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Executive summary 
This marketing plan sets out to achieve the SMART of increasing room bookings of the over 30s by 20% by the end of 2022 so they are at their pre-pandemic levels. The plan is structured following SOSTAC; situational analysis, objectives, tactics, actions and control. The situational analysis showed that the pandemic has been felt hardest by the under 30s meaning they don’t have disposable income and business travel has reduced. Thus, a target marketing strategy will be used to tailor marketing to the over 30s therefore attracting the most profitable segment despite the risk of alienating some consumers. Tactics will include social media, e-mail and pay per click advertising which will be effective in gaining customers in spite of some limitations. Vigorous measures such as engagement, click through rate and website traffic will be checked monthly to make sure they are effective and do not require refinements. Communication is pivotal as it will increase staff commitment to the strategy and boost creativity thus making this marketing plan successful. However, it is recommended that this plan is flexible because the macro environment is forever changing and trends will dictate Marriott market orientated approach.
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1.0 Introduction  
This marketing plan aims to achieve a SMART objective for the Marriott hotel chain which is emerging from the Covid-19 pandemic. The SOSTAC framework will be utilised to ensure an effective, appropriate, and implementable marketing plan that will increase sales. A situational analysis will be conducted to understand the marketplace then objectives will be formulated to meet the needs of the market. The strategy will be selected whilst considering its advantages and disadvantage for maximum impacts. Marketing campaigns will be chosen tactically to engage, attract and convert consumers and aide Marriott to return its pre-pandemic levels of bookings. Additionally, all marketing channels will be measured to ensure they are performing effectively and helping to achieve sales and do not require any adjustments. Marriott will need good communication between it is departments to successfully implement this marketing strategy and create an organisational culture that is innovative and driven. 
[bookmark: _Toc102639035]2.0 Situational Analysis 
[bookmark: _Hlk101778823]The SOSTACT framework represents key aspects for a marketing plan, these are; situational analysis, objectives, tactics, actions and control. This is a proactive way to plan marketing communications and leads to a successful implementation of marketing strategies and because inclusion of the evaluation element it allows for the plan to be refined thus maximising its impact (Krishnan, 2013).
Research has shown that consumers that are under 29 will reduce their travel due to financial constraints. Moreover 46% of travellers said they would be reducing their holiday length post-pandemic and 57% said that they would delay their holiday by six months. The most crisis-resistant tourists were finds to be older consumer who were independent from children (Li al, 2021). This is supported by research showing that 11% people aged 16-24 lost their job in the pandemic compares to 4.6% over 26. Additionally, 18% of young people are out of work compared to 12% over 26 and 6 in 10 young workers have taken a pay cut (Chapman, 2020). Due to changes in the macro environment Marriott will lose its business customers as companies have cut travel budgets by two thirds because of the pandemic. The reason for this is that France and Austria have banned all short haul flights in a bid to meet their emission targets. The rapid adoption of video conference calls is expected to reduce business travel demand by 5-10% and across Europe there is expected to a decline of 24% of pre-pandemic level in business trips (Bréchemier, 2021). This situational analysis shows that the post covid hospitality industry will mostly be 30 or older and booking will be predominantly for tourism rather than business.
[bookmark: _Toc102639036]3.0 Objectives
Blythe and Martin (2019) state that “Objectives are the route map to where we are going as a company, and they need to be SMART (specific, measurable, achievable, realistic and time-bound).” The objective of this marketing plan is to increase room bookings of the over 30s by 20% by the end of 2022 so they are at their pre-pandemic levels. This will be a change from the corporate image of Marriott but the analysis of macro and micro environments showed that this is the most profitable segment, else they would be targeting a decreasing segment and could lose money. Moreover, having an objective with purpose will be beneficial as it will help focus Marriott’s organisational culture and will help growth. A purpose-driven strategy will prevent a decline in growth that will impact on the profitability of the business (Malnight al, 2019).
