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Executive Summary 
The importance of tourism and holidays as a form of relaxation for the entire country has increased as a result of the rise in national income and prosperity. Because of their importance in international tourism, hotels play an important part in the process of globalisation. Because of their influence on a territory's political, economic, and cultural environments, hotels serve as an excellent gauge for how far a place has evolved on all of these fronts. Since the outbreak of COVID-19 and the intense competition in the hotel industry, partnerships between hotels and restaurants have been more common than ever before. Marriott hotels can benefit from the SMART analysis and the SOSTAC model used in this research to help them set realistic goals, as well as from some of the recommendations made when partnering with restaurants, according to the findings.
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[bookmark: _Toc22359]1.0 Introduction
An efficient marketing plan in a business team can help implement techniques that can reach a wide target audience while aligning with sales goals. When developing a marketing strategy, it's important to know who your ideal customers are. Assist in achieving your goals by creating a fair budget. Constantly look for new ways to increase the company's performance and include such ideas into your marketing approach (Bowen, 2002). In addition to serving as a planning tool, the SOSTAC model also serves as a repository for the industry's best marketing practises. As an example, if a business wants to sell more or enhance brand awareness, the model can assist the business achieve its goals (Jaymini, 2019). Analyzing a business' competitive landscape and formulating long-term strategies can be accomplished through the use of SWOT analysis. Internal and external elements as well as existing and future possibilities are assessed using SWOT analysis. In order to arrive at new perspectives and new ideas, it is necessary to do a fact-based study of the company's basic strengths, weaknesses, opportunities, and threats (Pickton & Wright, 1998).
[bookmark: _Toc26369]2.0 Main Findings 
[bookmark: _Toc30372]2.1 SMART goals 
In the acronym "SMART," each letter stands for one of the following five concepts: specific, measurable, achievable, relevant, and time-dependent. This framework's components all work together to generate an organised, clearly defined, and measurable aim (RUMACK and GRAVITZ, 1981).
[image: ]Figure 1: SMART Goals








Source: (Indeed, 2021)
[bookmark: _Toc26441]2.2 Strategic marketing objectives and SMART goals in Marriott hotel
In the realm of hotel management, Marriott International is a major player. 7300 hotels, apartments and timeshares are operated or franchised by this company globally.. Over 1.4 million rooms are spread throughout Marriott Hotels & Resorts' upmarket Delta and Renaissance hotel brands, flagship Marriott Hotels & Resorts, The Ritz-Carlton, W Hotels, and The Luxury Collection. Over eighty percent of Marriott International's income comes from the North American market (Marriott International, Inc , 2021).
Identifying new markets and goods, the sales organisation needed to achieve marketing goals, and the proper pricing policies are all ways Marriott hotels may improve their hotels and their customer service offerings (Durbin, 2019).
[bookmark: _Toc25690]2.2.1 Specific
In order for employees to be able to focus and have a sense of ownership over their work, the company's objectives must be explicit and easy to understand. In order to reach a specific goal, a corporation must have a clear understanding of the necessary processes (Doran, 1981).
As a company, Marriott should be looking to expand into new areas or build strategic alliances with companies in the food and beverage industry, as in many circumstances it is not economically sustainable for a hotel restaurant to operate merely as a support function of the hotel accommodation business. Because of this, the impact of an outbreak would be less severe, resulting in lower operational losses ( Strate and Rappole, 1997).
[bookmark: _Toc14101]2.2.2 Measurable
Criteria for evaluating progress must be established once goals have been established. Without criteria, a company can't tell if it's making progress toward its goals or if it's on schedule to accomplish them (Doran, 1981).
Businesses can devise metrics for tracking progress toward their objectives, as well as performance metrics for evaluating how well employees are doing in meeting those targets. Assuring that this target is fulfilled in the allotted time period will help the company reach its objectives, maximise profits, and minimise losses (Jafri, 2022).
[bookmark: _Toc31821]2.2.3 Achievable
In order for a firm to succeed, it must have a measurable goal that it can reach and work towards. Additionally, it's feasible to unearth previously untapped sources of profit for the company (Doran, 1981).
Marriott's change from a "stand-alone strategy" to a "strategic alliance" with other corporations in the restaurant industry is a realistic goal. Prior to now, Marriott has been overlooking an opportunity to create a win-win situation with other businesses. Marriott might raise its overall level and boost its image by making use of these resources and joining the branded restaurants in the hotels earlier, which would result in greater financial gains (Strate and Rappole, 1997).
