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Abstact:This report explains SOSTAC and SMART in theory. This report takes Hyatt Hotels as an example and uses SOSTAC as a framework to describe the predicament hyatt Hotels are facing when they are affected by COVID-19. According to the report, Hyatt has only one marketing goal to get out of its current predicament: expanding into new markets. The report provides a fairly detailed situation analysis and recommendations for the use of strategies around this objective.
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[bookmark: _Toc49]Executive Summary 
This report theorizes about the purpose of a marketing plan. This report describes SOSTAC and SMART theoretically. The report uses Hyatt Hotel as an example and uses SOSTAC as a framework to describe the current Hyatt Hotel. The report discusses and analyzes the challenges hyatt Hotels are facing as they are impacted by COVID-19. The report points out that if Hyatt wants to get out of its current predicament, there is only one marketing objective: to open up new markets. The report puts forward the blue Ocean strategy as the overall strategy to solve the target dilemma. The report uses a product-level strategy as an aid and proposes performance management as an aid to the implementation of the strategy. In the middle of the paper, the SMART principle is used to describe how Hyatt Hotel uses performance to enable employees to better implement various plans. At the end of the report, relevant suggestions are put forward to improve the rationalization of the marketing strategy. The cost leadership strategy is mentioned in the suggestion so as to improve the implementation of marketing objectives.
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1 Introduction
The main purpose of planning marketing is to maximize the market value of an enterprise's products or services. Similarly, it will maximize the social value of an enterprise
Enterprise marketing planning includes the overall image of the enterprise and the products or services produced by the enterprise. Both are indispensable . The image of a company is different from the goods it produces but they complement each other and influence each other. If the overall image of the company is improved, then the reputation of the company will be spread and its social status will increase, as will its social value. The increase in corporate value will allow the company to market its products or services more permanently and better (Byrd-Bredbenner, 2017).
SOSTAC in the business world is a framework for building and evaluating marketing plans or strategies through different dimensional factors. It was originally used in military strategy. It is a planning model developed by Dave Chaffey in the 1990s. It is now used to help companies with their marketing plans (Reed FIDM, 2014). 
The SMART principle was originally created to manage people more effectively. It is a management principle that enables leaders to manage people effectively. The name of the principle is based on the initials of the five factors that it encompasses, namely Specific, Measurable, Attainable, Relevant and Time-bound. It forms a clear framework to help employees work more effectively and it also helps leaders to be more fair in It also helps leaders to assess employee performance more fairly. This creates a virtuous circle which helps the company to create a better working environment and ultimately helps the company to achieve its strategies, goals and plans more efficiently (Yeo and Jeon, 2021).

[bookmark: _Toc19055][bookmark: _Toc2522][bookmark: _Toc29774]2.0 Main Body
[bookmark: _Toc1294]2.1 What situation are we in now	
At the present stage, Hyatt has only one Strategic Marketing Objective, that is, to open up new markets, which is often referred to as the blue ocean strategy.The 
Hyatt hotels have been hit by COVID-19. COVID-19 is a new infectious disease. It is spread by direct contact and aerosol. This makes it very contagious. The first outbreak of COVID-19 occurred in Wuhan, China. The more people there are, the more likely they are to be infected (World Health Organization,2020). Due to the impact of COVID-19, the global tourism industry has been depressed, especially the rate of international travel. The recently released UNWTO scenario, today's global lockdown and related travel restrictions have disrupted the business activities of tourism and leisure-related businesses worldwide. Because of the gradual opening of border restrictions and restricted travel restrictions expected in 2020, the tourism industry will face a 58-78% drop in the number of international visitors while international tourism revenue could plunge through $1 trillion. On the economic side, the overall impact in 2020 is expected to result in a significant loss of tourism export revenues and put between 100 and 120 million direct tourism jobs at risk. The crisis of tourism is accompanied by the difficulties faced by the hotel industry (UNWTO,2020).
This is not because of the loss caused by hyatt's policies or decisions, but because of the hotel economy affected by the market slump brought by the winter winter in the market environment. As a result, Hyatt had to take back the franchise of hotels in areas with relatively strict epidemic control to cut costs and ensure sufficient cash flow on hand to determine the operation of the hotel(Noah,2021).
[bookmark: _Toc27478]2.2 What objective are we looking forward to
The main objective of Hyatt's current marketing plan is to open up new markets. Due to the impact of the epidemic, hotels need to consider their own costs and risks of entering completely new markets. Then the hotel to consider the goal needs to consider its practicability and measurable. The most important thing is that the hotel needs to consider whether the input is proportional to the cost. Hyatt's specific goal is to target other markets related to the hotel market, such as the hotel industry or furniture industry. It can open up markets related to its own market according to its own costs. The second goal is to diversify products and services. The third goal is to explore the most profitable market segments based on current costs and maximize profits at the least cost(Lindic, Bavdaz, and Kovacic,2012).
[bookmark: _Toc19909]2.3How exactly do we get there
The Blue Ocean Strategy is a theory proposed by W. Chan Kim and Renee Mauborgne as a counterpoint to the Red Sea strategy. The Blue Ocean strategy is to move beyond the constraints of a business war that, even if won, will be limited to the determinacy of the current market. The blue Ocean strategy transcends the limits and affirms the possibilities for the business world to create new markets. The Blue Ocean strategy allows company to cross existing market boundaries to meet the needs of a wider range of customers, directly ahead of existing competitors (Vieira and Ferreira, 2018). 
