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	Introduction 
Rancho Valencia is a hotel that provides luxury resorts and spa services to its customer. According to the company website, the hotel operates its business in a stunning location, 5921 Valencia Cir, Rancho Santa Fe, CA 92067, Southern California, USA. The hotel has 45 acres campus with olive groves and a garden. Unfortunately, during the pandemic, the operation of the company was hampered. In this study, a marketing plan will be prepared for getting the customer back. In this report, the existing marketing mix, internal and external environment will be analysed. Moreover, the ways of creating customer value and engagement and using digital media will be provided. 
























	
1. Marketing Mix  
Product – The company offers premium services to its guests. The hotel offers luxurious accommodation for males and females in a different environments with garden view. It also provides different types of spa and fitness services provided by renowned professionals. Besides, it provides exclusive salon services to its guests. Moreover, it offers retail services to its guests. The hotel also offers paid dining facilities to the guests (Sharma, 2008). 

Price – The Rancho Valencia hotel company follows a premium pricing strategy where they offer quality services to its clients, target higher class people, and charge higher prices (Kitchener, 2015). Hotels.com states that the company charges an average of $999 per night for accommodation services. It uses a bundle pricing strategy for spa services. For other services, it uses a premium pricing strategy as well. 

Place – The hotel is located in an attractive location in California. The hotel is located among the hills, which attracts tourists. For taking booking hotel services, the company uses multichannel. They have intermediaries like booking.com, hotels.com, and other travel agencies for receiving the booking (Wilson, Zeithaml, Bitner, and Gremler, 2014). 

Promotion – The company uses a traditional promotion mix for promotion. They use sales promotion and personal selling for promoting their services. However, they can use digital media to promote and engage with the customers (Lovelock, Patterson, and Wirtz, 2016).  







2. The Marketing Environment (Micro-SWOT)  


Rancho Valencia is one of the premium hotels in the world. The microenvironment of the hotel is analysed below using SWOT analysis-
Strengths: The brand reputation of Rancho Valencia for its excellent services is the main strength of the company. Besides, the company is located in an attractive location among the hills, which aids the company in attracting more clients. Moreover, the company has efficient human resources who can deliver excellent services (Williams, 2018). 

Weaknesses: High rates of services as setting up cost of the hotel is huge can be the weakness of the company. For high rates, many customers cannot afford the services of the company (Swantari, Gantina, and Festivalia, 2019). Mostly dependence on seasonality can be another weakness of the hotel. 

Opportunities: As the Covid-19 outbreak is decreasing, people are traveling to enjoy nature to overcome their monotony. Customer demand is increasing for travel and tourism (Kadagidze and Piranashvili, 2021). 

Threats: Rancho Valencia has a significant number of California competitors offering services at a lower price than Rancho Valencia. The cost of Air travel is increased due to the pandemic, so; some customers will not be interested in visiting a luxury hotel like Rancho Valencia; rather, they may switch to the competitors like Airbnb (Hotle and Mumbower, 2021).







3. The Marketing environment (Macro) PESTEL  
 
There have some macro-environmental issues that affect the performance and decision-making of the hotel. These factors are analysed by using PESTEL analysis-
Political factors: The US government is stable. The border of the country is open for tourism. In addition, the government has provided support to the tourism and hospitality businesses during the pandemic (Aharon et al., 2021). 
Economic Factors: According to World Bank, USA GDP was reduced by 3.5% during the pandemic. During the pandemic, the disposable income of US citizens has fallen. However, it is expected to rise this year. Higher disposable income is necessary for purchasing luxurious products or services.

Social Factors: Due to the pandemic, people are more concerned about health and safety. CNBC reported that 19% of Americans belong to the upper class. Therefore, consumers' perception is changing. The health consciousness of the customers affects the strategy of the company. 

Technological Factors: Rises in social media and its increasing number of users can be a positive for the company.  Transportation services are improved. Emerging technologies are increasing in the tourism and hospitality sector. 

Legal factors: Sometimes, rules and regulations are imposed by the government. When the pandemic situation becomes worse, the government might impose restrictions on the movement. Employment laws of the USA can affect the business decision.
Environmental factors: The US has environmental protection laws. Besides, pressures from NGOs can influence the decision-making of the company. The environment also determines the demand for the services.





4. Creating Customer Value & Engagement 
Customer Value is the evaluation of the product or services by the customer against the cost of acquisition (Grewal and Levy, 2016). As Rancho Valencia is offering premium services, its target market is not the mass people. Everybody cannot afford the services of the company. To understand the customer's wants, Rancho Valencia will collect short feedback from their existing customers to understand their perceived value and fulfill this. The company will create value for its customer by offering unique services. The company will always prioritize service quality to generate superior value and engage the customer with the company. For engaging the customer with the company, the company will generate real value for its customer. As Rancho Valencia provides premium services to its customer, it will provide customised services to its customer to enhance the customer's perceived value. Retaining current customers and engaging with them is crucial for a luxury brand like Rancho Valencia. For engaging the current and prospective customers, the company will develop a CRM process. Besides, the company will interact with its customer through omnichannel interaction with the customers. In omnichannel engagement, it will create seamless value both online and offline. 















5.  Effective Use of Digital Marketing 
Digital marketing channels are used to educate and engage with the customer (Chaffey and Ellis-Chadwick, 2014). The company will use several digital media and communication channels for digital marketing, such as SEO, E-mail, affiliate marketing, and social media. For utilising these channels effectively, the company will own several digital media like social media pages, websites, and apps. In addition, the company will use owned media in gaining earned media such as word of mouth.  
Websites will be used in Search Engine Optimisation to reach and engage with the company easily. 
Social media will be used for generating content marketing for educating the customers and engaging them effectively as there have been 3.6 billion social; media users across the globe. In addition, it will be used in generating positive word of mouth by targeting upper-class users. 
Live Chatbot: The company will use a live chatbot to provide an omnichannel experience to the customer and engage them as most bookings are placed through the internet by the customers in the post-pandemic period.
E-mail will be used to acquire new customers and retain existing customers through various incentives.
Through affiliation, the company will engage with the customer's partnering with various agencies and influencers to engage and educate the customers about the company's services. 











Conclusion 

During the pandemic period, the hospitality and tourism business was the most affected sector. Therefore, the demand for these services is low. In this period, the customers' disposable income has reduced, so it would be challenging for the company to regain all the customers this year. However, in the coming years, the demand will be increased. So, the company needs to adopt a recovery marketing plan in regaining its existing customers. The company should deliver its services in a way that that meets the perceived value of the customer. This perceived value fulfillment will help the company to retain its existing customer. Besides, the company can adopt a sales promotion strategy in the off-season. Finally, using digital media would be beneficial to the company for educating and engaging the customers effectively. Adopting these can help the company in retaining existing and attract new customers.  
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