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[bookmark: _Toc88657774]Introduction
The world has been impacted by the coronavirus epidemic, and the imposed lockdown has exacerbated the issue. Construction, industrial, tourism, and hospitality businesses have all been severely hindered as a result of the virus's spread, and they have suffered significant losses. However, due to the people's travel restrictions, the hospitality and tourist business is one of the most affected industries in the pandemic. According to estimates, the coronavirus epidemic cost these industries $1.2 trillion in lost revenue (Fernandes, 2020). This study focuses on creating a marketing plan for the Royal Champagne Hotel and Spa to help the hotel recover from the losses incurred during the epidemic. This strategy attempts to increase client value and engagement, allowing the hotel to grow its business following the lockdown. The macro and micro environmental elements will be considered in this research proposal. It will also concentrate on the proper use of digital marketing tools, which will aid in the profitability of the company.
[bookmark: _Toc88657775]The Marketing Mix
[bookmark: _Toc88657776]Product
The hospitality industry is a service-based industry that directly deals with customer satisfaction as dissatisfaction may lead to a loss in the business. The Royal Champagne Hotel and Spa deliver high-quality services to its customers. The Royal Champagne Hotel and Spa offers a city spa experience in a picturesque setting. There is no other place in Champagne in which the customers might tour the vineyards and then relax in a world-class destination spa with views of the vines. They also provide hand-picked therapists to pamper, refresh, and indulge the customers in providing the best services to the customers. The hotel has a helipad that provides unique services to the customers (Li et al., 2014).
[bookmark: _Toc88657777]Price 
The hotel charges $629 per day for a room for two people with breakfast. The hotel features 47 luxury rooms with top-of-the-line amenities and offers world-class services to its guests (Rokka, 2017). 
[bookmark: _Toc88657778]Place 
In the heart of France, the world's most popular tourist destination, the Royal Champagne Hotel, and Spa are located. The hotel is equipped with top-of-the-line amenities that will help it attract customers. The quick connectivity with Charles de Gaulle Airport (30 minutes) and 1 hour 30 minutes from Charles de Gaulle Airport will be used to attract visitors to France (Guy, 2007). 
[bookmark: _Toc88657779]Promotion
To attract new customers and keep them involved, the Royal Champagne Hotel and Spa will use social media and digital marketing channels. The Royal Champagne Hotel and Spa will concentrate on social media advertising and the promotion of sales through the use of social media channels (Kotler, 2003). 
[bookmark: _Toc88657780]The Marketing Environment (Micro)
[bookmark: _Toc88657781]Competitors
The hotel industry in France is full of extreme competition and the top competitors are Hôtel de la Cité Carcassonne, Le Chalet Zannier, Hotel Du Palais, and Chateau Saint-Martin & Spa. 
[bookmark: _Toc88657782]Customers
Customers are the most significant players in the company's microenvironment. The entire value delivery network attempts to interact and build strong relationships with the target clients. To be successful, the Royal Champagne Hotel and Resort must focus on building a relationship with clients, which may be accomplished through the use of digital marketing tools (Rosli & Nayan, 2020). 
[bookmark: _Toc88657783]Market intermediaries
Royal Champagne Hotel and Resort must maintain alignment with various channel partners, promoters, and advertisers to build strategies that will aid in the success of the business (Voss, 2004). 
[bookmark: _Toc88657784]Organization itself
The hotel must focus on aligning all the departments including customer services, marketing, finance, and human resource to work towards attracting new customers.  
[bookmark: _Toc88657785]The Marketing Environment (Macro)
[bookmark: _Toc88657786]Political Factors
France's politics has a reputation for being difficult. According to history, a revolution occurred among the people as a result of the income disparity between the rich and the poor. People are eager to adopt new political reforms, but due to the country's past, this is still not happening. Another element that is affecting the country is terrorism, which the Royal Champagne hotel and spa must consider (Wilson, 1994). 
[bookmark: _Toc88657787]Economic factors
France has nearly 40% tax rates which can affect the business of the Royal Champagne Hotel and Spa. France has a high rate of unemployment. There were nearly 28% of males and 24% of females in their early twenties were employed at subsistence wages, all who work earn around 18,000 euros per year which must be taken care of by the hotel to provide discount rates to attract these customer segments (Walker, 2007). 
[bookmark: _Toc88657788]Socio-cultural factors
The youth crime rate is very high due to high unemployment in the country. There are a lot of strikes due to wages which must be taken care of by the Royal Champagne Hotel and Spa and provide wages as per the norms to remain successful (Wu & Wu, 2012). 
[bookmark: _Toc88657789]Technological factors 
The people in France are tech-savvy and they spend a lot of time on the internet which allows the hotel to follow the digital marketing platform to remain successful and attract new customers (Lieb, 2012). 
[bookmark: _Toc88657790]Legal Factors
Hotel Royal Champagne must focus on following the labor laws and other related laws to enhance its business. 
[bookmark: _Toc88657791]Environmental factors
Water pollution and acid rain are high concerning environmental factors in France and Hotel Royal Champagne must focus on taking measures for less water usage to remain successful. 
[bookmark: _Toc88657792]Creating Customer Value and Engagement
The Royal Champagne Hotel and Spa will create value by providing more benefits at fewer costs. The hotel will give discount coupons to the new customers who will book the rooms from the hotel website. Secondly, the newly married couple will be given a spa with a 50% discount to provide maximum benefits to the customers. The hotel will use the feedback and comments of the visitors to know more about the needs of the customers. The hotel will also use questionnaires and survey about the services at the hotel to increase customer engagement. The hotel will use social media platforms for keeping the customers engaged. 
[bookmark: _Toc88657793]Effective use of Digital Marketing
For a hotel, digital marketing can be extremely beneficial. It can assist any hotel, large or small, in recouping lost revenue and generating additional revenue. It is critical to stay ahead of the competition in this era of competition. The hospitality sector has a reputation for being difficult to break into. Furthermore, developing stronger marketing tactics for a company is not an easy task. This makes hotel marketing a little more complicated. However, digital marketing has proven to be extremely advantageous to various businesses in the past. It will undoubtedly be beneficial to the hotel and hospitality industries as well. Through the use of digital marketing tools, the Royal Champagne Hotel and Spa may focus on promoting their unique selling qualities to attract new clientele (Ryan, 2016).  To inform guests about the hotel, the Royal Champagne Hotel and Spa can focus on showcasing its important attractions, such as world-class food, vineyards, helipad, and spa. The Royal Champagne Hotel and Spa might use its website to highlight the hotel's stunning views to attract new guests. Avail maximum benefits and enjoy your holidays with The Royal Champagne Hotel and Spa at never before discounted pricing, enjoy the spa, go wine tasting, and make your vacation a once-in-a-lifetime experience" will be the core message to attract new consumers.
[bookmark: _Toc88657794]Conclusion
The coronavirus epidemic has wreaked havoc around the globe, particularly in the tourism and hospitality industries, resulting in massive losses. However, the Royal Champagne Hotel and Spa will make use of new digital marketing channels to assist attract new guests and compensate for the hotel's losses. Customers will be kept informed and involved through the usage of social media channels. New clients will be given discounts and special incentives to assist attract new customers. Although the hotel industry has suffered significant losses, Royal Champagne Hotel and Spa will continue to provide value for its customers to remain profitable.
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