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[bookmark: _Toc137743655]Introduction
Over the last two decades, the hotel industry has encountered a combination of promising prospects and challenging obstacles in the form of intensified competition. To thrive in the highly competitive industry, it is imperative for the hotel to promptly assimilate novel strategies while upholding its distinctive strengths. Here we will be developing marketing plan for Raffles. Through the plan we will be analyzing the scenario with SOSTAC analysis where we will perform company SWOT analysis, its marketing mix competitors etc.	
SOSTAC framework
[image: https://www.smartinsights.com/wp-content/uploads/2017/10/sostac-marketing-growth-wheel-550x614.png]

Source: smartinsights.com
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In this first segment of SOSTAC framework I’ll be using 5C’s components that include SWOT analysis, Segmentation and Targeting, Bowman strategy clock, demonstration of awareness, the PESTLE insights and concluding with marketing mix and all in short.
Strategic marketing is based on the "5 Cs," or analyses of the company's consumers, competitors, context, and partners. 5Cs analysis examines the five environmental factors that have the greatest impact on marketing strategies. Using the 5 Cs analysis, marketers and company executives can gain a deeper understanding of the internal, macro, and micro environmental factors influencing their organizations. So that the company can acquire as much knowledge as possible, we will discuss the Singapore Raffles Hotel 5 Cs study in great detail in this section.
Company: SWOT Analysis (Micro-Analysis)
 Analysis requires an examination of the company's internal and external strengths and weaknesses (GÜREL, 2017). These characteristics, in conjunction with how the company is perceived by the general public, indicate the relative success or failure of the business' operations and whether there is room for growth in terms of community integration and here it is based on SWOT analysis (GÜREL, 2017). 
Due to hotel Raffles long and illustrious history, the brand holds a prestigious position in Singapore's highly competitive hotel industry and the point is its very challenging which may be considered as a possible weakness.
Customers
The Raffles Hotel Singapore is exceptional in that it preserves and enhances the colonial era's culture and way of life and based on that its customer finds it fascinating for a travel or short stays (Chou et al., 2020). As a result of the unique colonial culture and historical amenities, and architecture, strong brand awareness has been attained. 
Competitors:
The research must include an analysis of the company's internal and external strengths and weaknesses. And in this modern competitive market for the hospitality company like Raffle it’s very challenging to quickly switch its business plan and strategy. It’s the time, the factor that is the biggest competitor of the hospitality sector (Andaleeb, 2016).
Collaborators:
Together with the company's reputation, these characteristics reveal how efficiently the company operates and whether there are any areas where it could be enhanced. The Singapore Raffles Hotel is the company's valued possession with the several partnerships around the globe and its valued social services. In 1887, it opened its doors as one of the few outstanding hotels from the 19th century that are still in operation today (Muhammad et al., 2019). 
Climate (macro-Analysis)
The company's lengthy and illustrious history has afforded it a distinct position in Singapore's hospitality industry. Singapore's Raffles Hotel is the only location where colonial era culture and lifestyle can be experienced with the same level of authenticity. That’s the reason many make it as a life choice for the one in a life time moment in a lively environment.
Marketing Mix	
 The hospitality service as a product, the reasonable worthy price, in the prime central location with good promotion the hotel Raffle is thriving (AHMED, 2015).  This 4P’s factors can be used to improve the marketing strategy in broad terms with high value return. Proper branding with a scientific price with a good connection and communication with the customer leads to the good distribution of the services (AHMED, 2015).  
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The main aim of the plan is to identify the marketing opportunities for the hotel Raffles and seek the marketing opportunity to broaden the career opportunity and enhanced the marketing strategy with the execution specific measurable goals i.e. achievable with time relevancy. 
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In evaluation of the hotel Raffle I came to know that it needs to quickly switch its plan and actions in order to keep up itself in the competitive market with respect to change in time (Morgan et al., 2018). This plays a crucial role in determining company possible success. Some of the successful strategy in decision making process includes following steps:
· Elimination by aspects decision-making:
Elimination by aspects can help restrict Raffles options. This strategy requires identifying key factors. Assess each solution, starting with the most important. Eliminate each alternative that doesn't meet its standards until they’re left with one (Morgan et al., 2018).
· Collaborative decision-making:
Leaders often choose to include input from customers, suppliers, and specialists in their decision-making processes.
· Expertise decision-making:
The expertise decision-making process may help experts. If hotel Raffle knows enough to make an immediate decision, this technique may work for you. With the expertise decision-making technique, you may make quick, informed decisions without debating with coworkers (Morgan et al., 2018).
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In examining the hotel Raffle I found that good communication plays a vital role in the successful execution of business plan on daily basis (Abrate & Viglia, 2016). That’s why here are the some of the tactical approaches that can be used to overcome the situations:
Train and onboard staff regularly
· Because managers have different priorities, many firms have uneven training. Your staff may not have the same knowledge or chance to gain appropriate skills (Abrate & Viglia, 2016).
Communicate urgently and Employee feedback

· When adopting new internal communications processes, systems, and procedures, remember emergency communications,
· Two-way communication promotes trust, openness, and management awareness of challenges (Abrate & Viglia, 2016).
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Source: Self-created
In this Gann chart I’ve developed the marketing strategies for a hotel Raffle enhance the marketing of the business and it particularly focuses or the first two weeks in the PPC Ads and simultaneously we will be handling the email marketing for one more week. Then in the third week we will be developing organizing social program to increase the promotions of a company. For continuous third, fourth and fifth week we will be designing our contents and promoting those with the help of search engine optimization and following it will be the brochure distribution. In this way we can promote the company physically and through online as a marketing strategy.  
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All the metrics used below works as tools to measure the value of the company based on the customers and investors participation in the business activities of the company (Koch & Benlian, 2015).
Customer lifetime value
· It estimates the lifetime value of a customer and thus the potential revenue for a business from a single customer (Koch & Benlian, 2015).
Churn rate
· Find out how many people are no longer using your product or service (Jahromi et al., 2018)
Customer effort score
· Illustrates the ease or difficulty a client had in contacting the brand for assistance, making a purchase, or having a question answered (Jahromi et al., 2018).
Monthly recurring revenue
· Works as an indicative of the expansion of the clientele or the level of spending over time (Jahromi et al., 2018)


[bookmark: _Toc137743662]Conclusion
The hotel industry has faced challenges in the past two decades, requiring hotels to adapt and adopt new strategies while maintaining their unique strengths. The SOSTAC model, developed by PR Smith, focuses on consumers, competitors, context, and partners. Singapore Raffles Hotel, a renowned hotel, aims to identify marketing opportunities and enhance its strategy with specific measurable goals. Effective communication strategies include multi-channel internal communication, staff training, two-way communication, SEO, social programs, and brochure distribution. Control metrics, such as customer lifetime value, net promoter score, and recurring revenue, help measure company value and customer satisfaction.
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