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Abstract

Hotel G is a commercial economy hotel in Shanghai, established in 2019. The main income of
Hotel G is from people coming to Shanghai for exhibitions and concerts within 5 kilometers
around the hotel. In view of the short period of hotel operation and the fact that most of the
time is in the stage of COVID-19 epidemic from 2020 to 2023, it is now facing a challenge of
off-season and peak season sales and competitor with similar functions issues.

The aim of this project is to design the 2024 marketing plan of Hotel G by proposing the
policies of marketing-mix to face the market changes in post-COVID period. Its main objectives
are to improve service quality, increase customer satisfaction and loyalty, dig deep into old
customers, acquire new customers, expand business scope and increase marginal revenue in
order to cope with the low income period during non-exhibition and industry off-season. After
an in-depth analysis of the internal, external and competitive environment, the objectives are

defined and the marketing plan is designed.

Keywords: customer satisfaction, loyalty, exhibition, economy hotel, Marketing plan

JEL Classification: M31



Resumo

O Hotel G é um hotel low cost em Shangai, estabelecido em 2019. A principal fonte de receita
do Hotel G sdo de pessoas que vém a Shangai para exposi¢des e concertos num raio de
cerca de 5 quildbmetros ao redor do hotel. Tendo em conta o curto periodo de operacéo do
hotel e o fato de que a maior parte do tempo decorreu durante a pandemia por COVID-19 de
2020 a 2023, o hotel esta agora enfrentando um desafio de vendas fora da temporada e alta
temporada e de concorrentes com problemas de funcdes semelhantes.

O objetivo deste projeto € desenhar o plano de marketing do Hotel G para 2024,
apresentando uma proposta das politicas de marketing-mix para enfrentar as mudancas de
mercado no periodo p6s COVID. Os principais objetivos deste plano sao melhorar a qualidade
do servico, aumentar a satisfacdo e lealdade do cliente, procurar aumentar a receita de
clientes antigos, adquirir novos clientes, expandir o ambito do negdécios e aumentar a receita
marginal, com o objetivo de melhor lidar com o periodo de receitas reduzidas durante a época
em que nao existem exposi¢cdes e concertos. Com 0 objetivo de desenvolver o plano, foi
realizada uma andlise aprofundada do ambiente interno, do ambiente externo e da
competitividade do mercado, com base nos quais foram definidos os objectivos do plano e
desenhadas as politicas de marketing-mix.

Palavras-chave: Satisfacdo do cliente, lealdade, exposi¢do, hotel econémico, plano de

marketing

JEL Classification: M31



Table of Contents

ACKN OW L E D GEMENT S ..ttt ittt et e ettt ettt e e e e e r e eaens I
A B S T R A C T ittt e e e e e e e e Il
RE SUMO . .. e [l
TABLE OF CONT ENT S ..ottt e v
L ST OF T ABLES ... oo e VI
LIST OF FIGURES. ... e e e, VII
O | VI (@ ] 1L I [ 1
2. LITERATURE REVIEW ... e e 2
Nt N Y Y = L =i N 2
2.2, IMARKETING P LAN L.t 3
2.3. STRUCTURE OF A MARKETING PLAN. .11t ttttntntttttttnesteseesnesseeensseeseasasneereneaenenennes 3

3. METHODOL OGY ..ttt e e e e e 8
4, MARKETING PLAN oottt e et ettt eareaeen 10
4.1,  EXECUTIVE SUMMARY ..ottt ittt ettt e ettt e ettt e et et et ettt earereens 10
4.2. EXTERNAL SITUATIONAL ANALYSIS . neie et 10
4.2.0. PEST ANAIYSIS ...t 10
4.2.2. SECLON ANAIYSIS ... eeeeiieee ettt e e et aaaann 15
4.2.3. COMPELILOr ANAIYSIS ...t e eaaaas 16
4.2.4. POITEr'S FIVE [FOICES ... e 20

4 3 INTERNAL SITUATIONAL ANALY SIS .t ttttee ettt een ettt e ettt e ettt e e e renens 22
4.3.1 Characterization of the COMPaNY ..........cccoviiiiiieiiii e 22
4.3.2 Business Strategy and POSItIONING .........c.ooevviiieiiiiiiiiieci e e 22
4.3.3 MisSion, VISION anNd VAIUEBS ........cuoieiiiiii et 23
4.3.4 CUSLOMET ANAIYSIS .. cevueiii e e e e e e e e e e e e 23
4.3.5 SWOT ANAIYSIS. ....ceiiiiiiiiii et 27

4.4 MARKETING PLAN OBJIECTIVES ..t ettt ettt et 28
4.5 SEGMENTATION, TARGETING AND POSITIONING ....uuvtiieititieeiineneeeeneeneneeneenenrerenens 28
4.6 MARKETING=IMIX .. ettt ettt e 29
S I = 0T [ o3 AT 29
T2 = (o1 YRR 30
8. 3 PlaC ... s 32

i R =] (o]0 010 (o] o IV TP 32



S Yo = T 35

ST T 1] = 35
4.9 MARKETING CONTROL AND ASSESSMENT .t .ttttiuititeitnessereenenesresenenssesrentarenrerenens 36
B CON C LU SIONS ... e e e e 38
B B IO G R A PHY .. e s 39

APPENDIX A — HOTEL G CUSTOMER SATISFACTION QUESTIONNAIRE ............. 40



Vi

List of Tables

TABLE 1 - BASIC INFORMATION ABOUT THE RESPONDENTS........ooiiiiiiiieciceie 24
TABLE 2 — RESPONDENTS’ SATISFACTION WITH HOTEL G....ooovvviiiiiieeeeeieei e 26
TABLE 3 - IMPLEMENTATION SCHEDULE OF THE PROPOSED ACTIONS................... 35
TABLE 4 - BUDGET FOR THE IMPLEMENTATION OF THE MARKETING PLAN............. 36

TABLE 5 - HOTEL G ACTION PLAN KPI ...t 37



List of Figures

FIGURE 1 - SWOT MODEL.......iiiiiiiiiiii e 5
FIGURE 2 - STEPS OF MARKETING STRATEGY ...cootiiiiiiiii e 5
FIGURE 3 - STRATEGY DECISION AREAS ORGANIZED BY THE FOURPS.................... 6
FIGURE 4 - CHINA POPULATION. .. ettt et e e e e e e 12
FIGURE 5 - SEX COMPOSITION FROM POPULATION CENSUSES..........ccccooiiiiiiiiees 12
FIGURE 6 - AGE COMPOSITION OF CHINESE POPULATION ......ccoiiiiiiieiiiiiieeceei e 13
FIGURE 7 — EDUCATION OF THE CHINESE POPULATION, PER 100 000 PEOPLE ...... 13
FIGURE 8 - CHINA HOTEL MARKET SHARE PYRAMID ........ccoviiiiiiiiiii e 15
FIGURE 9 - ROOM FURNISHINGS OF COMPETITORS..........cooiiiiiis 17
FIGURE 10 - ROOM FURNISHINGS OF HOTEL G.....ouuiiiiiiiiiiiiiiiecce e 18
FIGURE 11 - HOTEL Al ROBOT .. ittt et 19

Vii






1. Introduction

Hotel G is a commercial economy hotel in Shanghai, established in 2019. The main
income of Hotel G is from people coming to Shanghai for exhibitions and concerts within
5 kilometers around the hotel. In view of the short period of hotel operation and the fact
that most of the time is in the stage of COVID-19 epidemic from 2020 to 2023, this project
is to design the 2024 marketing plan of Hotel G to face the market changes in post-COVID
period.

Currently Hotel G mainly faces two challenges. One is the most majority of Hotel G
customers came from exhibitions and concerts nearby, which results in obvious off-
season and peak season. The other one is there are other competitor hotels with similar
functions within a radius of 5 kilometers; so, the hotel needs to find its competitive
advantage to attract customers and further expand the market.

After the end of the epidemic control in 2023, the rapid increase of business contacts
and the frequent holding of exhibitions and concerts promote the rapid development of
the hotel industry, and Hotel G also ushered in new development opportunities. How to
make good use of the flow of people during the peak season of the exhibition to increase
more marginal revenue for Hotel G, and how to improve the quality of service, increase
customer satisfaction and loyalty are the main goals of Hotel G to develop marketing
plans.

