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[bookmark: _Toc128512876]Introduction
A marketing plan includes a framework that outlines a company's marketing approach in an attempt to attract its target audience and manage its marketing initiatives over the course of time (Mcdonald and Wilson, 2016). And, this report is prepared with the aim of making a marketing plan in the context to “Sheraton Hotels and Resorts”. Sheraton Hotels and Resorts is a global brand of luxury hotels established in 1937 with its headquarters in Bethesda, Maryland in the United States (Sheraton Hotels & Resorts, 2019). The report covers various models including SWOT, PESTLE, SMART target and marketing mix to produce an effective marketing plan.


[bookmark: _Toc128512877]Situation Analysis
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SWOT analysis of Sheraton Hotel and Resort is conducted below;
	Strengths
	Weaknesses

	· International presence (500 hotels in more than 70 nations worldwide) (Olander, 2020) 
· Positive brand image
· Top-notch services
· Skilled workforce
· Customer orientation
	· Mostly emphasizing on high end customer base
· Inability to effectively estimate product demand
· Days inventory considerably higher than competitor
· High employee turnover
· Flaws in promotional strategies

	Opportunities
	Threats

	· Rapid growth of hospitality industry
· Using social media platforms for product and service promotion
· Increasing customer demand towards travelling
	· High industry rivalry
· Political instability due to Russia Ukraine war
· Changing demand  of customer 



-
[bookmark: _Toc128512879]Customers
	Sheraton STP

	Segmentation
	Luxury and Upscale Travellers

	Targeting 
	Leisure and Business Travellers 

	Positioning
	Top notch customer service with comfort
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Porter’s five forces analysis of the hotel and hospitality industry allows Sheraton to the existing competitiveness and challenges in the industry (Önören, Arar and Yurdakul, 2017).
The threat of new entrants: The threat of new entrants in the hospitality industry is low because of the high costs of research, regulatory compliance, and brand building.
Bargaining power of supplier: Bargaining power in the hospitality industry is low as suppliers offer products that are comparatively similar, less differentiated, and possess minimal switching costs (Göral, 2021).
Bargaining power of buyer: Nowadays, customers are highly price sensitive considering quality and comfort. So, bargaining power poses a high force in this industry.
The threat of substitutes: The hotel industry faces a high threat of substitutes as popularity of cottages, B&B, Airbnb and Inn are getting increased in recent years. 
Competitive Rivalry in the industry: Rivalry in the industry is relatively high because customer can easily switch to an alternative brand.
[bookmark: _Toc128512881]Collaborators
The Sheraton Hotel and Resort works in partnership with a variety of collaborators and stakeholders to optimize its services and provide consumers with consistently good experiences. Sheraton ranks among the leading hotel franchises owned by Marriott International (www.franchising.com, 2021). 
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	Political
	Political factors like government regulation, political instability, taxation, trade restriction, corruption directly impact on operating activities of Sheraton.  

	Economical
	Inflation rate, GDP, disposable income, employment rate of a country impacts on Sheraton. 

	Social
	Spending patterns, buying behaviour, demographic trends, social norms, culture of the target audience are important for Sheraton (Kumar, 2015). 

	Technological
	Adoption of new technology can help Sheraton to gain competitive advantage over other competitors (Nikolskaya, 2021). In this technologically advanced era, Sheraton must need to invest more on their R&D for introducing digital services.

	Legal
	Legal factors like labour law, intellectual property law, data protection law, discrimination law, health and safety law must need to consider.

	Environmental
	Sheraton must need to work on reducing environmental damage for ensuring its sustainable growth. 
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[bookmark: _Toc128512884]SMART target 
SMART marketing plan allows a company to understand clearly what the company want to achieve (Costello, 2022). The marketing plan objectives of Sheraton are the following;
	Specific
	Sheraton aims to increase retention rates by 40% and create a devoted and satisfied customer base with the aid of a structured loyalty programme.

	Measurable
	A 40% increase in retention rate is the key performance indicator for this objective.

	Attainable
	The sustainability of the company and the maintenance of a consistent revenue stream are both aided by a priority on boosting customer loyalty.

	Relevant
	By conducting research it is discovered businesses operating in related markets that may boost customer retention by as much as 60% in one year.

