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Executive summary

The purpose of this assessment is to develop a marketing plan for Shangri-La hotels and resorts using STOSTAC framework. This hotel have its presence all over the world but in this assessment the main focus is to enhance the presence of the hotel in European countries. For doing this, Internal analysis of the company is done through SWOT Analysis and external environment is analysed using PESTLE Analysis. SMART Objectives of the company are developed. Then the strategy of market penetration and STP analysis is developed in order to achieve the objectives. For implementing the above strategies marketing mix is developed using 7 Ps of marketing. Later, Actions which the company need to take are summarised. After the action, ways to measure the outcome is mentioned
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1.0 Introduction

Robert Kuok founded the Shangri-La Hotel & Resorts chain in Hong Kong in 1979. The quiet and peaceful atmosphere and high level of service at Shangri La Hotels are its key selling points. The hotel features acres of lush greenery, a lively yet laid-back ambiance, exquisitely designed grounds, and luxuriously appointed guest rooms. The Shangri-La Hotels & Resorts chain spans Asia, Europe, the Americas, the Middle East, and Australia, with a total of around 38,000 rooms (Baxter et al., 2020).

Australia, China, Cambodia, Indonesia, Malaysia and Myanmar are among the countries where the hotel company wants to open more hotels in the future (Baxter et al., 2020). From Hong Kong to Beijing to Shanghai to Guangzhou to Singapore to Tokyo to Seoul to London to New York to Sydney the firm has a presence in every major city in the world. 

In this assessment SOSTAC framework will be implemented on Shangri-La hotels in order enhance its operation in European countries. For this purpose, SMART Objectives will be developed. SMART Objectives refers to SPECIFIC, MEASURABLE, ACHIEVABLE, RELEVANT AND TIME-BOUND and A SOSTAC model including six pillars of marketing strategy: situation, objectives, strategy, tactics, action, and control will be implemented.

2.0 Main boby
2.1 SOSTAC Framework
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Figure 1: SOSTAC Framework

Smith's SOSTAC (Smith, 2019) is a marketing model that he first established in the 1990s and was later codified in his 1998 book Marketing Communications and the succeeding series of guides to your perfect plan, including the SOSTAC Guide to the Perfect Digital Marketing Plan (Reed, 2014).

Marketing strategy in SOSTAC can be used in a variety of commercial contexts. As part of the SWOT analysis, which helps organisations get ready to launch their marketing campaigns, SOSTAC concentrates on the implementation stages,[9] including marketing communications and digital marketing.

Based on an in-depth Situation Analysis, SOSTAC's straightforward logic informs subsequent strategy and tactics selections. Decision-making and planning can be improved by using clear logic.

2.2 Situation Analysis

2.2.1SWOT Analysis
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Figure 2: SWOT Analysis

SWOT analysis helps in understanding the internal strengths and weaknesses of the company and also the possible opportunities based on strength and weaknesses imposing threat to achieve the goals for the company (Strong, 2014). 

Strengths 

Shangri-La Hotels & Resorts provides exemplary services to their guests and their peculiar attention to fulfil every need of their guests. All of the restaurant's locations have the same high level of decor and architecture, as well as the same high level of service (Shangri-La, 2022).

At the luxury hotels, customers will find everything from 24-hour butler service and currency exchange to rooftop pools with stunning views and cabana massages (Santa Monica, 2022).

An effective technique for promoting a brand's message: Shangri-La Hotels & Resorts, unlike its competitors, leveraged emotional appeal to attract clients. Most of the hotel chain's promotional efforts have depended on campaign advertising, with many of the ads depicting nature as a refuge from loneliness and a gateway to luxury (Setia et al., 2021).
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Figure 3: Highlights from year: 2020 (Shangri-La, 2020b)

Weaknesses

La Hotels has opened a large number of hotels around the world, including many in Asia as well. To embark its presence over different companies, gigantic infrastructural investment done by the hotel is pointing towards finance mismanagement (Yang, 2014).