In this project, literature review and questionnaire survey are used as the basis of
theory and data sources, and then PEST analysis and Five Forces analysis are used to
analyze the macro environment and industry competition environment, SWOT analysis is
used to analyze the strengths and weaknesses of the project as well as external
opportunities and threats, and marketing objectives are formulated. Then, the policies of
marketing mix of the Hotel G are defined, in order to achieve the defined marketing
objectives.

This project is divided into four chapters. In the first chapter is presented the
introduction of the project. The second chapter presents the literature review. The
methodology used in this projected is presented in chapter 3. The fourth chapter
presented the 2024 marketing plan for Hotel G. Finally, it is presented the conclusion in
chapter 5.



2. Literature Review

This chapter will briefly introduce the theory of marketing as well as the process of its
evolution and development, and make a brief introduction to the theory of marketing
according to the viewpoints of different authors, emphasizing the market-oriented and
purpose-oriented marketing concepts, and subdividing and positioning customers and
markets according to different customer needs, proposing that meeting customer needs
is the goal of enterprises. And according to product positioning and customer needs to
develop strategic marketing.

2.1. Marketing

According to Kotler (1967), marketing is to manage the needs of consumers and
effectively control and guide their demand and uncertainty. The author confirmed 4P as
a core method for marketing plan, which is still widely used in marketing strategies to this
day.

In the 1990s, the world's economy and politics underwent major changes. With the
arrival of a new era of global economic integration, the theory of global marketing was
born, which no longer emphasizes the marketing of enterprises in a certain region, but
should comprehensively consider the marketing strategy of enterprises. It can be said
that its development makes marketing more mature and diversified in theory. In practice,
it is also more in line with the development of the new era.

Kohli and Jaworski (1990) put forward a precise definition of market orientation and
summarized three core concepts: customer focus, coordinated marketing, and profitability.
It includes the collection of relevant information about customers, competitors and
technologies, and finding suitable products to meet the needs of customers, which also
shows that information collection has guiding significance for enterprises.

Greg (2013) argued target market selection and market positioning run through the
whole process of enterprise value delivery. In essence, the core of marketing is to create
excellent value for customers, and fulfill the value of the company on the basis of
customer value. To accurately serve the market demand of customers, the focus is to
meet the demand.

Kotler (2016) concluded that marketing has gone through a cycle, from the earliest
production era "short supply”, to the seller's market in the product era, to the buyer's
market in the user era, and then to the consumers themselves. From paying attention to
consumers themselves to paying attention to products, to constantly paying attention to
competitors, consumers, and products in the era of competition, in order to communicate

and transmit customer value, bring useful economic value to customers, partners and



even society, and be alert to competitors. At the same time, the interests of businesses,

consumers and customers must be balanced.

2.2. Marketing Plan

Kotler (1967) proposed that in order that a company may obtain long-term survival and
development under specific environment, opportunities, goals and resources, enterprises
must make marketing plans, and the correct marketing plans will bring a lot of benefits to
enterprises. He also believes that a complete marketing plan should also have the
following six elements: market analysis, market positioning, choose target market, pricing
strategy, product strategy, and monitoring measures.

According to Porter (1979), it is important to know the customers of the company, the
core business of the company and its competitors. On the whole, the marketing plan
should be customer and market oriented.

The marketing plan mainly studies the potential of the industry, the marketing
situation, analyzes the opportunities, threats, strengths and weaknesses faced by the
enterprise, and effectively controls the financial objectives and marketing objectives,

marketing strategies and marketing action plans.

2.3. Structure of a marketing plan

Kotler and Keller (2006) proposed the marketing plan structure mainly consists of
the following parts: executive summary, external situational analysis, internal
situational analysis, SWOT analysis, segmentation, targeting and positioning, and

marketing-mix.

Executive summary and introduction

An Executive Summary must be presented at the beginning of a marketing plan, which
summarizes the main points of the plan, followed by the overall business strategy,
including the company mission, its main business objectives, and what should be done

to reach these objectives.

External Situational Analysis
Aquilar (1967) proposed the PEST analysis, which mainly includes:
e Political Factors: consider the government's influence on businesses and
industries. This includes factors such as government policies, laws and

regulations, government stability, political system, and political climate.



Economic Factors: consider the impact of the macroeconomic environment on
enterprises and industries. This includes factors such as economic growth rate,
interest rates, inflation, unemployment rate, currency exchange rate, tax policies,
etc.

Social Factors: consider the impact of demographic characteristics, cultural
values, lifestyle, consumption habits, and other factors on businesses and
industries. This includes factors such as population structure, education level,
social attitude, health awareness, and consumption behavior.

Technology Factors: consider the impact of technological development on
enterprises and industries. This includes factors such as technological innovation,
digital trends, information technology, research and development investment,

and production processes.

The next step is the market analysis. It intends to get information about the

competitive situation, market size, growth trends, entry barriers, etc. of the industry where

the company operates.

Then, the company’ competitors should be analysed.

Finally, consumer analysis aims to understand consumers' psychology, behavior, and

preferences, so that enterprises can better meet their needs and develop effective

marketing strategies. It includes analysis of the following aspects:

Consumer behavior: The process of studying and analyzing consumer
purchasing decisions, including steps such as demand identification, information
search, evaluation, and decision-making. This helps businesses understand
consumers' decision-making motivations, behavioral patterns, and purchasing
intentions, providing guidance for product development and market positioning.
Consumer characteristics: Analysis of the personal characteristics of consumers,
including age, gender, income, education level, occupation, etc. This can help
companies understand the differences and needs of different consumer groups,
and develop differentiated marketing strategies.

Consumer needs: Analysis of the consumer needs and preferences, including
product functionality, quality, price, brand image, shopping experience, and other
aspects. This helps enterprises understand the trends and changes in market
demand, providing a basis for product innovation and market positioning.
Consumer feedback: Analysis of the consumer feedback and opinions, including
satisfaction surveys, market research, social media reviews, etc. This can help
enterprises evaluate the quality of products and services, identify problems and

make improvements, and enhance consumer loyalty.



SWOT Analysis

Taking into consideration the external and internal analysis, SWOT analysis is used to
systematized the internal strengths and weaknesses and external opportunities and
threats, which can help the enterprise to formulate a more comprehensive development

strategy and improve its competitiveness (see Figure 1).

Figure 1 - SWOT Model
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Macro Environment {

Source: Kotler (2016)

Seamentation, Targeting and Positioning

Kotler (1967) introduced segmented markets, differentiation, and market positioning, and
provides customers with differentiated products that best meet their needs, forming a
product positioning in their hearts (see Figure 2).

Figure 2 - Steps of Marketing Strategy
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Source: Kotler (2010)



Ries and Trout (1981) emphasized the importance of market positioning and
proposed the concept of "positioning” as a strategic thinking and competitive strategy.
They proposed the concept of "positioning trilogy", which includes selecting appropriate
market targets, determining differentiated competitive advantages, and establishing and
consolidating this position through effective communication and dissemination.

Marketing Mix
McCarthy (1960) firstly proposed the marketing mix concept. The author focuses on
analyzing the problems faced by marketing managers through the 4P model, rather than
focusing on the characteristics and functions of the marketing system.

4P model is a set of controllable tactical marketing tools, including Products (which
refers to the provision of products and services to the target market, Price (which is the
money paid by the consumer to obtain the product), Channel (that is, the various activities
carried out by the enterprise to make the target customer contact and get the product),
and Promotion (which includes various activities carried out by enterprises in order to
spread the advantages of their products and persuade target customers to buy them.
(see Figure 3).

Figure 3 - Strategy Decision Areas Organized by the Four Ps
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Kotler (1986) proposed the concept of "Mega Marketing" in response to the trend of
regionalization and globalization in the modern world economy, the scope of competition
between enterprises has long surpassed that of the local market, forming a trend of
borderless competition. Mega-marketing strategy further expands marketing theory by

adding 2P: Power and Public Relations on top of 4P.



