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[bookmark: _Toc102064186]Executive Summary
Starting from the actual situation of Four Seasons Hotel, this paper discusses the impact of the new crown pneumonia epidemic on the development of high-end hotels. Based on the SOSTAC model and intelligent management analysis, it proposes targeted measures for the revitalization and development of Four Seasons Hotel after the new crown pneumonia epidemic. Some recommendations are made, and some conclusions are established, in order to address the marketing strategy issues that have arisen as a result of the global pandemic's development, the rise of high-end hotels in the new period, and theoretical importance.

1. [bookmark: _Toc102064187]Introduction
Four Seasons Hotels & Resorts is a luxury hotel and resort management firm with locations throughout the globe. Travel & Leisure Magazine and Zagat Guide have identified Four Seasons Hotel as one of the top hotel groups in the world (Mohamed, Sharef, Ali El Oraby, & Mokhtar, 2018). The headquarters of the Four Seasons Hotels Group are in Toronto, Canada. Since 2020, the new crown pneumonia epidemic has caused a serious impact on all walks of life in the world, and more than 90% of hotels have been closed or contracted. Most hotels were eliminated due to their poor ability to take risks when they suffered a crisis, and high-star hotels would also suffer fatal blows due to too many rooms and too low occupancy rates, resulting in excessive cost losses. Four Seasons Hotel occupies an important market share in the world hotel industry, and its development is extremely prosperous. Therefore, after the new crown pneumonia epidemic, Four Seasons Hotel needs a longer period of recovery and development (Hang, Aroean, & Chen, 2020).

From the perspectives of hotel scale prediction, competition strategy, service marketing, development issues, and brand competitiveness, many academics have investigated and improved the competitiveness of high-end hotel brands (Fraj, Matute, & Melero, 2015; González-Rodríguez, Martín-Samper, Köseoglu, & Okumus, 2019; Iraldo, Testa, Lanzini, & Battaglia, 2017; Pappas, 2018; Pavia, Stipanovic, & Floričić, 2013). In the 1990s, PR Smith developed SOSTAC as a marketing model, which he later formalized in his book Marketing Communications in 1998 (Smith & Chaffey, 2008). SOSTAC is a marketing strategy that may be applied to a number of company situations. The process of SOSTAC are shown in Fig. 1. In addition, we are gradually embracing the era of digitalization and intelligence as high-tech advances. In order to develop, the hotel sector must likewise keep up with the times. Intelligent management refers to the intelligent processing of external needs via the intelligent management cloud platform system (Alsetoohy, Ayoun, Arous, Megahed, & Nabil, 2019), which provides hotel management with business support such as resource allocation, data integration, information management, and so on, in order to achieve intelligent decision-making, visual management and control, and so on, in order to raise the level of intelligent management. From the perspective of research objects, the research content is rich. However, the results of studying the development of high-end hotels after the new crown pneumonia epidemic are relatively rare. Starting from the actual situation of Four Seasons Hotel, this paper discusses the impact of the new crown pneumonia epidemic on the development of high-end hotels. Based on the SOSTAC model and intelligent management analysis, it proposes targeted measures for the revitalization and development of Four Seasons Hotel after the new crown pneumonia epidemic, which can enrich hotel companies. The content system of the study provides guidance for accelerating the restoration and development of the Four Seasons Hotel.
[image: ]Fig. 1 Process of SOSTAC (Smith & Chaffey, 2008)
The SMART principle is divided into 5 parts, namely Specific, Measurable, Assignable, Realistic, and Time bound. It is mainly aimed at the efficient work of employees, and it can also provide an evaluation standard for employee performance for enterprise managers, and this evaluation is more standardized, fair and just(Amaresan, 2020).

