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[bookmark: _Toc121329143]Introduction
This report aims to analyse the Marriott International hotel using SOSTAC strategy. The SOSTAC embraces situational analysis, objectives, strategy, tactics, action, and control. In situational analysis, the company's SWOT analysis (micro-analysis), competition- porter 5 force analysis, customers- segmentation and target, collaboration- franchises and partners and climate- Pestle (macro-analysis) has taken place. However, the objective is to increase customers, and the strategy includes Marriott's value proposition with price, place, promotion, and product as marketing mix tactics. The action included a Gantt chant of marketing activities with USP to control. 

[bookmark: _Toc121329144]SOSTAS
[bookmark: _Toc121329145]Situation Analysis: 5 C’s
[bookmark: _Toc121329146]Company: SWOT Analysis
Strength 
· High brand awareness and recall strategy. 
· The hotel has more than 3700 hotels and resorts in more than 70 countries. 
· Because of its healthy financial flow, the hotel can invest in new initiatives.
· Marriott hotel has a successful track record for innovation of products. 
Weakness 
· Marriott's emphasis is merely on family-oriented segmentation and excludes millennials. 
The hotel does not accept various working cultures since it has had difficulty merging businesses with multiple cultures (Neupane, 2015).
Opportunities 
· New online channel customers in the post-pandemic situation. 
· Marriott can employ big data analysis to fully understand its customers' wants and demands (GURL, 2017).
Threat 
· The vitality of the political environment and the rise in raw material prices in various markets around the world bring currency fluctuation (Sarsby, 2016). 

[bookmark: _Toc121329147][bookmark: _Toc121326498]Customers: Segmentation and Targeting
[bookmark: _Toc121326499]Psychographic Segmentation: 
· Guests of Marriott hotels can enjoy memorable meals that are prepared with fresh, local ingredients. These ingredients are expertly cooked and served. 
Behavioural segment:
· Consumers are categorised based on their level of product knowledge, product proficiency, and product reception. 
· Marriott is a great place to have a wedding ceremony.
Demographic segment:
· When staying at the Marriott, business travellers can expect to focus on work.
· [bookmark: _Toc121326500]Families can enjoy their stay (Stephenson, 2021).

Target Market
The target audience of Marriott hotel includes those with price sensitivity, booking, where they stayed and add-on purchases (Benzaghta et al., 2021).
· Travellers
· Corporate
· Families

[bookmark: _Toc121329148]Competitors (Porter 5 Forces Analysis)
· The threat of substitute-high
There has been a rise in the popularity of offbeat lodging options that provide both luxury and an unforgettable experience for visitors, such as bubble rooms in Iceland, silos in New Zealand, tree houses, underwater homes, ice homes, etc. (Thabit and Raewf, 2018).
· Bargaining Power of Customers- moderate
Their collective impact on the hotel's bottom line is negligible; thus, they have little leverage in negotiations. And since they can't afford to try out other hotels due to the exorbitant switching fee, they always end up staying at the same one (Mazen Alomari, 2017).
· Bargaining Power of Suppliers- low
Marriott carefully selects its suppliers in order to protect the hotel chain's reputation, and the company has built strong bonds of trust with its vendors.
· Competitive Rivalry: - High
Hotels like Hilton, Carlsen, Hyatt, and Four Seasons are among Marriott's main rivals. These hotels are all within a similar price range and provide comparable services (Sarsby, 2016). 
· The threat of New Entrants: low
The initial expenditure needed by a new entrant for the purchase of necessary equipment and marketing is high in the hospitality industry. Any new entrant would have a hard time raising that much money at once (GURL, 2017).

[bookmark: _Toc121329149]Collaborators:
Marriott International, Inc. headquarter is in Bethesda, Maryland and runs a worldwide network of over 7,500 hotels (GURL, 2017). All throughout the globe, Marriott owns and runs hotels, franchises hotels, and licences timeshares. Marriott BonvoyTM, the company's highly rated loyalty programme, is now accessible. Most people, both regulars and newcomers who heard about this place, go there on a regular basis. This shows that patrons' overall satisfaction with the product or service remains high. It has been found that the vast majority of visitors to the institution had a positive experience, as evidenced by positive reviews on Google and other review websites like Trip Advisor and Lonely Planet (Sarsby, 2016). 