3. Methodology

The objective of this project is to design the marketing plan of Hotel G. To do so, a

literature review was conducted, and an external and internal situational analysis of this

hotel was done. Based on that, a SWOT analysis was presented. Then, the strategy of

the hotel was defined, as well as its marketing mix, the implementation schedule, and

budget. Finally, it is presented the monitoring and control measures of this marketing plan.
In order to better know the customers of the hotel, and their preferences, a survey

was conducted. To design the survey, some interviews were previously conducted.

Questionnaire survey and SPSS analysis method:

(a) Questionnaire survey content design

Before designing the questionnaire survey, the general manager, store manager,
employees and old customers of Hotel G were interviewed first to understand the key
information and existing problems among various departments, and then the specific
guestionnaire design stage was entered.

The questionnaire consists of two parts. The first part is the basic information of the
consumers and the second part is about the consumer satisfaction of Hotel G.
Respondents were asked to state their satisfaction level in a 5-point scale about 15
variables (see Appendix A).

(b) The questionnaire survey period is from April 1, 2023 to June 30, 2023.
Questionnaire design is mainly based on the 4P model, based on the four dimensions
of customer, price, channel and promotion, and combined with customer satisfaction,
preference, opinions and research purposes. That is, the preferences and needs of
customers are analysed through the survey. Questionnaires are carried out through on-
site paper questionnaires and online questionnaires, and the collected data are
analysed to develop the marketing plan.

(c) The object selection and implementation of questionnaire

Mobile phone scanning QR code and paper questionnaire are used to answer
guestions. First, the QR code is distributed at the front desk of Hotel G, and the front desk
staff can scan and fill in the QR code when guests check out and leave the hotel, or they
can directly fill in face-to-face inquiries, and old guests who have stayed in the hotel before
can fill in the email or telephone inquiries, etc. The electronic questionnaire is produced
on the questionnaire star platform. The second is to put paper questionnaire cards on the
desk in the room for check-in staff to fill in.

(d) A total of 600 questionnaires were sent out, and 574 were answered, with a

response rate of 95.6%. Under the limitation of questionnaire setting conditions, a total of



562 valid questionnaires were got, with a valid response rate accounting for 93.6% of the

total.
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4. Marketing Plan

4.1. Executive Summary
This marketing plan mainly includes the current problems faced by Hotel G, the objectives

of marketing plan, the proposals derived through methodology, and the budget.

Due to market changes during the post pandemic period, Hotel G is currently facing
challenges in off-season and peak season sales, as well as competitors with similar
functions.

The main purpose of Hotel G's marketing plan for 2024 is to improve customer
satisfaction and loyalty, deeply explore old customers, acquire new customers, expand
business scope, and increase marginal income to cope with the low income period of
non-exhibition and off-season.

This marketing plan uses satisfaction survey to analyze consumer needs and
proposes adjustments to Hotel G's marketing content using a 4P model. Through
research, it was found that consumers are more concerned about promotion factors when
choosing hotels, followed by product, place, and price. Therefore, the plan is to focus
mainly on promotion, and then propose adjustment suggestions for the other three
contents.

Each action is assigned a schedule, budget, and KPI. After calculation, the budget
for the entire year of 2024 is ¥ 965,000. Through one year of implementation and
adjustment, all costs will be ultimately recovered and all marketing goals will be achieved.

4.2. External Situational Analysis

4.2.1. PEST Analysis

Political and Legal Context
In order to properly assess the political risks that investment markets may face, the
following aspects should be considered:

(a) Whether China's political environment in recent years is stable and whether it is
supported by good policies.

At present, the political situation in China is stable, and the good political situation
has well guaranteed the living standard and quality of Chinese people, and created a
good external environment for the development of the hotel industry. In recent years,
China has introduced relevant policies to promote the development of tourism and
accommodation industry, which has driven the development of the hotel industry.



Tourism is a strategic industry supported by the Chinese government, and hotels, as
the core supporting industry of tourism, with the economic recovery, the surge in the
number of domestic and foreign tourists, coupled with the three-year control of the
epidemic in China, so that the exhibition in 2023 was held intensively, leading to an
explosion in market demand, which greatly promoted the development of the hotel
industry.

(b) Has the Government adopted proactive and prudent fiscal and tax policies?

The Government has supported small and medium-sized enterprises, namely by
reducing taxes, reducing the pressure on enterprises, stimulating domestic demand, and
trying to solve the employment problem.

(c) Is the legal system sound?

China has a well-established legal system and an increasing emphasis on protecting
intellectual property and commercial contracts.

Economic Context

With the deepening of economic globalization in the 21st century, Shanghai has become
a national metropolis. The COVID-19 from 2020 to 2022 has affected the domestic and
overseas tourism related industries in Shanghai. In 2023, China resumed its opening
policy to the other countries which further expanded its tourism market. The increasing
frequency of business trips by business travellers and the consumption of consumers
have improved the development prospects of the hotel industry.

In addition, the Shanghai Municipal Government has introduced a variety of
preferential investment policies, attracting a large amount of capital to invest, which has
well driven the rapid economic development of Shanghai. The good and free business
environment and the vigorous development of tourism have promoted the development
of the hotel industry. Shanghai Government has given great importance to the
development of tourism, which will promote the rapid development of the hotel industry in
Shanghai to a certain extent. However, in the process of development, it is greatly
affected by the macro economy, residents' disposable income and the development of
tourism.

Socio-cultural Context
China has a large population and the number is increasing year by year. According to the
results of the seventh national population census, the total population of China in 2020 is

1,411.78 million, an increase of 72.06 million over 2010 (see Figure 4) .
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Figure 4 - China Population
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Source: National Bureau of Statistics (stats. gov.cn)

Interms of gender, there were 723.34 million men, accounting for 51.24%, and 688.44
million women, accounting for 48.76%, with the number of men higher than that of women
(See Figure 5).

Figure 5 - Sex Composition from Population Censuses

= Male

80000 120

mess  Female
- SexRatio

116
60000

112
40000

oney xa§

108

Population ( 10000 persons )

20000 1 1 =

1953 1964 1982 1990 2000 2010 2020 years

Source: National Bureau of Statistics (stats. gov.cn)

From the perspective of age, the number of people aged 15-59 is the largest,
accounting for the largest proportion, and the consumption power is the strongest at this
stage, which is basically the post-80s, post-90s and post-00s. The character, demand
characteristics and cultural concepts of this group have changed compared to the past
consumers, paying more attention to the diversification and individuation of demand.



Traditional hotel products have been unable to meet the increasingly personalized needs
of consumers, therefore, hotels need to combine the needs of consumers to position their

own products and services (see Figure 6)

Figure 6 - Age Composition of Chinese Population

(%)

100

80
70.14
63.74 0078 6335

60

40

1953 1964 1982 1990 2000 2010 2020 YA

u0-14 w=w]15-59 =60+ m 65+

Source: National Bureau of Statistics (stats. gov.cn)
From the perspective of education level, the number of educated people is rising year

by year. The higher the level of education, the more willing to consume when buying

goads, the higher the requirements (see Figure 7).

Figure 7 — Education of the Chinese population, per 100 000 people
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Technological Context
For labor-intensive enterprises, technological change may have a significant impact and
bring opportunities and challenges to enterprises.

In the past, the marketing strategy of China's hotel industry relied on traditional media
advertising and attracting passenger flow. It also relies heavily on the group booking of
traditional travel agencies to ensure the occupancy rate or to maintain a stable source of
customers by signing several corporate customers.

In recent years, with the development of the Internet industry, the marketing methods
and marketing strategies of the hotel industry have undergone radical changes. As a
service industry, the hotel industry has inevitably been impacted by the development of
the Internet and digitalization, and the marketing system and marketing methods of the
entire hotel industry have undergone tremendous changes. A large number of business
travel customers no longer rely on traditional channels to find hotels, and only use Ctrip,
Meituan, Feizhu and other apps to achieve convenient room booking. These Internet
booking platforms and its accurate information and detailed steps, transparent prices,
perfect evaluation system, greatly meet the needs of business travel customers. With the
rise of the Internet platforms, travel customers no longer rely on tour groups to travel, and
they are more choosing to plan their own routes, book their own air tickets and hotel. As
a consequence, the number of tour groups, a major customer of many hotels, has also
dropped sharply.