[bookmark: _Toc25308]2.2.4 Relevant
This is a critical stage in ensuring that the company's goals are realised, and it is also consistent with other relevant goals. In order to achieve the company's goals, it is essential to have the support and cooperation of others (Doran, 1981).
When it comes to achieving its goals, all of Marriott's efforts are intertwined, such as identifying a strategic alliance partner and getting ready to promote the relationship once it has been formalised. Everything that aids in the accomplishment of a goal is referred to as a "associated goal" (Indeed, 2021).
[bookmark: _Toc318] 2.2.5 Time-based
There must be a start and end date for any goal in order for it to be time limited. Because there is no deadline attached to a goal, people are less motivated to work toward it (Doran, 1981).
The Marriott Hotel's competitive position is strengthened when a project is finished within the allotted timeframe and in full compliance with the objectives set forth ( Strate and Rappole, 1997).
[bookmark: _Toc4570]2.3 Marriott Hotel Marketing Plan and SOSTAC model
The SOSTAC paradigm consists of six stages: situation, objectives, strategy, tactics, action, and control. An extensive meta-analysis of prior marketing planning tools led to the development of a new framework that is easier to use and more adaptable than previous methods (Reed FIDM, 2014).
Figure 2: SOSTAC Model
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Source:  (Egan John, 2004)
This method, while used in the past, is now more commonly employed by Marriott. The company uses its own dining service in order to ensure a high level of quality and consistency in all aspects of its operations. However, this approach isn't appropriate in every scenario. From the number of "reconciliations" Marriott has had to perform since implementing this technique. To begin with, it might be an area for relaxation and reading, then a bar, and finally other forms of entertainment in the third year. It's a vicious cycle that ultimately leads to fewer profits because of the uneven and low-quality food and beverage offerings (Cherie Hensdill, 1996). Demand and sales fell sharply at Marriott hotels as a result of increased competition and the COVID-19 epidemic's impact on the lodging industry. As a result, the marketing strategy outlined below has been implemented. An excellent opportunity to transform Marriott's company and offerings in order to produce targeted profits and growth in Marriott properties. Environmental elements must also be shielded from at all costs (Aurelian, Adrian, & Petronela, 2010). To help enterprises maximise their profit potential, this approach has been employed in the past, but it appears to be being used more frequently than ever before in the development of partnerships between branded hotels and F&B companies.
[bookmark: _Toc14067]2.3.1 Situation
Understanding the present state of the business is essential before beginning any marketing campaign, as well as identifying the obstacles that are preventing it from succeeding and what has to be addressed. As with other planning models, this one begins with a situational analysis that uses SWOT and PEST to define the task and scope, but it must also include a more in-depth examination of the potential collaborators in terms of their characteristics (such as type and history of relationships, for example).. (Aurelian, Adrian, & Petronela, 2010).
Below is a summary of some of the key elements to consider when assessing which restaurant brands are best suited to work with Marriott hotels.
1. Identify the hotel's market position and the customer impression capabilities that the partner wishes to generate for the hotel. Understanding the partner's competition, environment, and customers is an important element of this process, as is coming up with a unique profile for the collaboration once it has been established.
2. The revenue and expense possibilities of any operating alternative should be fairly assessed by both parties when assessing financial tradeoffs. Operating a corporate-branded hotel, purchasing and operating a franchise brand, and leasing space to a partner restaurant firm are all viable choices for the company (Donaldson, 2002).
3. A corporation with similar corporate values and operational goals should be chosen (Evans and Richard, 1994).
4. One of the most important factors to consider when choosing a catering company is whether or not they share the same goals and corporate cultures as the client, as well as the costs of the initial investment, the menus on offer, any upcoming menus, culinary requirements, franchise fees, restaurant decorated, and the level of training and management support provided (Orzan, Gârdan , Geangu, 2009).
5. Hotel restaurants can serve as a point of sale, increasing room sales and providing a source of revenue to help the hotel meet its financial goals (Donaldson, 2002).
[bookmark: _Toc13391]2.3.2 Objectives
Establishing goals in the second stage focuses on corporate objectives, and it's important to provide a solid foundation for the company's entire workforce. Due to the firm's objectives, the project marketing strategy (which includes what material the company will launch and through which channels) as well as the progress of the promotional advertising campaign are informed by these goals and may be evaluated (Aurelian, Adrian, & Petronela, 2010).
