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[bookmark: _Toc120548606]Introduction
A marketing plan is an essential tool that is designed to attract new consumers; the aim of this marketing plan is to enable Marriott Hotel UK to increase its consumer base through proper micro and macro business analysis. This report highlights the Situational analysis, which includes the SWOT analysis, Segmentation and targeting of the consumers, Porter’s five forces model, and demonstrates the B2B relationship of the Marriott hotel and the PESTLE analysis. Likewise, it discusses the major goals or objectives and the strategy to achieve objectives, along with that it highlighting the marketing mix for the Hotel and a detailed action plan, control and following with the conclusion of the marketing plan.
[bookmark: _Toc120548607]Situation Analysis
5 'C's
[bookmark: _Toc120548608]Company: SWOT analysis 
	Strength
· Global presence of the Hotel 
· Present in 127 countries (Marriott, 2022)
· The largest hotel company in the industry have 30 brands and 81 hotels 
· It is among the top 10 Hotels in the world (Annual report, 2022)
· Highlight innovative company ranks as 21 as an innovative company
Opportunities
· Millennials and Gen z are new markets 
· Emerging economies
· Use of digital platforms 
· Increase alliances
	Weaknesses
· Fails to protect consumers’ data as in 2018 Starwood was hacked 
· It has positioned as a family-focused business do not consider millennials
· Many negative scandals, i.e., 2017 rescue-only guests (Lewis, 2022)
Threats
· Competition in the industry, i.e., Hilton and Novotel  (Neirotti et al., 20116)
· Impact of recession on consumers 
· Changing consumer preferences 



[bookmark: _Toc120548609]Customers: Segmentation and Targeting/ Customer profiles.'
	Segmentation
· Luxury Hotels, Upper scale hotels, Upper middle scale hotels and upscale Hotel 
· 72 countries, i.e., Ritz-Carlton and JW Marriott 
· High-income people, businessmen and travellers 
· Consumers prefer luxury
	Targeting
· The consumers who prefer luxury trips and stay at hotels
· Businessmen who prefer to have luxury accommodation and need other entertainment services. High-income people who invest in getting good experience 
	Positioning
· Marriott Hotel UK has positioned itself as a luxury hotel that provides quality services. 



[bookmark: _Toc120548610]-Competitors: Porter's five forces 
	Factors 
	Impact 

	Buyers bargaining Power
	High 

	Bargaining power of suppliers
	Low

	The threat of New Entrants 
	Low to moderate 

	Threat of substitutes 
	High 

	Rivalry among competitors 
	High 


Porter’s five forces model shows that the consumers have the negotiation power because they have more knowledge due to the increased use of technology; along with that, the suppliers in the hospitality industry have low negotiation power due to a large number of suppliers in the industry (Varelas and Georgopoulos, 2017). The company require high capital to start a new hotel business, but there are other cottages and Bed and breakfast companies that can be a substitute for the hotels. Likewise, the competition in the industry is high, so Marriott needs to increase its consumer base and use more technology to reach consumers (Nurlansa and Jati,  2016). 
[bookmark: _Toc120548611]Perceptual positioning maps
[image: ]
Figure 1:Perceptual Map
Sources: (Krawczyk and Xiang, 2016.)


[bookmark: _Toc120548612]-Collaborators: Demonstrate an awareness of your organisation's B2B Relationships, Partnerships, and Franchises.
Marriott Hotel Uk believes in long-term relationships with the stakeholders; the company has maintained alliances with other companies, like its partnership with Alibaba, to get direct in contact with the consumers (Wong and Wickham,  2015)
[bookmark: _Toc120548613]-Climate: PESTLE 
	Factors
	Description

	Political 
	Politically the UK is strong 
Supportive business environment in the UK  (Doh et al., 2017)
Flexible regulations 

	Economical 
	The UK GDP is positive and increasing and expected to grow by 4.2% in 2023
Consumers’ purchasing power is stable (Guerrero et al., 2015)

	Social 
	Consumers in the hotel industry need more flexible and easy booking systems. 
Prefer the integration of technology 

	Technological 
	The UK provides support in technology development because of its supportive infrastructure. 

	Legal 
	The Laws for consumers’ data protection and health safety are strict in the UK  (Allington et al., 2021).

