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Executive Summary

Marketing is a necessary means in business development. A good marketing strategy will not only bring more successful development opportunities for enterprises, but also help enterprises deal with the crisis encountered in development. Social stability and good economic order are the important basis for commercial development. On this premise, that can better promote the prosperity and long-term development of Commerce. The social crisis caused by the pandemic in 2019 not only seriously affected the normal operation of trade, production, transportation and related links in commerce, but also changed people's habits and ways of participating in transportation, education and work. Under this influence, the marketing ability of managers will become the key factor affecting enterprises to deal with the crisis. Therefore, the report will take Accor Hotels as a research case to analyze the marketing plan that Accor Hotels can adopt in this crisis through SOSTAC and SMART model, so as to provide hotel managers and readers with some ideas and suggestions to deal with the current crisis.
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1.0 Introduction

[bookmark: _GoBack]Enterprises have to face various crises and challenges in the process of development, especially in the context of pandemic. Marketing is a management discipline that enables enterprises to become strong in market competition, effectively respond to insufficient demand and high efficiency (Kotler, et.al, 2015). Marketing helps enterprises develop by integrating internal and external resources and information to formulate appropriate strategies (Baines, fill and Rosengren, 2017). This means that how to formulate and implement marketing plans objectively and effectively will be a rigorous process. Tabrizi and kabirnejat (2015) believe that the combination of SOSTAC and SMART model is one of the guidelines for formulating marketing plans. SMART model refers to that enterprises should comprehensively consider the specific, measurable, achievable, relevant and time bound of objectives when formulating impact objectives, This will help enterprises set a more efficient and appropriate goal (Ogbeiwi, 2017), The SOSTAC model refers to that enterprises should be divided into situation analysis, objectives, strategy, tactics, action and control links when formulating and implementing business marketing plans, so as to systematically and standardized help enterprises improve the success rate of marketing plans (Chaffey, 2020).

[bookmark: _Toc18245]Main body 

[bookmark: _Toc29591]2.0 Set Marketing Objectives 

[bookmark: _Toc23985]2.1 Marketing Objectives
Chan, Gao and McGinley (2021) pointed out that due to the outbreak of the pandemic, the hotel industry faces higher security risks, the number of customers decreases sharply, and relevant travel restrictions and security risks further hinder managers from implementing zero distance management, making it difficult for enterprises to deal with management and operation problems faced by different hotels, This means that while facing the market depression, enterprises also reduce the effectiveness of hotel internal management and the flexibility to deal with the crisis. The feedback in the operation is that the operating efficiency and cash and cash equivalents of the hotel have decreased seriously. In this environment, Drobetz and Grüninger (2007) pointed out that improving the enterprise's cash level is one of the main methods for enterprises to deal with the market downturn, because the level of cash is an important basis for enterprises to maintain the overall operation in the long-term market depression, and the enterprise's cash scale will determine the scope of the enterprise's ability to deal with the crisis. For example, sufficient capital conditions can allow the enterprise to continue to provide funds within the acceptable range of income loss to achieve the additional strategic objectives of the enterprise, and the lack of funds may make the enterprise reduce business development or cancel additional strategic arrangements.

For the external stakeholders of the enterprise, the cash scale of the enterprise will become an important basis for investors to evaluate the enterprise's response to the crisis (Equivalents, 2018). In addition, for customers and employees, the enterprise's cash level will become one of the important references for the guarantee of enterprise service quality and employment relationship (Su and Tang, 2016). Therefore, as one of the feedback data of financial and operating conditions, cash level will affect the trust of customers and internal employees in the enterprise. Therefore, improving the cash level of Accor hotel during the epidemic is a feasible strategic goal. In order to analyze whether the marketing objectives are reasonable, the report will use SMART model to evaluate the rationality of marketing objectives.
[bookmark: _Toc26079]
2.2 SMART Model
SMART models include specific, measurable, attachable, relevant and time bound (indeed, 2021). Specific means that the marketing objectives should have high accuracy and clear work indicators, measurable means that the completion of the objectives can be measured and evaluated by relevant performance indicators, attachable means that the performance indicators can be achieved with efforts, that to avoid setting too high or too low objectives, and relevant means that the performance indicators are related to other work objectives, Time bound means that there should be a specific time limit for achieving the goal (BOOGAARD, 2021). These five aspects help enterprises to more scientifically and standardized evaluate the rationality of the marketing objectives set by enterprises, so as to reduce the risk of formulating strategic objectives.

The main focus of this marketing goal is to increase the cash level of Accor hotels. The goal setting is highly concise and specific. In this marketing plan, the enterprise cash level can be analyzed and measured in detail through the financial statements, and the changes of hotel profit margin, room occupancy rate or operating cost will become relevant influencing variables. Therefore, this goal can be measured. Enterprises need to adopt many means to maintain the cash level, which is closely related to the daily operation of enterprises. This is one of the normal functions of enterprise management, and has high realizability and relevance. The market depression caused by the epidemic usually forces enterprises to maintain costs and reduce cash inflows, resulting in the reduction of enterprise cash. The marketing goal is to maintain the cash level of enterprises during the epidemic period through some actions based on the existing cash, and the implementation of the goal needs to be determined by the epidemic factors, which is expected to be about one year.

