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[bookmark: _Toc101793018][bookmark: _Toc101793019]Executive summary 
Commissioned by Radisson, the represent report is a marketing plan developed to realize its strategic goal using its current resource and competencies. Based on the situational analysis, some primary trends are identified, such as the divergence in policies, the emergence of technologies, and the growth momentum of leisure traveling. Thereby, the marketing objective is set to realize the room occupancy rate of 75% (the pre-covid-19 level) at the group level, and 85% in the brands with leisure offerings. A marketing plan is developed with a focus on using the local social media platform as a major marketing channel to realize the Glocal strategy of Radisson and boost local travel desires. 
1. Introduction  
The ongoing covid-19 has created unprecedented impacts on the global hospitality industry with unknown fallout and scale. Given the uncertainties, the incumbent players in the hotel industry have started to take some responsive and proactive actions to mitigate the impact of the ongoing covid-19 and position themselves for a more resilient comeback (Gursoy and Chi, 2020). 
Given the fact that authorities across the world have gradually removed the travel restrictions and taken more interventive measures to boost consumption, the hospitality sector must gear up to recover from the crisis. Yet, the environment in which the hotel industry operates has changed significantly, as the ongoing covid-19 still shadows us and has dramatically affected consumer behavior patterns (Davahli et al., 2020). Some changes emerged before the covid-19 gained more momentum by the outbreak, and some new behavioral patterns emerged during the covid-19. With new habits and new expectations from the customer side having arisen, it is high time for incumbents to take action. 
The present report is commissioned by Radisson Hotel Group (as Radisson) to develop innovative strategic marketing that can effectively facilitate the realization of organizational objectives as well as leverage primary resources and capabilities highlighted by the internal team. 
The classic market planning model SOSTAC will be utilized here to structure the whole plan.  SOSTAC is a straightforward model that goes systematically through one step to another to develop a sound and effective marketing plan, with all relevant factors being considered but without go into excessive details (Smith, 2019). 
[image: ]
Figure 1: SOSTAC model
Adapted from Smith (2019)
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[bookmark: _Toc101793021]2.1 Situational Analysis 
The first stage of the SOSTAC is the situational analysis, which is also referred to as the problem-definition framework to systematically collect the external and internal data about Radisson to examine all relevant factors in its business operation (Smith, 2019). Situational analysis is usually completed through an internal and external marketing audit, through marketing planning techniques such as PETSEL, SWOT, VRIO model, etc. (Reed, 2014) Based on the previous audit performed by the internal team of Radisson, some primary points are highlighted as below:
· The global governments across the world have issued various policies to prevent the large-scale covid-19 spread, such as the dynamic zero policies in China that take comprehensive measures to deal with localized covid-19 cases based on the “find one, cure one” principles (Liu, Liu and Liang, 2022), and the herd immunity adopted by the Swedish government without much interventions in economies (Orlowski and Goldsmith, 2020), etc. However, despite the divergence in the governmental responses towards covid-19, it is delighted to see the restriction has been significantly eased since 2021 due to the rollout of the vaccination program and the more educated public against covid-19.
· The outbreak of the covid-19 has advanced the industrial transformation towards industry 5.0 featured with advanced data technologies. Contactless hotel technology, such as mobile application check-in, check-out, payment and room service, chatbot, guest messaging, etc., has proven to be a great facilitator for social distance by preventing conglomerations at the reception center or face-to-face interactions with front-line employees (Zeng, Chen and Lew, 2020; Rahimizhian and Irani, 2021). In the foreseeable future, the hotel industry will still co-live with the covid-19, it is expected that guests will still be highly sensitive to physical contact. Besides self-service technologies, some technologies that are especially useful during the covid-19, such as advanced disinfection using UV light and electrostatic sprayers to sanitize, would take the hygiene of the hotel to the next level with higher safety (Chen et al., 2021). Besides these covid-19 specific technologies, the pandemic has accelerated the trend of using business intelligence, enabled by data technologies such as machine learning, artificial intelligence, etc. to uncover patterns and preferences of consumers to perform more targeted marketing and realize effective personalization to attract customers pursuing of heterogeneity in hotel experiences (Morrone et al., 2021). 
· Leisure traveling has exhibited a much quicker speed of recovery than business recovery, as people are rushing to their revenge vacation as the travel restrictions have been gradually removed (Wang and Xia, 2021). It is estimated that the leisure travel demand has passed the complete recovery to the pre-covid-19, while business travel is still lagging behind by 60% as remote working affords a cost-efficient solution for businesses (Accenture, 2022). That indicates that hotels must inspire potential guests to motivate their traveling desires by being active on all marketing channels. At the same time, despite the importance of global marketing, it is important to complement local flexibility in promoting leisure travel stays by using a “Glocal” marketing strategy (Svensson, 2001). At the same time, data technologies can be further leveraged to uncover emerging leisure travel opportunities, shaping the value propositions and prioritizing the investment (Accenture, 2022). 
