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	[bookmark: _Toc27057][bookmark: _Toc28323]Introduction

Hotels and restaurants follow various strategies and techniques to promote their marketing. These methods help them to create an excellent impression of themselves to the customers. Wickaninnish Inn is a vacation site hotel situated in Toffino, Canada. People were struggling with mental health issues like anxiety, suffocation and depression-during quarantine days in the covid-19 situation. So, in order to make guests feel more refreshed and calm throughout their holiday, different marketing methods for the hotel industry should be introduced. Here, the presentation is on the Wickaninnish Inn’s new marketing strategies that should be after the Covid-19 pandemic.



































	
1. [bookmark: _Toc10243][bookmark: _Toc28781]Marketing Mix

Marketing Mix is the techniques that boost the product service and inspire the customers to take services from that specific company (Burgers, 2019).
Product –  The hotel management should target and have an idea about their clients. After the covid-19 situation, the customers will prefer mostly about hygiene and cleanliness(Abley, 2021). Proper cleaning, providing masks, avoiding the crowd and frequently washing hands must be ensured.
Price -  In post covid -19 situation, many people’s income has decreased. The hotel management should fix their service rate keep that in mind.They can set service prices based on age and profession and give discount credits on the maximum bookings. 

Place – There has to be a proper location which customers can find easily. Wickaninnish Inn should address both online and offline location services(Addicott, 2021). The browsing domain, third party check-in and check-outs are influential in finding the hotel location.Moreover, giving place information on Google Maps is best to bring the clients to the hotel effectively.

Promotion – Hotel management services focus on direct marketing mechanisms(Bardi, 2020).They can announce PR to their genuine customers. The brands should balance marketing and sales strategies. Ethical branding, lead nurturing, automation of repeated task, organize new functions and gaming sites in the hotel increases the marketing(Adkin, 2019).















2. [bookmark: _Toc252][bookmark: _Toc21394]The Marketing Environment (Micro-SWOT) 

Through t SWOT analysis, the organization's internal strengths, weaknesses, opportunities and threats are measured(Probert, 2021).
Several steps of swot analysis in this hotel are:
1. Determining objectives
2. Examining results,
3.  Evaluating growth and performance 
4. Being aware of external threats such as negative feedback

Strengths: safe accommodation, cleanliness, hygiene, hot water system, contribution to the local economy etc. are the strengths of the Wickaninnish Innafter the pandemic situation(DeWitt Coffman, 2021).

Opportunities: Peoples' mental health has deteriorated due to being in quarantine for a long time(Jiloha, 2020). So, they will go to different types of holiday centers to relax. This hotel can help them to enjoy their holidays in the beautiful surroundings of nature. So it is an opportunity for the hotel to attract them.

Weakness: Repeated cleaning methods have increased their costs. Unfavourable tax rates and the dependence on tourism makes this business rely on customers(Hemmington and Kim, 2020). Wickaninnish Inn House have faced customer crises. But they did not reduce their prices in comparison to other hotels in that area. They also have laid off their staffs.

Threats: Rival industries, prevalent conditions, worse economic conditions, changing travel patterns and pandemics are continuous threats.







3. [bookmark: _Toc32627][bookmark: _Toc12169]The Marketing environment (Macro) PESTEL

Understanding the market environment needs to analyze external factors(Dawson, 2018).  Post covid -19's impact on the Wickaninnish Innis analyzed using the PESTEL framework below:
Political: Hotel industry is a crowded place. So, the government had imposed various restrictions on the hotel due to the covid-19 situation(Strangmueller, 2021). It also postponed various contracts and sign-in agreements.
Economic: Due to the coronavirus situation, various activities of the hotel are being affected due to the government's order to close the hotel. In this case, they are not able to improve their finances.  Many workers have lost their jobs.
Social: Due to financial hardship, they cut back on their extraordinary activities and closed various worship centres(Taylor, 2021). Moreover, they have to shut down many social gathering functions such as weddings, concerts, games and conference and party programs.
Technological: Instead of direct interaction, their online interaction has increased. Due to the increase in online activities in this situation, they have spread their activities through E-services.  
Environmental: By maintaining personal hygiene and disinfectants, health awareness has been raised among the people.
Legal: Since the court was closed, various legal aspects of the business have been affected.









4. [bookmark: _Toc22618][bookmark: _Toc3742]Creating Customer Value & Engagement

[bookmark: _GoBack]As it is a luxurious hotel, the customers are more or less rich. The hotel authority should survey guests using SMS texting, email, or verbally by integrating it with the check out process. In order to better understand what the customers want, Wickaninnish Inn can create customer profiles, evaluate online reviews, see website visitors, solicit customers' opinions and use targeted guest marketing. 

