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Introduction 


Market conditions are accompanied with certain factors that have enough potential in altering market conditions. This study is based on a few attributes that are accompanied with factors of market expansion of a US based hotel Twin farms after global pandemic. The main purpose of this study is to make assumptions on how this Twin farms can open their business in US. This hotel targets mainly people who are quarantined there and mainly they are aiming to give them effective single room facilities and other services. Their main purpose is to open their business, including new customers after global pandemic.  


1. Marketing Mix  

Product – Twin farms is a type of hotel that offers effective services to a different population. They are mainly focusing on such customers who were quarantined after the global pandemic. Their effective service is based on giving superficial support in terms of giving post-pandemic services. Their services also will include significant pricing for them, including instant booking and last-minute cancellation service (Shirokikh et al. 2017). Along with that they also provide effective services and fulfil requirements to quarantine people. It is also stated that all their staff are fully vaccinated (Twin farms, 2021). Twin farms also will ensure sanitised staying for their guests at their hotel premises and air purifying and filtering system placed throughout public areas and all guest rooms in HVAC systems and take a strategy to bring their customers by providing safe and sanitised vehicles from airports. 
Price- Similarly, Twin farms will provide luxury experience and effective services to many customers by imposing attractive discounts (Twin farms, 2021). Hotel management staffs are aimed to set their overall price by doing moderate considerations. Along with that they have not possessed any extra charges for covid patients (Jiang and Wen, 2020).
Place – This subject hotel Twin farms is an all-inclusive resort in Barnard, Vermont in US. its Situated nearly 80 miles southeast of Burlington. thus, it will aim to expand their business further in US (Shirokikh et al. 2017). 
Promotion – The main promotional procedure that they will be taking is generally based on online procedures. This online service procedure includes such important social media platforms as Facebook, Instagram and twitter. However, their main aim is to increase their recognition in US (Frownfelter-Lohrke., 2017). 



2. The Marketing Environment (Micro-SWOT)  

	Strength
	Weakness

	· Unique work procedure with effective services
· Provides single room facilities to all covid affected hotel guests.
· Significant working procedure with instant booking and last moment cancellation (Frownfelter-Lohrke., 2017).
· This luxury all-inclusive hotel has an increased brand value from the very beginning. 
	· Relatively low numbers of staffs, 
· Does not have enough facilities to access for guests with disabilities.
· Hygiene and cleanliness are often questioned by guests.
· Most of the staff is quite inexperienced (Sahoo, 2021). 
· Service is hampered sometimes due to unavailability of staff. 

	Opportunity
	Threats

	· Effective serving makes it recognisable within a very short period
· Effective services after COVID pandemic makes it a well know hotel with increased value
· Low and moderate pricing with attractive discount structure engages a lot of customers (Sahoo, 2021). 
· Significant potential to be one of the most high-end luxury US based popular hotels in US. 
	· Absence of medical services often comes with a high risk of Covid spreading among customers.
· Market conditions of such hotels are quite uncertain 
· Increased competition within the hotel comes with differential market risks.
· People seem to visit at a comparatively low number after the global pandemic (Frownfelter-Lohrke., 2017). 



Table 1 : SWOT analysis
(Source: Influenced by Frownfelter-Lohrke, 2017)
SWOT analysis provides a significant overview regarding the microenvironment of the Twin farms hotel. This hotel is aiming to spread their business in certain places of US after the global pandemic.


3. The Marketing environment (Macro) PESTEL  

	Factors
	Description
	Influence in organisation

	
Political
	● Value of “Political Stability Index of US of 2019” is nearby 0.44 points, whereas average value is situating 0.23
● Average "Political Stability Index" of the world (194 countries) of 2020 is approximately -0.08 points (Sahoo, 2021).
	High

	
Economical
	● “Gross Domestic Product (GDP)” of US in 2020 was around 20.94 trillion USD, whereas it expanded by 15 % in the year 2021 (Sahoo, 2021).
● Per capita GDP is of US in 2021 is approximately  63,543.58 USD, which is lower than its previous years 
	High

	
Social
	● Total population of US is around 329.5 million (2020)
● US has a stable social condition (Urbani et al. 2017).
	High

	
Technological
	●97% of the total population use internet services in US and it is considered a crucial place for hotel industries, bringing advanced technology (Statista, 2020).
	Low

	Legal
	●“The Employment Act (1967)” of US restricts all kinds of labour issues.
● “Occupational Safety and Healthy Act 1970” protects workers from health and safety-related hazards.
	High

	Environmental
	● Available tourist resources, US mainly attract more than 2.3 billion travellers in 2019 (Statista, 2020).
● CO2 has been growing approximately 5% annually.
	Medium



Table 2: PESTLE Analysis
(Source : Influenced by Frownfelter-Lohrke, 2017)
PESTLE analysis refers to significant analysis regarding macro environment conditions of US. Similarly, this attribute is discussed on US's political, economic, legal, environmental, and technological aspects (Statista, 2020). 























