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Abstract
With the improvement of the quality of life, people's consumption concept has changed a lot. Consumer demand for the hotel is completely different from the past. It not only values the performance of the product, but also pays more attention to the experience gained in the process of consumption. This study analyzes the customers of Suzhou Green Guoting Hotel as the research object, and proposes solutions to the problems existing in experiential marketing. Sostac analysis method is used to analyze the situation analysis, objectives, strategy, tactics,actions and control of the hotel, and design experience marketing strategies and put forward reasonable suggestions according to the specific situation of the hotel. The hotel to provide customers with face-to-face service, every service link affects the mood of the guests, and experience marketing focuses on the needs of customers, is to give customers a psychological expectations of the experience. Therefore, the hotel should establish a relationship with customers, which can help the hotel to provide customers with better experience, and on the basis of understanding the preferences and needs of customers, can provide more targeted services.
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[bookmark: _Toc20133]1 Introduction

1.1 [bookmark: _Toc13903]research background 
The purpose of marketing plan is to get more profits.Smart is an effective tool that provides the clarity, focus and motivation you need to achieve your goals. It can also improve your ability to reach them by encouraging you to define your objectives and set a completion date. Smart goals are also easy to use by anyone, anywhere, without the need for specialist tools or training.SOSTAC is a useful tool for developing a successful marketing plan. This model was developed by PR Smith in the 1990s and then described in his books: “Marketing communications. Integrating online and offline, customer engagement and digital technologies’’, and then “SOSTAC  Guide to your perfect digital marketing plan’’.
with the promotion of economic development and scientific and technological progress, people’s life has gradually entered the era of experiential economy, consumers are also increasingly choosing products and services that give them a good experience. In the hotel industry, the customer’s request to the hotel is not only satisfied with the function of rest and lodging, but also expects to bring a good experience to the hotel. When the service industry is moving towards the experience economy, the hotel has formulated a new marketing strategy-experience marketing. Experiential marketing not only guarantees the quality of products for customers, but also to a certain extent to gain competitive advantage in the market. In the product has not a high degree of brand influence, experience marketing can quickly eliminate customer doubts, open the market, to obtain economic benefits, to achieve quality decisive victory. Experiential marketing can make consumers from rational consumption to emotional consumption, so that hotels attract customers while more able to retain old customers. Therefore, the study of Hotel experiential marketing strategy for the development of the hotel is of great significance. 

[bookmark: _Toc6001]1.1.1research significance 

(1) theoretical significance under the background of experience economy, high-star hotels are facing the huge impact of foreign-funded hotels, so, improve the level of hotel operation and management, so that the hotel occupies a leading position in the market has become the primary solution. As can be seen from the existing literature search, experience economy and experience marketing have always been the focus of research in the field of marketing, and many scholars have studied this from various aspects, therefore, this study will apply experience marketing and related theories to the hotel operation and management research, so that experience marketing more widely used. 
(2) practical significance through the study of the hotel experiential marketing strategy, to determine the target market, analyze the current market competition environment in the hotel development and marketing strategy deficiencies, so as to formulate a more perfect marketing strategy, at the same time, it explains the importance and necessity of experiential marketing to High-star Hotel, which makes star hotel pay more attention to consumer’s experience and urge consumers to experience hotel, so as to fall in love with hotel. Therefore, the study of the hotel experience model of the problem, the hotel experience model of sorting out and innovation, is conducive to improving the competitiveness of the hotel industry and the overall level. 
[bookmark: _Toc19866]1.1.2Research Methods
(1) literature retrieval method: to collect relevant literature and data by means of Internet and newspapers and periodicals, and to summarize and arrange related concepts and customer experience, so as to provide sufficient theoretical basis.
(2) interview method: through the interview to the hotel management personnel and the staff, discovered in the hotel marketing existence question and the implementation experience marketing necessity.
(3) case analysis method: Take Suzhou Green Guoting Hotel as the entity research object, and on this basis use the research method, unifies the literature and the marketing management theory, carries on the market subdivision localization to Suzhou Green Guoting Hotel, and comprehensive development of the hotel for the marketing strategy.
[bookmark: _Toc30878]2. 0 Mainfinds
[bookmark: _Toc16522]2.1 Situation analysis
Philip Kotler (2009) believes that marketing in the 21st century is no longer a concept in the traditional sense. It was redefined as total marketing. The concept of omni-directional marketing holds that marketing does not exist independently, and it has direct or indirect relations with all things. Tong L (2015) believes that the positioning of hotels in the market needs to be determined by two main factors: market development and development strategy. The effective theory for customers promotes the flow of market information and forms a market with dynamic connectivity. In this way, the company's market positioning can be accurately positioned. Keinan E (2018) considers consumer - and customer-centric marketing strategies as "marketing 4Cs". The desire and necessity of consumers to buy goods are 4CS. Consumers can more conveniently buy what they like at a lower price, communicate with customers and understand their needs [3].
[bookmark: _Toc14736]2.2 Objectives
According to Dzhandzhugazova E A(2015) 's research on Russian apartment hotels, hotel marketing management ideas should be changed and customers should be attracted by improving hotel marketing methods and processes [4]. Reeves M (2015) made a case study of the 21st century Museum Hotel, studying unconventional business building, differentiation strategy implementation, interaction with local communities and how to attract potential customers through various marketing communication methods [5]. Yongbing S (2017) believes that in order to meet the interests of customers, we can establish international strategic alliances with the corresponding operation departments of the hotel and the service department of the hotel, which is also an effective way to improve the competitiveness of the hotel [6].
[bookmark: _Toc6416]2.3 Strategy
TomBaun (1995) analyzed how hotels should establish their price in the oversupplied market [7]. SpLadany et al. (1996) studied the formulation of hotel prices under today's special market economy conditions by using nonlinear models to analyze how hotels have the best market share [8]. ZhenGu (2001) proposed a hotel room pricing model based on hotel demand characteristics and variable cost [9].