Shangri-La Hotels & Resorts has been involved in a number of recent animal welfare issues. The most recent case involved allegations in a conspiracy that the hotel killed cats in a nearby park (News, 2018).

The hotel's high-end facilities and services require a significant investment in maintenance. Employee training is costing more because of the promise to give exemplary services to the guests (Baxter et al., 2020).

Opportunities

The hospitality industry is experiencing a shift in tendencies. Customers are generally attracted towards Value-added services for which they can wilfully pay higher can be a prompt opportunity for the hotel. As a result, hotels that emphasise customised service can raise their prices (Setia et al., 2021).

Threats

Its primary competitors are Wyndham Worldwide, Hilton, Starwood Hotels & Resorts and Intercontinental Hotels & Resorts (IHG) who are already established in the market (Owler, 2020).

Covid-19 had a great impact on hospitality industry. La hotels also faced huge losses due to shut down of hotels (Kee et al., 2020).

2.2.2 PESTLE Analysis
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Figure 4: PESTLE Analysis

An examination of the market environment can be done using PESTLE, which is a strategic planning tool for businesses and organisations. It is the purpose of PESTLE analysis to gain a deep understanding of the external environment in which the business operates. From the in-depth analysis discussed in Appendix, Political and Legal factors can be threat for the company whereas Economic, Social, Technological and Environmental factors can be an opportunity for the company. 

2.3 Goal Performance 5S

Table 1: Goal Performance

	Indicator
	Objectives

	Sell
	Hotel services and room bookings through enhanced customer reach. Intangible services offered through the expansion of global chain will help in targeting a wider market and bringing different communities and culture under one roof.

	Speak
	Spreading brand awareness through virtual platforms like Website, News portals, Blogs, Social media platforms like Facebook, Instagram, Twitter and YouTube. 

	Serve
	Increase value added services like event planning and hosting, greeting gifts, discount vouchers for regular customers.


	Save
	Owing to the situational analysis, providing sustainable options to the customers will attract them. Involving individuals towards singular goal of attaining sustainable solutions. By improving waste management and using efficient resources for energy consumption. 

	Sizzle
	Increase the brand equity by promoting the website and social presence through paid marketing campaigns.


2.4 Smart Objectives
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Figure 5: SMART Objectives

Following are few SMART Objectives in order to enhance company’s operations in European countries:

To enhance La Shangri brand awareness among tourists and locals of European countries by 20% by last quarter of 2022 

To retain the existing customer base and increase the company’s target customer range by 25% by last quarter of 2022 using sustainable standpoints like improved waste management tactics and using natural-renewable sources of energy.

To increase booking of rooms by 20% with the help of marketing by the end of 2022

2.5 Strategy

2.5.1 Ansoff Matrix
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Figure 6: Ansoff Matrix

Choosing the right growth strategy is critical when developing a company's long-term strategy. Figure depicts the Ansoff Growth Matrix, which can be used to choose which items or services to offer and which markets to compete in. The Ansoff Growth Matrix indicates that La Shangri's best growth strategy is market penetration. This is due to the fact that hotel services already exist and have an established market. Consequently, market penetration is essential. For achieving goals into increasing sales, the hotel can rely upon the existing service its already providing and penetrate into markets that are yet to be explored like Europe. A company's growth is facilitated by boosting sales of current products to existing customers without changing the product itself (Loredana, 2017).

Market Penetration with a strategy to build a wider customer segment that is loyal and enthusiastic about the green-energy consumption tactics implemented by the hotel. This will help Shangri-La to withstand against the market competition. The risk of market penetration is low because the hotel already knows the features of its products and services and the merits and cons of each. The strategy competes with locals, visitors for the same customer base. 

