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Executive Summary

A marketing plan is generally a document that has been written and whose primary purpose is to define the goals of a company. It also describes the course of action aimed at achieving the company's goals. Lastly, a marketing plan offers the provision of guidelines mainly used to evaluate the progress towards the achievement of the organization's goals. The marketing plan's success is highly dependent on the marketing plan's ability to use the application of marketing theories and the marketing frameworks to specific challenges faced by the company. This report talks more about the purpose of marketing in the introduction part; in addition, an explanation of SOSTAC and SMART is also being explained. The other part is on the main findings, which are also presented, followed by recommendations and a conclusion.

Introduction.

In today’s generation, the globe today has high competition, with businesses competing at a higher rate. For a business to succeed and increase its sales, the industry has to market its company and products. In this case, Accor will only grow and survive in the competitive world by selling its products to the outside world using the current mode of technology. Such marketing types include pay per click which works by the company paying for the appearance of their ads, opt-in email marketing, hitch works by emailing consumers directly, and lastly, marketing via social media. Why is marketing important to the business? Marketing is essential to any other company because marketing leads to the creation of the presence of a business; marketing makes a business recognized by both investors and consumers. Marketing also serves the company's role in building a more vital relationship with the investors and the consumers. The main objective discussed in this report is the growth of the company. “Marketing is a central aspect of a company’s growth and presence” (Hansen, 2016). Marketing is the main ingredient to the company's growth, and this is because for the company to grow and expand wider, it has to market itself. By selling itself, it creates a brand name it increases the customer base who will consume its goods and services, leading to the company being highly profitable.

 “A study on quick service Restaurant promotions confirmed that price promotions increased sales for the promotion brand”(Spots et al.,2019).In the current world, marketing has to be done in a digitized way for it to be effective and, on the other hand, to increase the awareness of the company’s goods and services. Therefore internet and social media marketing strategies happen to be the best; Accor Hotels will build their brand reputational good marketing strategy should be cost-effective when connecting the potential consumers through marketing. Growth being the primary goal of Accor, it is therefore essential for its shareholders to know and understand why marketing is necessary. The effects of marketing for the business to succeed. "Research indicates that companies, on average, spend about 12% of their annual revenue on marketing" (Gartner,2016). Companies will always take a chance of investing in marketing methods, especially if they have proven to be effective by increasing Income and the company experiencing more growth. There exist many forms of marketing, such as advertisements that are paid for, marketing verbally, which is by word of mouth, through publishing in the newspapers, advertising commercially, posting publications, and lastly, social media, which happens to be the most trending, most upcoming and most effective method. Marketing increases the revenue received from sales; however, it has also proven to create strong brand loyalty. 

Purpose of a marketing plan

The primary purpose of marketing is mainly to “promote services and commercial products while optimizing the profit by advertising to the correct buying audience” (Calderwood et al., 2013) because of the following reasons;

Population targeting

For a company to reach its targeted consumers, it has to conduct marketing, and this is done first by identifying the market. For example, Accor is a company offering hospitality services in this case. Therefore, its target population is mainly international tourists and domestic tourists. “Identifying a specific target audience in a marketing plan is essential as it helps reduce cost, eliminates unnecessary effort, and has a greater ROI” (Fu, Phillips, &Phillips, 2018). They are knowing your consumers as the company makes it easier for the company to make a strategic decision and which marketing technique to adopt and implement. Since the company offers hospitality services, most of its customers will be the millennials, "the millennial generation roughly accounts for children born between 1981-1996 which makes the millennial generations age currently between 22-37" (Ketter, 2020). This is a perfect target population because this group enjoys traveling. They enjoy spending money more than any other generation in this period, becoming the most significant percentage of consumers. (Ketter, 2020).

Building brand loyalty.

The consumers bring the loyalty of a brand, consumers being loyal to the company’s products by purchasing these products repeatedly. The establishment of brand loyalty is by being tied to an identification. "Brand loyalty is determined by repeat customers who chose to stand by a business or brand as well as valuing one brand over another one brand because they have been exposed to It over time, and buy into the image connected to the product"(Helme-Guizon,& Margnoni,2019). Finding ways to encourage self-brands to connect with the target population is essential to the company(Helme-Guizon,&Margnoni,2019). Marketing increases brand loyalty by improving the customer retention capacity hence leading to an increase in revenue made from sales, therefore, allowing the company to grow, and by this, the company shall be working toward achieving  its primary objective(Erdogmus et al.,2012)

SOSTAC.

