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Bellevue Syrene hotel is a property of the Relais & Chateaux that is built upon the remains of a Roman aristocrat's cottage. Located in Sorrento, Italy, the beautiful Cliffside hotel is positioned to overlook the gulf of Naples. Unfortunately, due to the Covid-19 pandemic and the lockdown, business operations at the hotel were greatly affected. Generally, the engagements of the primary stakeholders, especially the customers, substantially dropped. As a result, a marketing plan must be invented outlining the strategies adopted to generate and retain new clientele. Specifically, Bellevue's marketing plan will be prepared for its advertising team to create awareness about its services and revitalise customer commitment to its business. 
Marketing mix
For vacationers, hotel Bellevue Syrene offers a wide range of exclusive hospitality services for a unique experience. 
Product – According to Brata et al. (2017), the product or services offered are the main elements of the marketing mix. For example, despite the Club Lounge and free internet and technology services, private beach access is available for swimming and sunbathing on parasols and tanning beds. Similarly, the hotel provides cars and boats that the customers can hire for tours and adventure, coupled with excellent customer service.
Price- The quality services offered at pocket-friendly prices are readily available at the Bellevue hotel for vacationists in Sorrento. Similarly, those who wish to make plans for the vacations earlier to avoid inconveniences are given a chance to make appointments for rooms using the hotel’s websites. 
Place- Customers can locate hotel Bellevue Syrene through the current website on the internet under the section position, which gives directions for those using the car, flights, and train on how to reach the place.
Promotion- Singh (2012) emphasised that promotion is a strong element of the marketing mix. Advertisement of the Bellevue Syrene hotel services will be mainly digital through the internet and social media platforms (Kaur, 2017). Since most people want to spend less time searching for and booking hotels and more time being there, search engine optimisation, a strategy for online marketing for businesses, will be useful.   
The marketing environment- internal factors
Savinova et al. (2018) reported that Hotel Bellevue Syrene has offered a wide variety of exclusive services and sustained remarkable customer relations for a long time. SWOT analysis of the marketing environment provides the internal factors that affect business operations. 	
Strength- Syrene's advantage over many other hotels is its location that offers the customers oceanic views, access to the beach, and the illustrious art of the history of the place loved by many. 
Weaknesses- One limitation to the hotel's progress is the destabilised management structure following the loss of major partners during the pandemic. Equally, the Covid-19 pandemic and lockdown on businesses globally decreased the customer engagement in the hotel operations (Baum et al., 2020). 
Opportunity- While that may be affecting the overall number of guests for the organisation, the lovers of history, art, and design are still committing to vacation with the Bellevue hotel. The advancement of technology in hotel management is an opportunity for Bellevue Syrene hotel to increase its marketing strategies coverage. Through their websites and search engine optimisation, the advertisement of services will help them reach a bigger audience; thus, increasing the number of customers (Kritzinger & Weideman, 2013). 
Threat- Further, competition from other hotels within Sorrento that offer similar services as the Bellevue hotel is strong locally.
The Marketing Environment- External Factors 
	Policies- Like all other hotel industries in Italy, Bellevue hotel faces challenges coping with and adopting major policies in their operations. Therefore, the business macro-environment consists of the external factors that affect business operations (Sammut, 2015). For instance, Covid-19 management policies require that hospitality businesses invest more in new hygiene standards and procedures (Filimonau, 2021). While this would be possible under normal circumstances, the idea that fewer new suppliers and customers commit to the business post-pandemic makes it impossible.
	Use of exceptional services- Stocking money to improve standards without profit is a risk most managers are not willing to take. However, Bellevue can make use of its exceptional services to attract customers to its business. With the right strategies, making the prospective clients aware of the nature of services and quality of experience that awaits at the museum, exotic rooms, and breath-taking views will work to their advantage. 
	Partnerships- The hotel could look for partnerships with other organisations that sponsor vacations for their best employees; thus, increasing service awareness across the country (Holtom et al., 2006). Besides the Covid-19 management policies, the impact of the pandemic on the county's economy generally impacted the hospitality industries through a lockdown and social distancing. 
