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Introduction 
The marketing plan concentrates on the Hotel Quadrille in Poland, which is located in the harbour metropolis of Gdynia. Influenced by the concept of Alice from Wonderland, Hotel Quadrille envisaged a décor that would be above the usual. The passageway that unites the resort's twin halves enables customers to go from one end of the reflection to the opposite, where they will find suites named after great writers as well as their novels. The standard of the company has not suffered as a result of their decision to be unique, with the climate's charm visible in each aspect.
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Product: Quadrille is a private antique estate. Boutique restaurants are known for their stylish and meticulously created interiors, with each apartment having its distinct character and vibrant colours. Quadrille is centrally placed in the Tri estate Urban Region. The resort features 32 hotel rooms, a comprehensive spa, and an interior pool, among other facilities.
Price: The resort is aimed mostly at those with better financial means. As a result, it is reasonable to conclude that the hotel is primarily concerned with providing visitors with lavish and magical experiences. As per the views of Blut, Teller and Floh (2018), the price of the dining and spa amenities, such as acupuncture as well as hydrotherapy, is also incorporated.
Place: Gdynia, a harbour metropolis on the Baltic Sea, is experiencing a renaissance. Quadrille is a tiny 18th-century mansion that the Górski line has given fresh vitality to within one of the city's great gardens. The lodge, as well as the Gdynia Sporting Stadium, the Experyment Research Complex, the Pomeranian Bioscience and Innovation Center, and Zeromski's Residence, are all close by.
Promotion: Several travel tourist blogs advertise Hotel Quadrille to the fullest degree possible. As stated by Koc and Ayyildiz (2021), following that, the lodge has a substantial website that has all of the hotel's features and amenities. The lodge is advertised in the regional press on multiple occasions.
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Strengths: The quadrille hotel in Gdynia is an Alice in Wonderland-themed hotel in a beautiful location. Several reviewers praised the resort's setting, 3 kilometres from Orowo Beach as well as 17 kilometres from Gdask Lech Wasa Airport. There are double deluxe bedrooms, single deluxe rooms, double rooms, and suites available at the hotel. Many amenities are available at the Quadrille hotel, including an indoor pool, an adult-only pool and spa, free WiFi, a 24-hour front desk, baggage store, receptionist, full-service laundry, housekeeping, , air - conditioners, a bar, and parking. This resort also offers the opportunity to dine at White Rabbit Restaurants.
Weakness: The Quadrille Hotel offers numerous services to its guests, however people have questioned as the bathrobe was ripped and in poor shape, also even the towel inside the bedroom were unclean as well as ripped, despite the fact it is a five-star hotel. The cuisine at the restaurants is bland as well as unseasoned, plus it has been provided for an extended period. There was also leakage in the bedrooms, a restriction on pets, plus minors underneath the age of 16 are not permitted.
Opportunity: The New Year as well Christmas seasons are approaching, the Quadrille Hotel will have a chance to attract visitors. As stated by Prus, Uruszczak and Hernik (2021), to avoid such opportunities and guarantee complete customer pleasure, the hotel must enhance its restrooms and room cleanliness.
Threats: The Quadrille Hotel faces a challenge in that it is an Alice in Wonderland theme hotel, yet dogs, as well as children below the age of sixteen, are not permitted. As a result, it competes with both local and high-end hotels that welcome dogs and kids. As reported by Ostrowska-Wawryniuk and Piątek (2020), the outbreak of Covid 19, it is also dealing with a decrease in tourist numbers.
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Political Factors: The Quadrille Hotel in Gdynia relies on high-class travellers and, as a result, on Polish government regulations. The bigger the share of income the state collects from hotels, the greater favourable the administrator is for tourist regulations. Poland is indeed a country that maintains a politically stable condition.
Economic Factors: Economic implications have a significant influence on everyone's ability to spend for resorts like the Quadrille hotel. Poland appears to be a major economical player in Europe. As stated by Kordana et al. (2019), these were some of the European countries that were least impacted by global gridlock.
Socio-cultural Factors: Tourism has already been facilitated by social media networks that enable people to communicate their own travel experiences and thus also create societal expectations to trip. This pattern is likely to persist, culminating in higher resort needs.
Technological Factors: Resorts have had to become more technologically advanced in recent decades. Broadband wifi, lifts, fingerprints room locks, and alarm systems are only a couple of minor numerous contemporary conveniences that any resort ought to have.
Environmental Factors: Poland appears to become a beautiful country. It has an interesting history, delicious cuisine, as well as a diverse range of attractions, including mountains, sea, and woodlands. As per the views of Alexander (2018), it offers visitors relatively affordable holidays than neighbouring Countries in Europe.
Legal Factors: Many governments provide taxation advantages toward the resort industry to encourage the country's economy. In much the same way, Poland's legislation makes sure its judiciary system's complete freedom.
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Creating Customer Value & Engagement 
Small details, like a greeting card or intriguing in-room décor, may help a hotel gain positive feedback from customers. These small gestures by the hotels could improve a customer's entire trip satisfaction and contribute to their enjoyment after their vacation. Hotels can provide a variety of services to their clients, such as localized co-working areas or cafes where corporate travellers can operate or hold conferences, as well as in-room services for those who prefer working in the privacy of their suites.  Guest reviews can help hotels improve guest interaction. To collect input from guests, hotels may create a client remark card system or websites. Building up a virtual wall that displays tweet or Instagram photographs tagged with a specific hashtag is another excellent technique to boost interaction. As per the views of Melović et al. (2020), hotels may use advertising platforms to contact a larger demographic and acquire more prospective visitors. The hotel's webpage is the major route for booking since it enables hotels to offer rooms straight to travellers. OTAs are online travel agencies that link customers with providers to book airlines, resorts, vehicles, excursions, and ships, allowing hotel chains to attract new customers.
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The term hotel internet marketing refers to the process of establishing and sustaining the hotel's internet profile. This covers Google plus Search Engine Optimization refers to the process of optimizing a website for research engines. An effective SEO strategy will help the resort appear highly in searching results, providing it the awareness it requires, as well as social networking sites like Instagram, Facebook, or Twitter. Quadrille is defined as vibrant and exceptional within today's world. The difficulties of this last 2 years have pushed advertising efforts to the top. From public of alternative Airbnb style providers through a widespread pandemic that has affected the world tourism business an astounding $925 billion.