[bookmark: _Toc32464]3.0 SOSTAC Model and Marketing Plan

[bookmark: _Toc20672]3.1 SOSTAC Model
SOSTAC is a planning model. Its six elements include the whole process of planning. It evaluates the needs of enterprises from the early situation analysis, so as to set specific goals. Model follows up the implementation of the plan through the strategic, tactical, action and control parts, and analyzes, evaluates and adjusts the plan through these elements (chaffe, 2021).

[bookmark: _Toc12574]3.2 Situation Analysis
The impact of the epidemic on society has affected Accor's financial income. Accor's (2022) financial statements show that the enterprise's income has decreased from 4049 million euros in 2019 to 1621 million euros in 2020, with a 60% decline in income. At the same time, the enterprise's assets and investment are facing a rapid decline trend due to the economic depression caused by the epidemic. Accor's total assets have decreased from 13937 million euros in 2019 to 10546 million euros in 2020. In addition, according to the historical stock data of Accor (2022), the stock market value of enterprises decreased from €11.3 billion in 2019 to €7.7 billion in 2020, with a 30% decrease in market value. Accor (2022) is a large international hotel brand, which owns 5300 hotels with more than 40 brands. This huge business scale leads to Accor having to maintain high operating costs to ensure the normal operation of the hotel. In this case, the enterprise is facing huge financial pressure and business crisis. Therefore, the enterprise has to make some adjustments to deal with this crisis

[bookmark: _Toc18469]3.3 Objective
Cash has always been the most effective tool for enterprises to deal with the crisis, and it also determines the ability of enterprises to deal with the crisis (Tran, 2020). Therefore, in this crisis, enterprises should pay attention to the cash level of enterprises in the case of business reduction. In the early stage of the epidemic, the financial statements of Accor Hotels(2022) in 2019 showed that the total value of cash and cash equivalents of the enterprise was 2279 million euros, accounting for 16.35% of the total assets. Therefore, in order to ensure that the enterprise can have sufficient funds to deal with the unpredictable impact of the epidemic, the conservative strategy adopted to improve the proportion of cash will become the main marketing goal of the enterprise in the next epidemic period.

[bookmark: _Toc27287]3.4 Strategy
To achieve this goal under the condition of ensuring the normal operation of the enterprise, managers should adopt a reasonable strategy to plan the resource allocation of the enterprise. In the environment of long-term market depression, the total assets of enterprises will continue to decrease. Increasing capital inflow and reducing cost expenditure are effective ways to improve the cash level(cowling, brown and Rocha, 2020). Due to the special background of the pandemic, the number of customers relied on by the hotel industry has decreased rapidly, and the potential customer group puts forward higher requirements for the safety of the hotel, which makes it difficult for many hotel services to adapt to the current market environment (Yacoub and elhajjar, 2021). António and Rita (2021) believe that such problems can be solved through digital transformation, by increasing the investment in technology to reduce frequent contacts between personnel and provide a convenient marketing platform, so that enterprises can adapt to the current market environment to the greatest extent, so as to increase the profitability of the company. Controlling costs and expenditures will also be an important way to achieve this marketing goal. The economy brought by reducing expenses and improving the efficiency of business operations and management will be an efficient means to achieve marketing goals.  Therefore, strategies to achieve marketing goals are divided into digital marketing and management strategies, and cost strategies.

[bookmark: _Toc23774]3.5 Tactics
In order to make the limited resources of enterprises better achieve the two strategic objectives, enterprises should formulate reasonable tactical arrangements. Firstly, the characteristics of digital marketing implementation include real-time data collection, convenient management and monitoring, providing contactless services, improving the convenience of marketing, payment and other links, economy (low cost), simplicity and speed (Lam and law, 2019). At the same time, Lau (2020) pointed out that the digital platform has great application and development potential. In addition, the analysis of Shahar and Paul (2014) shows that when information intensive processes are digitized, costs can be cut down to a staggering 90%, and the turnover rate can be increased. The implementation characteristics of the cost strategy include relying on the data analysis of the overall operation, and cost reduction needs to be reviewed for many times. The sudden reduction of cost will have a close impact on the operation, which requires managers to have higher decision-making ability and real-time data collection ability. However, large-scale cost reduction can effectively improve financial ability (Kaplan, et.al., 2001), Therefore, achieves cost strategy not only has high benefits, but also faces high implementation difficulties and risks.

