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1.0 EXECUTIVE SUMMARY 

The goal of this report is to create an innovative strategic marketing strategy that satisfies 

the organization's goals while also maximising key resources and talents. This article will 

begin by introducing Marriott International, as well as the SMART and SOSTAC 

frameworks. The study will then present a SMART strategic marketing goal for the 

organisation, and it will expound on the goal using the SOSTAC framework to provide 

more clarity. Finally, this study will give a few operational suggestions to Marriott 

International. This article has only used reliable sources throughout.  



2.0 INTRODUCTION 

Marriott International, Inc. is the world's largest hospitality company, with over 3,800 

locations worldwide and 19 distinct brands. The hotel was created in 192 by Alice Marriot 

and Willard (Marriott International, Inc., 2017). The hotel has been run and owned by the 

same family for almost 80 years. After retiring from the top posts, Marriot put the 

corporation in the hands of a significantly younger CEO. 

The "spirit to serve" that is profoundly imprinted in all persons who, in one way or another, 

have responsibilities to accomplish in this organisation is the true tale and mechanism 

behind its success (Nyangwe, & Buhalis, 2018). Marriot's operating concept has been 

dubbed the explanation behind their consistent accolade as the top hotel sector. "If you 

take care of your staff, they will take care of the customers, and they will always come 

back," they believe. (2015) (Marriott & Brown). The SOSTAC model will be used to 

analyse Marriot International Inc. in this paper. Other than that, SMART, which is a guide 

to goal settings, will also be included in the “Objectives” section of SOSTAC. 

The marketing strategy of a corporation specifies the organization's target markets, 

marketing goals, programmes, and actions to attain these goals, timetables, and 

resources to be employed, all within the framework of budgetary constraints (Lindley, 

2022). 

To achieve business objectives, a marketing plan must be developed that outlines the 

methods for acquiring and maintaining clients. In order to accomplish the company's 

goals, it's also critical to ensure that marketing activities are relevant and delivered on 

time. It's a strategy for establishing a long-term competitive edge while also taking into 

account the resources required (Lindley, 2022). 

When developing marketing plans, the SOSTAC model employs step-by-step methods to 

ensure that all key elements are included at each stage (Schlegelmilch, 2016). The 

acronym stands for Situation, Objectives, Strategy, Tactics, Action, and Control 

(SOSTAC). The marketing team is led by the requirement to answer the question of where 

the entire firm is right now, or, in other words, where do we stand? The marketing team 

prepares objectives to react to a question concerning the firm's future ambitions (i.e., 

where do we see the company heading in the future). In terms of strategy, it means 



addressing the question of how the organisation will be able to reach the desired goals or 

accomplish the expected outcomes from the digital marketing strategy. Following that, 

tactics are used to define the specific details that will be used during the implementation 

process to select the most appropriate marketing mix and communication channels, 

whereas actions are used to define the small details within the tactics that are responsible 

for ensuring that each plan or strategy is executed flawlessly. Finally, control involves 

assessing and evaluating the metrics that are used to determine the efficacy of the 

methods utilised to attain the set objectives (Schlegelmilch, 2016). 

A goal must fulfil all of the following characteristics to be categorised as SMART: it must 

be precise, measurable, actionable, realistic, and time-bound (Boogaard, 2021). For both 

personal and professional endeavours, many individuals suggest employing the SMART 

technique of goal setting. It's a method for helping people achieve their objectives by 

improving their attention, clarity, and motivation (Cechova, 2019). 

  



3.0 SITUATION 

Situational analysis may be done using a variety of frameworks, including PESTEL, 

SWOT, and others. A iSWOT ianalysis, ifor iexample, ireveals ithat ithe ihotel ibrand ihas ia 

icompetitive iadvantage iin ithe ihotel iand irestaurant iindustry idue ito ipartnerships iand 

icollaborations iwith ikey iplatforms ithroughout ithe iworld i(Shaw iet ial. i2021). iMarriott iwas ialso 

iranked i157th ion ithe iFortune i500 ilist ifor i2020, iaccording ito iits ifinancial isuccess. iIt ihas 

iretained iits istatus ias ithe ileading ipower ifor ithe iprevious itwo idecades i(Shaw iet ial. i2021). iAs 

ia iresult, ithe icompany ihas ia isignificant ipresence iin ithe iworldwide imarket, iwhich iis idiverse iin 

iterms iof icommercial iinterests. iMarriott iInternational iis ithe iworld's imost ipowerful ihotel 

ichain, ithanks ito iits imassive idebt iload. 

