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	Introduction
Ocean House is a historic luxury hotel. The company’s website states that the company has been carefully reconstructed to give tribute to the storied past and provide extraordinary experiences for the guests, residents, and members. This hotel is situated in a wonderful coastal area named Watch Hill in Westerly of Rhode Island. As the Covid-19 pandemic outbreak started in March 2020 in the whole world, the hotel industry of every economy fell down (Wahab, 2020). So, the marketing strategy plan of Ocean House is to make customers back to their hotel, increase new customers and retain them through creating customer value and engaging customers productively. The whole paper will show this marketing plan of Ocean House.


	
1. Marketing Mix  
Product 
Forty-nine rooms and 20 signature suites of Ocean House are naturally inspired by Rhode Island’s wonderful oceanfront setting. The soothing, comfortable, and spacious accommodations are decorated with traditional wooden furnishings, ancient England artwork, and a low saturation color scheme. This hotel ensures high-tech touches like wireless internet accessibility, floor valet, flat-screen televisions, and voicemail, which meet customers’ technological needs. All of these attract the visitors to get experience at Ocean House (Hostettler, 2021). 
Price
Ocean house follows both dynamic pricing and competition-based pricing. According to the company, in the season of high demand, it takes $1200 per day, and in the season of low demand, it takes $640. And this price is matched with the competitors so that customers can’t get confused about visiting Ocean House. 
Place
Ocean House is 5.8 miles far away from Westerly, USA.  There prevails Occasion Transport for guests. Occasion Transport offers a large range of vehicles which includes limousines, trolleys, mini-coaches, motor-coaches and executive vans. Their marketing channel is www.oceanhouseri.com and Facebook page to reach customers.
Promotion
Ocean House uses a sales promotion strategy in the off-season. It has chosen social media to promote its services, as people are becoming more active in social media after the covid-19 pandemic. So, they promote through Google, Facebook by collaborating with the bloggers and celebrities influencing people.   

2. The Marketing Environment (Micro-SWOT) 
Strength 
The main strength of Ocean House is the natural artistic view of the Island cordially invites the Caribbean tourists. Moreover, it’s the location from Westerly, and the transaction system to reach the hotel gives extra facility to Ocean House. Apart from these, its luxurious furnished rooms and excellent services attract visitors the most (Hung, 2013). 
Weaknesses
According to Indeed rating (2021), Employee satisfaction is low in the hotel. The hotel lacks efficient leadership. 
Opportunity
As people spent monotonous life during a covid-19 pandemic, they wanted to see the beauty of nature from the sea and sky (Zhang and Lu, 2021). So, it’s a great opportunity for Ocean House. Apart from these, organic food stores near Ocean House make this hotel appealing to the clients. As people are fond of seafood, they want to visit the Island and stay at the hotel. 
Threat
As people’s income has declined and the cost of air travel has increased, visitors are less willing to visit the hotel (Aoustin and Levinson, 2021). Moreover, the competition has been increased after the pandemic, as every hotel is trying to reach customers. These are the main threat for Ocean House. 




3. The Marketing environment (Macro) PESTEL  
Some macro-environmental factors affect the strategy and operation of the hotel industry. Political factors are crucial for Ocean house hotel. The policy of the government regarding international tourists sometimes affects Ocean house hotels. During the pandemic, the government’s restriction interrupted the operation of the hotel (Shykina and Lisetskaya, 2020). Economic factors are the most important factor for a luxury hotel brand like Ocean house. As the US economy has seen a downturn, the demand for luxury hotel services is decreased. This happened as the disposable income of the households has decreased (KAMİLÇELEBİ, 2020). Social factors like the lifestyles of US citizens impact the performance of the hotel business (Cohen, 2011). Besides, the education of the customers also affects the customer in making a purchase decision. Changes in customer buying habits also affect the business, such as booking rooms online due to the pandemic. Technological factors impact the business. These are customers’ digital media adaptation and new technology. In a pandemic, safety-related technology has been adopted (Stankov and Gretzel, 2021). Legal factors like innkeeper laws, fairness in the menu laws, employee rights laws impact the operation and strategy of the hotel industry (Shelygov, 2021).  Environmental factors affect the strategy of hotels. For instance, in a relaxing warm climate, more customers may visit the hotel, so the company has to adjust the price (Ma, Craig, Feng, and Liu, 2021).


4. Creating Customer Value & Engagement 
Ocean House hotel will create value for its customer giving more emphasis on the quality of service over price. When a company provides more quality over price, it reduces the gap between customers’ expected service and perceived service. It enhances the customer perceived value of the service (Lovelock, Patterson, and Wirtz, 2017). Usually, when a customer’s perceived service exceeds the expected value of the service, the customer becomes positively engaged with the company. For this reason, the company will focus on providing quality service that will exceed the expected value for regaining its customer in the post-pandemic period. Besides, the company will offer customised service to its customer for creating superior value. For engaging the customers with the company, Ocean house will try to address the needs and wants of the customer. For addressing the needs and wants of the customers, the company will conduct a short conversation with the customer. For creating superior customer value and engagement, the company will integrate both offline and online channels. The company will choose an affiliate marketing channel for easing the booking process where they will partner with different agencies. Moreover, the company will focus on internal marketing for creating superior value and engagement (Ahmed, Rafiq, and Staff, 2013).


5.  Effective Use of Digital Marketing 
Digital channels will be used by the Ocean House Hotel for engaging, educating, and building strong longer relationships with its customer (Key, 2017). For this, the following channels will be used for communicating the customers-
SEO: Ocean house will rank its website at the top of the search page of a search engine so that the customers can find out the hotel’s website easily.
Content Marketing: Ocean house hotel will create different types of content like blogs, vlogs, video messages, and images for communicating its information and stories with the target customers. By making different kinds of content, the company will try to create a buzz.
Affiliation: Ocean house hotel will promote its business by affiliating or partnering with a different organisation, celebrity endorsements, and partnering with different social influencers.
Social Media: Without social, digital marketing remains incomplete nowadays. There are 3.6 billion social media users in the world. Among them, Ocean hotel will promote its business by targeting users who belong to the upper class. 
E-mail Marketing: E-mail will be used by the company for informing the customers about pre-arrival issues and guidance. Besides, it will be used in taking feedback from old customers and sales promotion to loyal customers.  

Conclusion 
The covid-19 pandemic has impacted all spheres of life. Due to the pandemic, there has had a tremendous change in the external environment of the Ocean House Hotel. Many people lost their jobs, and the disposable income of the households has decreased. Besides, government restrictions hampered the business operation. As the economy has restarted, people are travelling from for outgrowing their monotony. As the situation has changed, Ocean House Hotel needs to develop a proper marketing plan for regaining its customers. The company needs to minimise the service performance gap by offering quality services to its customer. This will increase perceived customer value which in turn will generate positive word of mouth for the company. Besides, the company should blend the digital communication channels like SEO, E-mail, affiliation, and social media effectively for engaging the customers and communicating with them. 
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