At the same time, the construction and development of the network platforms is
conducive to improving work efficiency and service quality, so that customers truly realize
that customers come first. The development of the technical environment enables
enterprises to analyze, summarize and make statistics based on the collected information,
providing customers with better products and services. The development of network
marketing is closely related to the change of technological environment, the change of
technological environment is accelerating, and the development of network marketing
model is becoming more and more rapid. The publicity effect of hotels depends on the
update of technological environment showing explosive growth. With the advantage of
low cost of network marketing, the marketing cost of enterprises is greatly reduced, and
both enterprises and consumers benefit from the updated iteration of technological
environment.

Therefore, the development of the hotel industry needs to cater to the development
of the Internet tide, change business ideas and strategies to seek innovation and
development. In particular, the marketing strategy of the hotel industry should find a
marketing strategy that adapts to the development of the Internet and integrates Internet

thinking.



4.2.2. Sector Analysis

According to Chinairn (2022), hotels in China are divided into three types, luxury, mid to
high-end, and economy hotels (see Figure 8). Among them, the number of economy
hotels accounts for up to 65%, because most business people or families choose hotels
with higher cost-effectiveness based on their budget when traveling. Therefore, economy

hotels will have the largest user base and also face more competition and challenges.

Figure 8 - China Hotel Market Share Pyramid

Luxury 8%

Mid to high-end 27%

Economy hotel 65%

Source: www.chinairn.com

Good economic development trend and strong demand for exhibition will attract more
and more hotel groups or foreign capital to invest in the exhibition hotel. Although the
exhibition economy hotel in China has already begun to take shape, there are still many
places to continue to work hard on the road of specialization and internationalization. It is
predicted that the potential consumer group of China's exhibition hotel market is expected
to grow at an annual rate of 10%. From a macro perspective, exhibition hotels must move
towards an international development model in the context of economic globalization.

With the development of Shanghai, a large humber of new budget hotels have been
attracted to the city. With the saturation of hotels in these areas, the optional opening
areas for new hotels are gradually reduced. Meanwhile, with the continuous rise of urban
land prices, the operating costs of new budget hotels will also gradually increase in the
future. In the past, the payback period of general economy hotels took about three years,
and now, the recovery investment cost of hotels of the same size takes three to five years,

so it is more difficult for new entrants to develop in the hotel industry.
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In addition, budget hotels mainly take low-price marketing strategies, resulting in a
decrease in the profits of the entire industry year by year. In the process of operation and
development, product homogeneity is serious, which is bound to make the competition of
the same type of budget hotels in the market become fiercer. In order to alleviate this
competitive situation, hotels must develop their unique competitive advantages.

In the future development of economy hotels, it is likely to experience a reshuffle in
the industry, and traditional small hotels and low-star hotels are bound to be replaced by
economy hotels. The well-known economy hotels will also experience a great industry
reshuffle, they may be merged by large groups and large hotel chains, and the competitive
situation will gradually increase.

4.2.3. Competitor Analysis

In order to better develop and execute the marketing plan, the company needs to
analyse the main competitors. For Hotel G, the main competitors are budget hotels within
3 kilometers from Shanghai Expo Park Exhibition Center. A comparative analysis of the
main competitors of Hotel G are presented below, mainly based on the product,
technology, management, financial status and other aspects, so that Hotel G can find its
potential competitive advantages and disadvantages in the industry. The following will

take Jitai, Home Inn, Jinjiang Star, Yibai as main competitors of the Hotel G.

Product
Jitai, Rujia, Jinjiang Star, and Yibai are all economic chain hotels, and there is not much
difference in their products and services. For the convenience of management, these
hotels choose to use white bedding (see Figure 9), which looks cleaner and more hygienic,
but the same bed shape and colour will lose its distinctive features in the minds of
consumers.

Meanwhile, as they are chain hotels, they have the ability to open new stores faster.
Through rapid iteration, the decoration style is innovative, the room layout is more

reasonable, and the equipment is more complete.



Figure 9 - Room Furnishings of Competitors
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Comparatively, the decoration style of Hotel G is warmer, with rich and bright colours
in the rooms (see Figure 10). In terms of room type, Hotel G provides customers with the
Chinese people's favourite loft. The Loft room type can meet the needs of families with
multiple children who need more beds and is also the most trendy choice for couples to
travel nowadays.

The bedrooms of Hotel G have projection equipment that young people love, rather
than a simple TV, making the overall service more user-friendly. The projector not only
meets the needs of young people for relaxation and leisure, but also allows travellers in
need of work to easily place power points.

The biggest product advantage of Hotel G is that the bed shape can be changed
according to demand, flexibly responding to the needs of different customers during
exhibitions and non-exhibition periods ; reduced vacancy rates under special

circumstances.
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Figure 10 - Room Furnishings of Hotel G

Technology

Jitai, Rujia, Jinjiang Star, and Yibai introduced Al robot equipment in the service, attracted
the love of a large number of young people (see Figure 11). The built-in voice recognition
technology and hotel navigation system of Al robots can help customers pick up and place
their luggage on their own, and transport it to designated rooms or luggage storage areas.
In addition, after customers order food on the APP, Al robots can deliver the food to the
room, eliminating the need for them to go downstairs to pick up.

The combination of digital intelligent equipment in the reception hall and the design

of the room type, only need to brush the face to check in and control the smart equipment
in the room, which greatly facilitates customers and saves customers' time.
However, due to the addition of a large number of intelligent control equipment, high
maintenance costs in the later period, coupled with the continuous upgrading of
technology, most hotels lack of matching technical personnel. Meanwhile the Al
technology is not mature, there are some security risks and instability.



Figure 11 - Hotel Al Robot

Considering that Hotel G is currently not a chain hotel, there is no need to spend a lot
of money to maintain Al robots. All services are still performed by more traditional real
person, although sacrificing some efficiency, it can allow travellers to experience the

butler style service and leave a thoughtful impression on them.

Management

Jitai, Home Inn, Jinjiang Star, Yibai have more advantages than Hotel G in terms of
staffing and recruitment. The head office provides management and front-line staff for
each hotel, which ensures high stability staff, avoids unnecessary repeated training and
reduces staff turnover rate. The operation mode of brand chain greatly reduces the cost
of customer acquisition, reduces the dependence of OTA intermediary platform, and
continuously delivers a large number of VIP customers for each brand chain hotel. At the
same time, the standardized and professional management has greatly reduced the
operating costs of brand hotels.

On the other hand, because they are chain brands, their daily prices and promotion
plans will be uniformly formulated by their headquarters. The advantage of doing so is
that it saves management costs, and the heads of each branch do not need to develop
their own marketing plans. But there is also a drawback to doing so, which is that due to
differences in regions and customer groups, the promotion plan developed by the
headquarters may not necessarily be suitable for all branches.

Most of the time, the operation of a single hotel like Hotel G is more flexible and
changeable to a certain extent.

19



20

Finance

In terms of financial status, chain brand hotels like Jitai, Home Inn, Jinjiang Star,
Yibai have mature management system, standard handling of tax issues, low risk, stable
capital, and more advantages than independent hotels. With the support of the head office,
it is easier to borrow money from banks than independent hotels. Besides, team
cooperation can better predict market risks and trends, and provides strong anti-risk

ability.

4.2.4. Porter’s Five Forces

Porter's Five Forces is a powerful tool to analyze the attractiveness of an industry and will

be used to analyse the industry where Hotel G operates.

Rivalty among existing competitors

The number of hotels in the industry has increased. With the economic recovery, more
and more business activities have been opening in Shanghai, attracting more and more
capital to enter the Shanghai economy hotel market. Such as Jitai, Home Inns, Hanting,
Yibai, Budin and other chain hotels and other single economy hotels have entered, and
these economy hotels are still expanding, occupying an increasing market share.