	Environmental 
	The rules to reduce waste and increase the efficiency of resources are strict in the UK.



[bookmark: _Toc120548614]Objectives
· The aim is to increase the consumer base by 5% within 6 month 
· To achieve a competitive position by acquiring a 10% increase in the market share of the industry within 1 year 
· To provide technology-oriented services for consumers and increase consumers satisfaction by 15% within 6 months 
· To target new consumers, i.e., millennials and Gen z, through promotional activities and new services within 1 year 
[bookmark: _Toc120548615]Strategy
Marriott Hotel’s major value proposition is the luxury services that it offers to its targeted consumers, as the level of services makes Marriott hotels differentiate from other competitors in the industry. As the millennials and the Gen z generations prefer luxury and well-managed lifestyles due to the emergence of social media. These individuals try to manage their luxury lives so Marriott International can pitch the consumers through using the effective luxury services that it offers for its consumers. Along with that, the company target high-income consumers and businessmen are also targeted. As Marriott hotel is among the innovative companies, it can easily target its consumers through the use of technology and allow flexibility to the consumers. To meet the objectives, Marriott hotel UK invests in integrating technology into its business operations and engaging consumers through social media for long-term sustainability. 
[bookmark: _Toc120548616]Tactics
[bookmark: _Toc120548617]Marketing mix
-Product – Marriott hotel is present in 139 countries, and it owns 8000+ properties, including Armenia, the UK, Austria, Belgium, Denmark, France, Germany and many others. Whereas in the UK, it is also offering different formats of hotels which include Leicester Marriott Hotel, Bournemouth Highcliffe Marriott Hotel, Breadsall Priory Marriott Hotel & country club and many other locations which are close to beaches and visitors’ facilities (Hay, 2020). It provides all types of services. It provides a wide network of hotels in different areas of the country and territories; in addition to that, it also enables the consumers to connect the long way and provide experience.
-Place (Distribution) – In this advanced era, consumers need more advanced systems to track the availability of the hotels and the routes to reach the hotels. As Marriott hotel is considered one of the most innovative companies, and it offers a google map option that can be easily used to locate the area. The use of Google Maps and social media has been used to communicate the availability of the Hotel and its location to the consumers. 
-Price – Marriott hotel has managed its pricing strategy based on the areas and the consumers it deals with, as it has been identified that the Marriott hotel divides its consumers into Luxury Hotels, Upper scale hotels, Upper middle scale hotels and upscale Hotel which shows that the Marriott hotel has different pricing strategy for each segregated class (Tussyadiah and Park, 2018). As consumers in the UK prefer to have good and luxury experiences so, this can provide various options to the consumers and decide on the services based on their budget. 
-Promotion – In order to maintain consumers and loyalty, it is important for the companies to manage the Hotel's advertisements; Marriott hotel would use more social media channels to communicate with the consumers and maintain a continuous engagement with the consumers. In addition to that, it is also stated that the marketing team in the UK target the consumers through the most relevant content and updated content on social media and engages them through online games to answer, which keeps the target consumers attracted and attached to the hotels. Advanced use of customer services can also help to communicate with the target consumers and deliver value to the consumers (Kim et al., 2018). 
[bookmark: _Toc120548618]Action
The marketing teams will target the consumers by designing the posts on social media, i.e., Facebook, TikTok, YouTube, Twitter, and Instagram, allowing them to share their experiences and post a poll about the factors that value consumers in any hotel. This can serve a dual purpose, as it can help to engage consumers and allow them to get a meaningful insight into the consumers. Further, the teams will regularly post the campaigns and work on boosting the posts to reach more consumers. The feedback from the consumers and the rate of sales can help to identify the success of the campaigns. In the UK, 57.6 million people use social media (Fletcher and Nielsen, 2018). 
[image: ]
Figure 2:Gant Chart
Source: (Self-Developed)
[bookmark: _Toc120548619]Control
The unique point selling the Marriott hotel is the luxury hotel services, and the multiple options to select based on income level can attract consumers and millennials. These individuals prefer flexible options and luxury services because it is the era of social media and targeted consumers flaunt their vacations on social media. So, these factors can help to gain the consumer’s attention. The positive response through social media and the sales after the campaigns can help to evaluate the success of promotional activities. 
[bookmark: _Toc120548620]Conclusion
Marriott hotel is one of the largest hotel chains in the hospitality industry, and it is globally operating by providing services to consumers. It only targets families and businessmen and offers different-class services. In order to increase its consumer base, Marriott needs to consider Millennials and Gen Z consumers and target them through social media marketing. 
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Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  

