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Abstract

The report first explained the market environment of Huazhu group under the epidemic conditions. Then, first set the marketing goal, and analyze whether the goal is feasible according to the SMART theoretical model. Then, according to the SOSTAC theoretical model, make a specific marketing plan. The analysis shows that the marketing objectives set by Huazhu group are feasible. The report found that improving service quality strategy and innovating digital technology strategy can improve enterprise profit margin. Finally, it is suggested that Huazhu group should pay attention to the system security of the hotel.
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[bookmark: _Toc2953]1.0 Introduction
As one of the world famous hotel groups, Huazhu group was founded in 2005. After 17 years of development, the group has nearly 8000 hotels in 17 countries and nearly 150000 employees. Therefore, Huazhu group was also selected as one of the fastest-growing hotel groups in the world, and Huazhu group was also selected as the ninth among the world's 50 hotel brands released by hotels. In addition, Jiqi, founder of Huazhu group, ranked 90th on the 2020 New Fortune 500 rich list with 27.82 billion yuan(Yu Qing, 2021).

With the development of the global economy, a large number of enterprises choose to invest in the hotel industry, and the marketing strategy is one of the most important environments in the daily operation of the hotel. In addition, with the outbreak of COVID-19 in 2019, the global hotel industry has been hit hard. According to statistics, the epidemic has caused a total loss of about $1.2 billion to nearly 5000 hotels. During the development of the epidemic, Huazhu group also experienced a large number of check-out situations in hotels, and the order volume has also decreased significantly, leaving the enterprise in a state of loss as a whole. Therefore, this report takes Huazhu group as the analysis object, innovates the strategic marketing strategy, and takes improving the enterprise profit margin as the enterprise marketing goal(Dai Xie, 2021).

The report will use smart theoretical model and sostac planning model to analyze Huazhu group. SMART theory model is a model to help enterprises carry out target management, which can well clarify the objectives of enterprises(Denning, 2020). SOSTAC model is a planning model, which can help enterprises carry out marketing planning and public relations(Safanta, 2019).

[bookmark: _Toc2265]2.0 Marketing objective setting and SMART theory model
[bookmark: _Toc8869]2.1 Marketing objective setting
With the development of the epidemic, the average profit margin of the industry continues to decline, and the revenue level of Huazhu group has decreased significantly. In this environment, improving enterprise profit margin is an important factor for enterprises to maintain their operation in the depressed industry market (Talitha, 2020) . Therefore, enterprises need to improve the level of profit margin, innovate enterprise marketing strategies and improve enterprise profitability. In addition, the profit margin of an enterprise is the standard to measure whether an enterprise is excellent or not. Enterprises can establish their own profit model according to the profit margin in order to improve the profitability of the enterprise. The higher the operating profit margin, the more the operating profit provided by the commodity sales of the enterprise, and the stronger the profitability of the enterprise(Stahl, 2012). Therefore, it is feasible for Huazhu group to take improving enterprise profit margin as its marketing goal.
[bookmark: _Toc2106]2.2 SMART theory model
[bookmark: _GoBack]In order to analyze whether the marketing objectives set by Huazhu group are reasonable, SMART model will be used to analyze them. The SMART theoretical model was proposed by Peter Drucker(1999), the theory is defined as five principles that enterprises need to abide by when setting goals. The five English letters represent five different factors: specific, measurable, attachable, relevant and time-based.

[bookmark: _Toc17915]2.2.1 Specific
For the Specific element, the objectives should be clear so that the determined objectives can be understood. The marketing goal set by Huazhu group is to improve the profit margin of the enterprise to ensure the profitability of the enterprise, which shows that the marketing goal of Huazhu group is very clear.

[bookmark: _Toc27370]2.2.2 Measurable
For measurability, this factor indicates that the set objectives must be measurable with data indicators or clear methods. Therefore, according to the internal data of the enterprise, such as occupancy rate, Cost control rate and other main factors affecting the profit margin of the enterprise, it can clearly show that the marketing goal of Huazhu group is measurable(HuaZhu, 2021).

[bookmark: _Toc9329]2.2.3 Attainable
As for Attainable element, it shows that the goal set by the enterprise must be achievable, not unrealistic, and the goal can be recognized by most people(Chavda, 2007). As a world-famous hotel group, Huazhu group achieves the marketing goal of improving the profit margin of the enterprise by strengthening cost control, reasonable planning and management strategy. Therefore, this marketing objective is attainable.

[bookmark: _Toc30225]2.2.4 Relevant
For relevant element, the goal set by the enterprise should meet the needs of enterprise planning. The profit margin of an enterprise is one of the important goals pursued by the establishment of an enterprise, and the profit margin is related to the operation of all departments of the enterprise. Therefore, the marketing objectives of Huazhu group are relevant.

