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1.0 EXECUTIVE SUMMARY
Designing an original strategic marketing strategy that satisfies the goals of the firm while also using essential resources and talents is our goal in this report. SMART and SOSTAC frameworks and Marriott International will be presented in this article. The SOSTAC framework will be used to offer more definition on the objective of this report, which will subsequently create a SMART strategic marketing goal for the firm. Finally, a few suggestions for improving Marriott International's operations will be included in this document. Throughout this essay, only reliable sources have been cited.

2.0 INTRODUCTION
Marriott International, Inc., the world's largest hospitality company, operates more than 3,800 properties in more than 100 countries under 19 distinct brand names (Appendix A). The hotel was created in 192 by Alice Marriot and Willard (Marriott International, Inc., 2017). For more than eighty years, the hotel was run and owned by the same family. After stepping down as CEO, Marriot put the corporation in the hands of a younger CEO. Arne Sorenson was the name of the younger CEO. The Marriott name is one of the most well-known in the world. More than 70 states have been invaded by the Marriott brand.
In order for this organization to succeed, everyone of its employees must have a "passion to serve" that is deeply ingrained in their hearts and minds (Nyangwe, & Buhalis, 2018). For the last many years, Marriott has been awarded the title of the top hospitality industry in the world because of their business model. "If you treat your staff well, they'll treat your customers well, and they'll keep coming back." There are a number of reasons why this is the case: Customers, employees, and other stakeholders will all benefit from an inclusive and diverse work environment. The success of Marriott Inc. is a consequence of the pioneers' hard work and dedication to providing their goods and services in the best possible manner. The SOSTAC model was used to examine Marriott International Inc. 
Businesses may use the SOSTAC model for marketing planning to design and execute their marketing strategy and campaigns. Originally established by PR Smith in the 1990s, Strategic Marketing Communications was subsequently codified in his book by the same name. Rather than just expanding on SWOT analysis, SOSTAC focuses on the method' implementation and dissemination. With the SOSTAC framework, better decisions and marketing strategies may be made because of its logical structure. Using the acronym SOSTAC, PR Smith's six key aspects of marketing are Situation (Objective), Strategy (Tactics), Action (Control), and Continuity. SMART stands for Specific, Measurable, Achievable, Relevant, and Time-Bound in SMART objectives. The more specific your goals are, the more likely it is that you'll be able to achieve them within the allotted time limit. Eliminating vagueness and ambiguity in the planning process, as well as establishing a clear timeframe, makes it simpler to monitor progress and spot missed deadlines.