[bookmark: _Toc101793022]2.2 Objective 
The objective for Radisson is developed by using the SMART criteria, with ‘s’ standing for being specific (what will be accomplished), with ‘m’ standing for being measurable (what is the measure to monitor the marketing progress and benchmark), with ‘a’ standing for being achievable (is the objective doable with necessary resources and competences), with ‘r’ stands for being relevant ( does the objective align with broader strategic goals?), and with ‘t’ stands for being time-bound (what is the time-frame for achieving the goal?) (Smith, 2019). Given the above situation analysis, the marketing objective here is to boost the hotel room occupancy rate to 75% (monthly average) overall at the group level, and 80% (monthly average) at the leisure brands under Radisson (such as Radisson Plaza, Radisson Individuals, etc.) by the end of 2022. The effectiveness of the marketing objective is further justified as follows:
· Specific: The room occupancy rate is calculated by the number of the occupied room by the total available room at the specific time, thereby the higher the occupancy rates the better (more guests in-horse, more opportunities to generate revenue and build loyalty). The industry average room occupancy rate was around 70% before the covid-19, and Radisson delivered an above-than-average performance with a rate of 75%. A special light is placed on the leisure value propositions under Radisson as the sector witnessed a complete recovery from covid-19 and will continue to be driven by demands.

Figure 2: Hotel occupancy rate across regions from 2018 to 2020
Source: (Statista, 2021)
· Measurable: the objective can be measured as it has clear indicators, 75% of occupancy rate in the corporate level, and 80% of occupancy rate in the leisure hotel offerings. The indicators can be benchmarked against the previous performance, against the competitors’ performance, and against the industrial leverage as shown in the Figure 2. 
· Achievable: the objective is perceived as achievable as the hotel industry has gradually recovered from the covid-19 pandemic, and is expected to recovery to the pre-covid-19 level soon due to macro level factors indicated above (such as the ease of travel restrictions, the desire for leisure travel, etc.), especially in the leisure travel sector and the coming summer vacations. 
· Relevant: the objective is perceived as highly relevant, as the occupancy rate is a highly essential rate to measure the operational efficiency in the hotel industry, and is highly associated with the profitability. The track on the occupancy rate also allows Radisson to predict stay patterns, schedule stay, and plan for other operational activities. 
· Time-bound: the marketing objective is expected to be realized by the end of 2022. As indicated by Accenture ( 2022), the hospitality industry is expected to witness a full recovery from the covid-19 by the same time. 
[bookmark: _Toc101793023]2.3 Strategies 
The difference between new media and traditional media is that it is the product of digital technology and Internet upgrade. New media usually refers to digital products such as the Internet, digital technology, smart phones, computers, etc. (Wertime and Fenwick, 2011) With the rapid development and extensive use of the Internet, various new media have emerged one after another, such as Instagram, Facebook, Tik Tok, etc. Nowadays, the new media rely more on cell phone mobile terminals, which have a wider range of communication, faster communication speed, more flexible operation, higher efficiency and lower cost required for enterprises than the traditional sense of media (Evans, Bratton and McKee, 2021). In recent years, with the wide application of new media in the tourism industry, the hotel industry, which is one of the important components of the tourism industry, has also tried to apply new media technology to industry marketing (Alves, Fernandes and Raposo, 2016). Affected by the epidemic, more convenient, safer and contactless marketing methods are more favored by customers, and new media marketing can precisely meet the needs of customers in this special context (Leung, Bai and Stahura, 2015). Therefore, the strategy promoted here for Radisson is to use new media, with differences across markets, to perform online marketing activities.  The reshape in marketing is just promotion aspect of 4P, and it will be supplemented by transformation in other marketing aspects, such as the refinement of the product, place pricing aspects of value propositions.
[bookmark: _Toc101793024]2.4 Tactics 
4P marketing mix, refers to product, price, place and promotion, provides a united and integrated framework to foster and promote brand value and facilitate the realization of the marketing objective. 
Product: besides the normal accommodation offerings, various technologies (such as mobile payment, mobile check-in and check-out, online room service order, chatbot, air sanitization technology, etc.) should be integrated in the service delivery process to ensure a contactless stay for guests. Radisson should also use marketing communication though information disclosure in multiple channels to communicate its cleanliness and hygiene efforts. At the same time, Radisson can, based on the demand of customers after the epidemic, provide epidemic prevention supplies such as masks and alcohol, broaden the self-purchase channel of "minibar" and launch quality amenity sets to enrich the connotation and extension of stays. At the same, based on the insights of customer preferences and patterns, Radisson could induce some differentiation based on the standard accommodation offerings. These can be realized allocate the room with the preferred attributes to customers, theme hotel rooms, etc. 