Hyatt's immediate priority is to temporarily jump out of the current market environment to gain profits to support the current temporarily depressed hotel market. Then Hyatt hotel blue ocean strategy is the best. Consider hyatt's 2021 total revenue of $3.028 billion, up 46.56% year over year, resulting in a net loss of $222 million. It had a net loss of $703 million for the same period in 2022. Net losses narrowed by almost 70 per cent year-on-year. Due to the cost constraints of hyatt Hotels. Hyatt hotels should not expand into completely new markets with high market barriers. Hyatt hotel should not only ensure its core market, but also develop small market related to the market it is familiar with, such as hotel industry, home products industry or home storage service industry. In fact, this is equivalent to the extension of its core market, so that the new market will not produce excessive cost demand for Hyatt Hotels and can reduce the cost of its core market (Hyatt, 2021).
Hyatt Hotel can also adopt the strategy of different levels of products to meet customers of different classes and with different needs. Meanwhile, Hyatt Hotel can ensure that its core product, namely the hotel service industry, will not be affected by this strategy.Hyatt Hotel can also adopt the strategy of Different levels of products to meet customers of different classes and with different needs. Meanwhile, Hyatt Hotel can ensure that its core product, namely the hotel service industry, will not be affected by this strategy. The product level is the improvement direction of marketing that divides the essence of products into three levels to discuss consumers' feelings about products and how to further stimulate consumers' consumption. The product hierarchy is just a concept that provides a direction for new product development and marketing, but in practice, it is difficult to evaluate the impact of the three layers(Ludden and van Rompay, 2015). 
Hyatt can make it clear that its core products are hotels and its basic products are hotel services. In essence, product strategies at different levels help Hyatt to explore the value that additional products can bring to the company so as to open up new markets to cushion the current depression of the hotel market, that is to say, to find the current dominant products and potential products again. Use these products to open up new markets to gain profits to overcome the limitations of the current hotel market. At the same time, as the market is brought by derivatives, Hyatt has a certain cost advantage and brand effect in terms of both market barriers and technical barriers compared with the completely unfamiliar market. Kate can take advantage of both advances and retreats in the process of exploration to slowly explore the current new market and bring profits( Liu, Feng and Liu, 2019). 
[bookmark: _Toc20432]2.4What action can be taken
The product development department and the service department began to conduct practical research on the furniture industry, the hotel industry and storage management services. At the same time, the finance department needs to measure the budget cost of investing in these three markets. It can be implemented after the innovation department has determined the content that can be implemented and the relevant personnel have been trained. The three markets began operating together for a quarter. Finally, the net profit brought by each market is evaluated through performance evaluation to decide whether to continue to open this market(McDonald, 2007).
 A performance management system is in fact a framework for assessing the productivity of employees in a standardised way, so that they are more motivated to work. It is the core management function of a company, which not only increases the motivation of employees but also increases the productivity of the company.Hyatt hotel should set a unified standard according to the hotel industry, furniture industry and storage management industry to facilitate measurement. Set up appropriate rewards and punishments according to the structure to motivate employees to come up with innovative methods. Bonus or promotion training for employees who provide positive strategies based on strategy. Encourage or punish employees who fail to meet targets. Encourage employees to form a team atmosphere of competition and mutual help so as to better adapt to the new market environment and achieve the effect of breaking the ice in the market.(Hutchinson,2013). 
[bookmark: _Toc21019]2.5 How to control the flow
ROCE can be used as an indicator of an enterprise's ability to use capital. ROCE is calculated as eBIT/capital employed or capital employed = total assets - current liabilities or equity + long-term debt. Hyatt hotels need to consider ROCE to monitor their ROI. It only takes two quarters to measure this, and if the returns in any of the three markets are below the input rate, hyatt needs to consider exiting the market and stop losing money. Hyatt may invest in derivatives or services based on the highest ROCE market (ROCE,2016).
Net profit assesses the efficiency of a company's operations. Net profit usually refers to a company's net operating income as a percentage of total sales and can also refer to net income as a percentage of total inputs. Note that different periods of time, different industries and different companies can affect the level of profit. Companies can use profit levels to predict current industry trends and economic trends (free version).While absolute profits mNet profit is the best measure of a company's market value so Hyatt can measure whether the market is worth investing in according to the net profit generated by the market it invests in. Whether the market is worth it to open up as an auxiliary to core profit.Net profit is the best measure of a company's market value so Hyatt can measure whether the market is worth investing in according to the net profit generated by the market it invests in. Whether the market is worth it to open up as an auxiliary to core profit.( Talitha and Nugi ,2020). 

[bookmark: _Toc27945][bookmark: _Toc25765][bookmark: _Toc10015][bookmark: _Toc57309700]3.0 Recommendations
Cost leadership strategy belongs to three general strategies. A cost leadership strategy is one in which companies cut costs through cheaper producers or by reducing intermediaries. In short, it is a very clear market strategy to reduce costs as much as possible by all legal means without compromising the quality of the product, thus ensuring a cost advantage over the competition ( Kharub, Mor and Sharma, 2019).
Although the vision of opening up new markets is good, hyatt's current priority is to get maximum benefits with minimum costs. In addition, there are so many kinds of derivative products that Hyatt has to stop the production of some additional products after a quarter through net profit comparison to save some costs (Agyapong and Boamah, 2013). 
[bookmark: _Toc18358][bookmark: _Toc2235]4.0 Conclusions
This report theorizes about the purpose of a marketing plan. This report describes SOSTAC and SMART theoretically. The report uses Hyatt Hotel as an example and uses SOSTAC as a framework to describe the current Hyatt Hotel. The report discusses and analyzes the challenges hyatt Hotels are facing as they are impacted by COVID-19. The report puts forward the blue Ocean strategy as the overall strategy to solve the target dilemma. In the middle of the paper, the SMART principle is used to describe how Hyatt Hotel uses performance to enable employees to better implement various plans. At the end of the report, relevant suggestions are put forward to improve the rationalization of the marketing strategy.
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