


Innovate Strategic Marketing Plan of
Shangri-La Group








Strategic Marketing (BMBM6016)

Prepared by: Wan Nur Husna Wan Md Wazir (2118681)
Prepared for: Lisa Knight


Executive Summary
This report presents an innovate strategic marketing plan of an international hotel chain brand, Shangri-La Group, following an internal and external analysis of the current and future environments that was done previously. This report is divided into four sections: the first section of the report provides the objective of this report within the context of changing market trends, as well as a brief description of the Group. The second part provides an in-depth analysis on the organisational objectives of the Group by utilising the SMART framework. The third part provides an extensive marketing plan using the SOSTAC model. Lastly, this report provides a number of recommendations that Shangri-La could apply in order to overcome flaws. The report has concluded that despite the uncertainties in the current market, the hospitality industry, like many other industries, will be able to adapt its marketing strategy accordingly given the right organisational objectives.
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[bookmark: _Toc103032274]1.0 Introduction
A marketing plan is required for success in product and service promotion, just as a business plan is required for effective operations (Evans & Ballen, 2015). As a result, the first and most crucial marketing expenditure should be a well-thought-out, objective-oriented marketing plan. Following a previous analysis on the internal and external environment of Shangri-La, the aim of this report is to provide a strategic marketing plan that utilises key resources and capabilities of the Group in response to changing market trends. As a business that has successfully separated itself from competitors by delivering distinctive standards of hospitality service, Shangri-La has set challenging ambitions and objectives to thrive in the competitive climate of the hospitality industry. To meet those goals, a set of lean and adaptable marketing strategies that are especially matched to current market demands must be defined.
	Building a marketing strategy, like any other plan, necessitates the adoption of a suitable framework as an approach. SOSTAC is an acronym for six key aspects of marketing devised by Smith (2011): situation, objectives, strategy, tactics, action, and control. Each component represents a point in the planning cycle, and each stage is equally important for successful marketing planning, execution, and evaluation (Chaffey & Smith, 2013). Additionally, SOSTAC is regarded as among the most solid frameworks for developing marketing plans, and it is deemed appropriate for the purpose of this report since its six processes assist in defining the necessary marketing components. Therefore, SOSTAC was employed as the principal outer framework for this report while the role of SMART business variables (specific, measurable, assignable, realistic and time-related) by Doran (1981) will be used in supporting the marketing strategies within the hotel.
	The SMART goals related to the marketing department, according to Bjerke and Renjer (2017), are the most important in nature, as they are the first source of the firm's earnings. This is because if the organisation is unable to accomplish its organisational objectives, it will simply not be capable of producing profits. Addisonet (2019) stated that following SMART may contribute to assuring the success of the marketing plan by actively setting the objective and identifying the proper targets that have specific attributes that are able to generate success without diverting from the main objective. These two frameworks will enable Shangri-La in focusing on the critical task of business expansion and profitability, and assist in anticipating and adapting to market changes.
[bookmark: _Toc103032275]2.0 SMART Marketing Objective
Shangri-La's global brand awareness and high service quality, often known as Shangri-La hospitality, make it a significant intangible asset for the corporation. With increased competition in local and global markets, rapid technology improvements, and persistent economic instability, Shangri-La must strive to proactively adapt to future uncertainties and move wisely with growth plans and new services, which may help offset some of the losses experienced by the fall in foreign travel due to the COVID-19 outbreak.
	It is critical to establish if the strategic objective is SMART or not in order to guarantee that the strategic marketing plan developed is effective. As described in the preceding section, organisational objectives are SMART if they are specific, measurable, achievable, realistic (relevant), and time-bound (Doran, 1981). More specifically, the objective would be investing in Internet of Things (IoT) for smart technology that is aimed at improving the guest experience and attracting new consumers. These enhancements are aimed at luring a new generation of technophiles that Shangri-La would not normally reach in a traditional setting. Two measures of success involve boosting occupancy rates and generating new revenue and growth by 30% at the end of the fiscal year. As a result, it is measurable, as the marketing plan can be quantified using KPIs like the number of new members and the increase in hotel reservations. Given Shangri-La’s strong financial position, this objective is deemed achievable. The Group has USD990.9 million in cash and cash equivalents as of December 31, 2020, and USD2.0 billion in committed undrawn facilities, which has been relatively constant over the previous 12 months despite the pandemic crisis (Shangri-La Group, 2021). Moreover, this objective is realistic and relevant, given the growing interest in investing in hotel technology in recent years (Kansakar et al., 2019). It is also time-bound, as it has an annual deadline.

