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Introduction
In the following marketing plan, the marketing will be discussed at the JW Marriott hotel UK. The marketing of the hostel will be focussed after the covid-19 lockdown. The various marketing tools and techniques will be focussed upon to design the appropriate marketing plan for the hotel. The external analysis, internal analysis, competitive analysis and the forecasting of the time taken for achieving the marketing plan will be discussed in the following report (Jobber and Ellis-Chadwick, 2020).
Overview of the company
[image: ]
[bookmark: hx01pvnilvzu]Figure 1. 
JW Marriott Logo
JW Marriot is the brand of the Marriott group of Hotels in the UK. The chain of hotels was founded in 1927 by Mr J Willard and Alice S. Marriott. The hotel has 3700 branches, owned and franchised in 75 different countries.




Situational Analysis
5 'C's
Company: SWOT Analysis of JW Marriott
	Strengths
	Weaknesses

	· JW Marriott has the brand name advantage of Marriott.
· The Marriott group of hotels is an innovative brand
· The hotel provides good customer service and follows safety norms after covid
· Follows economy of scale (Teoli, 2019).
	· The hotel has global competition with similar brands
· It has low credit ratings
· It Does not follow corporate social responsibility (Smith and Zook, 2020).

	Opportunity
	Threats

	· Organisation is keen to technology and does advancement
· Increase in population increases the number of customers
· There is increased demand for hotel rooms in the UK due to it becoming tourist destination (Smith and Zook, 2020).
	· There is intense competition in the industry
· Safety and hygiene issues with customers after covid-19 
· Increased terrorism in the country
· Uncertain economy (Teoli, 2019).



Customers: Segmentation - The market segmentation of JW Marriott is based on various different segments like demographic, psychographic, behavioural and geographic. In demographic segmentation, Marriott segments the customers on the basis of their age group, occupation and how likely they are to use the hostel, their lifestyle and so on. Similarly behavioural and psychographics, it is based on the psychology and attitude of the customers (Jobber and Ellis-Chadwick, 2020).
Targeting - The target market of JW Marriott is people aged 20 to 80. It includes people who are travellers, corporates, tourists, bachelors and newly married couples.
Competitors: Porter 5 forces analysis -
	Bargaining Power of Buyers

	The bargaining power of buyers is high because the switching cost is low (Kotler et al., 2017).

	The threat of substitute 

	the threat of substitute is high in the UK due to the availability of homogeneous brands

	Bargaining power of suppliers

	Low bargaining power of suppliers because there are large numbers of suppliers in the UK (Kotler et al., 2017).

	Threat of new entrants

	The threat of new entrants is low because the entry needs enormous investments.

	Competitive rivalry

	There is a high level of competitive rivalry in the market between existing brands which offer the same services.


Collaborators: Demonstrate an awareness of your organisation's B2B Relationships, Partnerships, and Franchises.
In the year 2021, Marriott bought Welk Resorts for $485 million which makes Hyatt and Welk both the part of Marriott group. The Marriott has collaborated with leading brands such as Alo, Mala Collective and Tune to offer mindfulness sessions to its customers (Thabit and Raewf, 2018).
Climate: PESTLE Analysis of JW Marriott
	Political Factors
	· Changes in VAT and other taxes of UK
· Recent change in government (Thabit and Raewf, 2018).


	Economical Factors
	· Increase in inflation, currency exchange rates 
· Global recession decreased the revenue of Marriott

	Social Factors
	· Lifestyle change of customers after covid
· The safety and hygiene concern (LEVYA et al., 2018).

	Technological Factors
	· Cutting edge technology for bookings and reservation
· Collaboration with tech-oriented brand and marketing through the usage of technology (Thabit and Raewf, 2018).

	Environmental Factors
	· After covid-19 the hospitality industry is seen not to be environment friendly because it triggers people stepping out of home
· The social distancing norms breached by industry

	Legal Factors
	· Exit from Brexit
· Intellectual property rights (LEVYA et al., 2018).




Objectives
SMART target: the marketing plan made for the marketing of JW Marriott. The objective of the plan is to create awareness and market the service provided by JW Marriott after the covid-19, as per the situation. the plan for overcoming the challenges like social distancing, hygiene and safety from the virus (Thabit and Raewf, 2018). The plan is feasible and can be achieved. The relevance of the plan is high because the new normal has become the trend and people are looking forward to adjusting to the new normal. The plan is time-bound and can be achieved in a year or so.







Strategy
Bowman's strategy clock (Appendix 1)
Low price and low added value - This is the least competitive area of the Marriott in which the hotel provides low value to customers at low prices (Villagrasa, Sánchez and Donaldson, 2021).
Low price - In this, the JW Marriott will provide high-quality service at low prices and attain economies of scale with low margins (Housden, 2008).
Hybrid - The JW Marriott provides Hybrid pricing to customers. It provides values which include mindfulness sessions, yoga and so on to its customers at low prices with added value.
Differentiation - In the differentiation strategy, JW Marriott provides high-value products which have differentiated services from its competitors (Kotler et al., 2020).
Focussed differentiation - Focused differentiation is based on providing high value at a high price. The differentiation in JW Marriott is based on the high-quality service, and ambience at high prices to customers.
Risky high margins - In some JW Marriott hostels the prices are set high, if the customers pay for it, the hotel generates high margins but it is risky because there can be a loss of customers (Villagrasa, Sánchez and Donaldson, 2021).
Monopoly pricing - Monopoly pricing is not feasible for JW Marriott because there is high competition in the UK market.
Loss of market share - Decline takes place when customers don't see value in high prices (Housden, 2008).