	Timeframe
	Twelve months
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A company's value proposition includes a statement that outlines how the advantages of its product or service will be provided, felt, and obtained (Twin, 2022). With approximately 500 hotels, Sheraton is a dominant player in the hospitality industry (Olander, 2020). The three core values of Sheraton are community, connectivity, and warmth. Sheraton hotels are distinguished for their traditional elegance and classic design. They are frequently seen in business settings and are well-liked by business visitors. By designing and facilitating an unrivalled holiday and leisure experience, the company promises to improve the lives of its customers.
[bookmark: _Toc128512886]Tactics 
The four main components of a marketing strategy are referred to as the marketing mix or the 4P's of marketing. A company can increase the likelihood that a product will be recognized and accepted by customers by focusing on the four elements of the marketing mix (Boulding and Lee, 2020). Here, the marketing mix of Sheraton is given below:
· Product: Goods and services are considered to be products if they help consumers with their problems and meet their demands.  Either a product answers a need in the market or provides a special experience that increases demand (Albert Wesley Frey, 2018). So, Sheraton must need to offer best quality products and services as per their value proposition to achieve their new marketing plan. To ensure their targeted customer retention, Sheraton will need to offer improved food, recreational facilities, health and wellbeing services, digital services towards.  
· Price: Pricing is what the customer pays for the product (Kolberg, 2017). Setting a pricing that fits with present market trends, is accessible for customers, yet profitable for the company is crucial when selling a product. Hotel Sheraton uses a competitive pricing strategy as well as promotional discounts and loyalty programs to boost customer loyalty.
· Place: The place indicates where the product or service is offered for sale and delivered from. Place plays a major role towards implementing marketing strategy. Sheraton will adopt both online and offline distribution strategy to capture more customer and to boost customer attention. The company has global presence. It can also adopt online booking, mobile app, partnership with travel agent and airlines companies.
· Promotion: Traditional and digital marketing strategy can be used to capture more customer including mass media advertising, event planning, telephone calls, website, social platforms, collaboration with travel bloggers and so on will allow Sheraton to boost brand awareness. 
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A unique selling proposition (USP) is a promise a company make about their brand and products to differentiate them apart from those of their rivals (Caldieraro and Cunha, 2021). The USP of Sheraton is to provide luxury atmosphere for connecting and being productive with top notch service at an affordable price for leisure and Business Travellers. It seeks to produce a setting where visitors can enjoy or conduct business while feeling relaxed and at peace (Hospitality Net, 2021).
Effective marketing plan supports companies and organisations in gaining new clients, increasing sales, and increasing profitability (Dawes, 2021). Metrics like Return on investment, competitor activity, customer turnover rate and promotional reach expansion will be used to assess the effectiveness of Hotel Sheraton's marketing plan. Besides, the company can also measure their success by evaluating reaction from customers, their attitudes towards the brand, and marketing partner response.  
[bookmark: _Toc128512889]

Conclusion
The purpose of Sheraton hotel & resort’s marketing plan is to increasing their customer retention by boosting customer satisfaction, loyalty and brand awareness. Therefore, a SMART marketing plan is conducted. Sheraton hotel must need to conduct proper market research for understanding customers demand to satisfy the customer properly. Besides, the company should utilize digital marketing actions as well as different social media platform to boost their brand recognition. 
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· Product: Sheraton must need to offer best quality products and services as per their value proposition to achieve their new marketing plan. 
· Price: Hotel Sheraton uses a competitive pricing strategy as well as promotional discounts and loyalty programs to boost customer loyalty.
· Place: Sheraton will adopt both online and offline distribution strategy to capture more customer and to boost customer attention. It can adopt online booking, mobile app, partnership with travel agent and airlines companies.
· Promotion: Mass media advertising, event planning, telephone calls, website, social platforms, collaboration with travel bloggers and so on will allow Sheraton to boost brand awareness. 
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This report is prepared with the aim of making a marketing plan in context to “Sheraton Hotels and Resorts”.
[image: ]
· Product: Sheraton must need to offer best quality products and services as per their value proposition to achieve their new marketing plan. 
· Price: Hotel Sheraton uses a competitive pricing strategy as well as promotional discounts and loyalty programs to boost customer loyalty.
· Place: Sheraton will adopt both online and offline distribution strategy to capture more customer and to boost customer attention. It can adopt online booking, mobile app, partnership with travel agent and airlines companies.
· Promotion: Mass media advertising, event planning, telephone calls, website, social platforms, collaboration with travel bloggers and so on will allow Sheraton to boost brand awareness. 
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· Economic factor like Inflation rate, GDP, disposable income, employment rate of a country impacts on Sheraton. 
· Social factor includes Spending patterns, buying behaviour, demographic trends, social norms, culture of the target audience
· In this technologically advanced era, Sheraton must need to invest more in their R&D for introducing digital services.
· Legal factors like labour law, intellectual property law, data protection law, discrimination law, and health and safety law must need to consider.
· Sheraton must need work on reducing environmental damage for ensuring its sustainable growth. 
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· Sheraton hotel must adopt digital marketing strategies like SEO, mobile apps, online booking and other social media platforms to reach their target customer.
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The purpose of Sheraton hotel & resort’s marketing plan is to increase their customer retention by boosting customer satisfaction, loyalty and brand awareness. 
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