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Introduction
This marketing plan is a research about hospitality market and evaluation of marketing activities of Marriott in hospitality sector, using relevant marketing methods and tools to analyse how Marriott activities contribute to Marriott success, also analysing environmental and intern factors is proposing to introduce a promotion and to precise rules and circumstances to present to market participants and to achieve the predicted results. Marriott is the top business in hospitality operating in five segments, America, Asia Pacific, Caribbean and Latin America, Middle East and Africa and Europe (including UK). Also have over 5000 units in more than 140 countries, managing more than 20 hotel brands (Marriott.com)
Situation Analysis
(CIM,2001) define marketing as a science, a process create to identify, anticipate and to satisfy customers requirements in a profitable way, another approach is an activity set of institutions, skills and practices to create, transmit and exchange offerings which deliver value to customers, clients, partners and all parts involved (AMA, 2007)
Company
(Kotler et al, 2013) describe SWOT (acronym for Strengths, Weaknesses, Opportunities and Threats) as an analytical tool used to scan the internal environment and specific characteristics of an institution/organisation in a way to know better its particular aspects. For Marriott, the strengths are high class of services they provide, coming on market with differentiated brands and being highly innovative, things that make Marriott brand unique and impossible to reproduce. Weaknesses are the fact their market is just a segment of population, offering exclusivist services, also big competition on global scale, low credit rating because is a non-popular brand. Opportunities are connected with the increase od room demands and also with population increase, the way how Marriott manage to keep up with technological innovations, also high quality of services and products in their offer. The threats are connected locally with government legislations and uncertainty of the economy, with eventual terrorism and different conflicts also globally with an intense competition and major economical crisis, or unexpected situations as pandemic or war crisis.
Customers
Times changed; customers changed. Modern customers have various needs, they request a different appeal, they want from companies to addressed with personalised services, not in same way to everybody (Kotler et al,2009, p.192). Segmentation is the science to distinguish and to define meaningful differences between customers or group of customers with same needs for a better approach, more focused and clearer defined (Smith, 1957). Splitting market in segments allows companies to address in a more personalised manner, to offer to different segments products and services capable to give them satisfaction and to determine them easier to choose what to buy (Armstrong and Kotler,2009) For Marriott, segmentation have an geo-demographic aspect also a psychographic segmentation, or even a behavioural segmentation because the global presence of company, and have to consider various kinds of lifestyle, cultural and social characteristics of various customers, with different psychographic background even in same location, bearing in mind that different civilisations coexist, they could have a different behaviour as citizens and customers, determined by their level of education, lifestyle, religion (Armstrong and Kotler, 2007). Targeting means ( Kotler and Armstrong, 2013, p.78) to choose one and more categories (segments) of customers to address them with a product/service/campaign in such way to meet their demands, offering them value and increasing profit. For Marriott, the segments concerned are middle class or higher of businessmen in their trips, travellers seeking for luxury and high-quality services and refined cuisine,  and also undifferentiated customer mass; but many times Marriott offer are very differentiate, sometimes concentrated to a niche/small segment of market with overspecialised services, in extreme situations being possible to address to a very small group of market (as a national sport team) or even for an individual approach (micro-marketing).
Competitors
