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Meliá Hotels Group was founded in 1956 in Palma de Mallorca, Spain. The strategy of focusing on international development has made Meliá International Hotel Group the first Spanish hotel group to enter many key markets such as China, Arabia and the United States. At the same time, it has maintained its leadership in traditional markets such as Europe, Latin America and the Caribbean. 
Knowing the changes in the internal and external environment of Melia Hotel under the influence of the epidemic, Melia Hotel has faced some challenges. This report will briefly analyze the current situation of Melia Hotel and the changes in the internal and external environment. Some detailed marketing strategy plans will be given later. These plans will help hotels enhance their competitive value and leave some differentiated competitive advantages in the fiercely competitive environment of the local market. In the context of the epidemic, the impact on the hotel industry is not small. This article will also analyze the policies and strategies of some local governments in the face of the epidemic, as well as local people and the development of tourism. The epidemic has affected the development of the tourism industry. Melia Hotel needs to actively cooperate with the government's epidemic prevention measures.
Introduction 
One of the areas where the coronavirus will affect the travel industry in the short to medium term is the hospitality industry. In this regard, occupancy rates, the number of guests arriving and business revenue declined significantly. For example, in January 2020, activity in the Chinese hotel industry was about two-thirds lower than in the previous year. The employees of these enterprises were fired, which has a macro impact on the employment problems of various countries. If the problem is not resolved, the business can declare bankruptcy or cease operations in the short to medium term. Negative sentiment in the travel industry, especially the hotel industry, seems difficult to dispel. Of course, this is a crisis, and managing this crisis is critical to the short- to medium-term success of the business. The psychological dimension of this outbreak has emerged, which is reflected in hotel occupancy rates. Under the influence of written and visual media, both businesses and tourists are psychologically affected, and this psychological process is deepening. In addition, while tourists decide to postpone or cancel travel, businesses are looking for ways to deal with a severe crisis. According to the results, the outbreak has led companies to focus on crisis management. Because of this crisis management, companies make long-term plans through strategic decisions and even consider changing the market(Yuhui Chen, 2020).  
Marketing planning is the act of realizing the exchange process between individuals and organizations through the design and planning of enterprise products, services, creativity, prices, channels, and promotions according to the company's marketing goals. To meet the needs and desires of consumers as the core(XueshuBaiKe, 2022). 
SOSTAC is a programming model, was first developed by DaveChaffey, in the 1990 s to help marketing public relations(Docin, 2017). 
Main Findings 
Situation Analysis 
The impact of the coronavirus has hit the hospitality industry. Due to the policy impact, the hotel's guest occupancy rate has also dropped significantly. Looking at the economic sector, Indonesia's economy has shrunk, which means that the Indonesian tourism industry has declined and the number of tourists has also decreased. This directly affects the occupancy rate of the hotel.The decline in occupancy rates is undoubtedly a threat to hotels.When the coronavirus entered Indonesia, many hotels were ordered to close temporarily, and Melia Hotel had to cease operations. Salary cuts and layoffs are undoubtedly the exploitation of hotel service capabilities. This has a negative impact on the service quality of the hotel. Hotels create an image of comfort and safety for consumers by providing employees working in the hotel with health protocols that are enforced throughout the hotel area and in hotel rooms.Due to the coronavirus, some companies shouldn't be operating with massive social restrictions in place. As a result, some companies have decided to place workers or order workers to work from home.
The coronavirus pandemic, which has spread widely in many countries, including Indonesia, has hit the hotel industry. Many merchants and hotel chains have temporarily closed their operations. Hundreds of hotels in Indonesia were reportedly temporarily closed, largely due to a lack of guests and encouragement to socialize, self-isolate and work from home. Even so, many hotels still operate, even if there aren't as many guests as usual. Nearly all hotels that are still open are offering discounts ranging from big to small. This method is definitely not enough, because the choice of most people today is to live in their own home. This situation has turned the hotel industry into trying to maintain revenue. They tried to support government advice, embrace social distancing and work away from home, but still get money. This situation can create a crisis for the hospitality industry, a crisis is defined as a significant threat to operations, if not handled properly, it can have negative consequences, it can cause damage to the organization, shareholders and the industry, as a crisis creates 3 threats : 1). public safety, 2). financial loss, and 3). and reputational loss(Nuruddin, 2020). 