[bookmark: _Toc103032276]3.0 Applying the SOSTAC Framework
[bookmark: _Toc103032277]3.1 Situation
According to Smith (2011), the term "situation" relates to market positioning, competitive strengths, unmet consumer benefits, and so on (Smith, 1990). Following a previous analysis done on Shangri-La’s internal and external environment, it can be said that the Group has quickly separated itself from its competitors by establishing distinct Asian benchmarks of hospitality service with its varied and integrated global portfolio. With its strategic partnership with Tencent in 2018, the Group was able to incorporate its hotel experience and business resources with Tencent’s strength in technology to drive innovation (HTN, 2019). The objective was to give customers a seamless digital experience from search to booking to check-in/check-out to payment. The digital revolution has prompted fresh perspectives on what a hotel may be by using hotel assets, people, and services in innovative ways.
	According to Kansakar et al. (2019), experts claim that considerable changes in the type and quality of hospitality services are needed to adapt to the developing consumer base's shifting consumption and travel patterns. In a post-pandemic era, destinations cannot stay sustainable without adequate business innovations. In other words, the quality and competitiveness of hospitality-related operations can only be effectively maintained via continuous commitment in innovation and knowledge (Vitezić et al., 2015). The technological factor and the present development in Internet of Things (IoT) technology are especially relevant in shaping the future of the hotel business environment (Matovic, 2020). In these conditions, the Shangri-La Group has the chance to introduce smart technology that can help increase quality, therefore satisfying evolving consumer demands, and boosting market share and profitability.

[bookmark: _Toc103032278]3.2 Objective
Objectives pertain to questions like regarding where a certain business want to be in the future, and include both marketing and communication goals such as brand recognition (Smith, 2011). According to Nguyen et al. (2018), marketeers frequently focus on measuring the results of their marketing activities by focusing solely on performance. Creating effective marketing objectives for marketing strategies, however, is one area where many marketeers fall short. Thus, SMART marketing is effective in addressing these challenges by assisting Shangri-La in creating measurable objectives for the team to be accountable for.
	For the Shangri-La Group, this translates to investing in IoT for smart technologies that will improve the guest experience and attract new customers. These upgrades are intended to attract a new generation of technophiles who the Group would not ordinarily attract in a conventional environment. Once the Group adds in their globally recognised brand-marketing and communications strategy that includes a website, mobile application, an e-marketing campaign plan, brand-awareness creation on social media platforms, and a marketing budget, the need for a specific digital marketing plan becomes clear. Furthermore, quantifiable and frequent key performance monitoring, such as KPIs, will be required to evaluate the communications strategy, the effectiveness of tactics to execute it, and the level of brand-marketing success. The potential of smart technology in the hotel sector are unlimited, and IoT investment has been shown to be positively connected with both occupancy rates, profitability and productivity in businesses (Vitezić et al., 2015). IoT also plays an important role in hotel management, both in terms of improving guest experience and lowering operational expenses (Magalhães et al., 2017).

[bookmark: _Toc103032279]3.3 Strategy
Strategy refers to how a company intends to achieve its objectives, and it must be decided upon before any tactical operations such as advertising, sales, or promotion may begin (Smith, 2011). The strategy component of the marketing plan should determine which market segments the marketing plan should attempt to target and position itself in. As with any other business that sells goods or services, a marketing strategy must describe the nature of a company's contact with its consumers in order to raise awareness and ultimately sell things.
	The marketing plan must be more complete, efficient, or concentrated in order to line with rivals' strategies. As a result, it's critical to identify the target market and segment it intelligently and uniformly (Cowley-Cunningham, 2016). With a specified and trademarked logo, business registration, and slogan, the strategy must focus the marketing message continuously throughout the digital marketing channels, as well as produce all marketing content uniformly across all channels, irrespective of medium. An easily recognisable Shangri-La marketing material template should also be created in order to grow brand awareness. The marketing campaign will then be organised using a thorough checklist of digital marketing strategy elements and the corresponding business process model.

