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[bookmark: _Toc24516]Executive Summary

[bookmark: OLE_LINK5][bookmark: OLE_LINK8][bookmark: OLE_LINK23]The outbreak has hit the tourism industry hard around the whole world, each country took measures to fight against the pandemic. China did a good job during the war against pandemic. China has kept a positive attitude towards the COVID-19 and China has effectively brought the epidemic under control (Liu et al, 2020). China's tourism recovered and revitalized by taking targeted and feasible measures. The domestic atmosphere is stable enough to develop tourism again. In addition, China, with its large population and large number of travelers, is the perfect place to revive Marriott hotels. In summary, the main coping strategies focus on Marriott's business in China.The strategic marketing objective is clear, that is increase hotel revenue by 10% in one year compared to last year. The report plans to take measures to recovery the hospitality industrial of The Marriott International Hotel  in China.  The hotel will achieve the goal through five specific steps, the main session is the trust of tourists and propaganda and keep customers. This requires the joint efforts of all departments in the Marriott hotel. 

















[bookmark: _Toc4013]1.0 Introduction
 
[bookmark: OLE_LINK20][bookmark: OLE_LINK1][bookmark: OLE_LINK6][bookmark: OLE_LINK14]The hospitality and tourism are the most hardest  industries since COVID-19, and the a number of hospitality and tourism businesses have experienced huge financial challenges due to travel restrictions, lockdown measures and social distancing measures (Fotiadis et al, 2021). Companies took varies of actions against the impact of COVID-19, such as layoffs, changes in operations and reduced services (Abbas et al, 2021). But these measures resulted in rising unemployment, especially  in tourism-oriented countries (Jones & Comfort, 2020). On the other side, these measures have to some extent prevented the recovery of tourism (Afwa et al, 2021). Based on the situation, The Marriott International Hotel need a specific strategic marketing objective. It aimed to speed up the return to normality of hotel running and minimize the impacts of the economic crisis.Develop Marriott's business in China during pandemic is a  result of overall consideration. I will use SOSTAC and SMART principle to make the analysis and propose a specific marketing plan. Our goal is increase hotel revenue by 10% within one year compared to last year and our target market is Chinese domestic tourists. Then the hotel has a market plan for the goal.















[bookmark: _Toc21097][bookmark: OLE_LINK7]2.0 SOSTAC
[bookmark: OLE_LINK26]
[bookmark: OLE_LINK13]SOSTAC is a systematic, logical and powerful tool for making market plan. It conclude situation analysis, objectives, strategy, tactics, actions and  control (Naim, 2020). SOSTAC is same applies to the formulation of Marriott Hotel marketing strategy objectives. It is necessary to find out the specific points that could drive the development of Marriott Hotel in China and then plan to implement the specific measures. The SOSTAC model will be the ideal in planning a successful market plan for the Marriott Hotel.
[image: 1651039845(1)]
[bookmark: _Toc32705]2.1 Situation Analysis
[bookmark: OLE_LINK27][bookmark: OLE_LINK11]The outbreak of COVID-19  has dealt a major blow to the tourism industry. The prevalence of the virus almost effected everything and it has a profound influence on hospitality globally as well.  A lots of international hotel companies have suffered the economic losses from the different degrees of lockdown requirements. The Marriott International Hotel also had been influenced across the broad. The unstable international situation and inflation have also made it difficult for the hotel industry to operate. It is harsh that political and economic environment around Marriott Hotel, and the competition in the market is fierce (Bagnera et al, 2002). Based on this situation, Marriott have to rely on its existing resources and capabilities to against the hard situation. It need find a right place to extend and develop it’s business. There are several factors that impact the recovery on hospitality, for instance, pandemic is inconstant and uncertain, the hotel cannot predict how long the outbreak will last. And people  are worried about catching the disease if they travel (Shin  & Kang, 2020). But opportunities come with challenges. China did a good job during the war against pandemic. China has kept a positive attitude towards the COVID-19 and China has effectively brought the epidemic under control. COVID-19 has led to new changes in tourism concepts and tourism industry in China. In order to break through the siege, China's tourism recovered and revitalized by taking targeted and feasible measures and resuming “inbound and outbound tourism” and “domestic tourism”. China carried out many policy to support the recovery of tourism industry, such like (i) prophylactic measures, (ii) tourism recovery and development, (iii) policy support, and (iv) departmental management (Shao et al, 2021).China has published a series of supportive policy and China have a bright prospect in tourism. And it has a large population and large number of travelers, in conclusion, China could be a promising place to revive the Marriott Hotels. Another good thing is that the hotel has good performance in service and and resource integration capabilities (Sadek, 2022), and these sound capacities enable the hotel to catch the opportunities.  As the world’s leading international hotel management company, Marriott must take a series of actions at this time to against the bad impact of the pandemic. The Marriott could rely on it’s the previous solid foundation to revitalize the hotel business.

