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[bookmark: _Toc4838]Executive Summary
The report discusses the viable marketing plan for the Marriott hotels following the disruption of its operations during the Covid-19 pandemic. The strategic marketing objective for Marriott is to increase the number of visitors to the company’s website and users of the mobile app by over 25% in the next eight months. This report has utilised both the SOSTAC and SMART business models in coming up with this objective by arguing that with the right marketing plan, the company can achieve its objective. While the company has previously used the online platform to promote its operations, this report has argued that there is a need to depart from the traditional methods of hotel booking and access the services by shifting to the use of technology and making it the norm to cushion against the disruption of its operations that may be caused by future pandemics. To achieve and assess the progress of achieving this objective, the SOSTAC methodology has been applied and an evaluation made at the end of the eight months to assess the success rates or gaps that need to be addressed. 
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[bookmark: _Toc11683]Introduction
The findings from the strategic analysis for Marriott hotel have revealed that, as a major player in the hospitality industry, the company’s operations were greatly affected by the Covi-19 pandemic. For instance, the company laid off 17% of its staff and downsized operations in most of its subsidiaries owing to the global travel restrictions (Hobson and Hagan, 2020). Consequently, from the situational analysis, it was recommended that the company should increase its collaboration with the local government, increase the publicity and awareness of its scenic spots among potential customers and also innovate its products to attract new customers.

Marriott hotel is undergoing the next phase of its operations as the Covid-19 pandemic continues to subside and businesses going back to normalcy. This report will utilise the SOSTAC and SMART techniques in analysing the marketing plan for the Marriott hotel. The SOSTAC model is a marketing model that was developed in the 1990s to help organisations in assessing their strategies and market position to enable effective and informed decision making (Marketing, 2014). Conversely, the SMART model is often applied to the design of objectives that enable the definition and development of realistic goals that can be achieved within certain timelines (Kotler, 2015).

Therefore, the purpose of this marketing plan is to assist the Marriott hotel come up with a realistic marketing objective that can be pursued and achieved to leverage the impact caused by the Covid-19 pandemic. In so doing, this report will utilise the SOSTAC and SMART model to further discuss the objective that shall be identified borrowing from the earlier strategic analysis that had been conducted. Furthermore, the last section of this report will provide recommendations on how the management of the hotel can ensure that findings from the analysis are implemented and regularly reviewed to assist the company to regain the competitive advantage that existed before the Covid-19 pandemic.

[bookmark: _Toc2977]The strategic marketing objective 
The strategic objective of Marriott hotel is to increase the number of online visitors and users (both on the mobile app and the website) by 20% over the next eight months.
The impact of the Covid-19 on Marriott hotels included the cancellation of hotel bookings and a significant reduction in the number of people visiting the hotel either for meals, official meetings, or even for weekend family gatherings (Wood, 2022). However, the Covid-19 pandemic also revealed new opportunities, especially in digital marketing through the use of technology where people can still enjoy facilities from the comfort of their homes without the need for holding physical meetings and events (Cain, 2021). 
The justification of the strategic objective is that the use of technology presents opportunities for the Marriot hotels to explore and improve their services. Before, the Covid-19 pandemic, the company’s revenue streams included the hotel bookings and state-of-the-art conference rooms that were used for meetings and hosting international conferences. According to the company's annual report, most of the bookings were done via email, telephone calls, and a few through the website (Marriott International, 2020). However, as the Covid-19 pandemic has begun to subside, the hotel has responded through the prism of its core beliefs as a “people-oriented” organisation in taking care of the welfare of employees and its customers (Simon, 2020).
The objective of increasing the number of online visitors to the company website and users of the mobile app is strategic to the growth and future prospects in the hospitality industry. One of the things that affected the hotel bookings during the Covid-19 pandemic was a slow uptake of the online version both on the side of the staff who had not prioritised the use of online bookings and the customers who were comfortable with using email and making phone calls to have their places reserved (Reuters, 2021). However, during the Covid-19, digital marketing through the company website and mobile app is the best approach to boost brand visibility.

[bookmark: _Toc12088]Application of SMART to the Objective
The acronym SMART stands for specific, measurable, attainable, realistic, and time-bound as indicators in defining the objectives that a company intends to achieve within a stipulated period. In this section, the SMART model will be applied to Marriot’s objective which is to increase the number of online visitors (both on the mobile app and the website) by 20% over the next eight months.