Home Inns, for example, relied on the brand recognition it had built to expand rapidly,
while hotels such as Yibai and Budin opened quietly and entered the market at low prices.
Hantin Hotel is also expanding very fast, and constantly strengthening brand influence
and customer relations, and plans to further expand the market scale in the second half
of the year. The continuous development and expansion of these budget hotels will
inevitably increase the competition in the market. At the same time, the low-price
marketing strategy of some hotels is far lower than the average level of budget hotels
(with the consequent impact on the industry), and some hotels are gradually
strengthening their brand and marketing, which is a great threat to the development of
Hotel Gs.

Hotel G is located near the Shanghai Pudong World Expo Exhibition Center, where
there are a growing number of similar alternatives available nearby. Among them, the two
newly opened budget hotels nearby are very similar to Hotel G in terms of customer
source structure, business plans and customer acquisition channels, which has caused

a certain diversion of Hotel G's existing customer groups.

Bargaining power of suppliers



Unlike chain brand hotels, Hotel G does not have a long-term supply chain strategic
partner. Therefore, compared to chain hotels, the relationship between Hotel G and its
suppliers is more unstable, and the suppliers have stronger bargaining power.

In addition, due to Hotel G customizing detachable bed boards and entertainment
equipment for customers that are different from other chain brand hotels, corresponding
suppliers are also more difficult to find. This reason also increases the bargaining power

of suppliers.

Bargaining power of buyers

With the continuous maturity of consumers' consumption experience and the
development of the Internet, the prices of various merchants are becoming more and
more transparent. Consumers will compare different budget hotels and choose the best
ones before making the purchasing decision. The continuous expansion of budget hotels
in the market and the gradual increase in the types of consumers' choices make
consumers' bargaining power stronger and stronger.

However, for hotel businesses, this will inevitably increase the difficulty of operation,
and the intensification of competition leads to all hotel businesses being forced to
continuously improve product and service standards. All these will reduce the profit level
of the hotels that operate in this industry, which may be a threat to their long-term stable

development.

Threat of substitute products/ services

The construction of inter-city transportation, such as the emergence of high-speed rail,
has greatly shortened the travel time between cities, making it possible to return on the
same day. The phenomenon of one-day travel has gradually increased, and some tourists
or business people participating in activities can achieve same-day return, and the
demand for accommodation has gradually decreased. In addition, with the rapid
development of high and new technology, as well as the gradual rise and maturity of
motels, this will disperse part of the tourist source of economy hotels to a certain extent,
and will inevitably affect the stable tourist source of the economy hotels.

Threat of new entrants
The threat of new entrants may come from star rated hotels and B&B.

The reason why our consumers choose star rated hotels is that there are now more
diverse locations for business meetings. Previously, business travelers usually visited

their clients' offices or other fixed locations. But now business talks may briefly take place
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in the hotel lobby. In order to appear more dignified, business travelers will be willing to
pay higher prices to choose star rated hotels.

Choosing business travelers for B&B is for different reasons. In the past, they chose
economy hotels not only because of their high cost-effectiveness, but also because
economy hotels can issue invoices for them to reimbursement when they back to their
company. But now many B&B have added the function of issuing invoices, so they can
attract these consumers at lower prices.

In summary, as consumers have more and more choices, the threat of new entrants

to Hotel G has also increased.

4.3 Internal Situational Analysis

4.3.1 Characterization of the company

Hotel G is a limited liability company jointly established by two investors in a ratio of 7:3.
The establishment of hotels is for the purpose of profit, which reflects that investors have
a certain pursuit of interests in investing in the company and hope to obtain profits from
the company.

Hotel G implements a merger of ownership and management rights, which means

that the hotel owner personally manages their own business without entrusting it to others.

4.3.2 Business Strategy and Positioning

The more than three years of COVID-19 control in China has originated an economic
downturn, which was extremely bleak especially the tourism and hotel industry. Only in
2020, there were 150,000 hotels closed in China while the total number of hotels in 2019
was 550,000, which represents a closure rate of 27%.

One of the most important reasons why Hotel G still survive under the continuous
impact of the epidemic for such a long time is that it decisively rearranged its business
strategy and positioning, transitioning from being located in exhibition business customers
to serving customers with long private rooms (office workers, student interns, medical
treatment, etc.). Although the prices were low, timely changes in business strategy and
positioning prevented Hotel G from closing down in this disaster, persevered until the end
of the epidemic in 2023.

After the end of the epidemic in 2023, Hotel G changed its business strategy and
positioning in time. When the two categories of single economy hotel and chain economy
hotel were in fierce competition, Hotel G found its own market positioning, mainly serving

middle and low-end exhibition customers and fans during concerts. Hotel G can not only



meet the sudden increase of customers during the exhibition period, but also reduce the
inventory rate of rooms that are not easy to sell, such as the high inventory rate of double-
bed rooms (because all business customers during the exhibition period need twin rooms
and cost-effective 4-5 family rooms). At the same time, by changing the room type, it can
also meet the needs of ordinary business customers and tourist customers during the
non-exhibition period. By providing cost-effective room types and continuously optimizing
service system, Hotel G not only benefits customers, but also reduces the inventory of
some of the unfavourable room types in Hotel G, and can also improve the occupancy

rate and increase the turnover.

4.3.3 Mission, vision and values

Hotel G’s mission: To create a unique and cost-effective economy exhibition hotel.

Hotel G’s vision: To create value and opportunities for customers and shareholders.

Hotel G’s values: Integrity; Respect; Flexible; Considerate Service.

4.3.4 Customer analysis

Profile of the respondents

The gender, age, education level, career, region, number of exhibitions attended, trip
purpose and monthly income of the respondents who stayed in Hotel G were shown in
Table 1.
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Table 1 - Basic Information about the respondents

Customer Number of Proportion Customer Number of Proportion
Characteristics people (%) Characteristics people (%)
Gender Region
Male 293 52.10% North China 123 21.89%
Female 269 47.90% East China 197 35.05%
Age Central China 43 7.65%
Under 18 2 0.36% South China 189 33.63%
years old
18-30 years old 269 47.86% Southwest China 10 1.78%
Number of
30-40 years old 225 40.04% Exhibitions
Attended
40-50 years old 58 10.32% Less than 89 15.84%
3 times
40-50 years old 8 1.42% 4-5 times 223 39.68%
Education 6-7 times 1 30.43%
level
Hi;e';";’]ool 3 0.53% 8-10 times 79 14.06%
Junior college 234 41.64% Trip Purpose
Undergraduate course 225 40.04% Emergencies 10 1.78%
Master's degree or above 95 16.90% Business travel 350 63.88%
Doctor 5 0.89% Tourism 100 17.79%
Career Visiting relatives %2 16.55%
and friends
Student 48 8.54%  [Monthly income
Ordinary employees 320 56.94% Less than 5000 43 7.65%
Housewife 18 3.20% 5000-8000 195 34.70%
Enterprise 157 27.94% 8000-10000 246 437T%
management personnel
Teachers or 19 3.38% Over 10000 78 13.88%
government personnel

The results of the questionnaire showed that among the respondents, the proportion
of males was higher than that of females, accounting for 52.1% of males and 47.86% of
females. The majority of respondents are young and middle-aged people aged 18-40
years old, with a relatively high educational level, with junior college education or above
accounting for 99.47%. The majority of respondents have an income between 5000-
8000yuan or between 8000-10000yuan, accounting for 34.7% and 43.77%, respectively.
In terms of regions, about 70% of the respondents live in the East China area and South
China area around Shanghai (accounting for 35.05% and 33.63%, respectively). Most of
the respondents are business travellers, accounting for 63.88%. The respondents who
attend the exhibition 4-5 times a year are the most, accounting for 39.68%, followed by
6-7 times accounting for 30.43%.

According to the above data analysis results, Hotel G needs to provide the quality
and service that match the needs of its consumers. Since the consumer group is mainly
male, and mainly employees and managers, the comprehensive quality of the consumer
group is good, so the design of products and functions is mainly practical, and the brand
image is mainly simple, recognizable and easy to spread.



Business travellers were the largest group of whole trip purpose, accounting for 63.88%
and the guests who attend the exhibition over 4 times a year accounting for 70.11%.
Therefore, we will analyze business travelers who participate in multiple exhibitions every
year as our main consumers.