Price: Radisson should develop a competitive price system based on the analysis of the local hotel market competition pattern, combined with the dynamic accommodation needs all the time to promote the elasticity of the pricing that is affordable enough to attract travellers but high enough to remain profitability. The dynamic pricing can be supported with the data technologies with predictive and prescriptive functions to simulate the price movement and formulate the optimal pricing level. The dynamic pricing is proved to be highly effective in promoting room occupancy (Hung, Shang and Wang, 2010).
Place: The marketing channels of hotels have undergone more transformation after the epidemic. The traditional hotel booking system has been less preferred by the generation due to the inherent lack of comparability. Although Radisson has collaborated with over-the-air booking agencies such as Booking.com to increase its service abilities (Raab et al., 2018), the presence of Radisson can be further enhanced through a partnership with other stakeholders in the same ecosystem, such as airline companies (such as Ryanair, Norwegian, SAS, etc.) to offer packaged services, while increasing its exposures (Tabaku and Kruja, 2019). At the same time, the “Glocal” strategy above indicates the potentiality of collaborating with local travel agencies to boost the local demands, such as Qyer in China, etc. (Cave and Jolliffe, 2013)
Promotion: The use of new media platforms across platforms to deliver creative marketing demands will be used to derive the demands as a whole, and drive the leisure traveling desire specifically. On the one hand, the data technologies should be leveraged by Radisson to precisely locate its target customer segment, deliver tailored marketing contents in the preferred channels of customers. On the other hand, the Glocal strategy indicates the actively leverage of local network to create brand awareness, which means the leverage of social marketing channels with a high level of prevalence and popularity (such as WeChat in China, Instagram in the EU, etc.) (Wilson, Murphy and Fierro, 2012). The collaboration with local influencers on the respective platforms to deliver the original and creative content can be effective in stimulating impulse traveling demands. Alternatively, previous customers of Radisson can be invited to showcase their experiences with Radisson to create an online word-of-mouth effect (guests are easier to gain the trust of potential customers as they do not have any potential benefit overlaps or conflicts) (Van Riel, Semeijn and Pauwels, 2004).
[bookmark: _Toc101793025]2.5 Action
The marketing objective as well as the marketing plan will first communicated to the marketing team in the headquarter, and to the marketing team under different brands. Together with each marketing team, the resource allocation, including budgets, will be negotiated and allocated collectively. Especially, a relatively higher budget will be allocated to the leisure sector due to Radisson’s ambition to boost room occupancy rate till 80% by 2022. As the cultural and political factors vary from one market to another, a higher autonomy will be endowed to each marketing team to allow them unfold their own marketing activities based on the compressive understanding on the local market (as covid-19 policies vary) to ensure the Glocal of Radisson.
[bookmark: _Toc101793026]2.6 Control  
Sole pursuit of higher occupancy rate may result in the ignorance of the customer experiences. Therefore, the occupancy rate must be evaluated and monitored with other key performance indicators, including customer satisfaction rate, the revenue generated per room, the cost incurred per room, etc. Since the social media will be used by Radisson as the major marketing channel, some specific key performance indicators such as leads, contacts, visits, forwards, etc. should be closely monitored too. All performance indicators will be monitored weekly, monthly and quarterly, with vertical comparisons with previous performance indictors and horizontal comparisons with competitors’ performance indicators. All marketing results will be communicated from bottom to up to form a full picture of operational efficiency and afford insights regarding any deviations. Furthermore, deviations (such as costs exceed the allocated budget, results do not align with expectations, etc.) will by thoroughly analysed, based on which actionable remedies will be developed to eliminate deviations or seize the emerging opportunities neglected by the team. 
[bookmark: _Toc101793027]3.Recommendations 
In the context of the normalization of the epidemic, hotels, as a service industry, are greatly affected. New media marketing can help hotels communicate with customers better, enhance customer stickiness and strengthen the core competitiveness of hotels. Although the hotel new media marketing is facing many difficulties and challenges, but if we can combine the actual situation of the hotel and the market environment to make appropriate marketing measures, it is very beneficial to the development of the hotel (Chan and Guillet, 2011; Choi et al., 2016; Denizci Guillet, Kucukusta and Liu, 2016). New media can help hotels achieve multi-dimensional development and give them more ways to respond when the environment suddenly changes. It is therefore, recommended Radisson to prioritized new media marketing in their marketing scheme, and use data technologies as an underlying supporting facilitator to support intelligent new media marketing to boost customer travel desires. 
[bookmark: _Toc101793028]4.Conclusion 
The environment audit of Radisson indicates the adoption of technology, and the divergence of policies, as well as the growth momentum of leisure travel. A marketing plan centred on using new media directed by the Glocal strategy in each market to boost the customer travel desire is promoted with an aim to realize the objective of realizing 75% of occupancy rate as a whole, and 80% in the leisure sector. 
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