[bookmark: _Toc29482]Specific
This refers to the clear definition of the objective in terms of what, where, when, how, and why the objective needs to be attained (Chaffey & Bosomworth, 2013). For Marriot, the ‘what’ of the objective is the need to increase the number of online visitors and uses of the website and mobile app by 20% in the next eight months. The 'where' of the objective is that the number of visitors will be monitored on the website and the mobile app to assess the use in making requests for bookings and other facilities. The implementation of the objective is intended to begin in July 2022 and run for the next eight months. The 'how' of the objective is that the company will use social media platforms including Twitter, Facebook, and YouTube to create awareness about the revamped website and mobile app through which customers can easily and conveniently access all its services and the post-Covid-19 packages. Finally, the ‘why’ of the objective is that the company intends to use modern technology to increase the number of potential customers that can use the company website and mobile app in making requests for different services as opposed to the traditional methods.

[bookmark: _Toc9441]Measurable
The ‘measurable’ component of SMART involves designing an objective whose benefits can be quantified to demonstrate the impact on the organisation (Pride & Ferrell, 2015). For Marriot hotel the objective of increasing the number of online visitors to the website and users of the mobile app will be quantified by analysing the numbers of online bookings, the number of people that will register on the mobile app and use it to access the different services offered by the hotel. Therefore, if by the end of the eight months, the number of online users will not have increased by the projected 20%, it would be possible to identify the gaps and review the objective.

[bookmark: _Toc14856]Attainable 
The component of attainability relates to setting objectives that are within reach and that available resources can be used to attain those objectives. In this case, the primary resource for Marriott is a brand name in the hospitality industry and so it would be easy to reach new customers. As contained in the company's annual report, the hotel operates over 7,000 properties around the globe with millions of consumers utilising the services every day (Marriott International, 2020). Therefore, the objective of increasing online users is highly attainable because it will involve reaching out to the already loyal customers of the hotel as well as reaching out to potential clients through the various social media platforms. 

[bookmark: _Toc21216]Realistic
When setting objectives, Sugai (2020) opines that individuals and organisations should consider some of the limitations such as increased investments or other resources that might affect the ability to realise their goals. However, by focusing on digital marketing, the objective of increasing the number of online visitors to the website and users of the mobile app is realistic except for the marketing efforts that will be required. This is an objective that requires a different approach to marketing whereby more efforts will be geared towards promoting the use of the website and the mobile app in making hotel bookings and accessing other services, especially during the Covid-19 pandemic.

[bookmark: _Toc14820]Time bound
One of the criteria in the formulation of objectives is that they should be time-bound, meaning that there should be a beginning and end date. According to Chaffey & Ellis-Chadwick (2019) creating timelines for achieving an objective is important as it helps in providing regular check-ups on the progress as well as ensuring that people do not lose focus but stay on track within the stipulated timelines. The strategic objective for Marriot hotel is to increase the number of visitors to the company website and the number of mobile app users by 20% in the next eight months. The implementation of this objective is set to begin in July 2022 and end in February 2023 upon which a review will be done to evaluate the success rate.
Therefore, in summary, the SMART components reviewed above are meant to aid the company to achieve the goal of digital marketing. This is based on the findings from the strategic analysis, which highlighted the fact that Marriot hotel was greatly affected by the Covid-19 pandemic, including the loss of business and revenues; which led to drastic responses such as laying off about 17% of the staff. However, with the SMART objectives, the company hopes to increase its efforts towards digital marketing so that customers will be engaged more in accessing online services and mitigate against the efforts of future uncertainties on the operations.

[bookmark: _Toc227]SOSTAC application on Marriot Marketing Plan.
The SOSTAC is considered a marketing model that helps an organisation assess its market position and devise strategies that can guide its future actions and help in achieving the set objectives and goals. The parameters of SOSTAC include situation, objectives, strategy, tactics, action, and control (Reed, 2014). This section will discuss the application of the SOSTAC given the identified strategic objective for the Marriot hotel.
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Figure 1: SOSTAC marketing plan

[bookmark: _Toc17844]Situational analysis
This component of the model involves assessing the current status of the business concerning the competitive landscape, SWOT analysis, and the market position (Chaffey & Bosomworth, 2013).  The findings from the strategic analysis identified Marriott as a global brand that operates over 7000 hotels in 31 countries globally and has a diversified portfolio that provides a competitive advantage. Also, with over 30 brands, Marriott hotel has a strong corporate influence in the global hospitality industry; thereby attracting a huge and loyal customer base (Marriott International, 2020). Concerning digital marketing, currently, the company promotes its services using various platforms, including the company website, social media pages, direct mail, guest loyalty program, participation in trade shows, and email marketing which has been the most common.