In order for Marriott to succeed, it must focus on the five "S"s. It all starts with the word "sell." Marriott has divided the hotel market into four distinct segments based on factors such as geographic location, demographics, consumer attitudes and loyalty, such as "luxury hotels," "upscale hotels," "upscale hotels," and "upper middle-scale" establishments (Garrido, 2012). Taking into consideration the type of business culture fit for each of these four markets is essential. When Marriott hotels prepare an important event like a wedding or an important business meeting, they should cooperate with their partner restaurants to ensure that their clients receive a distinctive and comfortable experience from Marriott hotels and their partners (Dibb, Sally and Simkin, 2010). As a result of these two standards, hotel workers are expected to be available to both the restaurant and the customer at all times and to satisfy both of those entities' requests for assistance in any way they can. In the process of saving or adding value for the client. It's important to keep in mind the cost savings that can be achieved by shifting from traditional to digital media spending or discovering economies of scale in omnichannel advertising when planning future efforts. Sizzle is the final component, and it is critical that creativity be fully utilised in order to achieve the goals set out. After all, a successful marketing campaign relies on inventiveness as its core component (Jaymini, 2019).
[bookmark: _Toc25075]2.3.3 Strategy and Tactics
It is the type of operation that defines the approach to be taken, referring to the transactional or relational type of approach.Sub-strategies for each of the marketing mix components should also be taken into account. Tactics refers to how the strategy will be applied in the short term (Berry, Shostack and Upah, (Eds.), 1983).
A relational method can be used by Marriott hotels. In 2004, the American Marketing Association (AMA) defined relationship marketing as follows: "It is an organization's role and set of activities aimed at providing value to consumers, communicating that value, and establishing long-term connections with those customers."Therefore, three possible unique approaches to relationship marketing can be proposed: 1.From the point of view of behaviour (implying confidence, contentment, and loyalty). 2.From a network theory perspective (connections within the organisation became more involved, and new employee classifications emerged). 3.The viewpoint of a manager (creation of innovative approaches to human relations as well as new concepts for internal marketing) (Evans Joel R., Richard Laski L,1994)。
Customers, suppliers and other stakeholders are the primary focus in this new area of marketing strategy, which assumes that relationship marketing is an approach and set of tools for building personal, interactive relationships with the goal of creating and maintaining positive attitudes toward each other as well as to an organisation, its products and brands (Egan John, 2004).
[bookmark: _Toc25800]2.3.4 Action and Control
Companies must begin implementing the plans they've made to achieve their objectives. Monitoring the development of the plan and correcting any impediments to the plan in a timely manner is also vital to guarantee it is working correctly (Jaymini, 2019).
As part of a performance assessment for staff to ensure that everyone is on the same page, this programme might be utilised as a means of communication, with rewards and sanctions in place (Murphy and Hanscom, 2019). There should be a broad spectrum of testing activities in Marriott hotels to identify the most effective customers, as well. As a result, there may be more accurate data available about efficiency and a clearer picture of the new process's trajectory, which would demonstrate the program's success to the hotel and restaurant ( Rosenberg and Czepiel , 1984).











[bookmark: _Toc569]3.0 Recommendation and Conclusion
Overall, the strategic network's suppliers, partners, customers, and institutions must all conduct the planning process in the same manner and using the same methodology as a starting point for all of their efforts. An in-depth analysis is needed to determine whether or not the planning process should be coordinated across the various partners in the case of particular clients. The company's service goals should be at least as good as the market's. However, it is recommended that Marriott hotels establish client loyalty as the best approach to obtain the same level of service as the competitors, and that regular, unbiased, objective, and systematic polls of customer opinion must be conducted. Hotels and restaurants will continue to form strategic partnerships in the near future. A hotel restaurant can no longer be run as a purely auxiliary service to the hotel room industry. In order to increase revenue from both the hotel and the restaurant, the hotel's restaurant must now be marketed as a selling point. Management of the hotel's restaurant must be done so as to maximise overall property profit. For the overall property to be lucrative, the restaurant concept and the hotel's market position need to work together. To put it another way, in today's extremely competitive economic world, the hotel restaurant cannot and should not aim to be everything to everybody. Hotels run by Marriott could think about franchising their restaurant brands or renting out space to other food service businesses in order to obtain an advantage in the market. This will improve the property's profitability by enhancing customer satisfaction and increasing the value of the facility to customers.
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