Tactics
Marketing mix: 
Product - The service of JW Marriott is the good quality ambience, facilities, food and leisure in its hotels. The JW Marriott is known for its quality service. The hotel has various values added to its service like a swimming pool, continental cuisines, yoga classes, gyms, a spa and so on. The service also includes the covid safety norms, social distancing, and regular sanitising (Kotler et al., 2020).
Place (Distribution) – The JW Marriott is located in more than 75 countries of the world and is accessible online. The customers can reserve the hotel prior and make bookings for all the services provided by the hotel. 
Price – The price of JW Marriott products and services are high as compared to its competitors but at the same time it provides high-quality products and services which are generally luxurious (Clow and Baack, 2013).
Promotion – The promotional strategy of JW Marriott is strong, it has high awareness about its chain of hotels in different countries. JW Marriott has launched many campaigns and advertisements for its promotions.





Action
Gannt chart of marketing activities: The Gannt chart (Appendix 2) the marketing activities include, Advertising, Personal selling, Sales promotion, public relation and direct marketing. The advertising includes TV, radio and pay per click which on average will take 8-12 months (Hirakata et al., 2022). The personal selling includes word-of-mouth marketing for 2 months, the sales promotion includes 30% discounts on all hotel reservations for high traffic months of Christmas and new year. Public relations includes email marketing on anniversaries and birthdays of regular customers which goes throughout the year. Finally direct marketing by visiting corporate events to convert them to stay in Marriott (Hirakata et al., 2022).






Control
The Unique selling proposition of the JW Marriott hotel throughout the world is that it is not reluctant to change and has developed the covid safety precautions in hotel premises, the safe pick-up and drop facilities. JW Marriott provides the same service as its competitors but with offers and discounts (Chaffey and Ellis- Chadwick, 2019). 
The economy of scale strategy of JW Marriott will lead the organisation to success and help it in scaling the market to the niche. The new customers will join after covid by evaluating the facilities it provides which are suitable as per the situation. The positive attitude of customers towards the hotel can be built by making it suitable for the covid condition and providing the appropriate safety from the virus (Chaffey and Ellis- Chadwick, 2019).





Conclusion
The above marketing plan was designed for JW Marriott to overcome the marketing challenges the hospitality industry is facing after the covid 19 scenario. In the above marketing plan the external and internal analysis of the organisation was discussed along with the time taken for each activity the competitive analysis followed by the control activities (Bowie, Buttle, Brookes and Mariussen, 2017). The possible challenges that JW Marriott can face can be due to its competition, the competitors provide homogeneous service which is the biggest threat to the company. JW Marriott must develop a differentiated strategy to be unique and try to attain high value to customers at low prices with covid-19 safety norms to attain the target market and revenue.
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Bowman’s Strategy Clock

Appendix 2
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Gantt Chart
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Low price and low added value - This is the least competitive area of the Marriott in which the hotel provides low value to customers at low prices (Villagras, Sanchez and
Donaldson, 2021).

Low price - In this, the JW Marriott will provide high-quality service at low prices and attain economies of scale with low margins (Housden, 2008).

Hybrid - The JW Marriott provides Hybrid pricing to customers. It provides values which include mindfulness sessions, yoga and so on to its customers at low prices with

added value.
Differentiation - In the differentiation strategy, JW Marriott provides high-value products which have differentiated services from its competitors (Kotler et al, 2020)
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Product - The service of JW Marriott is the good quality ambience, facilities, food and leisure in its hotels. The JW Marriott is known for its quality service. The hotel has
various values added to its service like a swimming pool, continental cuisines, yoga classes, gyms, a spa and so on. The service also includes the covid safety norms, social
distancing, and regular sanitising (Kotler et al., 2020).
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Gantt chart of marketing activities: The Gantt chart of the marketing activities include, Advertising, Personal selling, Sales promotion, public relation and direct marketing.

8 The advertising includes TV, radio and pay per click which on average will take 8-12 months (Hirakata et al., 2022). The personal selling includes word-of-mouth marketing
for 2 months, the sales promotion includes 30% discounts on all hotel reservations for high traffic months of Christmas and new year. Public relations includes email
marketing on anniversaries and birthdays of regular customers which goes throughout the year. Finally direct marketing by visiting corporate events to convert them to
stay in Marriott (Hirakata et al, 2022).
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The possible challenges that JW Marriott can face can be due to its competition, the competitors provide homogeneous service which is the biggest threat to the company.
JW Marriott must develop a differentiated strategy to be unique and try to attain high value to customers at low prices with covid-19 safety norms to attain the target
market and revenue.
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Bowman's Strategy Clock In A Nutshell

Bowman'’s Strategy Clock is a marketing model concerned with strategic positioning. The model was
developed by economists Cliff Bowman and David Faulkner, who argued that a company or brand had
several ways of positioning a product based on price and perceived value. Bowman'’s Strategy Clock seeks
to illustrate graphically that product positioning is based on the dimensions of price and perceived value.
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