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In the wake of the COVID-19 outbreak, Hilton hotels, along with the entire hospitality industry, are facing unprecedented difficult times. How to survive the epidemic, maintain the operation of hotels and even seek higher profits has become a very noteworthy issue. This report selects Hilton Hotel as a case study, and attempts to develop marketing plans by analyzing the internal and external environment of Hilton Hotel. First, the report defines and explains the marketing plan, SOSTAC, and SMART. Secondly, through the analysis of the internal and external environment of the conclusion, combined with the SMART theory for Hilton Hotel to establish a target. Not only that, this paper also through the six elements of SOSTAC analysis, for Hilton Hotel to develop a more complete marketing plan. According to the analysis, what Hilton Hotel needs most at present is to strengthen the internal business training and carry out the hotel purpose of "smile service" to the end. At the same time, a series of protection measures and publicity for COVID-19 should be made to win more consumers' attention and trust. Finally, in order to help Hilton better understand the marketing plan and better development in the future, this report also for business training and hotel publicity aspects of a more detailed explanation and suggestions.
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A marketing plan is a framework used by an enterprise to create a marketing strategy, consisting of one or more marketing strategies. It can help companies link each strategy to larger marketing operations and business goals. The marketing plan consists of separate marketing strategies for various marketing teams throughout the company, but they all work towards the same business goals. Writing a marketing plan helps organizations think about each campaign's mission, budget, strategy, and deliverables. Having all this information in one place makes it easier to measure whether strategies are all working (Tina Sterling, Ann Cantrell, Michele Granger, 2019).

SOSTAC is a planning model used to help businesses with their marketing plans. It consists of six steps: Situation, Objectives, Strategy, Tactics, Action, and Control (Matidza Isaac; Ping Tao; Nyasulu Chimango, 2020). Situation is a very important part. It means that before starting any marketing campaign, enterprises should first examine their current position, performance in the industry, and the factors that hinder successful marketing, etc. (Reed FIDM David, 2014). Objective is to determine the Objectives of a company's marketing activities. Because the target will affect the marketing strategy of the enterprise, such as what channels the enterprise will carry out marketing, and what types of content the enterprise will launch for marketing. The goals established in this step also help companies measure the progress of their marketing campaigns (Safanta A; Shihab M R; Budi N F A; Hastiadi F F; Budi I, 2019). Strategy refers to what an enterprise will do next when it has determined its current situation and goals. Tactics are methods that are used at various stages to promote success and how the enterprise will do it (Tardan Pandu Prakoso; Shihab Muhammad Rifki; Yudhoatmojo Satrio Baskoro, 2017). Action refers to what actions need to be taken to implement a plan, by whom, and when. In this step, the enterprise needs to measure whether certain internal skills are required to implement the plan and how performance is recorded (Abdul Rahman; Komarudin Vania Utamie Subiakto, 2020). Control refers to the need to measure marketing activities after the implementation of the plan. Are you achieving your goals? What are the obstacles to implementation? What can be continued and what can be avoided when implementing future marketing plans?

SMART is an acronym that stands for Specific, Measurable, Achievable, Relevant and Time-based. Each element of the SMART framework works together to create a goal that is carefully planned, clear and trackable (Jayant Sirohi, Inderjit Chopra, 2014).
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There are five parts of SMART: Specific, Measurable, Achievable, Relevant and Time-based. Specific means to make your goals as clear as possible. Measurable is pointing to the goals of progress can be measured, this could prove that the organization is trying to achieve its goals. Achievable refers to the goal set by an enterprise is accomplishable, and the goal should be achieved within a reasonable time range. Setting achievable goals helps companies stay motivated and focused. Relevant means that each goal set by the enterprise should be related to each other, and each goal should be consistent with the values and long-term goals of the enterprise. Time-bond means that the enterprise should give a rough range of Time for the completion of the target, and the priority of completing the target can be determined according to the Time sequence. If the time frame is not met, then the organization will need to reconsider whether the goals set are not realistic (Institute of Smart Structures and Systems, 2017).

