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[bookmark: _heading=h.30j0zll]Introduction
A marketing plan is a prior action planning that a business company will execute in near future in its existing market or business expansion areas (Wood, 2003). For this marketing plan, the selected hotel is The Dreamland Resort of Relais & Chateaux group. The geographic location of this resort is Guangdong Province in China. The Dreamland Resort is located in the South China Sea which is situated between Hong Kong and Macau (Relais & Chateaux, 2021) The purpose of this report is to create and present an effective marketing plan through internal and external environment analysis of China for The Dreamland Resort. Mainly this marketing plan is being prepared for the marketing department executives and functional level officers of Dreamland Resort of China for attracting new customers after the pandemic lockdown.
[bookmark: _heading=h.1fob9te]Marketing Mix
A marketing mix is a set of activities that any business implements for advertising and promoting its products and services features, locations, and other necessary information in the marketplace. The marketing mix of The Dreamland Resort has been conducted below.
Product: The offering product for this Dreamland Resort is rooms that are air conditioned. Along with room, this resort has the service of Spa and air-conditioned restaurant that provides quality food (Relais & Chateaux, 2021). Also, disabled accessibility, fitness center, stationary bike, fishing and biking, and service for village visiting are some products and service list through which it can attract customers after lockdown period.  
Price: Rooms price start from US$360.17. Deluxe room price is US$516.76, elegant suite’s expense is US$1096.16 and leisure suite’s cost is US$939.57 (McGrath, 2017). For a better payment system, Dreamland will provide all accepted means of payment like American Express, MasterCard, Visa, and JCB. 
Place: As the marketing plan for the Dreamland Resort has selected China as its serving destination the resort will plan for Dawanshan Island of Zhuhai City. After the lockdown period, visitors will come to enjoy the sea sites and this Dreamland Resort will be the best hotel for them besides the Dawanshan Island, Zhuhai in China. 
Promotion: For attracting customers after pandemic its maximum promotional activities will be broadcast through online media platforms (Research Gate, 2017). For example, social media marketing like Facebook, creating a website, promotional posts on Instagram or YouTube will be effective for marketing the product and services. Advertisement in newspapers, and giving a digital gift card can be another promotion way for the Dreamland Resort.  
[bookmark: _heading=h.3znysh7]The Marketing Environment (SWOT)
Strengths: According to the visitors The Dreamland Resort has the best value chain in providing services to its customers. It has a good chef, well-known brand awareness, the strength of successful internalization with unique and luxurious embodying versions (Shaw Ali, 2021). The creative market with the luxury boutique hotels is another key strength of this resort.
Weaknesses: Dreamland Resort faces difficulties in its actual price range with its offered benefits. Lacking providing standardized quality services is a weakness as several standard visitors come to China and measure the quality on the basis of different perspectives. High turnover of staffs for minimum wage rate is its weakness.  
Opportunities: New emerging market with great potentialities is the main opportunity for this global brand. Its growth rate is quite high compared to the rival companies and after the pandemic period, visitors started to come to China for business and travel purposes that creating huge opportunities for the Dreamland Resort (Relais & Chateaux, 2021). As it is a culturally isolated resort customer who are fond of cultural history will be its opportunity. 
Threats: As China is considered as the main location of a pandemic it is creating a threat for Dreamland resort as customers do not come due to this Covid-19. Also, the number of rival companies and threats of new entrants is gradually increased that is a threat.



[bookmark: _heading=h.2et92p0]The Marketing Environment (PESTEL)
Political Factors: For political stability, China has good trade and business terms with other countries that is a positive factor for The Dreamland Resort to expand its business internationally. Also for political stability, foreign business people and visitors come to China which is beneficial for this hotel brand. The government has different plans to promote existing businesses and create the stability of the companies with good political relationships (Holbig, 2008). For example, at present Chinese government is giving emphasizing e-commerce which is beneficial for Dreamland Resort to operate its business activities. 
Economic Factors: The labor cost of China is very reasonable for which the Dreamland Resort can hire Chinese employees in its offices (Anyanwu, 2014). Also, the growth rate of China’s economy is good after the pandemic period which is a positive economic aspect for The Dreamland Resort. China’s citizen has great purchasing power for the high rate of gross domestic product. But the inflation rate is not stable and fluctuates suddenly which results in an increasing slowdown of foreign investment. 