Business travellers often have the following four characteristics:

° Strong adaptability: They often need to adapt to different cultures,
languages, and work methods. So, they can quickly adapt to new environments,
flexibly respond to various situations, and establish good cooperative relationships
with people in different cultural backgrounds.

. Meticulous and organized: They usually need to handle various work
details and documents, arrange meetings and schedules, etc. They pay attention to
details, have good organizational and planning abilities, can efficiently complete work,
and ensure that everything is orderly.

o Decision making ability and logical thinking: They often need to make
decisions in complex business environments. They possess good logical thinking
skills, able to analyze problems, weigh pros and cons, and make wise decisions.

o High sense of responsibility and loyalty: Their usual work needs to be
completed under significant pressure and responsibility. Therefore, they have a high
sense of responsibility, are responsible for everything, and once they make decisions,

they will be loyal to their own decisions.

Satisfaction survey

According to the data analysis results, the respondents are very satisfied will all the
15 variables. The three variables that respondents are more satisfied with the Hotel G are
Price Rationality, Hotel Room Conditions, and Hotel Location and the variable that
respondents are less satisfied is Advertising Promotion (see Table 2). Therefore, the most
attractive factor for G Hotel at present is Price, and Promotion is the weakest one. The

next step in improving respondents ‘satisfaction is expanding Promotion.
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Table 2 — Respondents’ Satisfaction with Hotel G

Factor Variable Mean Starydgrd Rank
Value Deviation

Price
G3-Price rationality 4.81 0.636 1
Product
GI-Hotel Room Conditions 4.80 0.638 2
G5-Polite attitude 4.78 0.67 4
G15-Network speed issue 4.78 0.646 5
G9-Surrounding environment of the hotel 4.77 0.681 6
G4-Service efficiency 4.77 0.694 7
G8-Catering conditions 4.75 0.742 8
G14-Value-added services 4.75 0.715 9
G6-Check-in/check-out efficiency 4.74 0.738 10
G13-Intelligent Services 4.72 0.734 11
G7-Number of parking spaces 4.69 0.778 13
Place
G2-Hotel Location 4.80 0.652 3
G11-Reservation channels 4.70 0.766 12
Promotion
G10-Hotel brand image 4.66 0.79 14
G12-Advertising Promotion 4.61 0.941 15

Influenced by work habits, business travellers tend to view social media platforms and
news websites to obtain the latest industry trends, market trends, and competitor
information. These platforms provide a wide range of information sources that can help
business people maintain market sensitivity. Therefore, when choosing a hotel, they will
also be firstly influenced by advertising promotion, rather than the family tourism group
being influenced by brand reputation.

Next step for business travelers is to check whether the booking channel of the hotel
is convenient and if are they in line with their daily payment preferences. Therefore, it is
important for Hotel G to set the payment method as commercial and convenient as
possible.

Finally, the actual experience during check-in will affect whether consumers will
choose Hotel G next time. So the higher consumer satisfaction with the hotel's place and
product, the higher the repurchase rate will be.

Therefore, in the next 4P solution, Hotel G will focus on developing a promotion plan

and then provide some suggestions for price, place, and product plans.



4.3.5 SWOT Analysis

Strengths

1. The hardware facilities are complete, and there are various room and bed types to
choose from.

2. Provide value-added services, such as conference rooms, projectors, and various
entertainment facilities.

3. With bright colours and a warm environment, it has its own characteristics among
many interlocking hotels.

4. The geographical location is good.

5. The hotel adopts a typical pyramid style organizational management structure, with

clear division of labor among departments for easy management.

Weaknesses

1. As business hotel, it is hard to capture non exhibition and off-season customers,
resulting in high room vacancy rates.

2. Due to the high turnover rate of personnel in the hotel industry, the execution of
standard service processes is ineffective, and training costs increase.

3. The marketing methods are outdated and still adopt the most traditional telephone

marketing and WeChat marketing models.

Opportunities

1. After COVID-19, the government has implemented policies of opening up and
encouraging tourism.

2. Application of the Internet and big data technology in the hotel industry.

3. People's consumption mindset in post-COVID period has shifted to being more
self-pleasing and willing to spend money in hotels.

Threats

1. intensification of the competition in the area, with a clear tendency towards
homogenization of information dissemination.

2. The expansion of the accommodation industry boundary has led consumers to
choose not only hotels but also homestays, vacation villas, and motels.

3. The development of internet technology has made information dissemination faster
and more transparent, thereby amplifying the influence of user evaluations.
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4.4 Marketing Plan Objectives

With this marketing plan, Hotel G intends to reach the following objectives:
1. Enhance brand awareness;

. Increase the number of new customers;

. Establish better customer relationships;

. Increase customer loyalty;

. Improve customer satisfaction;

o O b~ WDN

. Increase operating revenue.

4.5 Segmentation, Targeting and Positioning

From the beginning of its opening, Hotel G has taken business guests and exhibition
guests as its main target source market, supplemented by surrounding office buildings,
individual residents and tourism customers. In order to make customers more recognized
and trusted by the hotel, it is necessary to strengthen training so that each employee can
clearly grasp the consumption characteristics of these customer groups in order to
provide more intimate services.

When the market becomes more and more saturated with economy hotels and the
market competition becomes more and more fierce, Hotel G develops variable room types
in terms of product segmentation positioning in order to stand out from many similar
enterprises. The beds can be combined and split according to different market demands,
because of the superiority of its variable room types. Let Hotel G well take into account
the needs of business exhibition customers and non-exhibition customers for room types.

The brand positioning of Hotel G is "Your personal butler on business trips".

On business trips, our consumers often face time constraints and high work pressure.
They may need to travel frequently, attend meetings, and handle business affairs, which
often leaves them with little time and energy to handle tedious affairs and details. At this
point, they will hope to have a close butler who can help them focus more and complete
their work with confidence.

Hotel G will play the role of close butler. Firstly, close butlers can provide personalized
services, allowing business people to feel valued and cared for. Whether understanding
the preferences of business people or meeting their needs, close butlers can make
personalized arrangements according to customer requirements, allowing business
people to enjoy comfort and convenience in their busy work.

Secondly, close butlers can assist business people in handling various affairs and

problems. Whether it's scheduling, booking a restaurant, or resolving unexpected



situations during a trip, the butler can quickly respond and provide assistance. This allows

business people to focus more on their work without worrying too much about trivial

matters.

In addition, close butlers can also provide support and peace of mind for business

people. They can provide emergency support when business people need it, solve

problems, and provide some care and care to business people in a tense work

environment. This kind of care and personal protection can make business people feel

valued and cared for, thereby reducing some work pressure and psychological burden.

4.6 Marketing-Mix

4.6.1 Product

In order to better attract the business crowd and improve customer loyalty, Hotel G has

to improve the products and services according to the following aspect:

Provide butler style services
On business trips, our consumers often face time constraints and high work pressure.

They may need to travel frequently, attend meetings, and handle business affairs,

which often leaves them with little time and energy to handle tedious affairs and details.

At this point, they will hope to have a close butler who can help them focus more and
complete their work with confidence.

Hotel G will play the role of close butler. Firstly, close butlers can provide personalized
services, allowing business people to feel valued and cared for. Whether
understanding the preferences of business people or meeting their needs, close
butlers can make personalized arrangements according to customer requirements,
allowing business people to enjoy comfort and convenience in their busy work.
Secondly, close butlers can assist business people in handling various affairs and
problems. Whether it's scheduling, booking a restaurant, or resolving unexpected
situations during a trip, the butler can quickly respond and provide assistance. This
allows business people to focus more on their work without worrying too much about
trivial matters.

In addition, close butlers can also provide support and peace of mind for business
people. They can provide emergency support when business people need it, solve
problems, and provide some care and care to business people in a tense work

environment. This kind of care and personal protection can make business people
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feel valued and cared for, thereby reducing some work pressure and psychological

burden.

Update the accommodation facilities

Strengthening the construction of hotel rooms and service facilities is the key to
enhance the competitiveness of accommodation products.

As some equipment has been aging, the carpet is dirty, the toilet is moldy, there is
water leakage, the image of the projectors is not as good as expected (due to their
age), and other serious problems, the renovation of these aspects needs to be
developed.