[bookmark: _Toc102639037]4.0 Strategy 
A target marketing strategy will be advantageous because it allows marketing activities to be focused on one objective through bespoke marketing mix and positioning. Moreover, this creates higher customer value as marketing can be planned to make the specific needs and concerns of a segment thus creating a competitive advantage. By focusing in on a segment it is cost effective as it streamlines the business’s products and promotions (Olbara, 2011). Therefore, this strategy will help Marriott exploit the social change that has happened post covid and achieve its objectives of increasing sales by targeting the over 30s. However, segmenting and marketing by demographics can cause board assumptions about that group and the marketing could be offensive and make it ineffective. This also is an ambiguous way of understanding consumers because it does not tap into the desires and needs of individuals, thus marketing content can not be effectively tailored to whole demographics (Langford, 2020). 
This strategy will shape the rest of this marketing plan and aide in achieving the objective. Thus, in the proceeding section all marketing channels and content will be selected with the sole purpose of targeting the over 30s and increasing bookings. 
[bookmark: _Toc102639038]5.0 Tactics 
Social media will be used as it is an engaging way to attract customers because unlike traditional media this platform allows people to like, comment and share posts, this leads higher involvement and positive attitude towards the brand. This platform also allows the customer to contact Marriott in a more accessible way, allowing for better customer serviced to be offered. Moreover, social media allows for highly targeted advertisements based on age, gender, location and interests based on other pages a person follows (Nadaraja and Yazdanifard, 2013). Thus, Marriott can implement a marketing campaign specifically designed to target travellers over 30 with content that will resonant with them and connect with them thereby appealing to the most profitable segment.  However, the danger of using social media to market the hotel is that it allows the public to comment on posts which could be potentially negative and damaging PR to the brand. Social media campaigns are only beneficial if the timing of posts are suitable to reach as much people are possible, thus if the timing is ineffective it could not have the desired impact and waste the marketing budget. Lastly to maintain an engaged audience requires Marriott to continuously post new content thus requiring constant management and resources (Mohammedi and Gazzaz, 2020). The marketing content will have reviews of hotels as this has been proven to make customers have higher purchase intentions. Moreover, the greater the detail of reviews the greater the effect will be on consumer’s trust (Jiménez and Mendoz, 2013). The reviews will specify be from customers over 30 to heighten this effect and help achieve the objective. Marriott will continue to utilise its relationship with influencers that have similar  audience because they are incredibly successful in creating bonds with customers as they have the same identity as the target customers, this creates more trust than traditional celebrities (Jin al , 2018). This will also help change the brand image from a business travel hotel to more of a leisure hotel thus attracting the most profitable segment and increasing sales 
An e-mail campaign will be beneficial as it can be used for verity of marketing activities such as promoting products information and moving customers on to the website to result in sales. This platform also allows Marriot to improve their brand loyal with and relationship with existing customers by creating connections which could result in extra sales (Simmons, 2007). Marriott should send marketing e-mails to pervious customers over 30 with targeted content and an exclusive discount to achieve the objective of increasing sales to the over 30.  Although, e-mail should not be used as the sole marketing channel because it is not a reliable source of promotion. E-mail marketing can be easier ignored by consumers, e-mails can be automatically classed as spam and could be underlived thus could marketing messages never be seen by recipients. Moreover, e-mail marketing requires Marriott to gain content from customers to be sent e-mails and need the option to unsubscribe at any time (Yurovskiy, 2014). This means that Marriott cannot expand their customer base using e-mail marketing as they can only e-mail previous customers, thus might not achieve the objective of increasing customers over 30. The e-mail campaign will consist of discounts as studies have shown it can increase short term sales. Discounts are also a proven to help attract new consumer, thus it is pivotal for Marriott to use discounts to help gain a new audience and get booking up to pre pandemic levels (Alimpic, 2013). 
