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	Introduction
To achieve a certain organization's purpose, a marketing strategy is devised and implemented. To aid the organization, it clarifies the requirements for leading the path into the future. The Ocean house hotel is a luxurious Relais & Chateaux hotel situated in St Ives, England. It is a hotel that was once the largest in the United Kingdom and is quite popular with visitors from all over the world (Lekhadia, 2017). This marketing strategy aims to boost an organization's social media presence, which is increasingly recognized as one of the most critical assets a business can have, especially in COVID-19. A company's popularity grows due to its use of social media sites like Facebook, YouTube, and Twitter. 



	
1. Marketing Mix  
Product- Currently, the Ocean house Hotel provides a wide range of amenities along with its lodging. They feature a dormitory section named the Weller Wing that caters to university students from the Manchester region. As well as the local and foreign students, they also have additional wings for them to serve. Customers staying at the hotel will have access to an indoor pool, an executive bar, and a spa. The hotel is surrounded by stores and eateries that cater to the guests' diverse needs (Benfield, 2016).
Price- Ocean house Hotel uses a price skimming approach and provides its clients with luxury services in this sector. They provide a variety of rooms with various tiers of pricing. There are rooms available for £121 for its guests (Benfield, 2016).
Place- Ocean house hotel is located in St Ives , England. There is a distance of 1.2 kilometers between the hotel and the sands of Porthgwidden Beach. Porthminster Beach is within an 8-minute walk from the property. Within ten minutes, guests will be in Hayle Beach (hotels, hotels, hotels and Ocean House, 2021). The hotel is located in a place from where the main tourist attractions are not so far (Verma and Verma, 2017).
Promotion- Nowadays, the advertising plan is the most important tool in the arsenal of every firm. It effectively uses digital marketing tools to promote itself. The Ocean house hotel should devote more time and resources to its social media accounts. Billboards, sponsored lobbies, assistance centers, etc., are examples of public relations strategies. Ocean house hotel regularly upload photos and videos about its facilities on its social media platforms.




2. The Marketing Environment (Micro-SWOT) 
Strengths- There are excellent client retention programs at the Ocean house hotel. Using cutting-edge technologies, it offers highly customized services to each of its clients. It offers different ranges of packages to its customers. Ocean house hotel has a skilled workforce which is its biggest strength. Ocean house hotel has a very effective marketing plan to bring back customers during the post-pandemic time.
Weaknesses- One of the biggest of the Ocean house hotel is a high dependency on the domestic market. In the COVID-19 crisis, it is very difficult to maintain a healthy environment as it is a very costly process. In the pandemic, several skilled employees shifted their job. So it will be a challenge for the hotel to rebuild a skilled and engaged workforce.
Opportunities- The Ocean house hotel has travel packages for its customers. So, customers don't have to go to other tourist agencies. As Ocean house is a very popular hotel, it can increase its branches. It can arrange any occasion for its guests.
Threats- After the COVID-19 pandemic, the competition is huge in this particular industry. Big hotels are making a strategic plan to overcome this loss that occurred during the pandemic. Besides, the post-pandemic law regarding the hotel is very strict.



3. The Marketing environment (Macro) PESTEL  
Political factors- After the Brexit, the UK government made the law strict for European tourists. So it's a big cause of tension for this hotel.
Economic factor- Because of the COVID-19 pandemic, the economic impact is huge on Ocean house hotel. It faced a big loss in the year 2020. Besides, because of the bad global economic conditions, tourists are not interested in staying in an expensive hotel. They tend to find a cheaper option.
Social factor- Because of the COVID-19 loss, Ocean house hotel could not do any CSR activities.  It reduces the wages of its staff, which is affecting the social elements (The Social Impact of COVID-19 | DISD, 2021)..
Technological factor: By using the technology, the Ocean house hotel operates its digital marketing activities. It provides security by using modern technology. Modern technology allows the guests to control the light fan and air conditioner by using the mobile app (Proctor, 2020).
Environmental factors: The NGOs of the UK are very cautious and are continuously pressuring the hotel to maintain more eco-friendly products, which are very costly (George, 2021).
Legal factors: To avoid legal issues in the future, the Ocean house hotel complies with all applicable legal laws and structures. It adheres to all laws and regulations in effect during the time after the epidemic (Political and Legal Factors That Influence the Hotels - Research Paper - Honeybfy, 2021).




4. Creating Customer Value & Engagement 
Individuals are prepared to pay whatever it takes to have a good time at a hotel or amusement park due to the globalization of the economy. Guests staying at the Ocean house have access to a wide range of entertainment activities and services while they are in the hotel. It offers various water activities like surfing, water bike etc. to its guests. Additionally, they offer a spa as well as exquisite dining experiences for its guests (Schneider, 2012). At COVID-19, the Ocean house hotel made the ticket purchase procedure simpler than it had been in the past, and they now provide free cancellations to attendees. To keep hygiene and a healthy, clean atmosphere in place, it makes an excellent effort. Increasing customer loyalty and engagement is achieved by using all promotional components such as discounts, special offers, and other alternatives made available to customers. The Ocean house hotel refreshes its website regularly and announces new deals and discounts on social media to ensure that clients are always aware of what is going on. The company also sends out customized emails to its clients to inform them of new offers and promotions (Alrawadieh et al., 2021)





5.  Effective Use of Digital Marketing 
The Ocean house Hotel makes excellent use of digital marketing components. It makes an ongoing effort to engage customers through its advertising. If you organize vacation picture contests regularly, word of mouth will spread more swiftly. It sends out emails to its clients regularly to inform them of special deals available to them. When it comes to reaching clients, it also uses search engine optimization, which is referred to as the "backbone of digital marketing” (Erandaru, 2020). It has listed itself on several travel websites so that customers may book a hotel room from various sources. Because they have many followers, the Ocean house hotel endorses a variety of social media superstars and vloggers. In addition to increased revenue and improved customer satisfaction, the hotel may benefit from digital marketing in various other ways (Kenwright, 2019). On its Facebook page and its YouTube account, the Ocean house hotel routinely posts films showcasing its services and the architecture, as well as a room tour. The marketing staff at the Ocean house hotel analyzes customer data to identify consumer wants and then works to meet those demands.
[bookmark: _Toc85716839]Conclusion
Ocean house's marketing strategy takes months to develop, and it's quite detailed. The strategy will begin with social media marketing and finish with the desired opportunities. Also, Covid-19 affects pricing; hence, developing a workable pricing strategy after Covid-19 is a challenging process. To attract new customers and improve corporate operations, the firm must employ digital marketing strategies and successful promotional activities. After the Covid-19 outbreak, the hotel must maintain a clean, hygienic atmosphere. It is also necessary to have a wide range of items. Due to the current era's constant change and requirement for regular updates, the service's pricing and location must be provided. Social media will mostly entice young people, although 61% of UK adults already use social media, making it a sizable market for the company (Topic: Internet usage in the UK, 2021). 
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