COVID-19 outbreaks has a huge impact on the hospitality industry, through to the Hilton Hotel has carried on the detailed analysis of the internal and external factors, can draw the conclusion: Although in such special circumstances, the hotel will meet some problems, such as the guest worry infection, hotel restaurant needed raw materials rise in price, and difficult to recruit enough staff, and so on. But the epidemic will eventually subside and people will always return to normal work and travel. Therefore, Hilton Hotel can choose to strict management and guarantee service, as a strategic marketing goal (Liu Shan, 2020).

From the ‘Specific’ point of view, strict management of hotel services is a very clear goal. During COVID-19, the hotel's good service attitude and strict management can give consumers more trust and security, so as to enhance the brand image. This goal is also entirely measurable. The good service provided by the hotel will attract more consumers and obtain a larger number of new orders. This is not just an increase in transaction volume, but also a sign that Hilton is still in a strong position to capture market share during such a difficult time for the hotel industry (Zeng Li, 2020). Improvement is closely related to revenue, and the progress made by the hotel will be completely consistent with its ultimate goal of achieving better development. As Hilton Hotel has always taken quality service as a hotel tenet, so this goal is obviously absolutely achievable. In addition, the time frame for achieving your goals can be set at around a year. In the past, COVID-19 gradually subsided when the weather was warm and hot and became more serious when the weather was cold (Srijan Goswami, Joystu Dutta, 2021). Therefore, after enhancing the service quality, the hotel can choose to use a year to test whether the current target can really help Hilton to overcome the difficulties of the outbreak.
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The COVID-19 outbreak, which began in 2019, has been going on for several years, affecting all walks of life around the world to varying degrees. As the virus is highly contagious, many countries have imposed stricter rules and restrictions on entry and exit policies (Robbie Davis, 2022). This is not conducive to people's travel conditions; the impact of the hotel industry is bound to be huge and will directly affect the industry's well-known enterprises - Hilton Hotel. In such cases, people are afraid to travel for fear of getting sick, and governments restrict entry and exit to protect their citizens (Chen Yong, 2020). This apparently led to a sharp decline in Hilton Hotel bookings and even the departure of many hotel staff. In addition, hotel rooms are constantly occupied by different guests. Once any infected person has ever been to the hotel, the whole hotel will be unable to operate normally in a short period of time. Moreover, the epidemic directly leads to the rise in prices and the decrease in people's income level, which makes the hotel unable to obtain enough consumer groups while increasing costs (London: The Economist Intelligence Unit N.A., 2020). In terms of the current situation, it is not easy for Hilton Hotel to continue operating or get better development.

Under the current situation, the most important thing for Hilton Hotel is to maintain normal operation. In special periods, only the hotel's strict disinfection and screening of guests' health conditions can make guests feel more secure (Sun Jian, 2020). In addition, COVID-19 has not only brought business obstacles and crises to Hilton hotels, but also brought the hotel an opportunity to gain a larger market share. In the severe form of the epidemic, many small hotel enterprises are on the verge of bankruptcy, while company that similar to AIRBNB has lost many customers because its service and security are not as good as large hotel enterprises (Li Xiang, Li Mimi, 2020). Therefore, the special situation, though difficult, still gives Hilton a great opportunity to gain customers lost by other enterprises. In addition, the hotel has always been a good reputation will be enhanced in this event, thereby enhancing Hilton Hotel awareness and brand image. In the future, when the epidemic ends or subsides, it will become the overlord in the hotel industry market with an absolute advantage (Wang Qiyan, Gao Wang, 2020).

Strategies and tactics are often related and similar (Dave Chaffey, 2022) . In order to maintain business and gain gains, Hilton Hotel can choose to enhance the quality of hotel service and strict management system as a strategy. In order to enhance the service quality of the hotel, Hilton Hotel can choose to train its employees to improve their mentality during the special period. Insist on a comprehensive disinfection of the hotel every day, and even set up an automatic machine to sell nucleic acid test paper for guests to use. When an infected person is found in the hotel, the guest should be calmly sent to the room for isolation and promptly reported (Fu Qiang, Yao Yu, 2020). At the same time, most consumers are concerned about the risk of infection in hotels. So Hilton could try putting up a digital screen in the lobby that scrolls the number of days the hotel hasn't tested positive, and hand out a safety badge to every staff member to prove nucleic acid testing. In addition, hotels can also set up more entertainment programs and make reservations every day, such as gyms and spas. This brings in extra revenue for the hotel and eliminates the boredom of quarantining customers. The reservation system also eliminates the risk of infection (Xu Hong, Liu Yuqing, Liang Jia,2017).

