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[bookmark: _Toc126187483]1.0 Introduction
The purpose of the marketing plan is to help the Marriott hotel effectively implement its marketing strategy. The marketing plan is prepared for the marketing department and management to identify the key considerations that must be meticulously analyzed and implemented to effectively market the hotel's services. These considerations include consumers' wants, how the services meet or fail to meet consumers' needs, and how the organization interacts with its customers. Besides, the hotel's 4Ps, the product, place, price, and promotion are explored. The marketing plan will highlight the brand's target market, its value proposition, promotion campaigns to be utilized, as well as metrics that will evaluate the success of the marketing initiatives. 
[bookmark: _Toc126187484]2.0 Situation Analysis 
[bookmark: _Toc126187485]2.1 Company 
[bookmark: _Toc126187486]2.1.1SWOT analysis
SWOT analysis serves to identify a firm’s strengths weaknesses opportunities and threats (Gurl, 2017). 
	Strengths 
	Weaknesses 

	1. Strong brand in the hospitality industry makes it among the leading name in the hotel industry.
2. Global recognition and operations enables it to reach wider market.
3. Innovative in its products.
4.  Well positioned to expand globally through acquisitions or partnerships. 
	1. It is a family focused organisation, not favourable for attracting single millennials.
2. Challenges in maintaining service standards throughout its hotel chains.
3. Poor data protection.


	Opportunities 
	Threats 

	1. Expand its operations in emerging economies.
2. Partnership with other organisations in the hospitality industry to expand its market. 
3. Target millennials and Gen Z.
	1. Growing competition in the hospitality industry (Stasinakis,2020).
2. Negative publicity can significantly affect the brand’s reputation (Yu et al., 2018).
3. Terrorist activities can adversely affect its operations (Kılıçlar et al., 2018).
4. Global recession can reduce number of customers (Jones et al., 2009). 



[bookmark: _Toc126187487]2.2 Climate 
[bookmark: _Toc126187488]2.2.1 PESTLE analysis
PESTLE Analysis explores how changes in the macro environment impacts the organisation (Perera,2017). The brand can assess the following factors before entering in a particular market.
	Political 
	Economic 

	1. Political stability. For instance, political stability in Europe and US is an opportunity for the brand.
2. Government interference in the hospitality industry.
3. Trade regulations and tariffs associated with service industry.

4. 
5. 
	1. Government’s intervention in the free market.
2. Exchange rates of the host nation.
3. Labor costs in the host economy.
4. Economic growth rate of the host country. 
5. Income level of the population.
6. 
7. 
8. 

	Social 
	Technological 

	1. Demographic information of the population.
2. Education levels.
3. Class and power structure.
4. Culture as well as social conventions. 
5. 
6. 
	1. Technology used by competitors in product offering.
2. Technology diffusion rates and its impact on cost structure and value chain.
3. 
4. 
5. 

	Legal 
	Environmental 

	1. Anti-trust laws in the hospitality industry.
2. Copyright and intellectual property laws.
3. Labor and employment legislations.
4. Consumer protection laws.
5. Health and safety laws.
6. Data protection policies. 
7. 
	1. Laws regulating Greenhouse gas emission.
2. Recycling practices.
3. Waste management in the hospitality industry.
4. Green practices and messaging.
5. Protection of endangered species as well as natural resource conservation. 
6. 
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Porter's five forces framework analyses competitive forces in the macro environment that influences firms in the industry. According to Porter, these forces include the level of competition, new entrants, the power of suppliers, the power of buyers, and the threat of substitutes in the industry (Khurram et al., 2020). 
Competition. Marriott faces stiff competition from other brands in the hospitality industry such as Hilton and Carlson. Intense competition in the industry is due to low product differentiation and switching costs.
New entrants. Establishing and operating a multination hotel requires a significant amount of capital. The threat of new entrants is a moderate force due to the high cost of brand development and supply chain costs.
Power of suppliers. The power of suppliers in the industry is weak. Due to the relatively large number of individual suppliers.
Power of buyers. The power of consumers is a strong force due to the low switching costs, and a large number of local hospitality service providers.
The threat of substitute products. It is a weak force in the hospitality industry. 
[bookmark: _Toc126187490]2.4 Customers
Marriott targets the following customers: en voyage travelers, luxury travelers, business functions, and families targeting month-long accommodation. For instance, the brands Marriott Courtyard, Ritz-Carlton Hotels, Marriott Conference Centres, and Marriott ExecuStay respectively target the mentioned target groups.

[bookmark: _Toc126187491]2.5 Collaborators
Brand partnerships and collaboration are integral in helping organizations expand their customer base, knowledge sharing, boost authenticity, and credibility, and explore new opportunities with the new target group (Charlton & Cornwell,2019). Marriott International has formed several B2B partnerships with country clubs and Golf resort organizations such as Hyatt Hotel Corporation and ClubCorp (Houdré, 2008). Such collaborations have enabled Marriot to gain insights into how to stay competitive against the backdrop of high uncertainty in the hospitality industry. 
[bookmark: _Toc126187492]3.0 Objectives
To come up with a marketing strategy that will identify high-value consumers, increase customer leads, retention, and loyalty, enhance customer satisfaction, and boost revenue.
[bookmark: _Toc126187493]4.0 Strategy
The international hotel brand offers four key value propositions. These include ease of access to the brands, customization, affordability, and strong brand status (Nyangwe & Buhalis, 2018). Accessibility is achieved by offering a wide range of brand options with different price points. Brands range from premium to luxury. Customization is accomplished through the provision of vacation packages with different characteristics, for instance, that targets families, travelers, adventurous individuals, and culinary services. The brand ensures the affordability of services through several initiatives. For instance, through discounts, earned points, and loyalty programs eligible visitors can enjoy services at lower prices. Besides, Marriott has established a strong brand in the hospitality industry, operating in more than 80 nations across the globe. The multinational hotel has won several honors for its exemplary treatment of customers and recognized as one of the best international hotels in the globe. 

[bookmark: _Toc126187494]5.0 Tactics
[bookmark: _Toc126187495]5.1 Marketing mix: 
Product: Hotel chains that target luxury travelers. The core product is hospitality services provided by its different brands such as Ritz-Carlton and Marriott Courtyard across the globe (Neves,2022). 
Place: its hotel chains are strategically located in cities, near airports, and markets. The hotels can be located by searching the brand's websites or apps (Neves,2022). 
Price: prices differ from hotel to hotel, customers, and location. Prices charged by the brands providing luxury, premium, select, and longer stays services differ (Neves,2022). 
Promotion: promotes its products and services using digital marketing, and customer loyalty programs. Communication channels used include hotel websites, TV commercials, billboards, and social media platforms such as Twitter, and Facebook. The brand advertises room rates or pricing, services, and facilities, special offers, as well as the brand's location (Neves,2022).
[bookmark: _Toc126187496]6.0 Control
Marriott international endeavors to offer exceptional visitor experiences consistently across its brand hotels to its new and existing visitors. Several metrics can be used to measure the brand's success. For example, funnel velocity, repeat purchase rate, customer lifetime value, churn rate, sales growth, as well as return on marketing investment. Consumers' attitudes towards the brand can be monitored by setting up google alerts to monitor online reviews, responding to their reviews, and online social listening.
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[bookmark: _Toc126187497]7.0 Conclusion
This paper has explored the marketing plan for Marriott international. It presents several considerations the organization will evaluate to enhance its marketing. The marketing plan will help the organization determine the target audience, how to effectively reach them, the best pricing strategy for its services, and how to measure the success of the marketing efforts. 
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