Social Factors: China has a growing population who are literate and wants to spend money on entertainment (Hai‐yan, and Baum, 2006). Also, the changing lifestyle and taste of Chinese people towards traveling rather than saving money are increasing which is a positive aspect for the Dreamland Resort. Along with that, the user rate of technology and internet among people in China also maximizing that is effective for Dreamland Resort promotional activities.  
Technological Factors: Compared to other developed countries Chin has a great investment in the innovation and technology sector that is facilitating electronic business expansion (Tiago et al., 2014). From supply chain management to distribution Dreamland Resort can utilize these technological advancements in its operations to attract customers. But one major problem in the technological sector is China market has no safe and secure online payment system which may negatively impact Dreamland Resort’s marketing plan. 
Legal Factors: As The Dreamland Resort has foreign ownership the legal factors of China greatly impact its regular activities. Like, labor standards, employee remuneration and benefits, labor disputes, and other relevant issues are regulated by The PRC Labour Law 1995, the PRC Labour Contract Law 2007, and various administrative regulations also followed by the constitution (LIAN, 2012). If any of the law goes negatively with its objectives it may face difficulties. 
Environmental Factors: Natural resources like water, energy, and air are being polluted and wastage through industry activities. And in the resort, waste management, and green practices are conducted in a small percentage. All the regulations about these environmental issues may negatively impact local activities. 
[bookmark: _heading=h.tyjcwt]Creating Customer Value & Engagement
Customer value is the perception of buyers on a product and service about its worthiness and the capability to fulfill customer needs and demand and a relative comparison with alternative or substitute (Hotel Intelligence, 2021). For creating customer value and engagement The Dreamland Resort can implement a multidimensional concept of perceived value. Today technology is playing an important role in engaging customers with business and Dreamland Resort can create customer engagement through online media platforms. This type of engagement is a two-way communication that facilitates the interaction between two parties and Dreamland Resort can create customer value properly (Hu, and Olivieri, 2021). 
Customer value in the hospitality sector creates through three steps which are check-in time, staying period or using the hotel services, and check out time. By providing a transportation system, speedy check-in, and check-out procedure, and by providing recreational activities Dreamland resort can maximize its customer value and engagement (Murphy, 2008). As Dreamland resort has spa and restaurant facilities it can create customer value through healthy food menu options. By responding directly with the customer can increase both parties’ engagement. And for Dreamland Resort identification of its ideal customer segmentation and knowing the customer is another way to maximize customer value and engagement. 



[bookmark: _heading=h.3dy6vkm]Effective Use of Digital Marketing
Social media marketing: For attracting customers after the lockdown period social media marketing will be an effective approach as for Covid-19 maximum customers are gathering information about service and price through online mediums like Facebook and Instagram or YouTube pages (Gupta, and Kumar, 2017). Thus the required time for customer engagement and creating value will reduce. Also, through social media marketing, The Dreamland Resort can reach global customers across the Chinese border. 
Establishing website: At present The Dreamland Resort has an online website with its parent company which is Relais & Chateaux Group. For better marketing, it can create a separate website in which it can enlist its rooms facilities, price list, spa, and restaurant occupancy. Establishing a website will facilitate Dreamland Resort to receive good and bad reviews and it can correct all the bad reviews with proper initiatives. 
Search engine optimization: Through search engine optimization Dreamland resort can improve its search ranking on search engine result pages and can convert a customer to a loyal one. Content marketing is a part of this digitalization in marketing in which content about hotels, their views, videos, and social media posts will be boldly posted for better marketing and promotion (Buckley, 2013). It is an effective digital marketing approach for customer retention and engagement. 
[bookmark: _heading=h.1t3h5sf]Conclusion
In this entire marketing plan, different aspects of attracting customers after the lockdown period have been discussed in which internal and external analysis, marketing mix, and effective implementation of digital marketing approaches are included. 
For customer attraction after pandemic Dreamland resort can ensure all the hygiene and safety measures that are related to personal health. Proper sanitisation, laws, and regulations imposed by the Chinese government need to follow and implement strictly. It has to ensure and present its new facilities and services to the customer so that customers can notify those and attract by improved services. Thus Dreamland resort can make its marketing plan. 
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