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[bookmark: _Toc101877560]Executive Summary 
Although the hospitality industry has no longer been seriously struck by the covid-19 pandemic as it was in 2020 and 2021, the uncertainties in the global hospitality sector indicates players should actively navigate the challenges and turn crisis into opportunities.

The marketing report developed for Marriott, based on a sound situational analysis internally and externally, indicates the 70% room occupancy rate by 2022 as a proper objective. Based on the objective, a corresponding tactic based on the marketing mix is developed, including personalized stay offers, dynamic stay pricing, wider accessibility of the place, and social media marketing using storytelling and short videos, etc. The KPI will be closely monitored at the regional level and international level, together with other relevant KPIs, to ensure the effective implementation and adjustment of the marketing plan. 
1. [bookmark: _Toc101877561]Introduction 
Since the outbreak of covid-19 at the beginning of 2020, the covid-19 pandemic devastated the travel industry on a global scale. However, the travel sector has gradually bounced back, yet recovery still has a long way to go. This is due to the fact that the covid-19 has not yet been eliminated, and could not be eliminated totally in the foreseeable future. Furthermore, different geographies tell very different stories in recovery directly as a consequence of the varying travel restrictions (See Figure 1).
[image: ]
Figure 1: Vastly different recovery stories across geographies
Source: (McKinsey & Company, 2021)
However, the during and post-pandemic travel market has exhibited different patterns compared to the previous market, such as the distinct challenge of safe customer experience, etc. This indicates players within the whole travel ecosystem contemplate the question of how they could adapt to the new competitive environment to secure future growth. The present report develops a marketing plan for Marriott, a multinational hotel provider, with 30+ brands, 7000+properties across 130+counties, based on the identification of the new travel landscape. The report is structured according to the SOSTAC framework, a simple and structured framework with a full planning methodology behind it. SOSTAC stands for, situation analysis (where are we now?), objectives (where do we want to be?), strategy (how do we get there?), tactics (the details of strategy), actions (how to implement with excellence and passion?), and control (how do we know we get there?) (Chaffey and Smith, 2017; PR Smith Marketing, 2020).
2. [bookmark: _Toc101877562]SOSTAC Marketing Planning for Marriott 
2.1 [bookmark: _Toc101877563]Situation analysis 
Situation analysis provides a thorough analysis of the current competitive situation facing the organization, through internal and external environmental audits (Deepak and Jeyakumar, 2019). All relevant factors, both internal and external, are synthesized and highlighted in the following SWOT analysis. 
Table 1: Situation analysis through SWOT analysis
Source: own summary
	Factors 
	Implications 

	Strengths
	· A diversified brand portfolio : Marriott has one of the most compelling range of brands in the hospitality industry. (Marriott, 2021)
· Loyalty and credit card program: Marriott has one of the most preferred and largest loyalty programs managed by Marriott Bonvoy, through which guests can access its brands and benefits (such as tours and activities program, miles partnering with airline, etc.) (The Economic Times, 2022); Marriott has mutually beneficial agreements with credit card issuers, associated with loyalty program. (The Times, 2022)
· High geographical presence: Over 7600 properties over 130 countries 

	Weakness
	· Solvency problems : Marriott has been struggled with solvency problems due to covid-19 as it has significantly increased the financial leverage through debt to finance its operation  (Hotel Management, 2022). This is accompanied by the weakened financial performance of Marriott due to the covid-19 with room occupancy rate dropped to around 30% in 2020.
· Highly standardized services: Despite the efforts of Marriott to improve customer experiences, it has been a common pain point for the traditional industry that they have highly standardized and homogenous offerings with low differentiation 

	Opportunities 
	· Cutting edge technologies in the hotel industry : the technologies, especially for covid-19, and for other operations allows plays to not only improve the operational efficiency but also develop understanding on customer behaviors (Goryushkina et al., 2018). 
· The strong recovery momentum of the global travel market due to the ease of travel restrictions at a global scale, especially the leisure travel sector 

	Threats 
	· Unforeseen circumstance: covid-19 will still negative impact the market through the clustering outbreak or new type of variants, taking the travel industry back to the crsis 
· 
· Fierce competition: The hotel industry has been highly competitive, leading hotel chains, regional hotel chains, and independent local hotels, sharing and rental accommodations all have the ability to impact Marriott’s operation to some extent 


2.2 [bookmark: _Toc101877564]Objective 
According to the SMART principles, an effective objective should be specific, measurable, achievable, relevant, and time-bound (Bjerke and Renger, 2017). Based on the above situational analysis, the marketing objective set for Marriott is:  to increase the occupancy rate to above 70% by the end of 202 at the overall wide, specifically to raise occupancy rate of hotels in the Caribbean &lattin American region till around 65, north American region till 75%, European region till 70%, Middle east and African region till 65%m  

Table 2: Room occupancy rate of Marriott
Source: (Statista, 2021)
	Characteristic
	North America
	Caribbean & Latin America
	Europe*
	Middle East & Africa
	Asia Pacific
	Overall worldwide