2.5.2 STP Analysis
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Figure 7: STP Analysis

Segmentation

When it comes to marketing, segmentation is all about dividing a market into various buyer groups that have different demands, features or habits, and hence require different products and marketing strategies (Nurmahdi., 2018). Segmentation in the hotel sector is typically based on demographics and location (Nurmahdi., 2018). According on their status or class, geography, and nationality, guests may have different preferences. As a result, the following diagram depicts the ideal hotel market segmentation strategy for European countries:
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Figure 8: Segmentation of Shangri-La Hotels

diagram depicts the ideal hotel market segmentation strategy for European countries:

Targeting

With Target Marketing, businesses are able to provide particular consideration to the wants and needs of their target customers, such as their status, desire, habits, and budget. It is possible for Shangri-La to attract and retain its ideal clients by focusing on both individuals and groups (Nurmahdi., 2018). In addition, it is necessary to decide on the most profitable market segment to target. Shangri-target La's market is made up of residents, visitors, business groups, and leisure groups, according to the segmentation.

Positioning

It is critical for a business to develop a position once it has identified its target market. Market offering that has a distinct and desirable position in the thoughts of target customers is a component here. Shangri-La needs to have a distinct positioning in Europe's hotel business to distinguish itself from its competition. As a result, the following is a suggested positioning statement for the company: "Shangri-La is committed to providing a luxurious escape by offering excellent, customer-centric experiences since calm and customer pleasure is our most valuable asset." (Nurmahdi., 2018).

2.6 Tactics

The measures and techniques that will be utilised to accomplish the strategy are discussed in this section. Market Penetration Strategy was chosen in the previous section.

The 7 P's Marketing Mix will be used in this part to achieve this approach.

2.6.1 7 P’s of Marketing
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Figure 9: 7 Ps of Marketing

Product

Shangri-La should consider the following in order to increase hotel room sales:

Begin a relationship with internet booking services. Unlike hotel websites, online travel companies can reach a far larger audience. Guests from throughout the world can also use their facilities. As a result, Shangri-brand La's recognition and client base will grow (Bearne, 2016).

Customer input should be integrated into the hotel brand experience in order to ensure maximum customer satisfaction and repeat purchases. During checkout, customers will be asked to fill out questionnaires that are both visually appealing and user-friendly (Malik and Farhan., 2018).

Price

People have become more price-conscious and value-conscious due to the availability of number of hotels (EHL Insights, 2021). Seasonal and parity pricing should be implemented by the hotel in order to increase its customer base and sales. Setting prices in accordance with the time of year when the country is flooded with tourists is known as seasonal pricing (Alrawabdeh, 2021). The goal of this plan is to raise earnings each season while also enticing tourists to come visit. Parity pricing should also be implemented by Shanri-La. To do this, it must set pricing that are competitive with those of its rivals. In order to stay ahead of its competitors, Shangri-La must offer a better value than the rest (Saidani and Sudiarditha., 2019).

Physical evidence

The tranquilly and ambiance that Shangri-La Hotels & Resorts provide their guests is well-known. For business travellers who are accustomed to staying in standard corporate hotels, the lush greenery, spacious rooms, and well-landscaped exteriors provide a change of pace (Malik and Farhan., 2018).

Promotion

The way service providers communicate with customers has been altered by the widespread use of digital technology. Consumers' experiences, brand awareness, and conversations are being shaped by these tools (Malik and Farhan., 2018). Digital marketing is used by the hotel sector to increase brand awareness and improve customer interactions. Customer acquisition, brand awareness, repurchase intent, and overall revenue are all aided by the digital channel provided by digital marketing. Shangri-La should use social media, SEO (search engine optimization), email marketing, and mobile marketing (Saidani and Sudiarditha., 2019).

Place

Providing a shuttle service to nearby train stations or building a road to the hotel should be a priority for the hotel. Distribution partnerships with hotels, travel agencies, and airports are also viable options for the hotel to consider (Malik and Farhan., 2018).

People

Shangri-La’s greatest asset is its employees. Human resources are critical to the success of the hotel despite its beautiful surroundings and wide choice of amenities. the organisation Hence, the company must retrain and motivate its staff to do their best work (Saidani and Sudiarditha., 2019).