As a bridge between the company and the consumers, the marketing strategy plays an important role for the company. Marketing is the series of activities in which companies and other organizations communicate values ​​between themselves and their customers. Additionally, marketing helps provide information on what hotel products the hotel can offer and the precautions the hotel is taking amid the pandemic affecting the travel industry. As a result, consumers still have easy access to information about hotel offerings, and then a sense of safety, as hotels take precautions as they deal with the pandemic coronavirus(Yuhui Chen, 2020). 
Objective
While the coronavirus pandemic has brought unknown challenges to the hospitality industry and academia, it has also presented enormous research opportunities for hospitality scholars. The scale of this crisis and its devastating impact on operations, employees and customers is unmatched compared to previous crises. Therefore, while the use of previous conceptual and theoretical frameworks may be beneficial for future research, it is crucial to generate new knowledge that allows the industry to understand how to transform its operations in response to the needs of emerging customers and due to the coronavirus pandemic Way. The editorial team of the Journal of Hospitality Marketing and Management welcomes research that promotes new ideas, models, approaches, and paradigms that help grow hotel marketing in the coronavirus business environment and management knowledge and theory. Research must make a significant theoretical and/or practical contribution to hospitality industry theory and practice. Coronavirus-related research submitted to Hospitality Marketing Journal(Gursoy, 2020). 
We need to cultivate the concept of innovative marketing among managers. Competitors in the market have gradually reduced their efforts to standardize products and services, and have begun to pay more attention to market segmentation and customization of customer services. The marketing environment is more extensive and the market elements are more diverse. Faced with the transformation of products and services and the structure of marketing organizations, marketers must implement all-round marketing and improve the coverage of hotel products(Yaru Sheng, 2020). 


Strategy and Tactics

Strengthen service marketing awareness
Service marketing emphasizes that hotels should be customer-centric, and strive to increase customer share and customer lifetime value. Starting from the time dimension, establish long-term relationships with customers; start from the customer scope dimension, develop potential customers; start from the customer share dimension, improve the customer retention rate. With the upgrading of the industrial structure and the improvement of the degree of specialization, the service intensity of the hotel is increasing day by day, and the service marketing to win the customer's satisfaction and loyalty has become a new competitive trend. J Hotel's innovative marketing concept, not only to improve the service system, but also to manage service quality, increase service added value, create customer value with a new service marketing awareness, cultivate customer relationships, and build customer assets(Yaru Sheng, 2020). 
Modern marketing requires not only good products and services, and attractive prices, but also ensuring that value is created, delivered and disseminated in a way that is acceptable to customers. The marketing communication portfolio includes eight main communication methods: advertising, sales promotion, public relations and publicity, events and experiences, direct marketing, interactive marketing, word-of-mouth marketing, and personal sales. There are two communication channels, personal communication and mass communication. Mass media can Facilitate the dissemination of personal information. In the process of J Hotel's integrated marketing, it is not only necessary to focus on the change of personnel marketing concepts, but also to integrate the advantages of multiple communication channels, examine the advantages and costs of various promotion methods, and combine product market types and life cycle stages to broaden effective communication. channels, innovative marketing strategies(Yaru Sheng, 2020). 
Improve online services
Internet technology plays an important role in the epidemic and has a profound impact on consumers' consumption behavior. After the epidemic, hotels also need to adjust their marketing strategies to better meet the needs of consumers and win more market share. First of all, the hotel should improve its official website and realize the important role played by the official website in hotel brand building, online sales, information transmission and maintenance of customer relationships. Secondly, the hotel should release the hotel information on the official website in time, and update the news content of the hotel at any time, so that customers can better understand the various information of the hotel through the hotel website. Finally, improve the hotel's digital marketing system to provide customers with more comprehensive, fast and convenient services(Chendan, 2020). 