3.0 STRATEGIC MARKETING OBJECTIVE 
In the next five years, Marriott International Inc.'s strategic marketing goal is to grow its company in the mid-level class and conduct promotions to boost occupancy. All of the components of a SMART aim are included in this one. The cost of living at the hotel is measured so that individuals in the middle class may afford it. The goal is definable and achievable. Due to the brand's prominence and the fact that everyone knows how high Marriott International's quality is, it will be simple for them to achieve mid-level success. For the next five years it has a time-bound goal.
You may get a good sense of the demand for rooms at your hotel by looking at occupancy rates, which indicate which days of the week and periods of the year are most popular. Your price strategy, promotion of special packages and revenue management may all be improved by this information (Cvent, 2021).
3.1 SITUATION
Many of Marriott's brands are vying for a slice of the "indulgence" slice of the market. To appeal to a more affluent portion of the general public interested in the familiarity of a boutique hotel, the firm announced in 2009 that it intended to launch a new premium brand called "Autograph and Edition." Marriott has never attempted anything like this before. Marriott has a number of brands aimed at both leisure and business visitors, catering to different price points. Mid-level hotels had features like free wifi and a complimentary breakfast, which they found to be of greater value.
A corporation without exceptionalities, despite the present state of the industry, travelers often bid a large amount of money towards all of the Marriot Inc. chains. Due to Marriott's wide range of brand names, it is able to cater to the needs of a wide range of passengers.
Marriott Vacation Club International, the world's largest timeshare chain, is also run by Marriott. Owners may choose whether or not to stay at one of more than 50 resorts that enable them to exchange ownership rights throughout Interval International.
The following is Marriott International Inc. SWOT analysis regarding its market.
Strengths: In the global market, the firm has a strong position with a wide range of products and services that are sold all over the globe. As a result of the corporation's massive debts, it has a strong financial foundation, making it the world's most powerful company. One of Marriott International's many assets is the availability of a broad range of well-established and well-liked brands. Because of this, a large number of clients have a strong attraction to their items. Finally, consumers, both frequent and those who haven't had a chance to use the facilities, have a strong sense of loyalty (Wernick & Glinow, 2018).
Weaknesses: As the number of large enterprises operated by the organization has grown, vulnerabilities that might damage the market as a whole have been discovered. Other challenges affecting Marriott Inc. include its huge indebtedness, which has weakened the company's financial stability. Another developing problem for Marriott is a lack of infrastructure. By the time a corporation has completely implemented one invention, several others are already in place in the world of technology. Several stakeholders have lost market share due to a high debt-to-equity ratio (Wernick & Glinow, 2018).
Opportunities: Company management must explore innovative methods to integrate the activities of the surrounding companies, especially those situated in European countries. Secondly, the company needs to be improved so that its services can grow in the industry and thus attract more customers. This is a necessary step. If a company's supervisors are able to get extra purchases from different revenue-generating assets, they should execute strategies like these. A final step that needs to be taken by the organization is the provision of direct marketing proposals like online advertisements to help it grow and develop in the market (Wernick & Glinow, 2018).
Threats: Various nations face the prospect of political concerns interfering with their daily lives. As a consequence, international hotel chains are exposed to additional risks. High inflation rates and market price volatility pose a second hazard (Wernick & Glinow, 2018). Another danger to the operations of Marriott Inc. is the housing crisis and its associated difficulties.
Because Marriott is a global enterprise, its current consumers cannot be limited down to a certain demographic. Travelers, on the other hand, account for a larger share of potential clients at hotels all over the world. The importance of business people has also continued.
After Hilton Hotels Corporation, Marriott International Inc. is in second place. "Starwood Hotels, Wyndham Worldwide Corporation, and Intercontinental Hotels Group PLC" are three more possible rivals in the hospitality sector. Hilton Worldwide is Marriott International's most direct competition. Marriott International has the following attributes that make it a prospective and direct competition. In addition to its hotel brands, Hilton also owns a timeshare brand, Hilton Grand Vacation, which it markets to a wide range of customers. Secondly, its ability to adapt to the dynamic downturn at a little greater pace minimizes the risk of losses (Hilton Worldwide, 2017).
Marriot's present trends have been profoundly impacted by technological advancements. Therefore, Marriott has faced a number of hurdles in its efforts to stay on top of technology in order to keep up with the times and remain profitable.
The facility's reputation is strong, and many visitors, both regulars and those who heard about it elsewhere, keep coming back. Indicating that the strong brand is still well-known, this is a positive sign for the company. In addition, based on Google and other review websites like Tripadvisor and Lonely Planet, it seems that the majority of those who have used the facility have had excellent experiences.



3.2 OBJECTIVE
Several issues have been raised as a result of Marriott's current position as the world's biggest hospitality company. Most people throughout the world are concerned about the future of Marriott, despite the dynamic character of the global economy. According to the findings of the study, ambitious attention must be focused to both current properties and new ones using the franchise agreements as intended. Utilization of the existing market prospects will be facilitated by these arrangements (Marriott International, Inc., 2017). Marriott, Inc. has the following goals in mind.
Current plans, both local and international, have a strong emphasis on the premium sector. Mid-level hotel brands' franchising agreements are being examined by the hotel. If Marriott is able to reach the mid-level of the industry, they may grow their brands to achieve a larger share of the market with less capital investment.
With its strong reputation and a network of trusted plunders, Marriott seeks to implement promotions. Using this method, you may enhance occupancy across all brands by targeting the low-demand customers in the present market. When it comes to attracting consumers, Marriott's incentive programmes are the quickest and most effective method (Marriott International, Inc., 2017). There is a pressing need to link Marriott's current promotions with the company's existing incentive programmes. Customer base growth may be ensured by setting hard targets for long-term clients.
Marriott's overarching goal is to ensure that they are able to preserve the preferences of its customers while keeping an eye on the worldwide economy. Because of the wide range of disposable income levels and travel budgets, the economy has a significant impact on Marriott International's major clients, business travelers and tourists (Connell, 2019). These aims are aimed at attracting people who are able to see the true difference between Marriot and its rivals and choose them over the competition.



3.3 STRATEGY
As time passes, Marriott's goals become ever loftier. The managing director and president of Marriott's Inc. has declared that the corporation plans to triple the number of European hotels. Marriott is in a better position to take advantage of Europe's large amount of accommodation reservations because of this (Connell, 2019). The firm plans to use the following two techniques to accomplish this expansion: Autographed and limited edition versions are available. The luxury market is the target of both of these methods.
It is Autograph's mission to take advantage of the new franchise opportunities during times of economic hardship, and particularly when cash is limited. Edition, from the other hand, aims to improve the interaction between the numerous businesses that make up the company as a whole. These two approaches have the benefit of capitalizing on newly available franchise possibilities (Connell, 2019). This approach has the potential to increase the total number of clients.