Provide delicious food and beverage products

Through the questionnaire, it is found that most customers are from East China and
South China. Therefore, in terms of diet, the Hotel G needs to take more care of their
taste habits, provide breakfast, consider the dining time and habits of the team,

change dishes frequently, and enrich the diversity of breakfast.

Provide leisure and entertainment items that business travel customers like

Business customers who stay for a long time are not familiar with the surrounding
environment of the hotel; so, they hope that the hotel can arrange weekend Tours and
introduce attractive attractions and food nearby. As such, Hotel G must provide these

services to their customers.

Add print function
Business clients often print documents. Currently, Hotel G has only one printer, which
sometimes cannot meet the needs of clients. Therefore, it is necessary to purchase a

printer with more functions to meet the needs of business clients.

Add a small discussion room

Most team customers are about 6-15 people. After returning to the hotel every day,
they need to organize a quick discussion to adjust the next day work plan, etc.. So,
Hotel G must provide small and private space where these needs may be

accommodated.

4.6.2 Price



Hotel G has a variety of price options, and the price fluctuation is large. During the
exhibitions’ period, the market demand surge and the supply is short. So, in this period,
Hotel G applies a higher price (380-850 yuan). Thus, during the exhibition period, the
Hotel G is basically full room, and the profit margin is high.

However, due to the small number of people during the non-exhibition period, the
surrounding competitors will rapidly reduce the price to attract guests at a low price. So,
in this period, the price is basically around 180-350 yuan. As such, the profit margin is
low, and the vacancy rate is high, which requires Hotel G to apply some pricing strategies
during the non-exhibition period in order to better attract customers to stay and reduce
the vacancy rate of rooms. It can be seen below the actual pricing strategies, which is
proposed to continue being applied.

¢ Discount pricing strategy

Hotel G adopts the method of discount and price concession, which has achieved a
more competitive advantage in the market, so as to win more customer groups and
expand sales. For example, during the non-exhibition period, the price war of
surrounding competitors is obvious, and Hotel G can only get reservations of
customers groups by reducing the price.

Every night, after 10 p.m., Hotel G conducts discount promotion according to the
number of rooms in stock. For customers who come to the hotel or book by phone,

10% discount will be given.

e Long-term rent pricing strategy

During the peak season, the rental rate remains at about 100%, while during the off-
season (during the non-exhibition period - especially from December every year to
March next year), the housing price drops to less than 50%. During this period, the
rental rate only remains at about 40%, and the price is low. Long rent monthly room,
occupy part of the market in a low-cost way, which increase business income.

During the off-season, Hotel G should launch low-price long-term lease monthly
promotion activities. This may help Hotel G reducing the inventory rate during this

season, and is expected to increase the operating income of about 13%.

e Third-party pricing strategy
Although the third-party OTA online platform accounts for 60% of the total turnover,
the commission ratio is high, which is acceptable when the profit margin is high (during

the exhibition period). However, during the off-season, the platform commission is not
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a small expense, which requires Hotel G to strengthen customer loyalty, reduce
dependence on OTA platform and improve profit margin.

In order to increase the occupancy rate, Hotel G will sign long-term cooperation
agreements with agents, travel agencies and other intermediary platforms to give
them certain discounts and concessions; although it can bring long-term stable

income for the hotel, but the profit is thin.

4.6.3 Place

Currently, the Hotel G's sales channels include: OTA intermediary platform, telephone
reservation and surrounding doorsteps, old customers, travel agency customers, etc.
However, with the intensification of market competition, Hotel G needs to better
strengthen cooperation with various channels. As such, it is proposed the following

actions:

e Continue to strengthen the sales through online channels
Although Ctrip, Meituan, Feizhu and other OTA online platforms have high
commissions, several online booking platforms, which almost integrate the upstream
and downstream channels of the entire tourism industry chain, have an extremely

large user base, accounting for 60% of Hotel G's sales, which cannot be ignored.

e Strengthen cooperation with traditional marketing channels
Main customers of the Hotel G are travel agencies, exhibition companies and
exhibition organizers. By signing long-term agreements, these large customers
become loyal, process management and service process management may be
strengthened, which are reflected in the service details of the hotel, so that customers
can feel intimate, thoughtful and enthusiastic service. Signing these long-term
agreements may be important to strengthen the services, increase repeat
consumption and loyalty of old customers, and reduce dependence on OTA

intermediary channels.

4.6.4 Promotion

Hotel G will combine its own product advantages and market opportunities brought by

location advantage to create brand positioning and communication information, while

maintaining the loyalty of business travellers and continuing to expand its audience. In
32



2024, Hotel G will adopt the O20 (Online to Offline) promotion strategy and continue to

speak on different platforms.

Build new media channels

With the rise of new media and live broadcasting platforms, Hotel G must attach
importance to Internet marketing in the future, strengthen and build a new media team
as soon as possible, and formulate a marketing strategy based on new media
platforms. The following aspects of work need to be done:

Build own Internet platform channels, establish own customer relationship
management system, set up an Internet marketing team of 2-3 people, do a good job
in Internet marketing, and take charge of the daily operation and maintenance of Ctrip,
Feizhu, Meituan and other platforms, as well as the operation of wechat public
accounts and other platforms. Responsible for coordinating and managing online
marketing affairs, implementing and executing online marketing strategies. Establish
cooperative relations with several well-known domestic websites, travel forums,
microblog V, tourism wechat public accounts, travel agencies, etc. Establish the
membership system. Use the Internet to sort out the customer information with
consumption records in Hotel G and establish the membership system of the hotel.
Use consumption points, special discounts, free upgrades, small gifts and other

marketing means to promote customer repeat consumption.

Build new slogan

The slogan of Hotel G is " Our aim is not just work”, which has two meanings.
Firstly, as the personal butler of consumers on their business trips, Hotel G provides
them with functional value. What we the Hotel G wants to do is not only "make it
work", but also to provide thoughtful, value-added, and surprising services based on
this, eliminating their whole worries. Make the entire business journey from "make it
work" to "make it better".

Another meaning is to provide emotional value to consumers. Although they are
currently on business trips for work, no one has ever worked for the sake of work.
Some people work for success, some work for realizing their dreams, and some work
for themselves and their families to have a higher quality of life. So, never forget why

you start. Work is just a tool for what you people want, never the final aim.

Online Social Seeding
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Hotel G's must have an official website with a dedicated page or blog that introduces
the services, facilities, features, and customer experience of business hotels. It is
important to attract the attention of target customers through high-quality content.
Simultaneously, the Hotel should post images, short videos, and customer stories on
social media platforms such as Weibo and WeChat to showcase the hotel's strengths
and characteristics.

The content to be published may include real customer reviews and stories, sharing
their pleasant experiences and successful cases in business hotels. This can
establish a reputation for the Hotel, and attract more attention from target customers.
The content may also include the latest developments in the industry, trends in
business travel, important conferences and exhibitions, and other information. This
may help enhancing the professional image of the hotel.

Finally, Hotel G should invite users who are interested in these contents to join Hotel

G's WeChat group to distribute coupons and redirect them to offline activities.

Business Magazine Co-branding Campaign

Global Entrepreneur is a well-known business magazine in China with a history of 30
years. Businessmen like to browse this magazine during their travels and leisure time
to obtain the latest business information. Hotel G should collaborate with Global
Entrepreneurs to jointly create a series of elite interview events. Through this
collaboration, Hotel G has the opportunity to showcase professional services and
product facilities, and attract target customers. At the same time, the magazine can
expand their readership and provide high-quality content through this collaboration.

The founder of Hotel G will be interviewed, and the hotel provides exclusive venues
and facilities. Global Entrepreneur dispatched professional journalists for interviews,
as well as photography and video filming. Activities can include one-on-one
interviews, roundtable dialogues, or symposiums.

Besides, both parties may carry out a series of marketing activities in collaboration,
such as celebration receptions after exclusive interviews, reader activities, and
subscription discounts. These activities not only increase the exposure of Hotel G,

but also increase the readership of the magazine and enhance brand influence.