[bookmark: _Toc24839]2.2.5 Time-bound
For the factor with Time-bound, it indicates that the realization of the goal has time limit, and its completion progress needs to be checked regularly to control the risk. For Huazhu group, COVID-19 has greatly reduced the hotel profit margin, which has led to the loss of the enterprise. Therefore, it is necessary to improve the profit margin in the shortest time to ensure the profitability of the enterprise. This shows that the formulation of the objectives of Huazhu group is time limited.

[bookmark: _Toc12630]3.0 Analysis of sostac theoretical model
SOSTAC theoretical model analysis can be understood as six steps of marketing planning, namely Situation Analysis，Objectives，Strategy，Tactics，Actions and Control separately(Wood, 2017).

[bookmark: _Toc15043]3.1 Situation Analysis
Scenario analysis should include the market analysis of the macro environment in which the enterprise is located. At the same time, it should also make an in-depth analysis of the main problems faced by the enterprise(MBA, 2021).

With the outbreak of COVID-19, it has had a huge impact on many industries around the world. As an important industry relying on offline consumption, the hotel industry has been seriously affected, and the profit margin of the hotel industry has declined significantly. In addition, with the continuous development of COVID-19, it will affect the profits of enterprises, and then reduce the income of employees, and finally reduce the consumption ability of consumers to go out(Shi Guang, 2020).

For the profit margin of the hotel industry, the occupancy rate, average house price and the number of stores are the key factors to determine the profit margin of the hotel. Due to the impact of COVID-19 on the hotel industry, the occupancy rate and the number of stores of the hotel have been greatly affected. Even if the average room price of the hotel drops, it will not attract more customers. In addition, during the epidemic period, the hotel has no incentive to reduce the room price. Therefore, the profit margin of the hotel has decreased significantly affected by the epidemic.

But on the other hand, COVID-19 has also given the hotel industry some opportunities, which is also an opportunity to deeply adjust the marketing strategy of the hotel industry. With the development of economy, the hotel industry has become saturated and the competitive market is very fierce. However, the outbreak of COVID-19 has impacted the industry and reduced the number of competitors. Therefore, Huazhu group can obtain more market share and improve the brand competitiveness. In addition, many countries have promulgated many favorable policies against COVID-19, which can well reduce the pressure on the hotel industry(Wang Wei, 2020).

[bookmark: _Toc26020]3.2 Objectives
With the outbreak of COVID-19, Huazhu group, as one of the world's famous hotel groups, has been greatly affected. In this case, as one of the most important factors of enterprises, profit margin can comprehensively reflect the comprehensive operating efficiency of the industry by comparing the operating profit margin. There are great differences in operating profit margin among different enterprises in the same industry. The higher the profit margin, the more operating profit provided by the enterprise's commodity sales, and the stronger the enterprise's profitability; The lower the profit margin, the weaker the profitability of the enterprise and the greater the operational risk(Kim and Anderson, 2010). Therefore, enterprises need to improve the level of profit margin, innovate enterprise marketing strategies and improve enterprise profitability.

At the same time, the profit margin of an enterprise is an index to measure the operating efficiency of an enterprise. For employees, consumers and investors in the enterprise, the profit margin of the enterprise can affect their trust in the enterprise. Therefore, Huazhu group's marketing goal is to improve the profit margin of enterprises during the epidemic period, which is a feasible marketing strategic goal.

[bookmark: _Toc11510]3.3 Strategy
For strategic steps, the purpose is to help enterprises choose the most perfect and effective action strategy to achieve the goals set by enterprises(Tang San, 2021).

Due to the development of the epidemic, Huazhu group has formulated the marketing goal of improving the profit margin of the enterprise. Therefore, to improve the hotel profit margin, we should reduce the enterprise cost or improve the income level. However, under the current epidemic conditions, Huazhu group's reduction of enterprise cost will lead to the decline of service quality and the profitability of the hotel. In the state of market depression, improving income level and management efficiency is an effective strategy for enterprises to deal with the short-term market depression(Docin, 2020). 

Ashford and Drummond(2018) proposed that the strategy of improving service quality is one of the effective strategies that can improve the profitability of enterprises. In addition, improving the management efficiency of the enterprise can well improve the communication and coordination efficiency of employees, which means that it greatly liberates the time and energy of personnel in various departments. If you put these energy and time into your own work, the enterprise efficiency will be greatly improved. In recent years, Morden(2016) pointed out that innovating digital technology is one of the effective strategies to improve enterprise management efficiency. The innovation of digital technology can help enterprises reduce costs and improve management efficiency, which can enhance the competitive advantage of Huazhu group and improve the profit margin of enterprises.