[bookmark: _Toc16387]Objectives
The strategic marketing objective of Marriott hotel is to increase the number of visitors to the company website and users of the mobile app by 25% in the next eight months. To achieve this, the key objectives include increasing the online presence on the different social media platforms through online advertising. While the company currently uses online advertising, the approach taken will be different to increase the number of visitors and users that make orders via the company website and the mobile app. 

[bookmark: _Toc29765]Strategy
The strategy of achieving the identified objective involves the value proposition and the roadmap through which they can achieve the established objective (Stephenson, 2021). One of how the company can increase the number of visitors to the company website and use of the mobile app is through online advertising on the existing social media platforms by informing the customers of the benefits of this new approach. Currently, the company enjoys a massive following on its social media platforms and so it will not be difficult to launch its strategy and sell the idea of fully adopting digital marketing as a way of leveraging the impact caused by the Covid-19 pandemic.

[bookmark: _Toc13732]Tactics 
This has been described as the ‘nitty gritty’s or the intentions used by the company to implement the strategies in achieving the desired objectives. The tactical strategy is for the company to utilise the email marketing strategy which involves communicating with all the existing and potential customers and providing them with bonus packages by using the website and a mobile app in making order requests and utilising other services. Finally, through the trade shows and hospitality conferences, the company can advertise and promote the benefits associated with its approach to digital marketing; thus attracting the existing and potential customers.

[bookmark: _Toc16389]Actions 
This involves coming up with an implementation plan of the tactics such as what needs to be done, and when and how it will be done. To implement the marketing strategy to increase the number of online users, the staff of Marriott will be trained in responding to the questions and concerns that will be raised by the customers. The customers will be segmented based on their consumer behaviour and the staff assigned to different accounts so they can easily follow the customers and assist them whenever they need help with using the system. There will also be 24/7 live chats both on the website and the mobile app which the customers will use to ask questions and will get quick responses from dedicated staff that will be assigned to take of different accounts.

[bookmark: _Toc14996]Control 
This is considered the last SOSTAC stage where the KPIs are measured against the SMART objective to check if the results have been achieved (Reed, 2014). After the eight months of the digital marketing program, the company will survey the customers to assess their feedback and gauge their experience with using the website and a mobile app in accessing the services as well as the customer satisfaction levels. For the company, the success rate will be assessed through the number of customers using the online platform and most importantly, the number of new clients that joined and are actively using the systems. Therefore, all these indicators will assist the company to know if the objective has been realised.





[bookmark: _Toc11842]Recommendation 
The objective of increasing the number of visitors to the company’s website and the users of the mobile application is highly achievable. The key recommendation is for the company to utilise email marketing for the existing clients by communicating about the new strategy in response to the Covid-19 challenges. Furthermore, the company should include some incentives such as discounted offers and loyalty programs that can reward regular and new customers that frequently use the website and mobile app in making request orders and accessing other services as opposed to the traditional approaches. In this way, the digital marketing strategy of the company will be realised as many customers will seek to enjoy the benefits; thereby pushing up the numbers and realising the objective.


[bookmark: _Toc22485]Conclusion
This report sought to develop a marketing plan for Marriott hotels following the impact of the Covid-19 that adversely affected its services and operations. The findings from the strategic analysis of the company recommended the need to adopt a new marketing plan that would increase its publicity to attract new customers. In this regard, the strategic marketing objective of the company was formulated as increasing the number of visitors to the website and users of the mobile app by 25% in the next eight months through a digital marketing plan to attract both the existing and potential clients. Since the implementation of both the SOSTAC and SMART business models, it has been concluded that the objective of increasing the number of online users is highly realistic and achievable through various platforms including email marketing, and the promotion of this strategy during the trade and hospitality conferences.
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