Processes

The hotel sector relies heavily on the flow of products and services. In order to aid in the marketing department's efforts, it must be meticulously controlled (Deloitte, 2021).

Bookings cannot be made at this time through the website. As a result, the hotel must address the issue to increase sales to both residents and tourists. As a result, consumers who are unaware of the hotel's previous name may be unable to make a purchase from it on TripAdvisor. All of their internet channels must feature information about the hotel's hostel, which is a need due to its existence (Malik and Farhan., 2018).

2.7 Action

2.7.1 VRIO Analysis

Based on the internal and external audit carried out previously, the tangible and intangible resources and capabilities of Shangri-La Santa Monica can be analysed as (Smith, 2019):

Table 2 VRIO Analysis

	Resources 
	Value
	Rare
	Imitation
	Organization
	Result

	Service Quality
	Yes
	No
	Yes
	Yes
	Competitive advantage

	Skilled Staff
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	Hotel Locations
	Yes
	No
	Yes
	No 
	Needs improvement 

	Global Presence
	Yes
	No
	Yes
	Yes
	Temporary Competitive advantage

	Pricing Strategy
	Yes
	No
	Yes
	Yes
	Potential to imrove

	Brand positioning in comparison to competitors 
	Yes
	No
	Yes
	Yes
	Temporary Competitive advantage

	Leadership at the hotel
	Yes
	No
	Yes
	No
	Need improvement

	Customer community
	Yes
	No
	Yes
	Yes
	Moderate competitive advantage

	Customer Loyalty
	Yes
	Yes
	No
	No
	Needs improvement

	Marketing techniques
	Yes
	No
	Yes
	Yes
	Temporary Competitive advantage


In order to attain Shangri La's objectives this section outlines the course of action to be taken. Tasks, schedules, and those in control will all be part of it.

Table 3: Action Plan

	Schedule 
	Task
	Person in charge

	Whole year (January- December)
	Social media marketing, Content creation, Web design and other digital marketing activities
	Marketing manager

	Every quarter (January- March) (April- June) (July-September) (October – December)
	Re-training of human resource with the help of seminars and workshops 
	Human resource manager

	Everyday
	Providing feedback form to the guests when they check out
	Receptionist

	Every Quarter
	Testing of the waste management and energy consumed every quarter
	Floor Managers and Executive Manager


2.8 Control

The SOSTAC model's Control element inquires, "How to monitor performance?"

An organization's activities can be measured and evaluated using this method. To keep tabs on Shangri-La's online performance and advancement, Google Analytics will be employed as part of the hotel's digital toolkit. Individuals that visit the hotel's website can be profiled using Google Analytics (Mangold., 2018). Gender, geography, and age are just a few of the factors that play a role in this. The hotel will also be able to see how visitors engage with their websites thanks to this new technology. Like the number of clicks, transactions, the most and least used features on the website, and so forth. So that they can better serve their ideal customers, the hotel will be able to craft content that will drive more traffic to their website and enhance their interactions with those customers.

In addition, the performance of the company will be assessed using the balanced scorecard. Based on an organization's strategic plan, a balanced scorecard is an organised collection of metrics. It is primarily a means of communication, a measurement instrument, and a strategic management system (Hegazy et al., 2020).

Following is the hotel’s balance score card:

Table 4: Balanced Score Card

	Indicator
	Objectives
	How to measure?

	Brand Awareness
	To enhance Shangri La brand awareness among tourists and locals of European countries by 20% by the end of 2022.
	By Comparing this year's hotel service and online performance to that of the previous years’ service and online performance.

	Customer Base
	To increase the company’s consumer base by 25% by making new customers and retaining existing customers by the end of 2022.
	By Comparing this year's hotel service patronage to that of prior years.

