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Sheraton’s Strategic Marketing Objectives
Executive Summary

This report will focus on the analysis and discussion of Sheraton Hotels’ plan to increase customer satisfaction to 90% by 30th September 2023 as a strategic marketing objective whose success will enhance the reputation and efficiency of Sheraton Hotels.
Firstly, the report outlines the purpose of the marketing plan and the two methods of analysis, SMART and SOSTAC. Secondly, the main content introduces the SMART model in conjunction with Sheraton’s strategic objectives for a detailed analysis, followed by a step-by-step SOSTAC model to analyse Sheraton's process in achieving that objective and constructing the marketing objectives. Finally, Sheraton should use marketing automation to serve its customers better and provide them with access to various services by offering them intelligent products.
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[bookmark: _Toc66574621_WPSOffice_Level1]1.0 Introduction
The products and services offered by hotel marketing cannot be stored and are time-sensitive, so hotel marketers must strive to identify the different needs of their customers following the changing market and use various marketing techniques and pricing strategies through pre-defined plans to provide customers with the products they need and to keep them satisfied (De Pelsmacker, van Tilburg and Holthof, 2018).
SMART is an acronym that stands for Specific, Measurable, Achievable, Realistic and Time-bound (Martin and Jack, 2018). The use of the SMART framework defines the resources and schedules that companies can better organise to achieve the set OBJECTIVE (Parsons, 2019).
SOSTAC is an acronym for the different fundamental stages involved in marketing. These are Situation analysis, Objectives and Strategy, Tactics, Action and Control (Reed, 2014). The SOSTAC model is a marketing framework that helps companies plan their marketing activities and acts as a tick list of best marketing practices (Safanta et al., 2019).
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[bookmark: _Toc847620700_WPSOffice_Level1]2.0 Main Finding
Sheraton's objective is to achieve an increase in customer satisfaction. The organisational objectives are critical to allocating resources for the achievement of service leadership at Sheraton hotels and to the definition of policies, timelines, and processes for implementing service leadership at Sheraton (Indeed Editorial Team, 2020). Sheraton's strategic marketing objective is to enhance customer satisfaction by improving the hotel's services. The organisation wanted to achieve this strategic objective over a while, and it could not be completed in the short term; Sheraton needed to analyse it step by step.

[bookmark: _Toc1702074349_WPSOffice_Level1]3.0 SMART Analysis
[bookmark: _Toc847620700_WPSOffice_Level2]3.1 Specific 
Specific means that the objectives should clearly define the state to be achieved and be clearly explained by all stakeholders (Buehring, 2021).
All objectives set by Sheraton to achieve customer satisfaction are specific. Sheraton plans to increase customer satisfaction to 90% by 30th September 2023. Setting particular objectives at Sheraton helps staff and managers to stay focused on the objective and the result that needs to be achieved. At the same time, specific objectives also help managers identify skills development and training needs within the department.
[bookmark: _Toc1702074349_WPSOffice_Level2]3.2 Measurable
Measurable means that a reasonable objective should be related to measurable and quantifiable characteristics of ecosystems and human societies so that indicators can form reference points to measure progress towards the objective (Weintraub, Cassell, and DePatie, 2021).
Sheraton's objective to achieve customer satisfaction is measurable, meaning that all progress towards the objective is available. Sheraton employees need to record their work and focus on their Key Performance Indicators daily. This is an integral part of Sheraton's efforts to improve customer satisfaction. It helps to better manage the hotel by adding measurable elements to determine the progress and achievement of the objective within the deadline (Kim, Hlee and Joun, 2016).

[bookmark: _Toc133921956_WPSOffice_Level2]3.3 Achievable
Achievability means that good objectives should not conflict and be achieved within a practical regulatory framework; otherwise, the objectives and their authors will lose credibility(Bowman et al., 2015). 
The objective set by Sheraton should be achievable, and Sheraton's objectives are mainly achievable when it comes to improving the quality of its employees and challenging them to do their jobs. Staff were retrained based on the standardisation of Sheraton's services to achieve increased customer satisfaction. Detailed records are kept through an entire system for members and return visits to customers, and feedback is obtained to refine areas of customer dissatisfaction.

[bookmark: _Toc263452436_WPSOffice_Level2]3.4 Realistic
Realistic means that it is essential to consider whether they are relevant when setting objectives. Every objective set by a company should be aligned with the company's values and larger long-term objectives. Suppose the objective does not contribute to the larger objective. In that case, it needs to be reconsidered to ensure that the objective set is essential to the business, how achieving it will help the company grow, and how that objective will make a more significant contribution to the long-term objective of the business (Corporate finance institute, 2015).
Sheraton's long-term objective is to strengthen the brand through innovative guest experiences, differentiated design, multi-channel marketing and a keen focus on service. Therefore Sheraton has set to achieve increased customer satisfaction on 30th September 2023 to bring the long-term objective to fruition as soon as possible, leveraging the hotel's quality resources, which represents the organisational resources and constraints that Sheraton needs to consider to be able to achieve its strategic objective in a timely and effective manner, which will bring greater visibility and traffic to Sheraton in achieving the set objective of customer satisfaction.

