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[bookmark: _Toc102094469]Executive Summary
In 2020, the emergence of COVID-19 made the world face a serious health crisis, changed the pace and order of people's lives, and brought a significant impact on the hotel industry. Based on the analysis of the hotel industry environment and consumers' demand for hotels after COVID-19, this paper combines Marriott's actual situation in the post-COVID-19 period with marketing theories to develop a marketing plan to help Marriott adapt to the post-COVID-19 market environment as soon as possible.  This paper uses the SOSTAC framework to analyse the current situation faced by Marriott specifically, formulate marketing objectives for Marriott, and specifically analyse which strategies, tactics and actions are used to achieve the marketing objectives. 
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The hospitality industry was greatly affected by the sudden COVID-19 outbreak in early 2020 (Foo et al., 2021). In the post-COVID-19 marketing environment, Marriott Hotels needs to develop a practical and feasible marketing plan in line with the current market environment, and make a good judgment on the changed consumption concept and consumer demand in the post-COVID-19 period. SOSTAC is a widely used marketing and business planning tool developed by Smith (1998) and is one of the most popular marketing models. SOSTAC consists of six steps: situation, objectives, strategy, tactics, action and control. This paper will formulate a marketing plan for Marriott during the COVID-19 pandemic from these six steps.
[bookmark: _Toc102094471]2. Situation Analysis
The first step of SOSTAC is to analyse the current situation. The environment is the critical factor affecting the formulation and implementation of enterprise marketing strategy (Chernev, 2020). Many hotels have chosen to close due to the COVID-19 pandemic. Moreover, the public panic caused by the COVID-19 pandemic will not dissipate in the short term. Although the COVID-19 pandemic is now under control in many countries, there is still a lag in the recovery of the hotel market. After the COVID-19 pandemic, consumers' consumption mentality has changed and become more rational. 
In 2021, the net profit of Marriott Hotels reached nearly $1.1 billion, which is a huge reversal compared with the loss of $267 million in 2020 (Skift, 2022). Its net profit in the fourth quarter reached $468 million, an increase of 67.7% compared with the same period in 2019, which has exceeded the level before the COVID-19 pandemic. Marriott has taken some measures to deal with the impact of COVID-19. However, Marriott is still not free from the continuous effect of COVID-19. In 2021, Marriott's occupancy rate failed to break 60% in each of the four quarters, falling short of the expectation of corporate recovery at the beginning of the year (Marriott, 2021), and far below that before COVID-19.
Under the influence of the COVID-19 pandemic, a phenomenon of particular concern to the hotel industry is the increase in the use of video conferencing (Wang et al., 2021). With video meetings, some unnecessary business trips may be reduced. Some Hotels with business customers as the main source pay close attention to this situation. In addition, COVID-19 accelerates the proportion of luxury hotels (Ongsakul et al., 2022). As consumption upgrades and travel standards improve, the profit structure of the hotel industry will also change. 
[bookmark: _Toc102094472]3. Objectives
The second step of SOSTAC is to determine the objective. The marketing objectives established for Marriott Hotels in this paper are based on SMART objectives, which means specific, measurable, attainable, realist and timely (Bjerke and Renger, 2017). It can be seen from the situation analysis that the revenue of Marriott hotels in 2021 has greatly increased compared with that in 2020, but it has not yet recovered to the sales level before COVID-19 (Figure 1). The objective of this marketing plan for Marriott is to regain $20 billion in revenue, which is pre-COVID-19 revenue. Given the uncertainty of COVID-19, this objective will be accomplished within three years.
Figure 1 Revenue of Marriott International worldwide from 1999 to 2021(in billion U.S. dollars)
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Source: Statista (2022). 
To achieve this objective, Marriott must improve online sales in addition to offline sales. The outbreak of COVID-19 has changed people's work and lifestyle. Online meetings, online offices and online teaching have become a new way of life. In addition, with the continuous strengthening of the application of 5G technology in life, artificial intelligence, the Internet of things and big data are getting closer to people and continue to be used in life. More and more people search and book hotels online. According to Condor Ferries (2021), 700 million people will book hotel rooms online by 2023. 
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Strategy refers to the company's path to achieving its objectives (Ferrell, Hartline and Hochstein, 2021). The third step of SOSTAC is to draw a road map to guide the company to achieve the objectives set. Visser (2016) believes that the STP theory is one of the core marketing theories. According to STP theory, the stable development of the economy and the improvement of income level will increase consumers' consumption power and make consumers' demands in the market more diversified (Goyat, 2011). Enterprises need to divide the market into different segments according to consumer research and select appropriate markets to provide targeted products (Wedel and Kamakura, 2000). 