[bookmark: _Toc26317]3.4 Tactics
For tactical steps, enterprises should fully explain the strategic steps and then formulate tactics(Tang San, 2021). For the strategy of improving service quality, hotel service quality includes tangible product quality and intangible product quality. Intangible product quality includes the characteristics of service attitude, service skills and etiquette, while tangible product quality includes hotel facilities, hotel service environment and other factors. Improving the service quality is the most direct way for the hotel to gain an advantage in the fierce competition(Xiao Guo, 2021). Innovation in digital technology can help improve efficiency. For the traditional marketing model, there is no data to support decision-making, lack of accurate and perfect data analysis, opaque information, and poor execution ability between departments and investor branches; Decision-making can not be long-term, do not understand the needs of consumers and other deficiencies, which can be solved through digital technology innovation(Qing Xiao, 2020).

Under the current epidemic conditions, for Huazhu group, the hotel should improve the profitability and profit margin of the hotel in the shortest time. In addition, the implementation conditions of these two strategies are not complex. Therefore, Huazhu group should implement these two marketing strategies at the same time to maximize the profitability of the enterprise.

[bookmark: _Toc4816]3.5 Actions
For the action steps, the enterprise should fully explain the tactical details and clarify how to achieve the marketing objectives(Wilson, 2015).

For the strategy of improving service quality, improving consumers' satisfaction with hotel service quality is one of the most important factors. Due to the impact of the epidemic, consumers pay more attention to avoiding close contact. Contactless services are increasingly favored by consumers. During the epidemic period, intelligent machines can realize non-contact services, making consumers' service experience more convenient and personalized, which can improve consumers' satisfaction and enhance the competitive advantage of enterprises(Milakovich, 2018).

For innovative digital technology, from a macro perspective, Huazhu group needs to formulate the enterprise vision according to the enterprise marketing objectives, plan the upgrading steps of digital technology, and match the new organizational framework. In addition, it is also necessary to formulate relevant performance objectives of new digital technologies according to the target market and market research. On the other hand, from a micro perspective, Huazhu group needs to implement different digital technologies according to the enterprise product positioning and different communication methods according to different consumers. Therefore, according to the strategy of Huazhu group, establishing a perfect hotel management system can improve the profit margin of the enterprise.

[bookmark: _Toc10080]3.6 Control
For the control step, after setting the goal, the enterprise must control the completion of the goal in the whole process of implementation, and set up corresponding inspection measures(Moutinho and Southern, 2010). In order to better complete the marketing objectives set by the enterprise, the enterprise needs to set a control test table, which can well observe the completion and progress of the marketing objectives. Special marketing departments need to conduct market research. Therefore, according to the profit margin of Huazhu group before and after the epidemic, analyze whether the innovative marketing strategy can achieve the marketing goal of improving the profit margin of the enterprise. And according to the relevant data collected, analyze whether the human resources allocated for the implementation of Huazhu group's marketing strategy are reasonable. The Department also needs to collect and analyze the data of the marketing strategy, including important data such as the profit margin before and after the COVID-19, so as to ensure the completion of marketing objectives. At the same time, collecting consumer feedback is also a very important link. It can help enterprises collect effective data and help enterprises locate products(McDonald, 1996). Finally, we need to analyze the customer satisfaction with the marketing strategy, which can well improve the brand image and reputation of Huazhu group.

[bookmark: _Toc28757]4.0 Recommendation
Because Huazhu group improves enterprise management efficiency with digital technology innovation, hotels and users not only enjoy the speed and convenience brought by intelligent system, but also bear the risks that are difficult to avoid, such as data leakage. According to data reports, nearly 1 billion people in more than 20 countries around the world have suffered cyber attacks every year, causing economic losses of nearly 180 billion US dollars, and the data shows an upward trend every year, which is a very terrible thing(Guo Danhua, 2020). Therefore, the system security of the hotel should be paid attention to. Choosing a partner with security qualification is undoubtedly a strong guarantee for system security.

[bookmark: _Toc20538]5.0 Conclusion
This report first gives a brief overview of Huazhu group and introduces the competitive background of the hotel industry under the background of COVID-19. In the main part of the report, first set the marketing goal, and analyze whether the goal is feasible according to the SMART theoretical model. Then, the specific marketing plan is formulated according to the SOSTAC theoretical model. Therefore, according to the analysis, it can be concluded that the marketing goal is feasible. And improve the profit margin of enterprises by improving service quality strategy and innovating digital technology strategy. Finally, the report gives corresponding recommendations.
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