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Executive Summary 
The purpose of this marketing plan is to develop a creative strategic marketing plan that meets the objectives of the OYO Hotel while also using important resources and competencies which is SOSTAC and SMART marketing plan. OYO Rooms has one goal which is to provide consistent stay experiences at an unbeatable cost. Oyo offers conventional hotel rooms with amenities such as air conditioning, TV, complimentary breakfast, and Wi-Fi, as well as 24/7 customer care.
OYO does not own any of these establishments but instead they focus on marketing and management competence enhancement for the hotels that fall under its umbrella. It is a big win for both OYO and the hotels, many of which lack the network, experience, and funding for clever marketing. OYO assists them in increasing their harvests. OYO rooms established its price strategy with each and every customer's budget in mind, and because OYO is linked with both small and luxury hotels, customers may select the hotel that best suits their needs. During the pandemic time, OYO Hotels Japan has taken a number of proactive efforts to help its hotel partners and the community at large, as well as to mitigate the impact of COVID-19, which is causing havoc on the Japanese hotel business.










Introduction 
The purpose of this marketing plan is to develop a creative strategic marketing plan that meets the objectives of the OYO Hotel while also using important resources and competencies which is SOSTAC and SMART marketing plan. Other than that, it is for continual development, analysing, evaluating, and updating the marketing plan. 
Situation (S), objectives (O), strategy (S), tactics (T), action (A), and control (C) are the six fundamental elements to be addressed while creating a marketing plan. Each element indicates a point in the planning cycle, and each stage is equally important for effective marketing planning, execution, and evaluation (Chaffey & Smith, 2013). SOSTAC is an adaptation of the standard SWOT analysis, which is a situational study of a company's strengths (S), weaknesses (W), opportunities (O), and threats (T) while starting a new line of products or going through an organisational transition process (Namin,2019). 
Specific, Measurable, Attainable, Relevant, and Time-Bound are acronyms for Specific, Measurable, Attainable, Relevant, and Time. In business, SMART objectives are arguably the most successful approach of directing attention and making things happen (Bjerke,2017). SMART objectives, when paired with inbound sales and marketing strategies, are a solid method to deliver on ROI. They compel firms to ponder about their activities and how they connect to the outcomes they want. SMART goals aid in the abolition of delusion-driven marketing (Ogbejwi,2017).







Main Findings 
The Strategic Marketing Objective
Every marketing strategy requires work to attain its objectives. SMART goals are used in marketing planning to ensure that marketing objectives are met. SMART marketing goals are a framework for generating successful marketing objectives. It is an abbreviation for Specific, Measurable, Achievable, Realistic, and Timely. When it comes to garnering buy-in and winning over even the most sceptical CEO, the SMART goal framework may happen in a variety of ways. More importantly, it enables firms to determine the purpose of their activities. (Schreder,2018). 
OYO Hotel has met its goals by incorporating technology into their sector, which has allowed them to enhance profits for the firm. They revolutionised the hotel sector by offering speedy booking through an application as well as a hassle-free rental experience for its consumers at reasonable pricing (Kesharwani,2016). Aside from that, in 2020, the firm will begin a global campaign to provide free lodging to frontline healthcare staff and immigrants who have been stranded overseas due to current health crises.
In terms of technological innovation, OYO offered two new features to its app in 2020. The OYO OS owner app now incorporates Smart Pricing Manager, allowing partners to swiftly change their room costs based on the current situation on the ground. This feature enables hotel managers to profit from an increase in demand or enhance occupancy by decreasing the price (Panighrani,2020). To boost efficiency, it makes advantage of local expertise. OYO also created the Cancellation Prediction Engine, which predicts whether each client who has reserved a room will check in. It helps motels increase occupancy while avoiding overbooking.