Appendices
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                                                          SWOT Analysis        Strength    Global presence of the Hotel   Present in 127 countries (Marriott, 2022 )   The largest hotel company in the industry have 30 brands and  81 hotels   It is among the top 10 Hotels in the world (Annual report, 2022 )   Highlight innovative company ranks as 21 as an innovative company Opportunities    Millennials and Gen z are new markets   Emerging economies   Use of digital platforms   Increase alliances Weaknesses    Fails to protect consumers’ data as in 2018 Starwood was hacked   It has positioned as a family - focused business do not  consider millennials   Many negative scandals, i . e . , 2017 rescue - only guests (Lewis, 2022 ) Threats    Competition in the industry, i . e . , Hilton and Novotel ( Neirotti et al  .  , 20116 )   Impact of recession on consumers   Changing consumer preferences
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                                                                       Customers: Segmentation and Targeting            Segmentation    Luxury Hotels, Upper  scale hotels, Upper middle  scale hotels and upscale Hotel   72 countries, i . e . , Ritz  - Carlton and JW Marriott   High - income  people, businessmen and  travellers   Consumers prefer luxury Targeting    The consumers who  prefer luxury trips and stay  at hotels   Businessmen who prefer  to have  luxury accommodation and  need other  entertainment services . High -  income people who invest  in getting good experience Positioning    Marriott Hotel UK  has positioned itself as a  luxury hotel that provides  quality services .
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UMarriott Hotel Uk believes in long -term relationships with the stakeholders

U The company has maintained alliances with other companies
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                                                          Climate: PESTLE                     Factors Description  Political  Politically the UK is strong  Supportive business environment in the UK (Doh et al . , 2017 )  Flexible regulations  Economical  The UK GDP is positive and increasing and expected to grow by 4 . 2 % in 2023  Consumers’ purchasing power is stable (Guerrero et al . , 2015 )  Social  Consumers in the hotel industry need more flexible and easy booking systems .  Prefer the integration of technology  Technological  The UK provides support in technology development because of its supportive infrastructure .  Legal  The Laws for consumers’ data protection and health safety are strict in the UK (Allington et al  .  ,  2021 ) .  Environmental  The rules to reduce waste and increase the efficiency of resources are strict in the UK .
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                Objectives  The aim is to increase the consumer base by 5 % within 6 month  To achieve a competitive position by acquiring a 10 % increase in the market share of the industry within 1 year  To provide technology - oriented services for consumers and increase consumers satisfaction by 15 % within 6 months  To target new consumers, i . e . , millennials and Gen z, through promotional activities and new services within 1 year
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4 Strategy

L The level of services makes Marriott hotels differentiate from other competitors in the industry

U The company target high -income consumers and businessmen are also targeted.

UTo meet the objectives, Marriott hotel UK invests in integrating technology into its business operations and
engaging consumers through social media for long -term sustainability
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                4 Strategy  The level of services makes Marriott hotels differentiate from other competitors in the industry  The company target high - income consumers and businessmen are also targeted.  To meet the objectives, Marriott hotel UK invests in integrating technology into its business operations and engaging consumers through social media for long - term sustainability
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                Marketing Mix  Product: – Marriott hotel is present in 139 countries, and it owns 8000+ properties, including Armenia, the UK, Austria, Belgium, Denmark, France, Germany and many others ( Hay, 2020) .  Place: In this advanced era, consumers need more advanced systems to track the availability of the hotels and the routes to reach the hotels .  The use of Google Maps and social media has been used to communicate the availability of the Hotel  Price: Marriott hotel divides its consumers into Luxury Hotels, Upper scale hotels, Upper middle scale hotels and upscale Hotel  Promotion : Marriott hotel would use more social media channels to communicate with the consumers and maintain a continuous engagement with the consumers
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7 Control

U The unique point selling the Marriott hotel is the luxury hotel services, and the multiple options to select
based on income level can attract consumers and millennials

UThe positive response through social media and the sales after the campaigns can help to evaluate the
success of promotional activities.
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