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Geographical area
The hotel that has been chosen for this paper is Ocean House which operates in Rhodes Island, United States. Ocean House is hotel under the Relais & Chateaux group of hotels. 
Purpose of marketing plan
The purpose of this marketing plan is to increase the brand image of the hotel that will attract more potential visitors to the company post covid19 pandemic. 
Target area
The marketing plan will be prepared for the tourists and potential visitors who visit Rhodes Island for holidays and relaxation. 
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Product
Ocean House offers luxurious lodging for visitors with an oceanfront view from the hotel rooms (De Pelsmacker et al., 2018). In addition to this, the services also include restaurant and food services according to the customer choices. 
Place
In order to carry out the marketing, the company will advertise itself on the website of the company along with social media platforms touch Facebook, Twitter and Instagram. 
Price
The company will use the competitive marketing strategy because of the uniqueness of the services it provides (Alsayed et al., 2018). However, it will provide discounts and offers to attract customers and encourage tourism after the pandemic. According to the reader, it is one of the last oceanfront hotels available in the location and therefore a competitive marketing strategy will help the company to gain maximum profits. 
Promotion
In order to promote the services, the company will advertise itself on different social media platforms and also through different commercials which will allow the company to reach the majority of the potential visitors. 
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SWOT analysis
	Strengths:
· Availability of oceanfront rooms
· Exclusive services such as indoor pool, spa and art galleries. 
	Weaknesses: 
· Lack of effective sustainable processes in the restaurant services
· Suffered loss due to covid19 pandemic

	Opportunities: 
· To enter the international market through social media
· Use sustainable practices to enhance the brand image of the company
	Threats: 
· Potential established competitors from the hotel and restaurant industry (Mahmutović, 2021). 
· Threat of lockdown and restrictions due to increase in the covid19 pandemic



Ways to capitalise a strength
In order to capitalise on strengths, the company can focus on attracting more customers from around different countries outside the United States. The company can include the exclusive services it provides in the advertisements to increase the brand image and customer perception. 
Ways to address weakness
The weaknesses can be addressed by ensuring minimum food waste and bringing sustainable practices in the restaurant department (Galli et al., 2017). Further, following the covid19 protocol to ensure customers regarding the precautions followed to avoid outspread of virus post pandemic.
Ways to grab opportunities
Ocean House can grab the opportunities present in the market by advertising itself through social media websites such as Facebook and Twitter. 
Ways to address threats
The threats can be addressed by conducting a thorough market and competitor analysis to bring changes that will allow the company to gain a competitive advantage. 
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PESTLE
	Political factors: 
· The governmental laws made by the United States
· The international laws regarding travel

	Economic factors: 
· The total disposable income of the tourists
· Fluctuating exchange rates (Kryukova and Khetagurova, 2020)

	Social factors: 
· Language barriers in between the service providing teams and the visitors

	Technological factors: 
· The use of technology and artificial intelligence in the operations such as front desk management. 

	Legal factors: 
· The minimum wage of employees in the US
· Minimum working hours for employees in the US

	Environmental factors: 
· The use of sustainable practices and sustainable products in the operations. 
· Impact of climate change and other international problems such as covid-19 pandemic


Ways to capitalise on positive impacts
In order to capitalise on the positive impact, the company can focus on attracting more customers because the disposable income of people around the world is constantly increasing (Lull Ríos, 2020). In addition to this, Ocean house makes use of the latest technologies they have in order to make the processes easier and more efficient. 
Ways to address negative impacts
The negative impacts can be effectively addressed by ensuring that this company abides by the laws and regulations made by the government of the United States. In addition to this, the company main focus is on providing training to the service team all ensure that the candidates were being hired to know more than one language to reduce the chances of language and cultural barriers in between the hotel and the visitors. The company may also focus on increasing the sustainable practices they currently have in their operations to reduce the impact on climate (Costa Rodrigues, 2018). On the other hand, the hotel must abide by the laws and regulations it is been mentioned by the World Health Organisation to avoid any transmission of the covid-19 virus.
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Creating customer value
In order to create customer value, the company will significantly focus on creating a positive brand perception and considering the feedback from the visitors who have experienced the services of the company. The feedback that will be provided by the visitors will be highly considered in order to implement changes that can bring improvement within the products and services offered by Ocean house hotel. In addition to this, the company will effectively prioritise the quality of the product over the price to ensure the best customer experience after the pandemic (Bellmont Rodríguez, 2018). In addition to this, the company will constantly use different techniques and models to identify the strengths and weaknesses that will allow the management to bring changes and mitigate possible threats by capturing the opportunities. 
Benefits offered to current and potential visitors
The benefits that the marketing plan of Ocean House offers to the current and potential visitors in future include an exclusive range of services such as indoor pool, spa, give me activities, high-speed internet, restaurant facilities and so on along with following the covid19 protocols. In addition to this, there are other benefits such as exclusive offers for the customers who will book the hotels before a particular period. On the other hand, the company also promises to provide the benefits of the best customer experience and attractive discounts for regular customers. 
Ways to develop digital engagement
In order to develop digital engagement, the company will focus on creating a positive and hai customer experience. On the other hand, the band will also focus on capturing the maximum opportunities that are present in conversational marketing (Nikolskaya et al., 2017). Furthermore, the retention strategies will be one of the greatest priorities of the organisation in order to develop digital engagement as it will help the company to provide job satisfaction and the best employees present in the market. 
Marketing channels
The marketing channels that the company will be using in order to implement the marketing plan are direct marketing and internet direct marketing channels. These marketing channels will help the company to reach maximum potential visitors without including any third party that can bring disadvantages to the overall marketing plan.
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Ways in which digital marketing will be used
In order to use digital marketing, Ocean house will focus on digital marketing significantly as it will allow the company to reach the maximum number of customers in a very short period of time. The company will also include search engine optimisation that will help in gaining more benefits through digital marketing (Kefalas, 2019). The people click option will also be used by the company in order to increase the total channels of revenue that are present under the digital marketing and simultaneously increase the plant image by enhancing the brand perception within the customers through advertisements. 
Ways to attract new customers
In order to attract new customers to a business, the company will focus on providing exclusive offers and discounts on different aspects. Apart from this, the company will significantly focus on the customer experience that will increase the chances of referral and promotion of the company (McNeill and Nienaber, 2018). The website that a company uses will be effectively managed and constantly updated in order to keep the potential customers and visitors increased which will eventually increase the total number of customers being attracted towards the company. 
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It can be concluded that the company has a number of opportunities present if it uses digital marketing in the most appropriate manner to target the customers. The swot analysis and the pestle analysis that has been made in this paper can help the company to identify the changes it needs to implement in order to increase the efficiency of the business operations. 
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