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	Introduction 
Chatham Inn is the oldest continuously operating inn on Cape Cod, Massachusetts and is ideally located at the eastern edge of Chatham’s charming Main Street. It is selected for the presentation as a scenario which is the number 1 romantic hotel among the top 50 hotels in the USA and which provides special rooms with service, food, rain shower, fireplace, swimming pool, bar, and other in-room and property amenities.
 The objective of the essay is to analyse and present the marketing plan including marketing mix 4Ps (Product, Price, Place & Promotion), SWOT analysis, PESTEL analysis, customer value and attraction and efficient utilisation of digital marketing. 

	

	Marketing Mix
Product: According to Borden (1964), the key products of Chatham Inn are rooms and restaurants which are divided into various special sub-divisions such as restaurants has different types of menus consistent with the time and various extra services like washing, freeze, laundry services, which are provided in the room. The hotel focuses on the couple customers whose satisfaction are depended on physiology (full stomach, comfort beds and rooms, warm and subdue environments), economy (better value for money, swift services, suitable places, and credit facility), social (enjoyable organisation, concentrating services, and sound advice upon foods and beverages) and psychology (augmentation of self-esteem, status, and protection).
Price: The guests are affected by the price and package of the competitors. For that, the prices must be reasonable to the customers. Constantinides (2006) said that as the demands of the hotel are higher, the business keeps the same rate in both peak season and offseason. But sometimes, some offers, and discounts are provided for attracting the guests.
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Figure 1: Room Price of Chatham Inn
Place: The convenience of the goods to guests are referred by place. Dominici (2009) mentioned that the hotel products travel to guests because every location has a sub-branch from which the products and services are delivered by both direct and indirect channels. Direct channels are sales by the sales team, private phone calls, printed media advertising, hotel website booking method, etc. Indirect channels include event planner, independent travel agent, travel agent, internet travel portal. 

Promotion: The directors of sales and marketing must perform the best efficient advertising and contact mix for the hotel. Išoraitė (2016) explained that promotion is the way of hotel communication to target guests. To create the end-users, the concern of the services marketers initiates various advertising policies to sustain its products and services. Chatham Inn must use Brochures, TV commercials, Hotel websites, Twitter, Facebook because these tools are used by maximum people. 
The Marketing Environment (Micro-SWOT) 
Strength: Chatham Inn provide full safe residences to the customers as they are far from their homes. Leigh (2009) denoted that the local economy is contributed by the hotel and even many local products are also sold by the guests of the hotel. Even after a vast hindrance because of the COVID - 19, the hotel business is still one of the biggest employers universally. 

Weaknesses: Fine (2019) said that higher hotel rates and vast setup costs are key weaknesses in the hotel business. Disapproving the tax rate from the government is destroying the interest of the hotel business. Day by day, the hotel business is depending on seasonal business or tourism.

Opportunities: These must be executed when these come otherwise the business will not go ahead. Piercy and Giles (2019) referred to those technological scopes such as artificial intelligence, property management system, cloud computing, which are available in the business world. Millennials as the new target sector are another opportunity in the present time because they prefer to travel, prefer to access technologies, and prefer tourists’ locations. 

Threats: Every day many competitors launch their business with cheap rate services so that established hotel industry like Chatham Inn faces many challenges to adjust with those competitors in the market. COVID-19 is a vital threat for the company. Even, Chatham Inn faces losses in 2020-2021. 

The Marketing environment (Macro) PESTEL 
Political: Yüksel (2012) described that the government withdraws the huge amounts of taxes from the hotel industry so that the hotel businesses face losses. But maximum countries are now free for travellers and the company can see a vast expansion. In the USA, lower taxes are fixed for the hotel industry, but different presidents set different regulations. 

Economic: Chatham Inn expects a big amount of investment to expand its business because global investors focus on the USA hotel industry. Song et al. (2017) denoted that as the US dollar is the most potential currency and the customers do not face foreign exchange rate, they are being attracted for that. Besides this, inflation and recession can also affect the business though there is less chance in the USA. 

Socio-cultural: In the present time, people are based on social media by which they can share their experiences and know anything about travelling. Even they can decide travelling. The employers of Chatham Inn operate their business based on social factors and situations.
Technological: According to Ortega et al. (2019), the company can open a website, use blogs for reviews of the services and utilise social media so that the customers can book their orders from the websites, see the positive and negative reviews and know any information. 

Environmental: Mkude and Wimmer (2015) referred that the road, transportation, and others must be facilitated for the guests lest they should face any problems. Even weather and climate must be analysed because unless these are favourable for the guest, they do not travel or come to the hotel.

Legal: The company must face various laws like discrimination, anti-trust, employment, and protection, which influence how it conducts its business, its costs and the needs for its goods and services.

Creating Customer Value & Engagement 
Chatham Inn can make its guests value through offering additional and exciting discounts or offers, communicating with them personally, setting products and services quality consistent with customers’ demands, helping them to break the monotony, and offering an infrequent loyalty program. 

Beckers, Risselada and Verhoef (2014) mentioned that if the customers get valued from the industry, they decide to purchase the products and services, they will be satisfied with the quality and price. For that, a customer value map can be made for measuring their satisfaction. 
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Figure 2: Hotel Customer Journey Map (Source: Kumar and Reinartz, 2016)
For measuring customer value, a survey or questionnaire can be developed. This survey includes some questions to the customers about services and industry. It can be happened by social media. Besides measurement, this helps Chatham Inn to increase customer engagement. Even the company must provide proper information, focus retention, utilise push notification. 

Effective Use of digital Marketing
When a company use the internet to inform the customers regarding its products and services, this is called digital marketing. Some major ways of digital marketing which are useful for Chatham Inn:
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Figure 3: Types of Digital Marketing (Source: Smith, 2011)
According to Mandal and Joshi (2017), social media is dominating in recent time and 3.8 billion people use these media such as Facebook, Twitter, LinkedIn, YouTube, Instagram, etc. Content marketing connects making assets that answer questions into a user’s mind and this includes Webinars, Blogs, e-books, Podcasts. Search Engine Optimisation uses techniques that support Chatham Inn rank the highest on search engine result pages so the company can reach more potential travellers. 

Conclusion 

At last, it is said that the above analysis on marketing issues is very significant for any hotel industry like Chatham Inn, and that because most of the hotels have strength elements, but they also have parts to be improved by the combined effort of the management and the staff, acting like a team.
The company should make quality products at reasonable prices, use loyal distribution channels, and advertise according to modern technologies in terms of the marketing mix. 
In SWOT analysis, it must know weaknesses to recover and execute opportunities because opportunities do not come always and they are always not waiting for the implementation of the appropriate measures to avoid the weak parts of the business, that is to avoid high hotel rates and high installation costs.
The macro-environment factor (PESTEL) is another issue that must be focused on because these influence businesses both positive and negative, this means finding the best solutions for keeping the balance oriented toward positive.
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