Marriott's target audience may change in the wake of the COVID-19 outbreak. The hotel needs to re-segment the market, choose the target market and make further adjustments to the market positioning. Due to the impact of COVID-19, the exhibition team shifted many projects to online, which significantly reduced the hotel's exhibition revenue. The corporate business market continues to have significant demand for hotel accommodation, but the recovery of capacity across all sectors has been affected by the ongoing spread of COVID-19. Therefore, in the face of such a situation, it is necessary to rationalise the adjustment of the market development strategy. Marriott should redistribute its target market from the original business travel market, and transfer part of its focus to the parent-child and peripheral travel market. With the impact of COVID-19, peripheral travel has become a new way for people to travel.
Due to the continuous diffusion of the COVID-19 pandemic, the hotel industry has been facing market restructuring. Many luxury hotels have begun to cut prices to improve their competitiveness and continue to grab market share in the mid-range hotel market (Fuster, 2021). To enhance the competitiveness of the hotel, Marriott should analyse the operating conditions of surrounding high-end, medium and low-end hotels based on the post-COVID-19 economic conditions and consumer environment, and timely adjust the hotel's target market and market positioning to gain stronger competitiveness.
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The fourth step of the SOSTAC covers specific tools for the marketing mix that is planned to achieve the marketing objectives (Smith and Taylor, 2004). 4Ps marketing mix is a group of controllable variables used by enterprises to influence consumers, including product, price, promotion and place (Goi, 2009). This paper uses the 4Ps marketing mix to develop detailed tactics for Marriott. 
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During the COVID-19 pandemic, customers pay special attention to their health and room safety issues (Bonfanti, Vigolo and Yfantidou, 2021). Marriott must meet the requirements of epidemic prevention in terms of health, and ensure no contact during the whole process from check-in to check-out. At the same time, Marriott can use information disclosure, media publicity and other means to improve epidemic prevention transparency, to ensure the health and safety of guest rooms and guests' safe check-in. Based on customers' needs during COVID-19, the hotel can proactively provide guests with safety package services, such as masks, alcohol, disinfectant wipes and other epidemic prevention products, and give the guests take-away dental equipment, towels, cups and so on.
In terms of food and beverage products, customers pay more attention to food hygiene and health. Customers' eating habits have gradually changed from the original dining together to a safer separate meal system. Marriott can convey the concept of food safety to customers through the visual use of restaurants, so that consumers can experience the marketing concept of health and safety. Marriott can also launch green health packages, which combine the psychological characteristics of consumers to ensure that the food is healthy. 
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The hotel's pricing strategy is related to the marketing mix of products and services as well as revenues and profits (Sampaio, Rodrigues and Hernández-Mogollón, 2021). Therefore, the hotel pricing strategy should consider its marketing strategy, target market, brand positioning, marketing environment and other factors. While maintaining a reasonable correlation between costs and profits, Marriott needs to understand the consumption situation in the post-COVID-19 hotel market and develop a pricing system that meets supply and demand during the pandemic. First, Marriott should comprehensively analyse the price system of different consumer markets according to the hotel market's segmentation, positioning, and market selection after the epidemic. Second, Marriott should evaluate the competition pattern of the global hotel market after the epidemic, and formulate different prices for business customers, exhibitions, individual customers, OTA platforms and other channels in combination with consumers' feedback on the price survey after the epidemic. Third, Marriott should use big data and revenue management software, collect local exhibition and festival information in combination with the development of the epidemic, and use price regulation and reservation management to maximise benefits. 
[bookmark: _Toc102094477]5.3 Place
The design of sales channels needs to analyse customer needs, determine sales goals, establish value networks, and carry out integrated marketing (Simkin and Dibb, 2013). New media can make hotel marketing more three-dimensional and increase the attractiveness of products (Tatar and Eren-Erdoğmuş, 2016). Marriott should pay attention to the efficiency, controllability, and adaptability of the channel and improve the sales channel's efficiency, professionalism, and coverage. 
For catering services, Marriott should strengthen online marketing while using direct sales channels for offline marketing. Online marketing can help hotels enhance two-way communication with customers and timely grasp the changes in customers' needs (Bilgihan and Bujisic, 2015). Marriott needs to improve the official website design of the hotel and supplement the price, standard, characteristics and other information of catering products for customers' reference and selection. Marriott can use we media marketing. The development of information technology and the sharing economy has prompted hotel marketing to change the original mode of thinking and practice. New media marketing can improve customer experience (Choi et al., 2016). 
Channel strategies for accommodation services can be improved from the following. First, improve the sales ability of the offline sales team. Marriott's sales department should formulate reasonable marketing strategies and implementation plans to convey the cultural value of the hotel to customers with professional services. Second, use big data marketing. Marriott can use new media to analyse consumer data, predict consumers' psychological expectation of products and services, and provide personalised services for customers. 