Offline theme gathering
Hotel G will regularly organize offline themed gatherings with the may theme of "3
hours after work, come here to rest effectively". It allows to make full use of hotel

discussion rooms, conference rooms, and lawns, as well as to mobilize the interests



of WeChat group members, while connecting with surrounding communities and
exhibition organizers. These activities should take place every two weeks.

The topic of the gathering will involve over 60 elites from different career, inviting
elites from various industries to make friends, chat, and engage in cross industry
communication at Hotel G within 3 hours after work. Here, people may have novel
experiences, including releasing work pressure through painting and receiving
healing, or organize mini theatrical performances and city walks based on interests
and hobbies.

Members of the WeChat group can also choose the theme of the next gathering
through voting, such as financial investment, home buying guides, psychological
counselling, entrepreneurial sharing, and so on. Ultimately, it allows to achieve online

and offline linkage to improve consumer loyalty.

4.7 Schedule

Considering various factors, the proposed actions is planned to be implemented during
2024 (see Table 3).

Table 3 - Implementation schedule of the proposed actions

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec

Project initiation

Preliminary research

Hotel products and equipments
update

Brand equity update

Hotel service update

Hotel official online channel
complete

Launch discount policy

Launch pricing policy

Online Social Seeding

Business Magazine Co-branding
Campaign

Offline theme gathering

Market feedback and adjustment

4.8 Budget

2024 is the first year for Hotel G to have a marketing plan. Table 4 shows the detailed
costs associated with each proposed action.
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Table 4 - Budget for the implementation of the marketing plan

No. Action Description Budget
1 Project initiation Project kickoff meeting ¥ 10,000
Including reading research
2 Preliminary research reports and conducting more in- ¥ 50,000
depth market and consumer
research
3 Hotel products and Build discussion room ¥100,000
equipment update Purchase printers ¥ 20,000
. Brand and slogan related poster
4 Brand equity update and material production ¥ 50,000
Employee monthly training and
5 Hotel service update | assessment ¥ 30,000
Gifts for customers ¥ 20,000
Build own website and maintain
- . . ¥ 20,000
6 Hotel official online website platform
channel complete Collaborate with new media and
¥ 50,000
open new account
, Low price discounts attract low-
7 L?ﬁQCh discount priced customers during non ¥ 20,000
policy exhibition periods
8 Launch oricing polic OTA cooperate price ¥ 20,000
P g policy Long-term rent price ¥ 15,000
9 Online Social Seeding Including Wechat and Weibo ¥250,000
platform
Business Magazine Including cooperation, travel,
10 Co-branding arranging interviews, and other ¥200,000
Campaign expenses
Offline theme : . .
11 gathering Offline campaign and gathering | ¥100,000
12 Me}rket feedback and Always-on market tracking ¥ 10,000
adjustment
Total ¥965,000

4.9 Marketing Control and Assessment

While the outcome is important, the process is just as important. If we cannot effectively
supervise the implementation process of each plan and find problems and correct them
in time, there will be deviations or work overtime (see Table 5).
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Table 5 - Hotel G Action Plan KPI

Evalution
Goals KPI Target | rroquency
Brand and Slogan's notoriety,
50%
measure through quest
Enhance brand Number of posts on WeChat 4 per month
awareness Number of posts on Weibo 5 per week
Number of followers on WeChat 15%
Number of followers on Weibo 15% Per
Establish better | % Retention 40% Quarter
customer Number of customers in WeChat 1000
relationships Group
Increase Number of vip customers 20%
customer loyalty
Expand new o
customers Number of new customers 20%
. : OTA rating
Improve customer | Customers' satisfaction, measure hed
satisfaction through quest reache
4.5/5
: Per Year
ncrease Turnover 10%
operating
revenue % Vacancy of hotel room -10%
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5. Conclusions

Hotel G is a commercial economy hotel in Shanghai, established in 2019. The main
income of Hotel G is from people coming to Shanghai for exhibitions and concerts within
5 kilometers around the hotel.

The main challenges of Hotel G are from obvious off-season and peak season sales
and competitor hotels with similar functions within a radius of 5 kilometers.

Then, with this marketing plan, it is proposed the following goals for Hotel G:

e Enhance brand awareness;

e Increase the number of new customers;

e Establish better customer relationships;

e Increase customer loyalty;

e Improve customer satisfaction;

e Increase operating revenue.

The project presented a literature review, analyzed the internal and external
environment of Hotel G. A customer satisfaction questionnaire was conducted to get
insights to design a marketing plan that better solve the current problems of the hotes
and that allows to propose actions that are according to the customers’ desires. Taking
all this information into consideration, it was proposed a set of actions to marketing mix
for Hotel G, including the following actions:

e Project initiation

e Preliminary research

e Hotel products and equipment update

e Brand equity update

e Hotel service update

e Hotel official online channel complete

e Launch discount policy

e Launch pricing policy

e Online Social Seeding

e Business Magazine Co-branding Campaign

e Offline theme gathering

e Market feedback and adjustment

According to calculations, Hotel G will spend ¥ 965,000 to implement this marketing
plan in 2024. After a year of continuous market tracking and adjustment, it is expected to

recover all costs by 2024 and achieve the target of ROI>2 within three years
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Appendix A — Hotel G customer satisfaction questionnaire

1: What is your gender?

A: Male B: female

2: What is your age?

A: Under 18 years old B:18-30 years old C:30-40 years old D: 40-50 years old E: over 50
years old

3: What is your education level?

A: High school, secondary school below B: junior college C: bachelor D: master E: doctor
or above

4: What is your occupation?

A: Students B: ordinary employees C: housewives D: business managers E: teachers or
government workers

5: Your monthly income?

A: 5000-8000 B: 8000-10000 C: more than 10000

6: Which part of China are you from?

A: North China B: East China C: Central China D: South China

7: How many times do you attend exhibitions each year?

A: <3 times B: 4-5 times C:6-7 times D: 8-10 times

8: What is the most common purpose of your trip to the hotel?

A: Emergency B: Business trip C: travel D: visiting friends and family

9: If the room space is large/sound insulation is good/layout is reasonable/hardware
facilities are good, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

10: If the room space is small/the sound insulation effect is not good/the layout is
unreasonable/the hardware is not good/Do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

11: What do you think if the hotel is in a good location/convenient transportation?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

12: If the location of the hotel is not good/the transportation is not convenient, what do
you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

13: If the hotel room rate, catering and other prices are reasonable, what do you think?
A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

14: If the hotel room rate, catering and other prices are unreasonable, do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it



15: If the hotel can respond to the needs of customers in a timely and efficient manner,
what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

16: If the hotel can not respond to the needs of customers in a timely and efficient manner,
what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

17: If the hotel service staff is polite, good attitude and warm, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

18: If the hotel service staff is not polite, bad attitude, not warm, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

19: If the hotel check-in and check-out procedures are efficient, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

20: If the hotel check-in and check-out procedures are inefficient, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

21: If the hotel parking space is sufficient and convenient, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

22: If the number of parking Spaces in the hotel is small and parking is inconvenient, what
do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

23: If the hotel dining environment is good, variety, good quality, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

24: If the hotel dining environment is not good, less variety, poor quality, you will feel?
A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

25: If the hotel is surrounded by good security and complete supporting facilities, what do
you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

26: If the security around the hotel is not good, supporting facilities are not complete)
What do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

27: If the hotel brand image is good and attractive, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

28: If the hotel brand image is poor, attractive is not strong, do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

29: If the hotel reservation channels are more and more convenient, what do you think?
A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

30: If the hotel reservation channels are less and not convenient, do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it
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31: If the hotel often carries out promotional activities and advertising push, what do you
think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

32: If the hotel does not often carry out promotional activities and advertising push, what
do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

33: If the hotel adds robots and intelligent equipment, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

34: If the hotel does not increase robots and intelligent equipment, what do you think?
A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

35: If you provide free shuttle service, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

36: If you do not provide free shuttle service, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

37: If the hotel Internet speed is fast, what do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it

38: If the hotel Internet speed is slow, do you think?

A: Don't like it B: can tolerate it C: doesn't matter D: deserves it E: likes it