3.4 TACTICS
Weak points may be used to our advantage. Consumers lost faith in Marriot owing to the economic climate in most countries across the globe. The number of people looking for a place to stay has dropped dramatically. In any case, a strategy implemented by the organization has ensured a complete recovery from this situation (Lee & How, 2018). This is an effort to maintain the quality of the brands already on the market by providing exceptional customer support. As a result of the uniformity of quality, the company's growth and consumer trust have been boosted.
As a result of Marriott's age, many of the company's functions may still be carried out manually, which may not satisfy the expectations of its customers. In order to get back on track with its customer-centric sector, Marriot opted to overhaul its whole organizational processes. They did this after realizing that despite Marriott's well-known brand, no one thought of the corporation as fashionable.
Marriott International has the option of going farther into technology in order to fulfill its aims. As a result of the vast number of individuals who use social media for a variety of reasons, the firm relies extensively on online advertising to reach a wide audience. Besides the commercial, Marriott has created an online booking platform for consumers to make reservations and other pre-trip preparations. Because of the decreased number of journeys that were originally made while searching for reservations, this has remained extremely efficient and saves time and resources. Because of the rapid spread of data and information on the internet, Marriott has been able to improve its marketing efforts and the quality of its content.

3.5 ACTIONS
There are two primary components to the Marriott International checklist. These are the perks and the interactions amongst employees. Accommodations differ depending on the kind of hotel and the location. A gym, a pool, and a beach are all examples of amenities that may be found inside an organization. These are luxury hotspots that need to be examined closely. When facilities are poorly managed, the company as a whole suffers. An additional area of focus that must be examined is employee contact. Since they are the ones that deal directly with guests, hotel employees are critical to the hotel's brand image. If they don't take care of their guests, they'll leave with a sour impression of the hotel, and their reviews will reflect adversely on the hotel's reputation. As a result, employees' interactions with customers must be monitored on a frequent basis.
Employees and guests alike benefit from Marriott's noteworthy activities. In terms of scope, Marriott's Rewarding programme is one of the most comprehensive. A total of 32 million people are expected to get some kind of advantage from the initiative. Every time a person enters the facility, they have a chance to gain points in this incentive system. On the other side, Marriott members receive perks including priority booking when making a reservation. Generally speaking, most individuals appreciate being a part of special programmes like this. The management helps make this possible.
3.6 CONTROL
Customer satisfaction and average daily rates are some of Marriott International's key performance indicators. These three are capable of influencing the direction in which Marriott travels. It's still the easiest KPI to measure in the hotel business, with the number of reservations made during a certain time. It may be difficult to gauge client satisfaction, but skilled HR personnel are capable of simplifying this task (Lee & How, 2018). Social media reviews may also be utilized effectively to track the performance of Marriott. Large amounts of data regarding a facility's hospitality are being disseminated as more people actively subscribe to social media. Having a lot of positive evaluations about Marriott International indicates that the company is doing better than it otherwise would.
The frequency and length of time spent on the homepage of the company's website are two more metrics to consider. In spite of what they say, this isn't exactly the same as their reviews. The greater the volume of traffic to a page, the more evidence there is that the page is doing well.
The three KPIs are overseen by the Marriot Human Resource Manager. Among Marriott's HRM's specific responsibilities is the maintenance of a revolutionary with a distinctive characteristic in the media as well as the mind, as well as the development of powerful brand forces.

4.0 RECOMMENDATIONS
When I looked into Marriott International Inc., I found a business built on genuine values and compassion. They are a corporation that cares about the well-being of both its consumers and their staff. More than 150 new hotels debuted in the United States in 2012 alone, despite the country's present economic woes. They have 3,700 hotels and resorts in 75 countries and territories throughout the globe, and they're continually expanding. They just launched one in India, giving them access to a whole new market.
My main advice is to modernize some of the present hotels. That is what has to happen, because we've all been in certain places where we've wondered aloud whether it's even safe to sleep there. If your hotel is eight years old or older, you must replace the interior design of the room. This law applies to their lower-level hotels. They will be able to keep pace with their rivals.
When it comes to money, they are a Fortune 500 company, making $12 billion annually. This proves that they are a top-notch firm, and their consumers believe they are getting a good value for the money they are spending. There's no doubt about it: They'll remain one of the most successful corporations in the world if the traditions they've learned from their predecessors continue.

5.0 CONCLUSION
Marriott International's strategy marketing goal is to grow its mid-level class business and conduct promotions to raise occupancy over the next five years, to summarise. Marriott International. The goal is also a SMART objective, which makes it more meaningful to aim.. The SOSTAC study demonstrates that Marriott International's goal is a good one to pursue. Marriott International is already a well-known brand in the hotel business, but analysts have done a lot of investigation and found that Marriott International can earn even more of what they are now getting. They also rely heavily on customer input to enhance and maintain quality.
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