2. [bookmark: _Toc102064188]Main Findings
2.1 [bookmark: _Toc102064189]Situation Analysis 
The Four Seasons Hotel market is positioned as a luxury hotel. It not only provides guests with high-quality services, but also strive to create good memories for guests. The Four Seasons Hotel's consumption of guest rooms, catering, conferences, leisure, and other things has been restricted due to the outbreak. Business travel and private vacations, as well as activities such as dinners with friends, have not yet been fully liberalized, large-scale conferences, exhibitions, and other activities have not yet returned to normal, and the Four Seasons Hotel consumer market still bears a certain stigma of the epidemic. (Awan, Shamim, & Ahn, 2020; Park & Lehto, 2021).
2.2 [bookmark: _Toc102064190]Objectives 
This chapter will discuss the impact of the new crown pneumonia epidemic on the development of Four Seasons Hotel, and propose targeted measures for the revitalization and development of Four Seasons Hotel after the new crown pneumonia epidemic, which can enrich the content system of hotel enterprise research and provide guidance for accelerating the recovery and development of the Four Seasons hotel industry. In addition, under the epidemic situation, and discussing the marketing strategy of the Four Seasons Hotel is very essential for better exploring and finding solutions the marketing strategy problems faced by the growth of global pandemic, high-end hotels in the new phase, and hypothetical significance as part of the global economic growth and technology different blends.
[bookmark: _Toc102064191]2.3 Strategy
As a result of the epidemic, the hotel's advertisements, such as visiting valuable customers and engaging in trade shows, have all but disappeared, and the use of mobile Broadband new tech to conduct modern media advertising is becoming the focal point of the specific hotel resumption of operations (Jiang & Wen, 2020; Leung, Bai, & Erdem, 2017). In addition, the promotion and use of modern media marketing tactics aligned with consumers' information gathering habits as well as their socioemotional contact needs in the "internet life" manner, expanding hotel sales channels. (António & Rita, 2021). Further, hotels need to establish marketing goals and integrate relevant resources according to the current market conditions. The Internet of Things has given rise to a new concept and technical support for smart hotel solutions. Identification, perception, information transmission, and information processing applications are typically included in the Internet of Things. The proposed strategy are as follows: 
· Carry out full-staff marketing
· Online live broadcast to explore the store and bring goods
· Network social fission marketing
· Market-oriented, integrating hotel resources
[bookmark: _Toc102064192]2.4 Tactics 
· Full participation in marketing 
Everyone is a marketer. Ji Qi, Chairman of Huazhu Group, and Sebastian Bazin, CEO of Accor Group, launched a live "Cloud Dialogue" to inspire franchisees and partners(Zhang, 2020). The department's interleaved and integrated approach of "live broadcast and delivery of goods" by employees maximizes the strengths of employees from many departments to demonstrate the audience the resort's facilities, service activities, and preferential policies, and realize the integration of online and offline sales scenarios. Integrate social network resources of hotels and employees (Levin, Hansen, & Laverie, 2012). The hotel creates its own account on various social media platforms such as Instagram and Facebook, publishes and transmits photographs, texts, videos, and other material, and even develops selling links to complete buying. Employees can post pertinent information to their personal social media accounts or generate new content on their own, such as short films.
· Online live broadcast
The entire procedure of on-site hotel inspection is exhibited on the Internet using live broadcast technologies on the Internet platform (Wang, 2021). The audience watches the livestream display to learn about the hotel's location, interior and external surroundings, product offerings features, prices, and other details. The hotel live broadcast to investigate the store may let the audience to feel the ambiance of the hotel more genuinely and fully. Resort goods are made of tangible commodities, environment, intangible service, and experience composition. In addition, hotels can create livestream rooms themselves or be advised by professional anchors utilizing live stream equipment on the Internet up for online visual merchandising, advice and response, and shopping guide sales.
· Network social fission marketing