In the post-epidemic era, the hotel market is oversupplied, and market competition is becoming more intense. In the process of gradually promoting the resumption of work, targeted marketing activities for holidays, catering and leisure products are carried out to arouse and stimulate consumer demand and build consumer confidence. Hotels should cherish the return of new or regular customers obtained through new media marketing, create high-quality services, improve consumer experience, strengthen guest relationship management, and establish and improve membership systems. Through online and offline service linkage, on the one hand, we can maintain and enhance communication and interaction with hotel members, constantly improve guest portraits, provide personalized services, and maintain customer loyalty. On the other hand, through online community communication, we can discover new target customers. Group to expand market share and gain competitive advantage(Majie,2020). 

Actions
Employee training 
Managers can recruit through the online platform to attract employees to join the hotel team. Using the online platform for recruitment, hotel managers can have a more comprehensive understanding of job seekers' relevant information, improve recruitment efficiency and reduce talent recruitment costs. The hotel should strengthen staff training to improve the psychological quality and professional ability of staff. The hotel human resources management department needs to establish a set of classified training system, and conduct corresponding training for different positions and different levels. Strengthen the basic quality training of all hotel staff, work mentality, behavior norms, service etiquette, expression ability, etc. The training for middle and senior managers focuses on organizational management, customer relationship management, human resource management, marketing management, information management and financial management. And develop a good corporate culture(Chendan,2020). 
Control 
Enterprise must set up the testing time and measures, timely find plan completion. If schedule lag, the enterprise must correct target, strategy or actions to correct the situation(MBA). 
Hotels can use Internet technology to build their own smart systems. This part of the management system specifically includes hotel resource planning system, property management system, customer management system, guest room intelligent control system and emergency plan system. The hotel resource management system can carry out all-round planning and management of the hotel's finance, human resources and materials; the property management system is mainly responsible for the handling of accommodation services such as customer booking, check-in and check-out, and at the same time, it can also take into account the coordination and cooperation with other systems; The customer management system is mainly responsible for investigating customer satisfaction, establishing customer files, handling customer complaints and suggestions, and customer return visits(Shiyan Liu, 2019). 
Conclusions
The impact of the coronavirus has hit the hotel industry. Only by adjusting their marketing strategies and strategies in a timely manner according to changes in the macro environment and micro environment, can hotels grow and develop in the fierce market competition. There is no doubt that the international hotel is going faster in this regard. It not only has advanced management concepts and unique corporate culture, but also has launched marketing strategies and strategies suitable for its own development according to the target market environment. This research analyzes the current situation of Melia Hotel in Bali, Indonesia, to gain competitive advantage and optimize marketing strategy for Melia Hotel.
The development direction of high-end hotel marketing has changed from focusing on the standardization of standardized processes to focusing on the personalization and customization of hotel service products. Optimize hotel hardware facilities, enhance hotel competitiveness, and maintain the due level of high-end hotels. Strengthen the expansion and maintenance of online and offline marketing channels. Realize the personalization and customization of target customers' products and services, keep an eye on competitors' pricing, do a good job in revenue management, and achieve differentiated pricing advantages. 
Establishing a marketing concept that keeps pace with the times and choosing a practical marketing strategy will become an important issue related to the success or failure of Melia Hotel's competition. As a high-end representative of the industry, Melia Hotel should choose a non-price competition strategy in its marketing strategy. At present, non-price competition plays a very obvious role in the hotel industry competition. Modern hotels should get out of the predicament of price-cutting competition in a timely manner, guide marketers to continuously accumulate competitive experience, strengthen exclusive selling points, implement a sound market competition mechanism, and give full play to various advantages of non-price competition, so as to conform to the development trend of hotel marketing, through practice non-price competition strategy. Melia Hotel can fully respond to the increasingly fierce competition in the high-end hotel market, so as to win sustainable development.
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