Accor hotel has its own digital platform, but it has not provided more professional improvement for the epidemic environment. At present, Accor still has sufficient capital to support the current operation. Therefore, compared with the difficulties that may be brought about by the cost strategy, Accor have more capabilities in the early stage of high cost expenditure. First, Accor can realize a simple and efficient digital marketing strategy, and then provide more ideal preconditions for realizing the cost strategy through the capabilities of the digital platform. Therefore, after integrating the characteristics of the two strategies, Accor needs focus on a simple and efficient digital strategy in the early stage. After that, it will be a more effective scheme to improve the ability of enterprises to maintain high-level cash through digital platform assisted cost strategy.

[bookmark: _Toc2211]3.6 Action
Achieves tactics need more detailed action guidance. Under the established tactical guidance, priority should be given to improving the enterprise's digital platform. Pelsmacker, van and Holthof (2018) believe only digital platforms designed by enterprises in combination with internal and market needs can maximize benefits. Therefor, Accor hotel should analyzes the needs of the current market environment and the internal management needs of the enterprise, so as to clarify the improvement ideas and avoid the loss and ineffectiveness caused by blind actions, short-term training should also be conducted for employees after the upgrading of the digital platform, so as to speed up the adaptability of employees to the new system. After the upgrading of the digital platform, the digital platform marketing action can be carried out immediately, and the cost strategy can be realized at the same time.

Due to the high dependence of the implementation of the cost strategy on real-time data, enterprises can provide real-time data support through the digital platform, so as to reduce the difficulty of the cost strategy. However, disordered and complex data information can not directly become the basis of decision-making. Therefore, Accor hotel needs to establish a professional data analysis team on the premise of having data ability, so as to extract useful key information to assist managers in making decision-making plans to reduce costs.

[bookmark: _Toc3898]3.7 Control
A feedback mechanism is needed to verify whether the implementation of the action has achieved the marketing goal (Reed, 2014). Therefore, Accor needs to establish a feedback mechanism to understand whether the action effect has effectively achieved the marketing goal. The change of cash and cash equivalents data can directly feed back the completion status and action effect of marketing goal. On this premise, it also needs to understand the actual situation of digital platform transformation and cost strategy to maintain the cash level. Therefore, Accor hotel needs more detailed feedback information. Firstly, the main significance of the transformation of the digital platform is to improve the management efficiency, business capacity and reduce the management cost of the enterprise. Therefore, Accor hotel can understand customers' opinions and suggestions on the digital platform through the customer satisfaction survey, and reflect the impact of the digital platform on the business capacity by comparing the occupancy rate of countless other digital platform hotels in the market, The impact of digital platform on management can be understood through internal employee questionnaire survey, and Accor can further improve the function of digital platform through these feedback. The cost strategy can directly reflect the implementation situation through financial data. First, it can directly reflect the cost changes through financial reports, such as operating cost and service cost data. In addition, cost strategy is not only to reduce costs, but also to improve the efficiency of cost use. It is also an important way to implement cost strategy. For example, the KPI indicators of employees, the ratio of operating revenue to marketing cost, and the comparison of cost investment and profit margin of different types of hotels, and provide further guidance on strategies, tactics and action plans to achieve marketing objectives based on these information.

[bookmark: _Toc26802]4.0 Recommendations 

On the premise of completing the above marketing plan analysis, this report will also provide some suggestions for further improving the marketing plan. Firstly, in the SOSTAC model, the formulation of strategy may not be rich enough, which will limit the way for enterprises to achieve marketing objectives. Therefore, more strategic directions can be selected through more detailed strategic analysis. When formulating tactics, enterprises can adopt different analysis models to evaluate the expected effect of tactics, so as to improve the efficiency of tactics formulation. Before action, relevant action guidelines should be formulated to guide and supervise the action process to avoid negative situations such as disorder, waste of resources or ineffective action, so as to avoid action failure.Control is the main means for enterprises to understand the implementation of the plan. The feedback mechanism of this report mainly focuses on the internal feedback of the enterprise, which may lead managers to ignore the impact of external factors on the marketing plan. Therefore, Accor hotel can consider collecting more external information to measure the adaptability of the marketing plan to the current market environment.

[bookmark: _Toc13247]5.0 Conclusions 

This report analyzes the marketing objectives that Accor hotels can choose in the context of pandemic and the plans to implement to achieve the marketing objectives. Improving the cash level has become a feasible strategy. Through the further evaluation of SMART model, it is determined that this marketing goal is conducive to the enterprise to reduce losses and improve the ability to deal with the crisis in the current market environment. Under this premise, a detailed marketing plan is formulated through the SOSTAC model, and the implementation direction of the plan is determined in combination with the situation analysis and the marketing goal analysis, The strategies that Accor hotel can adopt include digital platform strategy and cost strategy. Then, according to the characteristics of the two strategies, it formulates tactical strategies to guide the implementation of actions. Finally, the control system provided improves the supervision and adjustment mechanism of marketing plan. Admittedly, there are some deficiencies in the action plan in the report, but the relevant analysis and the formulation of marketing plan can provide some effective reference value for enterprises to deal with the crisis.
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