 

3.1 OBJECTIVES  

Marriott iInternational's istrategic imarketing igoal ifor ithe inext ifive iyears iis ito iimprove 

icustomer ilifetime ivalue iby ipromoting iand imonitoring iits iloyalty iprogramme, iMarriott 

iBonvoy. iThis igoal iis iSMART isince iit ispecifies iexactly iwhat imust ibe idone, iwhich iis ito 

ipromote iand imeasure. iIt iis iquantifiable isince iMarriott iInternational's iloyalty iprogramme ican 

icalculate ia icustomer's ilifetime ivalue. It is feasible and relevant since Marriott International 

is a well-known hotel chain, and the corporation can achieve this aim. It is also time-

bound, as the goal is to be reached within the next five years. 

A client's worth extends long beyond the money they spend with a business today, which 

is why calculating customer lifetime value is so important. If the company can maintain 

them as customers, they will be valuable in the future. As a result, keeping existing 

customers is significantly less expensive than finding new ones (Cole, 2018). 

Marriot intends to use its well-known brand and wide network of trustworthy plunderers to 

launch promotions. Marriot's most effective method of connecting with its customers is 

through reward programmes, which motivate them to return even more regularly. Marriott 

Bonvoy is the world's biggest hotel reward programme, with more than half a million 

hotels spread over 30 different price points. Customers at Marriott hotels and resorts 

normally receive 10 base points for every dollar spent, which is the industry standard. A 



consumer will gain 1,000 points for every $100 purchased. Other low-cost hotel brands do 

not have lower base profits than Residence Inn and TownePlace Suites. 

Customer lifetime value is a crucial indicator for measuring a company's total profitability 

and creating strategies to boost customer retention and loyalty. Identifying which goods 

and services create the greatest income and client retention also assists the company in 

identifying potential areas for improvement (Wong, 2021). 

 

 

 

3.2 STRATEGIES  

The company's loyalty programme, Marriott Bonvoy, should be marketed and the number 

of consumers tracked. This may be done in a variety of ways, such as emphasising the 

many benefits of Marriott Bonvoy membership and encouraging people to join using their 

mobile devices (Marriott International). 

Other than that, the goals of Marriot are becoming loftier as time passes. The managing 

director and president of Marriot's Inc. revealed that the firm plans to double its number of 

inns in Europe. Because Europe now has the biggest number of accommodation 

bookings, Marriott is in a stronger position to pursue revenue growth (Connell, 2019).  

Autograph is especially designed to capitalise on developing franchise opportunities 

during difficult economic times and when funds to spend is limited (Connell, 2019). 

Edition, on the other hand, is intended to improve the collaboration of the company's 

many business businesses (Connell, 2019). This strategy has the potential to greatly 

increase the overall number of clients. 

 

3.3 TACTICS 

Marriott iInternational icustomers ishould ibe iinformed iabout ithe iadvantages iof imembership. 

iMembers iof ithe iLoyalty iProgram iwill ibe iable ito ilocate iphone inumbers ifor ireservations, 

icustomer iservice, iand ireward iredemption irequests ion ithe iMember iSupport iWebsite. iWhen 



ibooking iaccommodations ithrough ia iMarriott iChannel, imembers iof iMarriott's iLoyalty 

iProgram iwill ireceive ia i"Member iRate." iMember iRates iare ionly iavailable iat iparticipating 

ihotels iand ibrands, iwith ithe iexclusion iof iRitz-Carlton iReserve iand iDesign iHotels iby iMarriott 

iInternational. iOn iweekdays, ithe iMember iRate isaves iyou iat ileast i2%, iand ion iweekends, 

iyou imay isave iup ito i5%. iThe iRitz-Carlton, iSt. iRegis, iand iEDITION ihotels iall iprovide ia i2% 

idiscount ifor ithe iwhole iweek i(Marriott iInternational). 

