facebook will target tourists currently planning trips to Málaga.
The hotel will also collaborate with influencers who focus on travel, food and culture. Their content will help reach international visitors. SEO improvements on the hotel website will focus on keywords such as “flamenco in Málaga”, “rooftop experiences Málaga” and “sunset events”.
Email marketing will be used to contact previous guests and loyalty programme members. Flyers will be placed in the hotel lobby, at the train station and at local tourist offices. Local residents will also be targeted through community social media groups. These activities aim to increase awareness and encourage early bookings before the event becomes regular.
[bookmark: _Toc217565263]PROMOTION METHODS 
Online promotion will use Instagram, TikTok and Facebook because these platforms are popular for travel and culture content. Short videos showing the dancer, the music and the sunset will help generate strong engagement. Google Ads will target tourists searching for cultural activities in Málaga. Influencer partnerships will give authenticity and help reach new audiences.
Offline promotion will include posters in the hotel, flyers at tourism points, and recommendations from reception staff. Collaboration with local travel agencies and tour guides will help attract international visitors staying in nearby accommodation. Seasonal promotions, such as special nights during Semana Santa or summer weekends, will keep the event relevant throughout the year.
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Success will be measured using key performance indicators such as ticket sales, revenue generated, customer satisfaction scores and online engagement. Google Analytics will track website visits and conversion rates. Social media insights will show likes, shares and comments. Post-event surveys will record guest opinions about the music, food and atmosphere. Regular monthly reviews will help the hotel adjust pricing, improve service, or change promotional strategies depending on customer feedback and booking trends.
[bookmark: _Toc217565266]CONCLUSION 
The Rooftop Flamenco Sunset Experience gives Barceló Málaga a new opportunity to expand its cultural and gastronomic offer. This plan shows how the event can attract tourists, locals and hotel guests through a mix of tradition, atmosphere and modern hospitality. With strong digital promotion, high-quality service and ongoing evaluation, the experience can become one of the hotel’s signature activities and help increase evening revenue and customer satisfaction throughout the year.
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