Marketing in contemporary society has been highly influenced by the presence of technological inventions, which have played a role in changing how communication is made and, at the same time, the way information is accessed across the entire globe. Many different economists have come up with other new models to redefine the marketing scope in the new marketing environment. In the year 1990, an economist known as PR Smith made the step f creating SOSTAC, which currently is the mainly used marketing plan that is digitized. This model has been applied in many business activities marketing strategies and has shown tremendous growth over the number of years it has end put to use, showing some slight I provident to a appoint that it is of great importance for students studying business to understand and learn about SOSTAC model as well as writing and execution of the SOSTAC model. SOSTAC model is a logical process toward creating the marketing plan, with every element giving assurance that each factor's relevance is considered. Many economists have been dealing with SOSTAC by the assumption this model is made of a collection of two main variables that are SOS-which include targeted goals set, which are the main point of focus of the plan of the market, and second part TAC, which is a measured implementation strategy that has been well regulated. The acronym SOSTAC means (S stands for situation stands for objectivism represents strategy represents tactics, A represents actions, and C represents control). The situation analysis planned activities at this stage mainly include the digital SWOT analysis and microenvironment aspects being reviewed. This consists of the participants involved in the microenvironment: the consumers, the company’s competitors, and the intermediaries. In addition to that also, the macro environment is included in the situation analysis. The next one is objectives. The objectives of a company majorly consist of the digital channel vision and, at the same time, the numerical goals of the digital channels, which are specific.

An example is sales volume and the costs incurred by the company in saving projections. Strategy is another component found in SOSTAC; strategy summarizes how the company is going to achieve its objectives for targets, segments, and proposals development. Tactics are the next one, and it mainly includes the marketing mix details, which are specific, customer relation management, experiences faced by the company, and lastly, communications made digitally. Actions are also among SOSTAC; these are the modifications made to the roles and structure of the organization. Lastly, we have a control that is somehow related to the setting of the company’s goal and the analytical analysis of the web.

SOSTAC planning is essential for use mainly because it provides a clean design that is simple for remembering and explaining to other people because of its nature. It covers all the crucial stages needed in creating and implementing any business or a marketing plan.
SMART

When setting the goals of an organization and the objectives, the criteria used when making such a choice should be SMART.SMART is a mnemonic acronym that means

S stands for specific

M represents measurable

A represents achievable 

R represents relevance

T represents time-bound.

Different authors have described SMART differently, with some adding additional letters. The term SMART was first used in the November 1981 Issue of Management Review by George T.Doran. The main advantage of SMART objectives is that these objectives are easy to know and understand when they have been put into practice. SMART is used in goals and objectives. These criteria generally state the same thing, but the objectives and the goals under SMART differ. Goals are the specific purpose anticipated from the assigned project, whereas objectives are the steps defined that will lead to the completion of the goals of a project.

Main Findings

The main objective of Accor Hotels is growth; the Accor hotels want to grow vastly, penetrating different markets and diversifying. The main reason for the development is their main objective is that the company has very many competitors. The type of service it offers is highly competitive; therefore, it has to survive in the competitive world by overcoming current and future problems. Growth as a strategy plays a more significant role in enabling the company to be in a good position and allows the company to market itself to the consumers and against its competitors. Accor is growing, and evident from the fact that it has diversified and established its markets in fast-growing countries, such as China. Agnes Roquefort, Chief Development Officer, Accor, says that China is among the countries that are growing at the fastest rate. Also, they are the most competitive economies globally for the development of hotels, and Accor Hotels was proud to lead in such an important market. In addition to that, she also said that the brand portfolio was the main key differentiator for the company group, and also it was going to be the driving force in the success of Accor. Approximately 40% of Accor hotels are in China, and they are luxurious. Their levels are premium and, at the same time, retain a stronghold in both the midscale and economic segments. Their growth objective is successful simply because in December 2022, Accor's newest luxury brand, Emblems Collection, is opening its first hotel. At Guiyang Art Centre Hotel, Emblems Collection, in Guizhou Province. This brand's main objective is the creation of a unique world portfolio that exceeds 60 boutique hotels and at the same luxuries resorts by 2030, which is an expected growth meaning their growth is continuous to the futurism Rosen from Accor also said that the Accor founded premise of creating brands that were innovative and also boldly expanded them throughout the entire world. Tiger from Accor inspired that as they progressed towards the year 2022, the Accor was looking forward to sharing other exciting news about the growth they were experiencing in their portfolio worldwide as they embraced every opportunity strongly, with confidence, and with confidence an adventurous spirit in the year 2022. 

Penetrating such large markets means they are getting new consumers after marketing themselves. After the post-pandemic, Accor opened 288 unique hotels in 2021 that had 41000 rooms during the recovery process, which led to net growth of 3% over the 12 months. In December 2021, the group had 777714 rooms of hotel portfolio, 5298 hotels, and a pipeline o 214000 rooms of 1218 hotels. In the year 2022, it's the expectation of the group that they will receive a net unit growth of 3.5%. The objective is SMART.ACCOR  also increased its percentage of direct bookings by 10%, a sign of growth. A dream is said to be SMART if they allow the managers and employees to create, track and accomplish both short-term and long-term goals. According to Gallup Poll, approximately half of all the employees are not aware of what is expected from them by the company, this leads to frustrations, confusion, and disengagement among employees hence letting the management down since they lack a clear view of the goals of the administration expects them to accomplish or the procedure or how the goal can be achieved. It is at this point that the SMART acronym is introduced. Accor Group of hotels had SMART objectives evident from below.'