	2016
	75.8%
	65.3%
	71.8%
	64.6%
	75.2%
	72.5%

	2017
	76%
	66.5%
	73.5%
	65.7%
	72.8%
	73.7%

	2018
	75.7%
	64.8%
	74%
	66.4%
	73.5%
	73.7%

	2019
	75.8%
	65.1%
	74.7%
	68.5%
	72.4%
	73.7%

	2020
	28.6%
	26.7%
	20.8%
	34.9%
	39.6%
	31.4%

	2021
	47.1%
	41.8%
	33.4%
	51.5%
	37.8%
	51.3%



· Specific: The objective wants to achieve is to increase the customer satisfaction index from the current level of 50% to the 70%, with detailed requirements tailored for each region determined by the regional pre-pandemic level .
· Measurable: the objective is measurable with a quantitative indicator of room occupancy rate, which calculated by the divided the number of rooms booked by the number of total available room on a given data of over a specific period (Mattila and O’Neill, 2003). Intuitively, the higher occupancy rate indicates a higher revenue is generated.
· Achievable: the objective is absolutely achieved as Marriott reported an above 70% room occupancy rate before 2020 (Statista, 2021), when the covid-19 had not disrupted the industry. Especially, the market appears to see an end to more border closures and restrictive travel mandates, and the momentum resulted from easing travel restrictions will certainly facilitate the recovery of the global travel industry. Furthermore, as consumers have been in-self quarantine for almost two years, their desire for travel, especially leisure travel remain ever-strong. It is expected by the industry the industry will recovery back to the pre-pandemic level, or even exceeds the pre-pandemic level. Within Marriott’s current resources and competences, including not but are not limited to, one of the largest loyalty programs (with over 14 million loyal members), strong brand presence supported by over 30 brands across market segments presenting 130 countries, etc. the objective is achievable (Marriott, 2021). 
· Relevant: Customer expectations on what greater customer experiences look like has changed significantly during the covid-19, leaving the hotel industry in a game of catch-up. In this changing competitive landscape, those which can proactively prioritize customer experience can enhance resilience, gain loyalty and drive growth (Neuburger and Egger, 2021). Room occupancy rate has been considered as the most comprehensive and representative indicators of the hotel’ overall competitiveness especially during the covid-19. The objective aligns with Marriott’s overall strategical goals that posed for more resilient growth, by using its major brands to capitalize on major trends that is currently impacting the global hospitality sector. 
· Time-bound: the objective is expected to accomplish by the end of 2022. The chosen time-frame is not out of no reason. According to ACI World (2022), the unprecedented global vaccination effort and latest recommendation for the authorities that governments ease travel restrictions would be significantly beneficial to jumpstart the global travel recovery, and that of the hospitality demand. The data provided by World Travel & Tourism Council (WTTC) (2022), the global travel sector in 2021 was on track and provided $8.6 trillion economic output, recording only 6.4$ percent less than before the struck of covid-19, and an fully recovery could be expected in 2022. 
2.3 [bookmark: _Toc101877565]Strategy
The strategy promoted for Marriott includes two steps. 
· Step 1: Before rushing into all kinds of marketing efforts during the current transitional phase, it is of great importance that Marriott should make the on-going commitment to the safe resumption of the hotels. This can be achieved through the intervention of contactless technologies, such as using mobile application as a service extension, and the intervention of sanitization technologies, such as UV-C light, robot cleaners, electrostatic sprayers, etc. (Rahman et al., 2021; Sarkady, Neuburger and Egger, 2021)
· Step 2: After the safety concern is addressed, Marriott should actively align its resources and competences across markets, including North America, Europe, Caribbean & Latin America, Asian Pacific, etc. to pull up the room occupancy rate as a whole. 
Marriott, should expand their scope of customer experienced in the context of covid-19 to be more human centered. That means Marriott should build an emotional connection that go beyond customer expectations by leveraging science enabled by data technologies. This requires Marriott to build a more robust measurement toolkit by leveraging customer data, rather than using data technologies purely to improve operational efficiency as indicated. The data toolkit should allow Marriott to approach customers by leveraging both internal data (transaction histories, etc.) and external data (social media, etc.) to pinpoint the impact touch points along the service delivery journey. Based on the insights enabled by data toolkit, Marriott should act quickly through marketing and communication efforts to build performance uplift and stand out from the fierce competition in the context of covid-19.
[bookmark: _Toc101877566]2.4 Tactics 
The tactics about implementation is developed through the 4P market mix, including product, place, promotion and place. These elements must be united to deliver an effective marketing effort. 
· Product: Over the past few decades, there has been little differentiation between the services offered by different well-known hotel chains. To eliminate this perceived lack of differentiation among consumers, Marriott must implement solutions that - while being able to understand guest preferences in a unique way - use this knowledge to deliver more differentiated, customer-satisfying services. Marriott should allow guests to customize their stays in the way they are most comfortable. Marriott can identify personalized characteristics internally and externally, such as room temperature, dietary preferences, TV show choices, language choices, capture this information and deliver the appropriate services to guests regardless of which hotel they are staying in. Furthermore, the personalization of services should be built upon the on-going commitment to safety during covid-19. 