The competitive environment is a sum of factors with a significant influence on activity of a business (Henry,2011) affecting even performance or profitability. Could be studied using Porters five forces, for each factor a good estimation of their power, timing and influence could offer valuable information which permit to anticipate and to reduce the pressure and to keep under control these external factors(Porter, 2008). For Marriott, high rates of investments reduce the risk of new entries of new competitors on market (Cheng,2013). The risk of pressure from suppliers is also reduced due the nature of business – hospitality. The existent rivalry is maybe the most considered factor but here the differentiation reduce the influence of competitors, working in different classes of luxury, some of the Marriott offers don’t have a real competitor on market. The threat of substitute (Porter,2008) have a different aspect, any new entry in battlefield could be just limited as offer, in a location or few, with similar services but not the same, for a short term, could be similar but still not presenting the guaranties as  an umbrella Marriott brand.
Climate 
Activity of Marriott could be affected by external factors as political, economic, social, technological, legal or environmental (PESTLE) (Kotler and Armstrong, 2013) but usually these factors are beyond the control, the exceptions could be in countries with some uncertain stability or in major crisis as pandemic or war or any other unexpected major crisis.
	Objectives
For actual marketing plan, a raise of profitability could be realised in three ways. First is to raise the incomes extensively, to open new facilities, new services with a better remuneration; second is to reduce the expenses, bills and any cost. Third is an optimisation, a way to make activity more efficient, more effective. A look inside company show the fact the occupation factor is not so high as in popular hotels, sometimes just 60-70% extra season, or 75 80% in season, just in few locations being higher. To raise occupation factor from 60-70% to 80% or higher- this is the challenge of the marketing plan, offering a loyalty program as a promotion, inspiring customers to travel in new locations, offer is to have 30 stays next year at price of 20, available everywhere in Marriott Hotels in 2023; of course excepting LONGSTAY Marriott brand
	Strategy
On this strategical program / marketing plan, could make our existing customers to spend more but also could attract new customers from business class, travellers to our services, equal from a shared market with competitors, also from medium/high price services, apparently reducing the price but continuing to offer high specialized and luxury services. “Customers choose Marriott brands because of our high level of service, product excellence and worldwide distribution. They tell us they prefer us by at least 2-to-1 over our next closest competitor, and they prove it by staying with us 90 million nights a year.”(https://marriott.gcs-web.com/static-files/6c691ae7-0c1e-44ff-85c0-4a790721428b)
	Tactics
Marketing mix (Kotler et al, 2005) is described as a set of tools a company could use to receive a positive response from its market. The set contains product, price, promotion and place. In this case product is same product/service offered by company nature. The price is exactly how much customers are regularly paying, the place is in any location where is a Marriott hotel, the promotion is indeed a 33% discount if is 100% used; in case is not used, is in company advantage, also early booking is another advantage, in is in unoccupied facilities is still an advantage, because don’t bring extra expenses.
Action
The stages of promotion are presented in Appendix, briefly are four stages, first to prepare the promotion, second is a market research, then Marketing channels schedule and finally gathering feedback for each channel used
	Control
Identifying channels through our customers counted as direct sells was coming , TV series and radio commercials have each a specific code each to estimate how channels worked, to make possible to intervene in strategic way to control promotion aspects through results, to move TV series or radio commercials to higher audience hours in a more aggressive way, also analysing received data as feedback, to be easier for next promotions to elaborate plan of actions
Conclusion
Marriott brand use to sell itself, every people dreamed to stay at Marriott at least once in a lifetime. Actual plan is a big opportunity to make this dream come true, to transform a normal human being in a life-time customer
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Marriott brand is a niche brand offering
exclusive services to specific customers.