[bookmark: _Toc9229]2.4 Tactics
Zhu Yuyang (2009) view of the present status of the increasingly fierce competition in the hotel industry, analyzes the implementation of the experience marketing, and aiming at the problems in the hotel related experience marketing strategy optimization, and put forward the experiential marketing strategy optimization of safeguard measures, and provides the way of experience marketing in the hospitality industry [10]. Zhang Yunfang (2014) believes that in the case of serious hotel product homogeneity, the implementation of experiential marketing research not only improves the competitiveness of the hotel, but also avoids price war with other hotels. Through the analysis of various aspects of the hotel, the feasibility of implementing experiential marketing can be found, which provides a good road for the development of the hotel [11]. Zhou Hongxiu (2018) believes that tourists' consumption in hotels pays more attention to the brand and quality of hotel services. Therefore, hotel marketing should be innovated according to the characteristics and marketing status of hotel product consumption to promote the faster development of experiential marketing strategies in the hotel industry [12]. Based on experience economy, He Liping (2019) believes that the hotel industry should constantly innovate marketing strategies to achieve innovation in experience marketing, knowledge marketing, internal marketing and reverse marketing, so as to improve hotel marketing and further promote the long-term development of the hotel industry [13].
[bookmark: _Toc11017]2.5 Actions
Shen Hong (2003) believes that the experience of hotel marketing and customer relationship management is to increase hotel impression to the customer, improve the image of the hotel is good, but the experience marketing emphasizes the customer experience, between mutual confluence, to jointly promote the hotel and communication between the customer, ultimately achieve customer satisfaction [14]. Shi Chunai (2011) believes that if we want to gain an advantage in the fierce competition, we should create marketing that can really win customer loyalty, and experience marketing can win customer loyalty at the same time, become the main force of the hotel industry development, thus accelerating the development of hotel marketing strategy [15]. Zhao Enbei (2018) analyzed the changes in consumer demand in the context of the Internet, combined with the characteristics of hotel products, carried out targeted marketing strategies for the problems in the hotel industry, and provided personalized positioning and services to build a good image of the hotel brand to enhance customer loyalty, so as to improve hotel profits [16].
[bookmark: _Toc28903]2.6 Control
Rossie Xiao (2010) points out the significance of tourist hotel to carry out the experience marketing, in the light of the experience marketing in marketing five basic way and with 7 p marketing combination, the combination of the experience marketing in a way that the corresponding improvement, protection measures are proposed for the combination of the experience marketing strategy, to better promote the experience marketing in the development of tourism in China [17]. Li Mingyu (2013) established a hotel brand identification system for hotel brands in combination with the development status of the hotel industry, which helped optimize the hotel branding strategy and brand architecture, formed brand effect, and also pointed out the necessity of experiential marketing for hotel brand building [18]. Lee (2016) to all hotel services and products as a starting point for discussion of through the application of experience marketing in the hotel brand construction research, increase the brand awareness of the hotel, and using experience marketing to strengthen the interaction of consumers, improve the loyalty of consumers, provides an important way for hotel brand construction [19].
Above all, can be seen from the scholar's study, the current hotel experience innovation research are in the hotel as the research object, study of hotel experience innovation, but the hotel is to serve the customer, although the scholars in the study have a description of customer demand, but did not take the customer demand as the first objective of the hotel experience innovation research. In hotel experience innovation, customer demand is the fundamental and value of the existence of the hotel. Only by taking customer demand as the primary research object and starting point, can the competitiveness of the hotel be effectively enhanced, the development of the hotel be promoted, and the innovation of hotel experience products be carried out.
[bookmark: _Toc22217]3.Suzhou Green Pavilion Hotel Target Implementation