	Room bookings
	To increase booking of rooms by 20% with the help of marketing by the end of 2022.
	By comparing the number of hotel room reservations made in prior years to the number of reservations made in the current year.


3.0 Recommendations

Brand awareness, Room booking and Customer base will improve if the organisation incorporates digital marketing. Online platforms including social media, online travel agents, hotel booking sites, and others can help Shangri-La enhance brand awareness while attracting more customers. Create an attractive, dynamic and user-friendly interface to attract new clients. In order to raise awareness of the hotel's brand, it is recommended that it have an active and involved social media presence. Online bookings and social media accounts must be handled by a single employee at the hotel. 

Brand awareness can be enhanced if the hotel start keeping corporate seminars, meetings, discussion forums hosted at their different locations. Also, start-up meets, discounted rents for regular visitors and collaborating with corporate offices that could enhance the social reach in market.

Social media branding can reach a massive crowd through different campaigns, regular engagement with posts on Instagram, FaceBook, Twitter, and YouTube. Encourage the visitors to like, comment and subscribe the social media pages run by the hotel and give their reviews and ratings. Arrange customer polls on social media to improve engagement. 

Improvise the management of hotel through skilled staff and give additional customer service like greeting drinks, welcome bouquets, skincare & haircare kit. Give special treatment to kids and provide a playful space specially for children. 

4.0 Conclusion

Using the results of the Shangri-La assessment, strategic client acquisition plan is developed. The SOSTAC planning model was used to construct a strategic marketing plan to attain this goal. The hotel's strategic marketing plan will serve as a road map for expanding its brand recognition, attracting new clients, and boosting revenue in European countries.
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Appendix: PESTLE Analysis
Political factors

Uncertainty caused due to Brexit has impacted the expansion of hospitality industry in the UK (Raconteur, 2016). 

Looking at the current patterns, it appears that governments in European countries may be changing. There will be a shift in the sector's governance priorities as a result of this, and Shangri-La Asia needs to be ready (Setia et al., 2021).

Economic factors

Human resources in European country's Services industry have a moderate to high level of expertise. In addition to enhancing services in European countries, Shangri-La may use the highly-skilled employees to open up new international markets for the company (Abdullah., 2015),

Customers' purchasing power has decreased as a result of covid-19. Luxurious hotels like Shanri-La may not attract customers willing to fork over large sums of money (Krishnan et al., 2020).

Social factors

European consumers' leisure interests are leading them to favour experiential products over the more traditional value propositions in the services industry. Customers will have a better experience with Shangri-La's offerings if the company takes advantage of this new trend (Krishnan et al., 2020).

In European countries, media outlets have a significant role in shaping public opinion. In Europe, the use of both traditional media and social media is on the rise. Marketing and positioning of Shangri-products La's will benefit from this shift (Kee et al., 2020).

Technological factors

In the Services industry, new technology is rapidly cutting production and service costs. In order to meet the needs of both customers and cost structures, Shangri-La must restructure its supply chain (Shangri-La, 2020a).

 Shangri-technology La's transfer and licencing concerns There is no strong culture of technology transfer in the services sector, and corporations are typically reluctant to transfer or licence innovations out of fear of making competitors out of partners (Kee et al., 2020).

Legal factors

Even if a company adheres to international standards, it can take years for a dispute to be resolved. Before entering an international market, Shangri-La must take into account this factor (Shangri-La, 2020a).

Shangri La need to comply with European environmental laws and regulations (Setia et al., 2021).

Environmental factors

Customers are more aware of environmental issues, which has shifted the company's strategy. It is expected that Shangri-La adheres not only to legal norms, but also to go above and above to become a responsible community member (Setia et al., 2021).

Additionally, the Shangri La are operations being scrutinised by environmental agencies on a regular basis.

Increased importance of ESG ratings in the European countries. Inclusion of sustainability practices with moderate to high ESG ratings as per the sustainability report of 2022 shows how the hotel is trying to enhance its sustainable practices (Shangri-La, 2020b).