[bookmark: _Toc4162]2.2 Objectives 
The Objective element of SOSTAC focus on “Where are we want to go or want to be?” It ask for a specific destination to achieve. In this report, the hotel plans to focus on Marriott's business in China to drive overall recovery,  minimize the impact of the epidemic on hotel revenues. Our goal is increase hotel revenue by 10% within one year compared to last year, here it refers to the goal of business in China. and our target market is Chinese domestic tourists. 

[bookmark: _Toc27025]2.3 Strategy
In this part, systematic solutions to problems will be proposed. It concludes specific analysis and steps for planing. Here the hotel’s analysis it from three perspectives market segmentation, market targeting and market positioning.

[bookmark: _Toc32738]2.3.1 Market Segmentation
Market segmentation is a kind of the market classification process that could help marketers to divide the overall product market into several consumer groups in order to meet the need of the differences in consumer desires, purchasing behavior and habits through market research (Raza& Govindaluri, 2022). Each consumer group is what we called the market segment which is constituted by consumers with similar demand tendencies. In the segmented market, it is much easy to understand information and make feedback to it. If the consumer change their demand, companies could change their marketing strategies rapidly. Correspondingly, they will develop other countermeasures to adapt to the changes in market demand, meanwhile improving their recovery capability and competitiveness are vital for companies surviving(Dolnicar, 2020). In the context  of the pandemic, the departure point for passengers is the very important principle of market segmentation. Accordingly, I divided Chinese consumer group into long-distance travelers and short-haul travelers. That does not mean the other elements are unimportant, such like occupancy and demand,  the hotel should keep the security of guests the  first place.

[bookmark: _Toc20006]2.3.2 Market Targeting
Through market segmentation, target market is easier to be settled. The target market is one or several sub-markets where the company can meet customers’ needs within the best services and products (McCarthy,1979). When companies choose the target market, specifying the features of the target clients and how to meet their needs during their marketing competitions(Ozkeser, 2019), and it can find the target market and avoiding shortcomings of companies,use the financial and material advantages of the target market to avoid blindly bumping into the huge market. Differential market strategy should be given more attention. It is necessary that design specific products for the different sub markets to satisfy consumers’ demands.
[bookmark: OLE_LINK12]
[bookmark: _Toc2017]2.3.3 Market Positioning 
[bookmark: OLE_LINK15][bookmark: _GoBack]Market positioning refers to the marketing design that companies pay more attention to consumers’ internal needs (Wendell,1956), having a certain image of the brands as well the requirements of the products, retaining a deep impression and a unique position (Camilleri, 2018), to enhance its competitiveness. Marriott hotel has the first class intimate service, which is a great advantage (Manning et al, 2018). This is the most attractive point for tourists. In China the hotel mainly serves Chinese tourists as a superior hotel. Through the analysis of strategy, there are five specific measures for the marketing plan. Due to the lack of knowledge and experience in pandemic prevention and control, the Marriott Hotel did suffer a lot in the early days during the pandemic. So improve the ability of controlling COVID-19 is a vital point. The hotel needs to go from five parts, they are customers’ trust, original customers, propaganda, minimize costs and talent management. First thing is gain trust from customers. Keep the original VIP customers and extend the VIP period. Doing a good job of promoting the hotel during the outbreak. Minimize costs, drive down costs by streamlining processes to reduce operating costs. Pay attention to talent management. 