Specific: Their objective was straightforward because the employees were aware of what was expected from them, and they were all working towards giving their consumers maximum satisfaction, which led to a high retention capacity of consumers and hence high Income, increasing their saving rates and that's why they experienced growth by investing by opening more branches. For example, they are specific to making a net growth of 3.5% in the year 2022 when compared to that of 3.0% they made in 201; thus, they are specific to increasing their net growth by 0.5%—increasing the rate of website conversion by 25%  and growing the average non-rooms revenue per a consumer by thirty-seven percent. The managers, employees, and shareholders play a role in this. Managers ensure that resources are well distributed and that employees are working towards fulfilling the company's objective. Employees are working to ensure they provide quality service and products to consumers, and shareholders ensure they have provided sufficient resources.
Measurable: The clarity in achieving a 10 % increase in direct bookings and earning a target of 3.5% net worth in 2022.
Achievable: The main objective can be achieved because more than one way of success exists. An example is an addition of messaging software, selling extra room packages and offering bundled offers, and implementing direct booking, which allows the personalization of the booking experience purposefully for more actual conversions.

Relevant: The objective is relevant because by increasing all the above, the revenues will eventually increase hence creating good leverage on the site's amenities, thus improving profitability per guest.

Time-bound: Every individual is given a target time frame in which they are supposed to have achieved the stated goal. The progress is measured at the end of each financial period either quarterly, semiannually, or annually.
Marketing plan structure (SOSTAC)

Situation analysis: At the moment, the customer has established a good customer base by diversifying to various markets. An example is diversifying to China, which has the largest market for hotels. In addition to that, diversification has protected the company against competitors, enhancing its survival. In terms of the macro environment, the company is legal and conducts legal operations across the globe by adhering to the rules and regulations.
Objectives: Sebastian Bazin, Chairman & CEO, Accor, said that their group of companies is a firm believer in diversification power in both their workforce, their clients base, and their brand. He added that they would continuously keep introducing concepts that are fresh and new areas to discover which are exciting. More than 300 hotels are expected to be opened in 2022.
Strategy: The goal will be achieved by providing quality services and products to customers, maintaining good customer relationship management, making employees aware of what is expected from them and segregating duties appropriately, and lastly, proper management of funds.

Tactics: The target is met using the marketing mix, which has four ps. They include a place which is the location of Accor Hotel, and in this case, Accor is located in an area with an established customer base that is a place with the majority of its customers. Price is another factor; their prices are set high due to the luxurious nature of their hotels. The products they sell are mostly hospitality services that are quality, which is why they have a high customer retention capacity. Then lastly is a promotion, which is the mode of marketing used. In this case, social media is the most recent and most effective marketing method used to meet their target population.

Actions: Duties have been segregated among employees in terms of departments. There is the executive, finance, marketing, human resource, and sales department. They all have duties. The managers ensure that employees have achieved the goals by giving the targets and objectives. At the end of a financial period, the managers assess the reports, and through the information, they can tell the performance of the employees.

Control: Managers monitor how employees perform by assigning supervisors under each department; the supervisors report to their departmental managers. The evaluation of the employees is done through the quality produced and through customer feedback. The two are measured by subjective appraisals, damaged products, the number of errors, the promoter's score, and the financial reports. They are measured quarterly, semiannually, and annually. The performance is also measured by using the key performance indicators of the company, including Accommodation, whose indicators are the average rate per room, the rate of bedroom occupation, Income received per room available, the cost per the room occupied, and lastly, the ratio of the cost of labor. Under food, the indicators are the cost of sales ratio. Gross profit ratio, Average spent per customer, and lastly, the balance of labor cost. Under beverages, the indicators are the same as that of food. Accor utilizes its performance in 3 areas: occupancy, average daily rate, and lastly, revenue per available room.

Recommendations.

Accor Group of Hotels should motivate their employees more often to produce high-quality services to customers. In addition to that, employees should not be working long hours. The number of shifts should be increased to ensure that the quality produced remains the same. 

Also, the company should invest in employees' emotional support programs and, at the same time, create a committee experienced in solving conflicts that may arise in the company. This will increase the retention capacity of employees. The company will benefit by not losing talented employees and, at the same tie, saving the costs of training and hiring new employees. During high seasons such as holidays, Accor group of Hotels should lower their prices to attract more customers and offer voucher services. Holidays are seasons where most tourists spend with their families, meaning many kids visit; therefore, the company should invest in kids' fun activities to attract more family customers. Such innovations should be able to take care of young kids as their parents also enjoy and the kids also have fun at the same time. The company should also build a relaxed and comfortable environment for employees and tourists. The communication and response systems should be highly effective in enhancing customer satisfaction.

Conclusion.

This report has looked at how innovative marketing strategic planning can be developed and used in fulfilling the company's objectives. We studied the purposes of the marketing plan, mainly to reach the target population, build brand loyalty, and survive the competition. In addition to that, we introduced SOSTAC and SMART acronyms, which guided in achieving the objectives. The report shows that t Accor achieved its goals because of the results obtained in the end. It means that the purposes of Accor have followed the SOSTAC framework, and they are also SMART.
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