[bookmark: _Toc121329150]Climate- PESTLE
[bookmark: _Toc120290724][bookmark: _Toc121326504][bookmark: _Toc121329151]Political
· Marriott International has a presence in a wide variety of nations, many of which are rife with political tensions.
· These include the terrorist attacks of September 11, 2001, the shooting down of Malaysia Airlines Flight MH17 in July 2014, and the restrictions imposed by host countries during the Covid-19 conference.
[bookmark: _Toc120290725][bookmark: _Toc121326505][bookmark: _Toc121329152]Economic
· The government places a premium on recycling and other forms of resource conservation. 
· A fair trial and the rule of law are both endangered when the government interferes in the judicial system without good reason. 
· Increase the rate at which climate-altering emissions are released into the atmosphere. 
· High dollar value and currency fluctuations (Stephenson, 2021).
 
[bookmark: _Toc120290726][bookmark: _Toc121326506][bookmark: _Toc121329153]Social
· In Singapore, more ethical communities live 
· Expense power is high. 
[bookmark: _Toc120290727][bookmark: _Toc121326507][bookmark: _Toc121329154]Technological
· Soon after Covid 19, the rise in the use of digital appliances has been trending; thus, Marriott should update itself with the most recent technologies.
· For example, Free and fast access to Wi-Fi and many other technological accesses. 
[bookmark: _Toc121329155]Legal
· Violating hotel regulations, zoning laws, and health and safety regulations.
· Paying lodging taxes as additional charges. 
· [bookmark: _Toc120290728]Service reduction regulations and higher labour costs (Alanzi, 2018)
[bookmark: _Toc121329156]Environmental
· Serious environmental issues globally demand Marriot prioritise and adopt recycling and echo-friendly practices, as advocated by Seibel (Thabit and Raewf, 2018).



[bookmark: _Toc121329157]Objectives
The objective is to attract new customers to Marriott hotel in the current climate and to improve brand image. 

[bookmark: _Toc121329158]Strategy
As time passes, Marriot's goals get ambitious. The president and CEO of Marriot International, Inc. plan to double the hotel chain's European properties. There are more hotel bookings in Europe, putting Marriott in a better position to increase revenue. Both strategies attract high-end customers. Autograph capitalised on emerging franchise opportunities during economic hardship and limited investment capital. In contrast, Edition is designed to facilitate communication and cooperation among the enterprise's companies. Both approaches benefited from new franchise opportunities. This strategy could increase customers (Sarsby, 2016). 

[bookmark: _Toc121329159]Tactics
[bookmark: _Toc120290717][bookmark: _Toc121326511][bookmark: _Toc121329160]Marketing Mix
[bookmark: _Toc120290718][bookmark: _Toc121326512][bookmark: _Toc121329161]Product – 
· Spa experiences, unforgettable moments, healthy dining options, and plenty of room for the whole family are just a few of the hallmarks of the Marriott brand. 

[bookmark: _Toc120290719][bookmark: _Toc121326513][bookmark: _Toc121329162]Price -  
· Marriott sets hotel prices to make maximise income without compromising the quality of its brand.
· The hotel's prices change based on the seasons and occasions, what customers want, and how much it costs to run and market the hotel (Alanzi, 2018).

[bookmark: _Toc120290720][bookmark: _Toc121326514][bookmark: _Toc121329163]Place – 
· The location of Marriott found near the airport.
· [bookmark: _Toc120290721]In order to expand its hotel portfolio, Marriott uses a mixed-channel strategy. Individuals may book a room on their website (Benzaghta et al., 2021).

[bookmark: _Toc121329164]Promotion –
· Marriott uses digital space to promote its products
· The company has built a website that showcases the way to book hotel rooms online.
· There are ads, videos, and campaigns promoting it on a wide variety of social media platforms (Sarsby, 2016). 

[bookmark: _Toc121329165]Action
[image: ]
Gyms, pools, and beaches are examples of amenities taken by Marriott as its two major aspects. How workers to communicate is another crucial issue. If they don't treat customers well, they will leave a bad impression on the hotel, which will hurt its brand (Thabit and Raewf, 2018).


[bookmark: _Toc121329166]Control
Marriot International's KPIs include the number of guests, customer satisfaction, and average daily rate. These three can steer Marriott's path. The number of bookings during a specific time period is the simplest KPI to assess in hospitality. Customer happiness is hard to gauge, but HR can assist. Sociomedia reviews are also vital for gauging Marriot's success (GURL, 2017).

[bookmark: _Toc121329167]Conclusion
It can be concluded that Marriott hotel has a good record for innovation of products, however, needs to work on segmentation and expand its target audience. Porter's analysis says that USP is a most needed factor for Marriott because the threat of substitutes and rivalry is high. Collaboration and supplier relationship is the most plus point of Marriott. However, the threat is associated with legal and political factors that might hinder success. However, technology is an opportunity, as per PESTLE. Needs to work on promotion in terms of the marketing mix phase. The human resource department can help control customer satisfaction by enhancing employee morale at work. 
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Porters 5 force analysis
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