[bookmark: _Toc9354]2.4 Tactics 
[bookmark: OLE_LINK16]In this part, objectives are further designed into detailed actions. First of all, safe distant is required, lobby security should ensure that everyone enters the hotel stay in a safe distant (Rawal et al, 2020). Each people keep 1 meter is necessary. For ensure the security of customers that do not connect with other people, hotel provides shutter service. And hotel should keep a medical team in it. Strengthen the construction of medical team and carry out elimination work regularly (Shin et al, 2021). In addition, charity activities should be targeted during the pandemic, too much charity activities will bring customers a feeling of insecurity. Although charity activity is a positive propaganda of hotel, some customers will have concerns about being infected. To keep the original VIP customers, Marriott will extend the VIP period.  Hotel could initiate the free cancellation service in the year and provide the re-booking assistance. These measures will be informed by e-mail and showed on Marriott's website home page. Propaganda wok is important for recovery. Marriott's website home page should convey the information that the hotel is preparing to receive customers and do a considerate prevention work. Increase the discount and give VIP discount coupons could also display on the Marriott's website home page. Minimize costs.Rotation system can be used during an outbreak.This reduces the risk of human exposure to infection, reduces overhead costs, and keeps employees from losing their jobs. Energy saving is also a important method to reduce cost. Improve the security of high performance employees.Employees with good worker performance should be rewarded with appropriate epidemic prevention materials  and bonus. To ensure that employees work hard to unite and advance in special period.

[bookmark: _Toc2737]2.5 Actions
The security department is responsible for reception of reservations, casual guests, groups, inquiries, luggage storage, and room reservations. The front office is responsible for the transportation and protection of customers, improve consumer satisfaction. The information department in charge of communication with customers. Keep the original VIP customers and extend the VIP period. The hotel can get customers' goodwill by sending them condolences in the form of emails. And call customers to inform them of the extension of VIP validity. Interaction through e-mail sending between customers and Information Department could got some information such as travel willing and suggestion. The publicity department is responsible for hotel publicity. User advocacy is a very good way to promote, for example,customers will receive coupons for showing photos and reviews on social media platforms when they stayed at Marriott hotels.

[bookmark: _Toc5835]2.6 Control
If  the final calculate result shows that the revenue is 10% higher than last year, then it illustrates that the  plan is effective. 







[bookmark: _Toc7677]3.0 SMART
[bookmark: OLE_LINK28]
SMART goals analysis strategy stands for – Specific, Measurable, Attainable, Realistic, and Time (Bjerke & Renger, 2020). The SMART goal will specify a measurable outcome that help The Marriott  International Hotel complete the goal of recovery.

[bookmark: _Toc4182]3.1 Specific
[bookmark: OLE_LINK17][bookmark: OLE_LINK18]Explicit and specific means that performance objectives should be more detailed and specific on the basis of performance standards. So narrow down the target market is necessary. Clear and well-defined goal could more straightforward to guide us to accomplish our goals. First, the target group of services are mainly China domestic tourists and customers. Increase hotel revenue by 10% within one year compared to last year in the China region. Then, systematic plans are designed, including task assignment of  different apartments in the Marriott Hotel. Last, the final achievements should be measured by calculating net profit and comparison.

[bookmark: _Toc16938]3.2 Measurable
[bookmark: OLE_LINK25]What to measure and how to measure are two key components of SMART analysis. Simply, the hotel needs to measure net profit  from the start of the program to one year later. In order to better control the operating situation, the hotel can summarize each quarter. Meanwhile, customer reviews also need to be monitored, so that the hotel can find the employees or departments that perform well. In the market strategy objective, the hotel needs to calculate net profit at the end of the year, and compare it with last year's net profit. It will be clear that whether it achieves the goal.
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[bookmark: _Toc28673]3.3 Attainable
[bookmark: OLE_LINK19][bookmark: OLE_LINK24]Is the goal available for the Marriott Hotel.  Make sure the hotel can reasonably accomplish our goal within a certain time-frame. If setting an unrealistic goals that looks good on the strategic document but hard to increase the profit of the Marriott Hotel, that is not wise enough .  Second, setting the goal too low, leading to under-utilization of the resources at the Marriott Hotel. Our goal is increasing hotel revenue by 10% within one year compared to last year in the China region. So the hotel does not set the goal like increase hotel revenue by 60% within one year, obviously, it is impossible even for the best Hotel during the pandemic. 

[bookmark: _Toc17073]3.4 Relevant
The goal may align with broader objectives to increase overall revenues, increasing revenues in China region could help to gain a lot of rich experience of against pandemic. It also drive the development for the whole hospitality industry.