[bookmark: _Toc102094478]5.4 Promotion
Promotion strategy will accelerate the impact of hotel operation on guest consumption and increase the hotel's exposure rate in the market as far as possible, thus producing greater visibility and brand effect (Goryushkina et al., 2016). The outbreak of COVID-19 has led to a crisis in cash flow in most hotels. The cash flow problems of hotels can be solved by the promotion strategies of value cards, meal vouchers, guest room vouchers and "store goods before consumption". Therefore, Marriott should make full use of product portfolio promotion, accurate customer promotion, seasonal promotion, and theme promotion to increase the hotel's market share. 
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The fifth step in SOSTAC is the need to put the plan into practice. Marriott can take the following actions to ensure the implementation of its marketing strategy and achieve its marketing objective. 
(1) Pay attention to the market investigation of hotels
Marriott should do a good job in market investigation and adjust its marketing strategy in time according to the changes in the market. First is the hotel's product price. To some extent, the price of a product will reflect the region's spending power. Only by fully catering to the consumption capacity of the local market can it achieve a good market effect in terms of price. The second is the hotel occupancy rate. Occupancy rate is an index that directly reflects the performance of hotels (Viglia, Minazzi and Buhalis, 2016). The investigation and analysis of the occupancy rate can provide different consumer products for the off-season and peak seasons of the hotel. Third, customer satisfaction, the hotel must fully understand the intuitive feelings of the groups most in direct contact with the hotel, to effectively improve the management ability of the hotel and enhance customer loyalty. 
(2) Establish a professional hotel marketing team
Marriott's marketing is not simply to sell the hotel's products, but a highly professional work, which needs to fully understand the market demand to meet the needs of consumers. Therefore, Marriott's marketing department should select excellent marketing personnel with strong business ability, strong social communication ability and a high sense of responsibility, clarify everyone's specific responsibilities, and timely adjust the team personnel through dynamic evaluation. 
(3) Formulate and implement the hotel's annual marketing plan
Marriott needs to formulate a yearly marketing plan every year based on the overall marketing objective. Marriott needs to actively explore new markets, quantify the marketing work of the whole year, decompose the marketing task of the hotel into each month and each week according to the specific situation, and earnestly complete the task. 
(4) Improve the hotel's customer management and after-sales service
Marriott's marketing department needs to communicate with the customer service department actively. The customer service department needs to feedback the information to the marketing department in time. The cooperation between the two departments can better understand customers' needs and provide customers with more satisfactory services.
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The sixth step of SOSTAC is to show how the objective is achieved and the control in the process of realisation (Smith, 1998). According to the overall marketing objective, the hotel can formulate the tasks to be completed every year. For example, Marriott should achieve 40% of the objective in the first year, 35% in the second year and the remaining 35% in the third year. As this is a long-term marketing plan, it is recommended that Marriott make a summary every quarter to follow up the completion of the objective continuously. The general manager is responsible for analyzing sales, market share, expense percentage, customer attitude, etc., and specific employees are responsible for analyzing and summarizing products, sales regions and sales channels. 
[bookmark: _Toc102094481]8. Recommendations
To achieve the marketing objective more quickly, this paper puts forward some suggestions for Marriott. In the post-COVID-19 era, digitalisation and intelligence have become breakthroughs in hotel marketing (Revfine, 2022). It is suggested that Marriott should first enrich the mode of communication. Marriott can use WeChat, email, Facebook and other means to carry out text publicity, and use TikTok, YouTube and other platforms for three-dimensional communication. Second, Marriott should strengthen cooperation with third-party platforms. Marriott can establish cooperation channels with tourism apps, broaden the publicity scope of hotel products and services and increase the capacity of the target market. Third, introduce more intelligent devices. The online and offline marketing system can fully meet customers' needs with cloud data mining technology. Marriott should actively adopt self-service booking, intelligent payment, electronic invoice printing, contactless intelligent service, etc., simplify the hotel service process, realise contactless service to customers, reduce the risk of cross-infection of customers in the hotel, and improve the user experience and service quality. 
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Affected by COVID-19, the global hotel industry has experienced a difficult period. However, there are opportunities in the crisis. Marriott can survive and develop better in this period only by timely adjusting its marketing strategy according to environmental changes. The marketing objective set by Marriott in this paper is to achieve annual revenue of $20 billion in three years. To achieve this marketing objective, Marriott needs to redefine the target market according to the needs of consumers and market competition after COVID-19. Parent-child market and surrounding tourism market are essential markets that Marriott needs to consider. Its products need to highlight health and safety. The price can be adjusted according to the consumer market conditions during COVID-19. In terms of place strategy, Marriott should strengthen the coverage of online channels. In promotion, it can use product mix promotion, seasonal promotion, and theme promotion to increase the hotel's market share. During the implementation of the marketing plan, it is recommended that Marriott make a quarterly summary to keep track of the achievement of the objective.
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