Brand offers affordable luxury. Prices make
harder to attract customers from different
segments of market, also to open new
facilities is very expensive, a simple way to
raise the profit is to use more efficient and
effective existent facilities at a better
occupation grade / factor, also to determine
existent customers to use more often
services provided. Occupation factor is low
comparing with other popular business-
class hotels, could be raised, also an
average customer use is 5 to 7 days/yearly
‘which allows possibility to be improved
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5C's

First step of marketing plan is to evaluate
properly existent situation. Will elaborate a
survey applicable to whole customer database to
determine market tendencies, will use direct
phone  calls, SMS, E-mail and a specialised
company to gather data about customer
expectations. Occupational grade could be raised
introducing a promotion for loyal customers to
make them to use extensively Marriott services
Customers which afford Marriott could do this
more often, 5 to 7 days/year could be tripled at
double price, also create a real base for a 30
days/year pack / promotion at 20 days price
available for a whole year anywhere on Earth in
Marriott facilties (except long stay class where
things are different)
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Analysis

Next step is evaluations of how much
will cost new services contracted and
how much incomes will bring, how our
collaborators ~ will  handle raised
number of customers and how
competitors could react, after a
climate evaluation bearing in mind all
possible factors could interfere, after
finish to centralize and appreciate all
quantitative and qualitative received
data, promotion starts to become
clear, could elaborate objectives of our
strategy
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OBJECTIVES

To raise occupation factor
from 60-70% to 80% or
higher, offering a loyalty
program as a promotion,
inspiring customers to travel
in new locations, offer is 30
stays next year at price of 20,
available ~ everywhere  in
Marriott Hotels in 2023
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STRATEGY

On this strategical program / marketing
plan, could make our existing customers
to spend more but also could attract new
customers from business class, travellers
to our services, equal from a shared
market with competitors, also from
medium/high price services, apparently
reducing the price but continuing to offer
high specialized and luxury services

“Customers choose Mariott brands because of
our high level of service, product excellence and
worldwide distribution. They tell us they prefer us
by at least 2-to-1 over our next closest competitor,
and they prove it by staying with us 90 million
nights a year”
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Choice of channels will
deliver product, TV, radio,
direct sells to our customers
via phone / SMS / Email,
SEO search engine opti-
mization, direct on Marriott
website, also to third
parties as travel agencies
and tourism companies
everywhere
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ACTION FOR WHOLE YEAR OF MARKETING PLAN
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CONTROL

Identifying channels through our customers counted as direct sells was coming , TV series and
radio commercials have each a specific code each to estimate how channels worked, to make
possible to intervene in strategic way to control promotion aspects through results, to move TV
series or radio commercials to higher audience hours in a more aggressive way, also analysing
received data as feedback, to be easier for next promotions to elaborate plan of actions
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Marriott brand use to sell itself, every people dreamed to stay at Marriott at least once
in a lifetime. Actual plan is a big opportunity to make this dream come true, to
transform a normal human being in a life-time customer
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ACTION FOR WHOLE YEAR OF MARKETING PLAN

Enter Company Name in cell B2.

MARRIOTT HOTEL

Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.

VASILE ASMARANDEI

Project Start:

T

h

T

hi

TASK Metrics START END

Preparations Situation Evaluation

Internal database Occupation factor / grade Nov Nov

Units / Hotels Where to do promotion Nov Nov

Customer  Target / segmentation Nov Nov

Collaborators How will face new customers Nov Dec

Competition How will react to promotion Nov Dec

Climate Environment what's predictible Nov Dec

Market Study Research - Customers survey - Qualitative and Quantitative

Customer log-book Suggestions, idea Nov Dec

Email Survey Nov Jan

Phone Survey Nov Feb

SMS Survey Nov Dec

Specialized agency Market study of promotion Dec Jan

Own website Survey for visitors Nov March

Sample phase title block

Advertising - Channels where present promotion campaignes

Tv Number of views Code A March August

Radio Number of applies Code B Jan Oct

PPC Click rate Dec Oct

Digital Search Engine Digital counter Dec Oct

Own website Digital counter Dec Oct

This is an empty row

Gathering Feedback

T

hi

Results per channels Counting code Dec Nov

Ad-value created Comparation Dec Nov

Results evaluation Every month Dec Nov

Control

Corrective measures Every month Dec Nov
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SOSTAC

Strategical plan have few certain steps,
first to analyse existent situation, the
status of factors could affect/interfere
with our actions, to study the market to
find out which are customers idea and
expectations, to elaborate the objectives
estimating the cost and incomes, to
establish a way of actions, a strategy to
follow, our tactics and possible actions
list, also a way to keep in control our
results through feedback and counting
direct sells, also to elaborate keys and
ways to react in such way to achieve
planned results until the results will be
what we expected
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