4. Creating Customer Value & Engagement 


Twin farms has significantly imposed important customer values for their different visitors. Thus, significantly, they also imposed some important values that are required to be incorporated to engage more customers to their hotel premises (Twin farms, 2021). 
They have incorporated some measures to add values to their different procedures to gain more engagement for their customers. And this procedure includes beneficial aspects such as effective pricing and serving to gain more value among their customers who are visiting after global pandemic (Shirokikh et al. 2017).
Aiming to increase customers' value they have significantly opened an online portal to gain feedback from their visitors to mitigate post-pandemic complications (Kotler and Armstrong, 2009). In addition, they have imposed enough components and services such as single room allocation to instant booking and cancellation procedures to their existing quarantined visitors (Twin farms, 2021).
In an aim to increase visitors' engagement after the pandemic, Twin farms have also incorporated all their requirements such as medical facilities, emergency ambulance services and blood testing facilities as their effective customer procedures according to obtained feedback. 
Twin farm also offers effective and luxurious post Covid facilities to their customers and aiming to provide all such facilities such as own cooking and doctor calling facilities for their guests (Twin farms, 2021).  
Similarly, an online portal also helps them to gain overview regarding customer’s requirements as a whole. Inclusion of customers' demand increases customers' value in this context. They mainly take the official US broadcasting television channel and radio station as their promotional partner in this context (Yacoub and ElHajjar, 2021). 












5.  Effective Use of digital Marketing 


Digital marketing is considered as one of the most effective ways to have beneficial promotional procedures. Twin farms hotel mainly uses different social media as their digital marketing platforms. Similarly, they are mainly aiming to have significant applications of digital media to gain customers feedback as well. Notable consideration is achieved in this context as digital media is a recognisable medium to reach many people within a very short time (Sadhale, 2021). 
Twin farms is a significant hotel that aims to deliver effective messages through designing their online website. In addition, they are aiming to deliver their services through automatic email sending to their effective visitors. On the other hand, they are starting to create effective and attractive content using social media. Their main purpose is to spread an effective message to many people by stating the effective services they are performing after the post-pandemic situation (Bowie et al. 2017). In this context, they have also taken an effective measure of imposing attractive discounts and moderate pricing for their effective customers. 


Conclusion 

This study is based on a few attributes that are taken by Twin farms hotel. This US based hotel is aiming to open their overall business procedures in US that are significantly important after the global pandemic situation. This study incorporated their marketing conditions along with effective discussion on the marketing mix of Twin farms hotels. Along with that strength and weakness knowledge is also provided with a brief SWOT analysis. Similarly, a brief overview is also given according to the macro environment conditions of US with the help of PESTLE analysis. Lastly, a brief understanding of knowledge is also provided in this context to have significant knowledge about their digital marketing procedure, and they are also discussed how they are creating values among their important customers after global pandemic. Similarly, it is stated in this study that different social media handles are considered as an effective medium in increasing customers' value. 
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Brief analysis is given in this context according to the marketing procedure of Twin Farm hotel. Their effective services are considered as their strengths and market competitions are considered as threats for their procedure.
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A brief overview is given according to the marketing conditions of US. US is a politically stable country and has few policies that are very much significant to perform the market procedure of Twin Farm. Different economical, technological procedures are also considered as favourable to the expansion of Twin Farm in US.
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Twin Farm has significantly imposed important customer values for their different visiotpors. thus, significantly, they also imposed some important values that are required to be incorporated to engage more customers to their hotel premises (Twin Farm, 2021).

. They have incorporated some measures to add values to their different procedures to gain more engagement for their customers. And this procedure includes beneficial aspects such as effective pricing and seving to gain more value among their customers who are visiting after global pandemic (Shirokikh et al. 2017).

Aiming to increase customers' value they have significantly opened an online portal to gain feedback from their visitors to mitigate post-pandemic complications (Kotler and Armstrong, 2009). In addition, they have imposed enough components and services such as single room allocation to instant booking and cancellation procedures to their existing quarantined visitors (Twin Farm, 2021).

To increase visitors' engagement after the pandemic, they have also incorporated all of their requirements to their effective customer procedures according to obtained feedback. 

Similarly, an online portal also helps them to gain overview regarding customers requirements as a whole. Inclusion of customers' demand increases customers' value as a whole in this context. They mainly take the official Malaysian broadcasting television channel and radio station as their promotional partner in this context (Shirokikh et al. 2017). 
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Effective use of digital marketing significantly increases the marketing procedure of  Twin farms hotel. They are aiming to send effective services through automatic email procedure in this context. 
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This study is based on a few attributes that are taken by Twin Farms hotel. This UK based hotel is aiming to spread their overall business procedures in Malaysia that are significantly important after the global pandemic situation. This study incorporated their marketing conditions along with effective discussion on the marketing mix of Twin Farm hotels. Along with that a strength and weakness knowledge is also provided with a brief SWOT analysis. Similarly, a brief overview is also given according to the macro environment conditions of Malaysia with the help of PESTLE analysis. Lastly, a brief understanding of knowledge is also provided in this context to have significant knowledge about their digital marketing procedure, and they are also discussed how they are creating values among their important customers after global pandemic. Similarly, it is stated in this study that different social media handles are considered as an effective medium in increasing customers' value. 
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The main purpose of this study is based on making assumptions and building strategies on how this Twin farms can open their business in US.
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Effective procedures of marketing conditions significantly increase values among a large number of customers. Similarly, effective uses of procedure such as single room allocation, discount, instant booking and cancellation increases values of the services of Twin Farm.
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