[bookmark: _Toc1881295385_WPSOffice_Level2]3.5 Time-bound
Time-bound means that there should be a precise time scale to achieve the objective (Weintraub, Cassell, and DePatie, 2021).
Sheraton's objective of achieving customer satisfaction is time-bound as there is a clear time limit of 30th September 2023; the time-bound of the strategic objective helps the hotel to achieve the objective as soon as possible, during which time the staff can do their job faster and better, maintaining a sense of urgency and keeping the team motivated to achieve the objective ( Kim and Han, 2020).

[bookmark: _Toc133921956_WPSOffice_Level1]4.0 SOSTAC
[bookmark: _Toc1529800914_WPSOffice_Level2]4.1 Situation analysis
Situation analysis provides managers with a better understanding of the current situation and operating environment, information that is integral to developing effective strategies and tactics. Situation analysis helps set objectives by providing a framework for assessing its current position and developing strategies to improve it (Chaffey, 2021).
Sheraton, as a high-end hotel brand, has high brand recognition, with more than 20 million stays per year, bringing more than 10 million communications power per year; the strength of Sheraton hotels is the standardisation of management services, and Sheraton hopes to gain consumer recognition and trust in service and hygiene, Sheraton's membership continues to grow every year, in terms of management Sheraton's management system is vertical By focusing on the customer experience, Sheraton has built up an exclusive and quality membership system, with hundreds of shops worldwide, so it has a wealth of operational management experience. Still, Sheraton also faces many threats from competitors, so it has to establish its strengths(Louhichi and Ameur, 2021).

[bookmark: _Toc1689739714_WPSOffice_Level2]4.2 Objective
The objective stage of the SOSTAC planning model is where the company decides on its marketing and sales objectives. The marketing objectives set by the company should be based on the company's overall business objectives (Chaffey, 2020).
Sheraton objectives to increase customer satisfaction to 90% by 30th September 2023. To achieve this objective, Sheraton needs to develop customer relationship management, which is to build good relationships with customers, analyse their buying behaviour and patterns to serve them better, provide them with attentive after-sales service and follow-up contact, and strengthen good customer relationships, for example, establishing a customer profile to establish targeted and personalised services, establishing a customer contact and tracking system.
Sheraton has set a detailed and practical customer database to track customer information and related transaction data, effectively measuring customer loyalty, etc. To improve services in a targeted manner, Sheraton should guide staff to establish the idea of customer satisfaction; customer satisfaction is created collectively by the hotel staff in the process of close communication with customers. Customer satisfaction is created collectively by the hotel staff in close interaction with customers. The active participation of all staff is the basis and fundamental guarantee for achieving customer satisfaction. In contrast, the positive influence among customers is the most effective advertisement for the company(Song et al., 2022).

[bookmark: _Toc1131625270_WPSOffice_Level2]4.3 Strategy
The strategy phase is about figuring out how to achieve the organisation's objectives. A company needs to develop a strategy that outlines the steps it needs to take to reach its target audience and achieve the results the company wants (Chaffey, 2021).
Sheraton divides its guest portfolio into three segments, namely leisure guests, corporate guests and group guests. Segmenting the market according to geographical variables, Sheraton needs to market itself differently in different regions depending on the location, setting requirements that suit customers in different countries or regions, as each customer will have different requirements and insights into customer services and facilities, for example, group guests are more relaxed about the location of the hotel compared to leisure guests, but due to the high demand for rooms, group guests generally value the overall value for money of the hotel , the group guests also generate revenue for other business units within the hotel (Kassinis and Soteriou, 2015).
Sheraton breaks down customers by psychological variables into no-agreement business guests who have not signed any agreement with the hotel, so customers will choose the hotel that suits them. The majority of long-stay guests are business people, and this category of guests brings a stable income to the hotel by staying for an extended period. In-house purchase discount card guests are free vouchers issued by Sheraton itself, which the hotel uses to maintain the guests who hold the discount card but do not generate revenue. Internet marketing guests are guests who book their rooms via the internet, and the internet marketing market is also on the lower end of the price spectrum. As long-stay guests are executives of major corporate enterprises, they are less price-sensitive and are one of the hotel's primary market segments to increase occupancy. Travel groups, because of their high price sensitivity and a high number of rooms, affect the overall profitability of the hotel and the revenue per available room. Although they are an indispensable piece of the hotel market segment, business-oriented hotels do not use them as their primary target market but only as an alternative target market (Deng, Yeh and Sung, 2013).