For tactics to work successfully, there must be a breakdown of the plan to be implemented. In this step, first of all, Hilton Hotel needs to have an independent training department or online training channel (Zhong Lina, 2012). Every day, the head of the department can emphasize the service purpose of the hotel staff and timely psychological counseling to the staff, in order to relieve the psychological pressure brought by the epidemic period. Secondly, the hotel needs to set up a budget and purchase a large number of disinfection products as reserve materials. At the same time, professionals from hospitals or testing institutions can be invited to stay in the hotel and provide paid nucleic acid testing services to guests (Chen, Kuan-Ling ; Hung, Wei-Chieh ; Lee, Ming-Been, 2020). In addition, the front desk staff can update the information rolling on the electronic screen every day, and publish the same health information on the network platform for the purpose of publicity. On the other hand, in order to bring a better experience to the guests staying in the hotel. Hotel restaurants, gyms, and spa entertainment facilities should be restored to normal use as much as possible. Food and beverage staff can deliver food to the room after ordering, while other entertainment facilities adopt a daily appointment system. Avoid too much contact between guests as far as possible to protect the privacy and safety of guests (Susan Mok, 2021).

Although COVID-19 is still evolving, past experience has shown that viruses are almost always on a one-year cycle. When the weather gets warmer, the impact of the virus will be relatively less, and people's activities become more frequent, which leads to more hotel traffic. But when the weather gets cold, the virus is more rampant, cold weather combined with the fear of the virus, often give up travel plans, leading to a sharp drop in hotel orders (Blackwell Publishing Ltd,2021). Therefore, the hotel in the development of goals and implementation of action, should be a year of investigation. After a full year of the difference between the two extremes, it is clear that the targets have made any difference to the obstacles posed by the pandemic. In order to measure success, Hilton Hotel management can prioritize the order volume of the hotel. If the number of orders is relatively stable and keeps rising throughout the year, it shows that the target set by the enterprise is effective. In addition to revenue from orders, revenue from ancillary sectors such as entertainment facilities and restaurants also tells the story of the hotel. If there is no significant increase in the profit of entertainment facilities, then it shows that this method is not desirable, the hotel should try to attract consumers from other aspects (Mahmutović, Kenan.  Ekonomski Vjesnik; Osijek, 2021).
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Opportunities open up in the wake of a pandemic, and new products and new forms of consumption are often born alongside major events. Therefore, here are some suggestions for Hilton hotels for reference:

1. Business training is a top priority. When the epidemic slowly recedes, the market is in the stage of recovery, and the increase of passenger flow is relatively slow. Therefore, the hotel should strengthen business training, especially when the Hilton Hotel "smile service" for the purpose, good service quality is particularly important. You can choose online and offline training, in addition to training should pay attention to practical operation (Yu Liang, 2015).

2. Product promotion is crucial. The products of an enterprise need sustained publicity, and the social responsibility and love that the enterprise undertakes also need publicity. The visibility and brand image of the enterprise are enhanced through products and events. The form of publicity should be diversified. The hotel manager should pay attention to the media work, good at excavating the bright spot and selling point of the enterprise. Good communication of corporate culture, regional culture, the formation of unique characteristics of culture, so that enterprises have competitiveness (Yao Yanbo, Hou Pingping, 2017).
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In order to help the hotel industry to ensure normal operation and create profits after the outbreak of novel Coronavirus, seize a larger market share by taking advantage of the epidemic situation. This report selects Hilton Hotel as a case study, and develops marketing plans by analyzing the internal and external environment of Hilton Hotel. Firstly, this report gives the definition of marketing plan, SOSTAC and SMART and explains these three theories in detail. Secondly, the SMART theory is used to develop marketing goals for Hilton hotels and the obstacles and benefits brought by the internal and external environment of Hilton hotels are considered. At the same time, SOSTAC theory is also used to further discuss the marketing objectives, to help the hotel to develop a relatively complete marketing plan. At present, the hotel should strengthen internal training and epidemic prevention and publicity. This can help the hotel attract more customers and improve the brand image. At the end of the paper, more detailed suggestions are given for the future direction of Hilton Hotel.
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