· Pricing: Unlike differential pricing, which sells the same product to different consumers at different prices based on consumer type and location, dynamic pricing places greater emphasis on time variation based on differential pricing (Bandalouski et al., 2021). Marriott can develop an optimal pricing strategy based on demand curves and economic models, or use data mining techniques and artificial intelligence to develop new tools to develop a better pricing strategy for the business. However, depending on the hotel class, Marriott can develop a range of price changes roughly in line with their own hotels, determine the appropriate frequency of dynamic pricing, and focus on customer satisfaction while considering revenue (Binesh, Belarmino and Raab, 2021). At the same time, social media and online platforms have become an important means for tourism companies to conduct marketing or layout strategies. Marriott need to pay high attention to customer satisfaction based on online reviews, and it is advisable to respond to customer online reviews involving price changes with a reasoned explanation, and to provide necessary feedback to customers on price changes to reduce information asymmetry caused by price changes, thereby reducing the sense of price unfairness to customers and enhancing perceived value to achieve customer satisfaction (Ropero, 2011; Zhang and Weatherford, 2017; Ampountolas, Shaw and James, 2021).
· Place: the promotion of occupancy rate requires Marriott to increase its accessibility to customers around the world. Besides its own website and applications for Booking, more collaboration with international and domestical travel agency should be launched to increase its online presence to customers who have not yet in contact with Marriott yet. 
· Promotion: With big data and digital marketing, Marriott will be able to better target and personalize advertising or product promotions based on travelers' preferences or purchase paths. The development of big data will allow Marriott to focus more on consumers' search behavior, browsing trajectory and spending history on the company's website, social media platforms and OTAs, in order to predict and evaluate travel consumers' purchase intentions and travel needs, and provide them with precise travel advertisements or products that are close to their expected needs (Horng et al., 2022). Short videos have opened up a new mode of tourism product marketing. Short videos are generally in the form of videos with a playing time of 5 minutes or less. With the change of young people's communication with the world, short and concise short videos with both content entrance and social genes are gradually being widely favored (Jarboe, 2011). Marriott can strengthen personalized content by breaking the boundaries of content forms, taking advantage of hot topics or creating new hotspots to attract fans' attention and convert traffic (Nair et al., 2022). At the same time, Marriott can conduct a combination of storytelling and short videos. Storytelling is the process of creating a valuable and engaging content that is relevant to the consumer and sharing it with the target audience to attract customers to purchase through the content, which is a content marketing process (Mossberg, 2008; Woodside, 2010; Ben Youssef, Leicht and Marongiu, 2019). 
In addition, Marriott can share product and service information on its official social platform accounts, and directly grasp the feedback of target consumers through targeted screening of its fan base, and timely adjust its communication strategy based on this feedback, which facilitates Marriott's communication of brand messages to users, especially through the power of word-of-mouth communication among users which makes brand communication exponentially more effective.
2.5 [bookmark: _Toc101877567]Action 
A specific marketing team directed by the above goal will be established, and will coordinate with the marketing team embedded in each brand to perform the marketing activities in the domestic and international level. The role played by data technologies indicates the cross-department collaboration to establish digital competences of Marriot in marketing, and this could be done through embedding some data analyst professionals in each team. Periodic communication across teams is required to absorb local insights and develop localized marketing efforts. It is important for the team to develop some understanding about the local market and trim the marketing strategies correspondingly. For instance, the use of short video and story telling as major marketing approach requires marketing team to reach out to the online travel content creators in the specific market and realize collaboration to create contents about Marriott on the most popular social media platform in the specific market. 
2.6 [bookmark: _Toc101877568]Control
The overate control is through chasing the key performance indicator (KPI): the occupancy rate. However, the rate should be further developed into regional KPIs as shown in Table 2. The regional KPIs should further be broken down into the monthly and quarterly KPIs according the pre-pandemic level. An integrated data sharing platform should be established by Marriott with peer-to-peer network for all management team to update and monitor the KPI, and other relevant KPIs (such as customer satisfaction, etc.).
3 [bookmark: _Toc101877569]Recommendation
The overall suggestions for Marriott here are that it should make the stays better not just safer. Delivering the commitment of the infection-free stay scratches the surface of the changes in the industry. 
Data technologies should be actively leveraged to generate customer insights to optimize customer experience rather than just improving operational efficiency. It is the superior stay experience that led to higher occupancy rate and make Marriott stand out among the fierce competition, this can be realized in the personalization of stays, dynamic pricing to increase perceived value, etc.  
4 [bookmark: _Toc101877570]Conclusion 
As the travel industry is gradually recovering from the stuck of covid-19, Marriott should be ready to adapt to the changing landscape of competition by refining its marketing plan. Using SOSTAC, the report delivers a marketing plan for Marriott with an objective to increase its room occupancy rate to 70% by 2022, based on a comprehensive situation analysis. The tactic suggested is illustrated too through 4P framework (including personalized product, dynamic pricing, third-party coloration to increase accessibility, social media marketing featured with short video and storytelling, and action and control plan is promoted correspondingly. 
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