[bookmark: _Toc1110735058_WPSOffice_Level2]4.4 Tactics
The tactics stage is where a company puts its plan into action. During this phase, companies can identify specific strategies to reach their target audience and achieve their marketing objectives. The strategy chosen by the company will depend on budget, resources and target audience (Smith, 2018).
Sheraton develops different marketing strategies for each type of market segment. Understanding the various requirements of customers regarding service quality is the basis for developing marketing strategies and implementing marketing plans. Sheraton to achieve customer satisfaction, the essential task for Sheraton is to understand customers' needs, so Sheraton should fully understand and try to meet the needs of different customers to achieve customer satisfaction (Song et al., 2022). The reason for the low level of customer satisfaction in the five major categories of the Sheraton Hotel is that customers have made many suggestions for this service, some of which are worth considering, such as lowering the rates for the beauty centre, massage and sauna services to make them more acceptable to customers, repairing tears and washing clothes, and helping customers to improve suitcases. The Sheraton also offers to enable customers to fix their bags, and the service staff take the initiative to allow customers to solve their problems. Sheraton believes that quality service can win good word-of-mouth for the company. Good word-of-mouth makes more guests choose Sheraton, and increased customer satisfaction can make repeat consumption possible. The Sheraton Hotel has a good reputation because of the trust and satisfaction of its customers (Assaf and Magnini, 2012).

[bookmark: _Toc48776435_WPSOffice_Level2]4.5 Action
The action phase harvests the ideas generated in the previous step and puts them into practice, where the company needs to begin to articulate the specifics of how it will act and make things happen (Reed, 2014).
In the Sheraton's large number of praise and complaint messages, enthusiasm for service has a significant impact on improving the quality of service in the hotel. The customers who gave praise reflected that most of the service staff work actively and enthusiastically, while the dissatisfied customers also remembered that some of the service staff are not active enough not enthusiastic enough to help customers with their luggage; through customer feedback, Sheraton found that the service enthusiasm is high, and customers think the service quality is also good. In response to the problem of taxis in front of the hotel, which has been the subject of many customer comments, Sheraton has developed a service standard for taxi management and has taken a series of measures to improve this service to satisfy customers (Sofi et al., 2020). The taxi problem has been an ongoing issue for the hotel, with customers citing low numbers of taxis in front of the hotel confusing prices and, so the Sheraton's taxi management standards include a certain number of taxis in front of the hotel at different times of the day, with the number of taxis varying from one time to another, depending on the number of taxis required by guests daily, except in exceptional cases where taxi drivers are required to use the meter. It is also necessary to set standards and rules for the drivers to raise their awareness of the services they provide and correct their attitudes to make the trip more pleasant for their customers. The Sheraton's service standards will only improve if they are set in line with the interests of the different departments and quantified and monitored in the process of implementation (Ryan, 2016).

[bookmark: _Toc1594273538_WPSOffice_Level2]4.6 Control
Control determines how a company knows if it is achieving its objectives. It is about whether the business is on track to achieve its objectives and monitoring progress towards them (Reed, 2014).
During the year, Sheraton will minimise errors in implementing objectives and make timely adjustments to the actual implementation of objectives. The evaluation frequency should be once a week, but if the frequency of assessment is too high, it may cause distrust among the staff (Kandampully and Suhartanto, 2000).

[bookmark: _Toc263452436_WPSOffice_Level1]5.0 Recommendations
It is recommended that Sheraton use marketing automation to serve its customers better. Sheraton could propose a marketing automation sequence by simply sending a series of emails to customers based on their reasons for staying at the hotel and the length of their stay; Sheraton could set up a sequence to solicit feedback during their stay, which could then be acted upon, or send a series of suggestions for nearby restaurants and points of interest.

It is recommended that Sheraton could provide customers with tablets and smartphones as part of customer service and maintenance; the use of intelligent products could be combined with Sheraton's developed apps and integrated with Sheraton's business; Sheraton could do a lot to personalise the experience and give customers access to a diverse range of services, using the right apps could reduce the time staff spend processing orders or providing instructions to public locations, and combined with creative ways of collecting customer information, Sheraton would have the tools to create a truly memorable customer experience.
[bookmark: _Toc1881295385_WPSOffice_Level1]6.0 Conclusions
The SMART model and the SOSTAC model were used to analyse the feasibility of Sheraton's strategic objective of increasing customer satisfaction to 90% by 30th September 2023, the five principles that should be followed in setting this objective, and how it should be implemented in step by step over this period. The SMART model was used to analyse whether the strategic objective of the Sheraton was specific, measurable, realistic, relevant and time-sensitive. The SOSTAC model was used to analyse the detailed process by which Sheraton would achieve this objective and how Sheraton should adapt its facilities, staff services and customer management to improve customer satisfaction and bring more significant benefit and prestige to the hotel. Finally, it is recommended that Sheraton use marketing automation to serve its customers better while providing them with a variety of intelligent products.
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