Developing an online marketing plan: Developing guest identities that match the individuals they wish to encounter at one's check-in counter is a good approach for hotels. The next step for Quadrille is to set its long-term online marketing objectives. As reported by An and Han (2020), they would be influenced by the company's overall aims and approach. For instance, a corporate goal can be to increase revenues by 30 per cent within the next year while also strengthening its brand among millennials. Hotel can use Social listening - this is  tools to track guest reviews and stay up to date with bloggers and influencers to maintain reputation and constantly monitor guest preferences.

 Utilize digital marketing: Quadrille has pioneered the road with material that stimulates and gives value, through blogs post through podcasts, online publications, applications, e-books, concise video, even VR reality. As stated by Prus, Uruszczak and Hernik (2021), good material may assist hotels to grow their audience, strengthen current consumer connections, improve brand devotion, and schedule more bookings.
Utilizing social networking to advertise: Considering the ways of social networking while marketing hotels across the various operating systems: continuity, originality, but also competitiveness. Quadrille must be constant, publishing often using a distinct message which reflects the brand's identity.
[bookmark: _Toc88688707]

Conclusion 
Following the marketing approaches, micro and macro promotional environments, consumer interaction methods, and social marketing efficacy of Quadrille, it is apparent that the Hotel is extremely productive in the digital advertising area. The resort then has the highest amount of digital promotional impacts. The effects of internet marketing, on the other hand, should be constant. Furthermore, following the epidemic, Hotel Quadrille could investigate new online advertising media such as films and reels (Facebook, Instagram, Youtube) for millennials and Generation Z. The channel should also mention the Covid-19 precautions as well as protection procedures in place at the hotel.
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