KPI refers to the key performance indicator assessment method. According to the management theme, performance management can be divided into two categories, one is incentive performance management, which focuses on stimulating employees' work enthusiasm, and the other is control performance management, which focuses on standardizing employees' work behavior.
According to the market research results, it can be measured and expected that the following four strategies can effectively help hotels to improve in all directions, so as to make profits.
[bookmark: _Toc26335]3.1 Marketing strategy
[bookmark: _Toc30939]3.1.1 Product strategy
Suzhou Green Guoting Hotel mainly operates Chinese Fujian cuisine and Western pastry. The dishes rarely bring forth new ones. In the context of fierce competition, the lack of changes in dishes is easy to make customers aesthetic fatigue and lose their attraction to customers. The hotel did not subdivide the customer group, in the hardware facilities and product technology content is not high, there is no outstanding hotel product features. Fujian cuisine conforms to the general trend of future catering customization and standardization. First of all, there should be good ingredients and chefs who can inherit, such as the simplification of seasoning, more attention to technology and raw materials, and the pursuit of beautiful products. The hotel should improve it, so as to give customers a good sense of experience.
[bookmark: _Toc9692]3.1.2 Price strategy
The room price of the hotel is in the middle of luxury hotels in Jiangsu, and there are few discount activities, lack of effective price combination and market research, unable to change the corresponding strategy in response to the change of customers and promotion, resulting in the pricing method used in different seasons and periods of time is not suitable. In addition, the west lake hotel using consumer psychological. Much on pricing in the guest room USES the mantissa pricing, almost all with "8" at the end of the price, so as to arouse consumers' desire, but for some customers pay attention to price requirements do not apply, so the hotel should adopt flexible and effective pricing strategies, increase the hotel occupancy rate.
[bookmark: _Toc14574]3.1.3 Channel strategy
Due to the lack of innovative marketing channels and imperfect website management and other problems, sometimes in the weekend or some holidays caused by insufficient hotel room capacity, customers can not book a room. Hotels mainly rely on travel agencies and some APPS and other intermediaries to obtain customers, resulting in an accurate understanding of consumer needs, unable to provide corresponding services. Although the hotel has its own website, but due to the web page production is too simple, not novel enough, resulting in insufficient marketing efforts of the hotel, low network coverage, it is difficult to occupy an advantage in the industry competition.
[bookmark: _Toc10410]3.1.4 Promotion strategies
The hotel and ctrip, Meituan, where famous tourist sites, such as cooperation, guests can booking via the website, sometimes hotel food &beverage and group, public comments on web sites such as cooperation, so as to improve the sales of the hotel, but only the online promotion is not enough, hotel use fewer sales approach, most of the store staff to promote, rarely used advertising and public relations, Can't meet the needs of customers. And the hotel promotion team management ability is relatively lack, lack of professional marketing knowledge and strain capacity, unable to tap potential customers, the use of relatively ordinary promotional activities, so that the promotion effect is greatly reduced.

[bookmark: _Toc3376][bookmark: _Toc93331111]





4.0 Recommendations 
Hotels can adopt different marketing plans to gain more profit margins. Adopting SOSTAC strategy can better supervise and measure the hotel situation, and at the same time, other strategies can be used to open up new profit channels for hotels.








[bookmark: _Toc14602]5.0 Conclusion
Through Sostac analysis method, the situation analysis, objectives, strategies, strategies, actions and controls of the hotel are analyzed, and the experiential marketing strategy is designed, so that reasonable suggestions can be put forward according to the specific situation of the hotel. It can help hotels provide customers with a better experience and provide targeted services on the basis of understanding customers' preferences and needs. Bring greater returns to enterprises.
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