Creating Customer Value enables loyalty, increase market share, price, reduces errors and increases efficiency(Gibbert, 2020). Customer engagement is a technique to understand customers best experiences while interacting with them.  These strategies are:
1. Analyze customers behaviours and attitudes.
2. Optimize websites and create feedback options.
3. Ask them directly at the time of their check-outs and survey them.
4. Use a chatbot that helps in understanding customers need through location and time.
5. Analyze most responsive services and websites.
6. Use support agents to help in filling the forms and make customers aware of the methods. Co-browsing, video chat, software development, visualizing ideas etc. can be done.
7. Take both positive and negative reviews cordially.
8. Hotel team management should be cooperative.
9. Directly ask customers what needs to be changed in their services.










5. [bookmark: _Toc16241][bookmark: _Toc20191]Effective Use of digital Marketing

Digital marketing means marketing through online services.Digital marketing has increased due to the corona-virus situation. The digital media like phone, telivision, internet etc. are influential(Acton, 2020). communication channels are:
Video marketing: Due to time constraints, people can now learn about various recreational places through video. They can offer a digital tour, introduce team members and their services, show customers reviews, highlight cleaning and hygiene program on video marketing.

Email marketing: It reduces extra costs. The hotel management can inform their previous customers about their upcoming events through email marketing. They can send them messages about their social distance and cleanliness programs and assure the customers' safety.
Website design:Organizing templates, customizing media templates, making social media attention via their websites about this pandemic makes it better.Advertising, creative marketing agency templates, customizing media templates, making social media awareness through their websites about this pandemic.

Social media: People search for products and services through social media about 54%(Abse, 2020). Blogging, the use of social media like Facebook, Twitter helps to communicate directly with the customers. People can recommend their family and friends about the hotel using social media. Providing online and offline reservations services through media  is an outstanding strategic marketing development. 





[bookmark: _Toc10424][bookmark: _Toc4685]Conclusion


The suggested marketing plan was on Wickaninnish Inn’s after the covid-19 program. Marketing plans are created on average, but people's activities and reactions can vary depending on the economic conditions of the people in each country. Due to Corona, the financial situation of the hotel has deteriorated. So, it is a bit expensive to program new plans. In this case, the hotel authorities have to conduct activities according to their budget. Due to digital connectivity, customers now try to communicate online with the hotel authorities in every possible way, so they need to keep their online service as highly active and efficient as possible. Wickaninnish Inn can hire skilled staff to provide good services with safety and reduce their service price a bit. They should offer discounts to the customers for a limited time and make themselves different from their rival hotels.
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Wickaninnish Inn is one of the luxury hotels of Relais

and Chateaux group of hotels. It is situated in Tofino,

Canada. The hotel authorities should adapt their new

marketing methods with the change of after covid –19

situation.
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Marketing Mix

Technique to 
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Provide 
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medical support
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Proper place 
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The Marketing Environment (Micro-

SWOT)

• Strength: Cleanliness, Hygiene.

• Opportunity: Peoples demand for vacation suit 

after covid-19 situation.

• Weakness: Increased cost, high tax, dependence on 

customers.

• Threats: Rival companies, worse economic condition.
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The 

Marketing 

environment 

(Macro) 

PESTEL

Political

: Government restricted hotels for 

opening.

Economic:

Tourist crisis made them economically 

worse off.

Social

: Organizing social functions was prohibited.

Technological

: Increased online interactions.

Environmental:

Increased personal hygiene.

Legal: 

Unable to finish legal procedures.
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Creating 

Customer 

Value & 

Engagement

Analyze

• Analyze customers behaviour and 

requirements, most responsive services and 

websites. Use a chatbot for repeated work.

Survey

• survey guests using SMS texting, email, or 

verbally. Co-browsing, video chat, software 

development, visualizing ideas etc. can be 

done.

• Survey profitable segment.

Create

• create customer profiles, evaluate online 

reviews, see website visitors.
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Effective Use of digital 

Marketing

•

Video marketing:

Digital tour, customers 

reviews, cleaning program.

•

Email marketing:

Inform upcoming events.

•

Website design

: Customizing media 

templates, Advertising.

•

Social media: 

Online review and 

reservation. Facebook, Twitter helps to 

communicate directly with the customers.
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Video marketing: Digital tour, customers reviews, cleaning  program.

Email marketing:   Inform upcoming events. 

Website design: Customizing media templates, Advertising.
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Conclusion

The suggested marketing plan was on one of the Relais

and Chateaux group hotels after the covid-19 program.

Due to Corona, the financial situation of the hotel has 

deteriorated.

They should offer discounts. Provide medical team, 

maintain cleanliness and hygiene.
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