[bookmark: _Toc884]3.5 Time-bound
The goal must be time-bound, this market strategy must has start date and finish date. If the goal is not time-constrained, there will be no motivation and urgency. That is dangerous for achieving the goal. The duration of the program is one year of our marketing plan. It is a long term goal that requires patience and step by step.

























[bookmark: _Toc28261]4.0 Recommendations 
[bookmark: OLE_LINK29]
[bookmark: OLE_LINK21]In this market strategy objectives, the hotel puts forward a series of measures to recovery the Marriott Hotel. Except these measures, there are two more opinions for the Marriott Hotel. With the epidemic, Marriott hotels can take advantage of the opportunity to make a big push into digital technology. Using big data analyze customer data to accurately determine customer needs and preferences. The hotel will get more customers through this method. At the same time, protecting the personal data and trip data of customers is as much important as use them. On the other hand, more extensive and deeper propaganda is necessary. Marriott hotel could tightly seize the opportunity of Internet, that is promotion through travel bloggers. Travel bloggers usually have a number of followers, followers will experience the same hotel as the travel bloggers.So they are the good choice to do propaganda.



















[bookmark: _Toc24276]5.0 Conclusions 

[bookmark: OLE_LINK22]COVID-19 had given a big damage to hospitality and tourism industries. the Marriott Hotel need a recovery so that the hotel has chosen to focus on one relatively dynamic market, China.  Our goal is increasing hotel revenue by 10% within one year compared to last year in the China region. In this plan the hotel puts forward a series of measures to recovery the Marriott Hotel.  The report makes a  analysis through using SMART and SOSTAC principle. Each step have a specific  action after analyzing the situation, objectives, strategy, tactics, actions and  control. In this process, the main session is the trust of tourists, propaganda,reduce costs and keep customers. In the end, net profit and the performance of employees and departments will be measured.This is a complete market plan with a specific strategy objective, witch lays a foundation for the recovery of the Marriott Hotel.
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Lodging Statistics

The following tables present RevPAR, occupancy, and ADR statistics for comparable properties for 2021 and 2021
compared to 2020. Systemwide statistics include data from our franchised properties, in addition to our company-operated

properties.

Comparable Company-Operated Properties

U.S. & Canada
Greater China
Asia Pacific excluding China
Caribbean & Latin America
Europe
Middle East & Africa
International - All
Worldwide ®
Comparable Systemwide Properties
U.S. & Canada
Greater China
Asia Pacific excluding China
Caribbean & Latin America
Europe
Middle East & Africa
International - All
Worldwide ®

" Includes Greater China, Asia Pacific excluding China, Caribbean & Latin America, Europe, and Middle East & Africa
@ Includes U.S. & Canada and International - All

RevPAR Occupancy Average Daily Rate
2021 vs. 2020 2021 vs. 2020 2021 vs. 2020
$ 95.79 85.1% 471% 199 % pts. $ 203.44 68%
$ 67.01 285% 555% 97 % pts.  $ 120.67 6.0 %
$ 40.45 07% 364 % 55%pts. $ 111.05 (14.5)%
$ 78.07 633% 43.6% 156 % pts. $ 179.04 48%
$ 64.63 81.5% 334% 128 % pts. $ 193.55 11.8%
$ 84.18 596 % 515% 157 % pts.  $ 163.51 10.8 %
$ 63.17 39.1% 44.5% 107 % pts. $ 142.01 5.8%
$ 78.01 615 % 457 % 149 % pts.  $ 170.83 89 %
$ 81.55 677 % 552% 184 % pts.  $ 147 .84 1.7 %
$ 64.06 269 % 542 % 90 % pts.  $ 118.09 5.8%
$ 4323 22% 378% 6.1%pts. $ 114.50 (14.3)%
$ 63.98 743 % 41.8% 166 % pts. $ 152.94 5.0%
$ 56.23 3% 326% 115 % pts. $ 17271 10.7 %
$ 77.69 603 % 50.6 % 155 % pts. $ 153.52 112%
$ 58.75 406 % 24% 108 % pts. $ 138.71 48%
$ 74.66 604 % 513 % 161 % pts. $ 145.56 10.0 %
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