Situation Analysis 
OYO, like all other hoteliers, is vulnerable to the global pandemic. OYO is bearing the financial burden of declining revenues in the countries where it operates, as booking trends continue to decrease and cancellations increase. Ritesh Agarwal, OYO's founder and CEO, has sacrificed 100 percent of his salary for the balance of the year, and the executive leadership has accepted a 50 percent pay reduction (Rawat,n.a). Nevertheless, much more has to be done to ensure the company's long-term stability and success. We are also making every effort to reduce controllable expenditures. 
As a result of similar conditions in Japan, OYO's operations have been stressed, limiting its ability to pay the guaranteed benchmark revenues, which are intricately linked to business performance and are not designed to withstand the onslaught of an unforeseen, uncontrollable natural force in operation, such as the COVID-19 crisis (Kumar,2021). Despite the massive financial load, OYO kept its word and paid the promised benchmark revenues in March. Beginning in April, OYO reached out to its hotel partners to emphasise the gravity of the problem.











Objectives 
OYO Rooms has a single goal: to give consistent stay experiences at an amazing price. Oyo provides standard hotel rooms with facilities such as air conditioning, TV, free breakfast, and Wi-Fi, as well as 24-hour customer service. OYO rooms may be booked online or using a smartphone app. They are also available on all travel and reservation websites (Salaria,2016). It purchases hotels in order to bring them into its fold, where they must conform to specific service, facilities, personnel, price, and protection regulations, and provide their rooms under its own name for a charge. This new category is based on an investment business strategy, which is a substantial divergence from traditional capital-heavy hospitality. According to a CB Insights survey for The New York Times, OYO Rooms is one of the emerging beginning unicorns (Angelia,2020). 
OYO does not own any of these facilities, but instead focuses on marketing and management skill development for the hotels under its umbrella. It's a significant gain for both OYO and the hotels, as many of them don't have the network, experience, or funds to do effective marketing. OYO helps them increase their yields (Guruprasad,2019).










Strategy 
OYO's product strategy is based on providing high-quality items to customers. It also teaches the individuals with whom it works and inspects the quality and standards in each hotel to ensure that they fulfil the preferences or requirements of the consumers. By far the most well-known brand for dependable and enjoyable travel is OYO Rooms (Nikhat,n.a). While it also offers a variety of package offerings to entice visitors, it is now available in every place and is easily accessible (Ravish,2021). Oyo has a strategy in place to save a percentage of the inns' data, maintain them according to quality criteria, and keep them exclusively for OYO clients. They used to rent a few rooms each month and offer them to their own clientele at a discounted rate. They have recently made small alterations in which the rooms are no longer rented, but they are still known as Oyo Rooms property.
OYO rooms developed its pricing approach with each customer's budget in mind, and because OYO is affiliated with both modest and luxury hotels, clients may choose the hotel that best meets their needs (Hasrat,2021). OYO rooms is focusing on attracting new customers, gathering feedback, and advertising on a digital platform. OYO is also active on social media platforms such as Twitter, Facebook, Instagram, and YouTube.










Tactics 
OYO Rooms operates differently from OTAs since they specialise in co-branding (Online Travel Agency). They claim to work with one-to-two-star hotels and guest houses,'standardising' them and bringing them consumers via their website and applications. Other hotel aggregators commonly connect clients with hotels by listing hotels on their websites and charging a royalty as a source of revenue (Sharma,2020). They would negotiate a monthly minimum order guarantee with the hotels and would be able to give reduced pricing and bargains on room rates when compared to the prices provided directly by the hotels to a typical guest.
Oyo works on a different scale than other online hotel booking platforms or online travel firms. Oyo Rooms' business concept is simple: they provide consumers with hotels in numerous places, and when they book, they receive a commission charge (Maltio,2019). They frequently do other things, such as reserving a few hotel rooms each month depending on consumer demand and then rent these rooms to consumers at a lower rate than they received from the hotel. This offer entices clients while also making their travel more comfortable at a fair cost.
Oyo Accommodation's strategy is to attract customers by giving accommodation prices that are lower than the hotel's standard rate. The main goal is to offer at an outstanding price that is within the user's budget. Their room charges range from Rs. 999 to Rs. 4000, depending on the location and luxury of the hotel. Oyo typically suffers huge losses as a result of this discount strategy, which is then backed by other investors like as the Softbank Group. Overall, Oyo Rooms has a very strong approach that aims to supply rooms at a fair price while delivering outstanding services and developing client loyalty (Tandon,2019).