[bookmark: _Toc103032280]3.4 Tactics
Tactics are used to specify the particular specifics that will be used to pick the optimal marketing mix and communication channels during the implementation process. The four Ps of marketing are the most important aspects of selling a product or service. They consist of goods or services’ product, price, place, and promotion.
	Product is the goods or services that a company offers to their customers (Twin, 2022). In this case, the product is smart technology in guest rooms. Our lives are dominated by on-demand convenience, and hotel visitors expect the same from their stay (xxx, 2022). Features such as voice control, facial recognition and mobile control enables Shangri-La to provide guests with unique experience, while making their guests feel at ease (Lacalle, 2021). Price is what the customer pays for the product (Twin, 2022). Offering a new hotel experience with the help of IoT without charging the guests an additional cost may entice new customers and thus boost occupancy rates and profitability. Place is where the product is being sold at (Twin, 2022). Smart technologies are in every part of the hotel experience from guest rooms to the use of mobile application. These features allow guests to easily navigate their way to a stress-free stay, from booking all the way to checking out. Lastly, the purpose of product promotion is to show consumers why they need the product and why they should spend a given price for it (Twin, 2022). The promotional aspect of this allows the technology to sell itself, especially to technophiles. With the on-going growth in trend of futuristic and latest technology ecosystems, guests are able to go about their vacation with a click of a button. Giving special discounts to the first hundred guests to book a stay at the newly enhanced rooms will also attract new customers.

[bookmark: _Toc103032281]3.5 Actions
Action is the steps taken to fulfil the tactics and management (Chaffey, 2022). In order to execute the strategic marketing plan, the Group has to have a strong marketing team to promote their new product to the existing and new customers. This includes standardisation of campaign materials, having the resources to build the material, and most importantly, having a scheduler of activity for regular social media postings and updates. The timelines must represent media relevancy and cross-posting from up-to-date journalistic or well-known websites, as well as be platform and device suitable. A comprehensive e-marketing strategy must be developed, with data protection processes and rules in place, as well as a quarterly timetable for each social media platform and each product retail timeline. The timeline must also be flexible enough to shift in response to market needs.
	Moreover, with new technologies being implemented in every room, maintenance of the product has to be up to date to avoid any disruptions during their guests’ stay which may tarnish the brand’s name. Hiring software engineers or technicians to maintain the quality of the smart technology is a step needed to be taken. Software developers are also key factors in programming and producing a well-functioning mobile application for the guests to use to help ease their stay. An operations manager is also needed to ensure the day-to-day operations of the new hotel ecosystem run smoothly.

[bookmark: _Toc103032282]3.6 Control
Control analyses how management information, such as web analytics, is used to determine whether strategic and tactical objectives are met and how improvements may be made to improve results even more (Chaffey, 2022). Evaluating and analysing whether Shangri-La is progressing towards its organisational objectives is critical to the company's growth.
	The addition of the smart technology has to be monitored from the beginning, from the installation of the innovative solution to the sales generated from the promotion of the product. To monitor and evaluate the effectiveness of the marketing plan, measurable and frequent key performance monitoring, such as KPIs that give targets for the Group to strive for, checkpoints to monitor progress, and information that may help both hotel management and marketeers make informed decisions, will be required quarterly. In this context, such KPIs include the number of new members as well as a rise in hotel reservations. An increase in these KPIs can be used as an indicator that Shangri-La is succeeding in achieving its strategic marketing objectives. To ensure customer satisfaction and retention, a short survey on their overall experience can be conducted upon checking out on the mobile application. This way, the success rate of the smart technologies implemented can also be measured. A quarterly and annual audit on customer acquisition and retention, profitability, and total investment in IoT can help ensure the services are up to standards. Where there are flaws, the SOSTAC model will provide a traceback from the action and control endpoints all the way back to the initial restructure of the objectives.

[bookmark: _Toc103032283]4.0 Recommendation
[bookmark: _Toc103032284]Hackers frequently attack hotels. Hotels are being compelled to become more security conscious as this trend grows. Shangri-La must do extensive study before picking technology that provides multilayered security, data protection, transaction security, and adherence to global transaction and data privacy regulations. The Group must provide frequent training to its employees on how to effectively manage personal details, adhere to privacy requirements, and replace their user credentials on a routine basis. The numerous technological advances that have entered the market necessitate continual awareness of cybersecurity best practises, frequent software upgrades, and a commitment to frequent monitoring and threat detection. 
5.0 Conclusion
In conclusion, Shangri-La’s strategic marketing goal is to improve the guest experience and attract new customers by investing in Internet of Things (IoT) smart technologies. This is an attainable and reasonable goal to pursue since it is SMART. Furthermore, because it focuses on situation, goals, strategy, tactics, actions, and control, the SOSTAC analysis provides a detailed review of each aspect of the strategic marketing plan. The Shangri-La Group has a strong position in the hospitality business, according to the findings of the SOSTAC survey. Furthermore, the study's findings imply that implementing smart technology across their hotels may be able to attract new and existing consumers, resulting in a new source of revenue.
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