The use of individual health characteristics and the behavioral science of saving cash, making money, or showing off to urge students to spontaneously spread goods on Online social media and attain rapid rise of products initially spread and 2nd spread, which is a reduced business acquisition, is referred to as network social fission. A type of consumer marketing (Sundaresan, Fischhoff, Dushoff, & Rubenstein, 2007). Employees and customer resources can help hotels achieve better marketing. Employees or members of the hotel send links to product promotions towards their own group of acquaintances or friend groups. Other users can use the link to sign up as Fission customers and buy things within the time frame. A percentage of commission awards or member points is given to hotel staff or members.
· Integration and innovation of hotel marketing resources
Hotels must re-examine their target markets in the post-epidemic era, tap into the potential to generate new products or recombine and package traditional products, and formulate competitive product and price strategies (Alnawas & Hemsley-Brown, 2019; CHAO, 2020). To encourage consumption, hotels should fully utilize hotel resources to produce new goods, enhance partnerships with local life service platforms, and integrate passenger flow in catering, spa fitness, entertainment and leisure, and other areas. Tourism operators near cities can create cooperative relationships with local travel companies to attract short vacation guests through a series of marketing activities; guesthouses adjacent to residential neighborhoods can use life product and services such as catering takeaways and professional housework as a new discovery to expand the society utilization market; resort hotels near cities can use a series of marketing activities to attract short-term holiday guests. 
[bookmark: _Toc102064193]2.5 Actions
· Implement non-price competition hotel marketing
At this stage, in order to cope with the increasingly fierce market competition, the hotel industry needs to rely on scientific marketing strategies(Guillet & Chu, 2021; Noone & McGuire, 2013). As we all know, discounts on hotel room rates are one of the most commonly used marketing methods. Price wars have long been commonplace in high-end hotel competition. However, only adopting a price-cutting competition model will eventually lead high-end hotels into a marketing misunderstanding, thereby affecting the healthy development of their marketing. More and more high-end hotels have realized the importance of non-price competition, and have rapidly developed non-price competition hotel marketing. In the current weak global market environment, non-price competition has also become a new marketing competition method in the hotel industry. Based on its own characteristics, Four Seasons Hotel actively innovates its marketing strategies, vigorously promotes non-price marketing methods, and comprehensively enhances its brand image based on hotel consumption needs, thereby gaining new vitality and achieving sustainable development.
· Establish a strong marketing talent resource management system
Under the epidemic situation, one of the main problems faced by Four Seasons Hotel is employee recruitment (Caligiuri, De Cieri, Minbaeva, Verbeke, & Zimmermann, 2020). Hotel marketing talents, as an important human resource of the hotel, have always had obvious bottlenecks in recruitment, that is, they have attracted too many candidates for interviews at the primary level of marketing talent recruitment. And most of the interviewees have little understanding of the service culture and management model of the Four Seasons Hotel, so the marketing staff of the Four Seasons do not have enough knowledge of their own products and services. talent. One of the solutions to this problem is to use websites as a means of advertising and candidate selection. This will help Four Seasons reduce staff selection costs and help select the most suitable marketing talent candidates. A test that can be implemented on the hotel website will be one of the main measures to help understand if a candidate is exactly what the hotel needs. Objectively speaking, the purpose of online testing is to reduce the subjectivity of decision-making. 
[bookmark: _Toc102064194]2.6 Control
· Improve hotel marketing development and promotion online
Using advanced internet technology and artificial intelligence technology is already an important part of marketing strategy today (Davenport, Guha, Grewal, & Bressgott, 2020; Mosteanu, 2020). The following are some of the ways that developing online hotel marketing tactics can help you run a more profitable hotel business, as shown in Fig. 2.
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Fig. 2 hotel marketing development and promotion