	Economy- Recently, most companies have been struggling to restore their operations. Hotel Bellevue Syrene can use the economic instability for many companies to their advantage and get the funding that will make them the first in operation; thus, several steps ahead of other hospitality companies.
Creating Customer and Engagement Value
	Customers always want the quality of products and services offered to match and exceed the money invested. Creating customer value is essential in hospitality since it breeds loyalty to specific service providers in industries (Agyei et al., 2021). Importantly, customer value creation demands that the business owners ascertain their clients' experiences and understand what nature of services they consider satisfactory. Therefore, hotel Bellevue must adopt a similar strategy to increase the suitability of their services to the customer needs. Customer engagement is essential and can be used for value creation (Zhang et al., 2017). 
	Social media- Through the company websites and social media pages, previous customers can review services and provide useful feedback to help Bellevue Syrene improve services quality and attract non-customers. 
	Tasting event- Bellevue Syrene could arrange for a tasting event and invite people to vacation within their premises for a considerable amount of time, after which they are to provide feedback that will help them uphold and improve services. Similarly, value creation at the hotel could reduce the prices to make the customers appreciate satisfactory affordable services (Andreassen et al., 2018). 
	Incentives- Hotel Bellevue Syrene will give bonuses, a free vacation for the customers who frequently visit the facilities and also using their booking number, they can get a chance to enter the lucky draw to win cash prizes of up to £10,000.
	Communication- In communication with prospective customers, the hotel team will use online marketing tools. 
Effective Use of Digital Marketing	
	Digital marketing is a popular business strategy that Hotel Bellevue Syrene will adopt. Particularly, a team of technical experts will create and monitor platforms, such as Facebook, Twitter, Instagram, and YouTube channels, for promoting awareness about the services offered (Chanthinok et al., 2015). Similarly, the company website will provide a section for reviews by previous clients and star rankings. While advertising through the internet, the message framing communication technique will be used tactfully, outlining the splendid services and benefits offered (Stadlthanner et al., 2020). Strategically, the team will focus on articulating the reasons for vacationing at the hotel. As a result, they will be convinced to commit to the services of hotel Bellevue Syrene. Further, strategic verbal communication through the social media platforms will be adopted where clients will ask questions, give their overview of the services, and get answers about the respective services from the marketers (Sajid, 2016). Subsequently, to entice and generate potential customers' interest in the hotel, the marketing team will take and upload pictures of the hotel rooms, the art in the place, the beaches, and oceanic views. 
Conclusion 
	Marketing plan challenges- The major challenge affecting this marketing plan emerges from the execution stage. In this regard, developing ideas about business is exciting and great, but ensuring there are resources and time in place to implement is a bit challenging. Although Bellevue Syrene is likely to come up with good ideas, implementing them is not easier due to the possibility of lacking the right resources to help everything take place perfectly. Another limitation of this marketing plan is an overestimation of sales. In most cases, people are encouraged to aim for the best possible outcomes. Also, companies should be realistic with their sales forecasts. However, when making this marketing plan, Bellevue Syrene was sure about selling some service or product; hence, it is likely to spend a lot of budgets for fewer margins than anticipated. Further, there is a likelihood that the marketing channels of this plan are not matching with the targeted audience's preferences. The one element the marketers of Bellevue Syrene might need is to be clear on their audience. Having a deeper awareness of their demographic can assist the company focus on the messaging and selecting suitable channels.
	Recommendations - The most important recommendation that Bellevue Syrene should embrace is setting realistic goals. This claim is based on the idea that realistic goals in this marketing plan are likely to make the company's marketers strategize and coordinate resources. In most cases, realistic goals assist in motivating the marketing team to perform. Regarding the market demand and the efficacy of the marketing channels, the forecast should be created with possible opportunities and risks integrated into the projections. Besides, Bellevue Syrene should concentrate on the customer. Marketers are the customers' advocates; thus, the adopted marketing tactics should concentrate on these clients. Therefore, a marketing plan should concentrate on customer acquisition and consider the whole phase, from product development to consumer onboarding and service. Such practice will assist in guaranteeing that they are predicting and representing customers' needs. 
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