Actions 
During the epidemic, OYO Hotels Japan made a number of proactive initiatives to assist its hotel partners and the community as a whole, as well as to alleviate the impact of COVID-19, which is wreaking havoc on the Japanese hotel industry. The newest in OYO's series of efforts are financial packages designed to help hotel owners deal with declining revenues and shrinking working capital (Kumar,2021). In addition, the firm is attempting to migrate to revenue-sharing agreements with its shareholders.In Japan, both international and domestic tourism have declined, and the Olympic Games have been postponed. This comes on the heels of a sales tax rise last year and a fall in South Korean visitors, Japan's second-largest tourist group. In March, the number of overseas visitors to Japan plunged by 93 percent year on year, the largest reduction in history. Visits from China, who account for 98.5 percent of all visitors to Japan, have declined by 98.5 percent (Chua,2020).
More than 3,800 enterprises have downsized or are contemplating reducing their workforce. According to STR, almost 40% of hotels in Asia Pacific have closed. Large hotel organisations are laying off workers, while smaller hotels are losing money (Hao,2020). In Japan, hotel sales have plummeted by more than 50%, while occupancy has dropped by 40% across all types of hotels, ryokans, B&Bs, and guest houses. In Japan, 23 coronavirus-related bankruptcies have occurred, with 10 of them being tourism enterprises and six being food and restaurant operations.











Control 
During these difficult circumstances, OYO has undertaken a number of efforts to maintain health, safety, and business continuity, as well as to give back to the community. Employees were instructed to "Work from Home," a task force was formed in each market to monitor health-related concerns on a regular basis, and 200K masks were bought (Sharma,2021). Remote operations have been developed to assist asset partners, and customised calls are being made to convey information concerning combat measures. Employees and asset partners are learning how to identify and respond to visitors with a suspected case.
OYO Japan has launched #CareforCare, a housing assistance program for healthcare professionals. Medical personnel may be eligible for free housing at an OYO hotel near their job in order to rest in quiet, similar to their second private room. Foreign nationals who are experiencing difficulty returning home may also qualify for cheap hotel accommodations (Amrizal,2022). These discounts and other information are available through their foreign embassies in Japan. Similar limitations exist in the United States, the United Kingdom, the Philippines, India, and Malaysia.
Concurrently, OYO Japan seeks to lessen the top-line impact on asset partners. To protect market share, pricing algorithms have been altered to offset the impact of traffic decreases, and aggressive property level advertising has been launched through third-party distribution channels (Mohanty,n.a). A referral scheme is currently in place and being promoted in the media to attract new consumers to OYO hotels. The marketing budget has also been altered to concentrate on areas that continue to attract foot traffic. As a consequence of these measures, occupancy has not dropped further, and OYO is able to give basic sustenance to asset partners.







Recommendations 
Despite the unusual nature of the current scenario, hotel partners have been tremendously supportive of OYO's efforts and value the business continuity that the firm is offering. At the same time, given the economic turbulence produced by the COVID-19 problem and the Olympic postponement, OYO and its hotel partners should have recognized that a post-COVID world would necessitate new business conditions. Recognizing this, the stimulus package must be authorised if more than half of hotel partners agree to transition to revenue-sharing arrangements that benefit both sides. Advanced polite talks with the remaining partners must continue, and support must be expected (weiss,n.a). Hotel partners should continue to understand the value that OYO brings by working directly with them and utilising its own AI-powered algorithms. OYO Hotels Japan appreciates its partners' patience and tolerance at this tough period, as well as their engagement in the spirit of true partnership.
Aside from that, because OYO is in the service sector, it must pay close attention to client comments and assessments while also expanding its company and numbers. To manage client experience and keep the brand growing, more strict offline quality control procedures must be used. As a result, knowing social media is becoming increasingly important.
Conclusions 
While there are many interesting things that have yet to happen but will in the near future, many industries are running in this race that is providing cut to cut competition and challenges as every organisation wants to lead this race, while OYO is also increasing day by day through its digital platforms such as Twitter, Instagram, Facebook, and YouTube, OYO is also taking feedback from their customers. OYO is likewise concerned with pricing tactics and hotel standards, quality, and productivity.
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