· Strengthen the hotel's public relations capabilities
With the rapid development of information technology, the hotel industry is facing unprecedented fierce competition (Bilgihan, Okumus, & Kwun, 2011; Buhalis, 1998). In this environment, Four Seasons Hotel should pay attention to the crisis, have the correct crisis awareness, establish and improve the crisis management mechanism of the hotel brand, deal with the crisis in a targeted manner, and maintain the hotel brand. These put forward higher requirements for hotel public relations capabilities, and also make hotel public relations more need to pay attention to the dynamics of public opinion evaluation on the network platform. Because of the diverse sources of information on the Internet, every tiny detail may be a sign of a cyber crisis. If you find signs of a public relations crisis, you are required to respond accordingly and find the most appropriate channels and methods to resolve the crisis. To establish a crisis response and early warning mechanism, it is necessary to prevent in advance, to plan ahead, and not to take measures until the crisis breaks out. Four Seasons Hotel should pay attention to the popularity and reputation of its own brand among the public. Four Seasons Hotel must understand the characteristics and needs of customers according to market changes and its own business characteristics, create hotel products that are highly matched with customers, and provide customers with better services.
· Smart technology to attract more customers
The system of Four Seasons Hotel is the whole hotel, through the comprehensive level of the weak and weak electronic system, various levels have been improved. Therefore, the system electric mode has "bright", "bright", "sleep" system mode, "bright", "sleep" system electronic ordering, public address system has excellent "system", "yes" playback mode . The emergence of these modern systems has increased the atmosphere of the service, but it cannot meet the service of a specific business or person, and this service in a five-star hotel is very important. The solution to this problem arising from the Internet of Things is usually Includes new network listings and technical support. Transmission and information functions, information have the next identification. That is to say, the processed objects, the people and objects in the application are all digitally marked, and the intelligent management of information such as dynamic display forms can attract more customers to bring new experiences even during the epidemic (Veleva, 2020).
3. [bookmark: _Toc102064195]Recommendations 
The Internet of Things and big data have given rise to a new concept and technical support for smart hotel solutions. It is also crucial to employ mobile Data technology to produce new media marketing strategies to better meet the marketing strategy difficulties faced by the growth of global pandemics, high-end hotels in the new phase, and conceptual relevance. The recommendation are as follows:
· Implement non-price competition hotel marketing
Let the Four Seasons Hotel compete not through price competition, but by improving the hotel's service quality, the hotel's internal environment, and the items used in the hotel. Of course, Four Seasons Hotel can also strengthen advertising efforts to improve the hotel's brand awareness.
· Establish a strong marketing talent resource management system
Recruiting more talents is beneficial to the future development of the hotel. Four Seasons Hotel can recruit talents through the Internet.
· Strengthen the online development and promotion of hotel marketing
By investing more money in Internet search engines to let people know about the Four Seasons Hotel, more consumers will come to spend. Having a certain reputation on the Internet is beneficial to the development of Four Seasons Hotel.
· Strengthen the hotel's public relations capabilities
This will enable Four Seasons Hotel to have a sense of crisis and help it cope with crisis events, thus maintaining the hotel brand.
· Smart technology to attract more customers
4. [bookmark: _Toc102064196]Conclusions
Based on the SOSTAC model and intelligent management analysis, it proposes targeted measures for the revitalization and development of Four Seasons Hotel after the new crown pneumonia epidemic. The proposed strategy are as follows: 
· Carry out full-staff marketing
· Online live broadcast to explore the store and bring goods
· Network social fission marketing
· Market-oriented, integrating hotel resources
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Situation assesses where a business is presently (where are you now?).
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*Objectives set the mission or goals for the business (where do you want to be?).
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Strategy is an overview of how to achieve the objectives (how do you get there?).
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*Tactics are the details of strategy (e.g. the marketing mix) (how exactly do we get
there?)

*Actions how do you ensure excellent execution of the plan. (what is our plan?)
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*Control establishes how you know whether you are getting there (what do you
monitor?).
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Adding the Four Seasons Hotel website to various search engines will boost the hotel's
visibility.

For effective online hotel marketing, website optimization approaches can be
implemented.

They can go to a third party who can provide web analysis services if they can afford it.
Increased usage of online hotel movies in hotel promotion and distribution on major
video sites like YouTube and Youku, among others.

Hotel blogs are being used more in hotel marketing, and the most recent hotel activities
are being written on the blogs.

More use of hotel blogs in hotel marketing, and the latest hotel activities are written on
the blog. It includes the latest deals, discounts and news from hotels.

Greater use of hotel-related information in newsletters in Four Seasons marketing.