Pay per click advertising will be utilised in the marketing campaign because it allows Marriott to target specific key words thus assisting in achieving the objective. Moreover, ads get can be shown at different times of day to maximise the effect of the boost in website traffic thus increasing sales. This is a faster way to attract customers than using a search engine optimisation strategy and brand messages can be portray through video, images and graphics (Khraim,2015). This campaign will use ads that depict the target audience relaxing in the hotel’s spa to resonant with potential customers and gain sales.  However, this method can be an untrustworthy way to advertise and using it to attract masses of customers posess a problem because popular key words are expensive thus Marriott could spend lot of the marketing budget on this strategy. Another downfall is that Marriott’s competitors could buy the key words to hamper the strategy and gain the target consumers (Kapoor al, 2016).
[bookmark: _Toc102639039]6.0 Actions 
The social media campaign will be measured by the amount of website traffic coming through from links in social media posts. This is crucial as it shows what type of content is gaining sales and allows for the campaign to be fine-tuned to make it as efficient as possible. Additionally, Marriott should measure their platform engagement, this includes likes, comments and shares. This shows what content is engaging people with the brand and increasing the reach of the campaign, this also provides valuable data that can be implemented to streamline the campaign (Mckay, 2017). This should be measured monthly so that changes to follow trends, thus making sure it is having a successful impact on the objective.
The success of the PPC campaign will be measured by the click through rate, thus allowing Marriott to see whether the ad is effective at drawing people to the website and increasing brand awareness. The cost per click rate will show how much of an increase in traffic is costing Marriot. Moreover, the conversion rate will be the most important metric as it reveals the amount of sales the advert is generating, thus allowing Marriott to see if they are meeting their objective. However, the cost per conversion will ensure that the advertising cost does not increate on the profit margin and lose instead of gain Marriott revenue (White, 2022). 
The success of the e-mail marketing will be measured by the open rate which is the percentage of the customers. this will be combined with two sets of subject lines, A/B testing. This will aide Marriot to fine tune their e-mail campaign by allowing them to see which e-mail has a higher open rate. The unsubscribe rate will offer a crucial insight into whether the e-mails are putting off customers. Moreover, to better understand the consumer device statics will be measured to see how consumers view the e-mails, therefore the design the layout to optimise usage for a specific device thereby increasing the conversion rate (Tiffany, 2022).  
[bookmark: _Toc102639040]7.0 Control 
To ensure a successful implementation of this marketing plan Marriott need to have effective organisational communication between the marketing and sales team to ensure all the marketing efforts are achieving the objective. Therefore, monthly meetings will be held between the marketing and sales managers to check the progress against the objective. Additionally, the finance team need to be informed because this marketing plan has discounts as part of its content strategy and requires approval, moreover the whole plan needs achievable within the marketing budget.
Communication is critical as it provides better commitment and trust in strategies from staff allowing for a higher success rate. It also boosts the workforce’s morale and promotes creativity because there is a stronger bond within the company meaning that new ideas are accepted, allowing for a high productivity and quality levels (Hargie, 2016). 
[bookmark: _Toc102639041]8.0 Conclusion 
To conclude, the external analysis showed that customers needs have changed and Marriott need to change their marketing strategy. Target marketing will help achieve the objective of increasing bookings by the over 31 to return to post-pandemic levels. However, this strategy needs to be used with caution to prevent alienating consumers and denting sales. A social media campaign utilising influencers will create engagement and can be targeted to the desired customers. E-mail marketing can be used to facilitate a verity of promotional activities including executive discounts because these are very effective at increasing website that results in conversions. Moreover, pay per click advertising will increase brand awareness through targeting key words which will target consumers looking for hotels. This advert will have embedded video and images which will depict the target audience to spark over connection. All channels will be continuously measured to ensure that they are successful at achieving the objective and allow for refinement if they are not performing effectively. Lastly, communication will be crucial for the success of the implementation because it increases productivity by improving the trust, motivation and creativity levels among staff.
9.0 Recommendations
This marketing plan should be implemented with flexibility as the external environments are continuously changing, thus to be market oriented, Marriott needs to be sure to keep up with customer needs to allow for effective target marketing (Rofiq and Pramono, 2019). Moreover, flexibility will help Marriott to maintain a competitive advantage in the volatile post-pandemic tourist industry.
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