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	Introduction
[bookmark: _Hlk85837463]The history of Il San Pietro starts long before its inauguration in 1970, in back to the 1930 s. On the Amalfi Coast, it's a historic 5-star deluxe hotel, one of the valuable points of interest of Relais & Chateaux (Rock, 2021).  Following the pandemic lockdown, the goal of this research is to develop a recovery marketing plan to attract consumers back to San Pietro once the crisis has been resolved. This study will provide a more in-depth look at San Pietro's present marketing mix, micro-and macro-environment, and digital marketing strategy to increase customer value and foster productive customer engagement. 

	
1. Marketing Mix  
Product – Every accommodation at the Amalfi Coast Hotel is a work of art, carved into the cliffside with views of the Amalfi Coast and the Mediterranean Sea (Lilien, 2016). The hotel's 57 guest rooms, which are beautifully decorated with antiques, original fine art, and whimsical touches of San Pietro's. The restaurants and bars in San Pietro are a must-visit for foodies. 

Price - The cost of staying at Il San Pietro di Positano varies based on when one goes, how long they stay, and other factors. The green hills hotel has a rate of $724 per night, on its peak tourist season January, February and March. It gets lower in the offseason.

Place – Amalfi Cathedral is 13 km away, while Museum Correale is 18 km from this luxury hotel on the coast. Grotta dello Smeraldo is also within driving distance. There's also an open-kitchen restaurant with culinary classes and a Michelin-starred restaurant with views of Praiano and the Tyrrhenian Sea. Zass offers local produce and flavours (2021). In addition to their website and Facebook page, they work with many marketing platforms including tripadvisor.com and grandluxuryhotel.com to reach their target consumers.

Promotion – People's use of social media has increased by 72% since the outbreak of the epidemic. An excellent marketing approach is to team up with social media influencers and tour bloggers to promote on the digital platform.


2. The Marketing Environment (Micro-SWOT) 
When it came to luxury hotel chains, the Relais & Chateaux was often regarded as the best. As a result, learning about them now will help them make better decisions in the future.

Strength: The II San Pietro di Positanos' position is still its most important asset. Awe-inspiring views of the sea and mountains greet visitors to the Italian warmly (Coast., 2021). To help people live longer and feel better, the cuisine at San Pietro's has dishes like sea bass, earthy treasures like eggplants, and distinctive delicacies like the prized mozzarella di bufala. The menu also includes risotto, black truffles, handmade pasta, peppers, and tomatoes most of which are produced there.

Weaknesses: It's got a high seniority index. It's in a rapidly shrinking population area. There is a minimum age restriction of ten years old to stay at this establishment.

Opportunity: People want to soar over the ocean and take in its splendour from above. Services like sky diving and private jet charter will be a new method to fulfil this demand and a unique point of differentiation for the company.

Threats: Two major dangers are facing them. As a result of a pandemic and an uncertain global oil market, aviation travel has seen a rise in cost (Bursk, 2019). Another factor is the competition on international market competition of farming products. 

3. The Marketing environment (Macro) PESTEL  

The San Pietro hotel chain may be impacted by the three most important macro-environmental variables. Apart from that, the environment has an impact on all the hotels and restaurants on the Amalfi Coast. However, the disturbing fact is that global temperatures are rising unabated. In the next centuries, most of the coastline islands will be submerged, according to the UNFCCC (Lombardi, Pina e Cunha & Giustiniano, 2021). As a result, the hotel-like San Pietro and the people who live there will be severely harmed.

The economic element comes in second. Travel restrictions for the pandemic reduced tourist revenue drastically and a loss of 2,808,713,078 dollars in 2020 was reported. Even though several nations have lifted their travel bans, San Pietro nevertheless experiences a 27% income loss. Before the epidemic, this hotel employed 55 to 45 per cent women and men, with the remainder being badly impacted (Lagos, 2021). They ran out of money to pay their workers because of economic losses.

However, the surrounding social scene may be advantageous for the San Prieto hotel. Many individuals choose a stunning setting for their holiday and family gatherings. They also want an area with a small population so that they can maintain social distance (Contributor, 2021). This part may turn out to be a blessing in disguise for the II San Pietro di Positano. This high-end sector may help them reduce their financial losses during these difficult times if they can make good use of their resources and adhere to all safety protocols.

4. Creating Customer Value & Engagement 
In actuality, individuals participate in activities when they get something of value in return. There are many humanitarians at the San Pietro Hotel who are involved in providing free meals, organizing safety awareness programs, and setting up financial aid for their workers and their families. However, San Pietro marketing experts must promote these efforts and win the respect of the general public (Nenonen & Storbacka, 2018). There was no mention of the humanitarian work they do on their website or social media, even though they provide enough information on the covid-19 safety procedure and local government laws about non-Italian individuals. Customers will appreciate their company more if they publicize their humanitarian efforts. However, there is no loyalty program advertised on the San Pietro website. Their Value may be created by offering incentives such as a free night's stay or a special meal (Weinstein, 2020). Less than a third of the population in Amalfi Coast has been immunized, and the government has yet to organize vaccine distribution for everyone. One of the major attractions for visitors on the Italian Island is the local cultural feast and music event. 

5.  Effective Use of Digital Marketing 
Recommendations for the marketing plan are given below:

Evergreen Content: San Pietro's Social media accounts, including Facebook and Instagram, including frequent posts of still images (Chaffey, et al. 2021). When companies use video instead of a picture, they receive 88 per cent more engagement. As a result, the San Pietro hotel might benefit from some eye-catching graphics or video.

Webcasting: Today's consumers want to be able to interact directly with the brands they buy from, so San Pietro can host a webcast for them. They can make such efforts to connect with their devoted consumers regularly through Facebook live or YouTube.

Social media advertising: San Pietro is conducting above-the-line marketing by running a campaign for a large number of individuals on Google and Facebook. However, not everyone has the potential to be a client (Purwar, 2019). The Below-the-line technique may thus be used using targeted Google and Facebook advertisements.

By using this complete digital marketing approach, Il San Pietro di Positano should send a consistent message to all of its online audiences: this hotel is ready for your adventure and some unforgettable memories.

Conclusion 
The report's overall conclusion is that, despite the industry's potential revenue decline, visitors' desire to travel across the globe will grow in future years. The lockdown is making people angry, frustrated, and giving them a feeling of being caged. If San Pietro keeps that in mind, then it will be more equipped to create a recovery marketing plan and connect with consumers. This outbreak demonstrates that digital media will play a more important role in marketing strategies in the future. This new lingo must be incorporated into the company's overall concept. Lastly, sustainable practices are unavoidable if it wants to establish itself as a reliable partner with customers. San Pietro should make use of renewable energy, take steps to preserve the area's history, and use as little plastic as possible. Psychological value and engagement with the band will be greatly enhanced as a result of this.

References 
Bursk, E. (2019). The Marketing Concept: a New Approach To Hotel Management. Cornell Hotel And Restaurant Administration Quarterly, 7(4), 2-8.
Chaffey, D., Ellis-Chadwick, F., Isaac, H., & Mercanti-Guérin, M. (2021). Marketing digital.
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