Marriott International could also encourage customers to download the Marriott Bonvoy 

app to their mobile phones. Users can, for example, utilise the smartphone app's mobile 

check-in feature to check in from wherever they are. The mobile key function may also be 

used to open rooms, parking garages, swimming pools, and other locations. This app 

allows customers to manage their Marriott Bonvoy account, including monitoring point 

balances and tracking perks. They may also exchange points for cash (Marriott 

International). 

 

3.4 ACTIONS 

To achieve this marketing goal, Marriott International should teach its employees to 

promote the loyalty programme to every client. Employees may learn about the initiative 

and receive frequent updates by attending a kick-off meeting. As a result, the firm should 

train its personnel on the rewards structure of the loyalty programme and how to use the 

mobile app, as well as providing scripts or pitches to use when tempting clients to sign up 

(Prilliman, 2015). 

It is critical that Marriott International's customer database be notified via email and text 

message about the loyalty programme and prizes. Marriott International should also use 

social media at least once a quarter to remind existing and prospective customers about 

the Marriott Bonvoy program's benefits and advantages (Prilliman, 2015). 

Marriott International must monitor its existing customers' activities in order to maintain 

track of their involvement in its reward programme. It's also crucial to keep track of new 

member signups so the firm can know which hotel has the most engaged customers. 

Consequently, Marriott International knows exactly where to concentrate its efforts in 

order to improve its products and services. 



 

3.5 CONTROL 

Occupancy, icustomer ihappiness, iand iaverage idaily irates iare iamong ithe iKey iPerformance 

iIndicators ito ibe imonitored iin ithe ipower iof ithe iMarriot iInternational. iThese ithree iare icapable 

iof isuccessfully icontrolling iMarriot's imovement idirection. iThe ieasiest iKPI ito imeasure iin ithe 

ihotel ibusiness iis ioccupancy, iwhich iis idefined ias ithe inumber iof ibookings imade iduring ia 

icertain iperiod. Customer happiness may be difficult to quantify but educated HR 

professionals can help (Lee & How, 2018). Socio-media reviews are also important and 

may be utilised to effectively assess Marriott's performance. 

Another approach may be utilised in addition to the number of visitors and the length of 

time they spend on the homepage of the firm's website. This is similar to the reviews they 

leave; however, it isn't identical. There is a link between the number of visits to a page 

and how well it performs. 

  



4.0 RECOMMENDATIONS 

First and foremost, Marriott International should pay close attention to customer 

evaluations and comments on its website and social media platforms. This will provide the 

organisation valuable insight into areas where it can improve. This may be done by 

checking online reviews on sites like Trivago or by asking clients for feedback as they 

prepare to check out of the hotel. As a result, Marriott International will be greatly aided in 

reaching its marketing goals. 

Marriott iInternational imight ialso iexpress iits igratitude ito iits iemployees iby ioffering iincentives 

iand ibonuses. iThis iis ibecause iemployees iwho iare imotivated iand ienthusiastic iabout itheir 

iprofessions iare imore ilikely ito icontribute ito ithe icompany's imarketing igoals ithan ithose iwho 

iare inot. iMarriott iworkers ipresently ihave iaccess ito ia ivariety iof ibenefits, iincluding ia i50% 

idiscount ion iall irooms iwhen istaying iat ithe isame ihotel iand ia iunique idiscount ifor iMarriott 

iemployees' ifamily iand ifriends. 

 

5.0 CONCLUSION 

Finally, Marriott International's strategic marketing goal for the next five years is to 

improve client lifetime value by promoting and monitoring its loyalty programme, Marriott 

Bonvoy. This is a wonderful aim to pursue since it is SMART. The SOSTAC study also 

provides a complete review of the marketing objective. Situation, objectives, strategy, 

tactics, actions, and control are all covered in this framework. 

Marriott International has a strong position in the hospitality sector as a whole, according 

to the findings of the SOSTAC survey. Marriott iBonvoy ishould ialso ibe iaggressively 

ipromoted ito inew iand icurrent iclients iin iorder ito imaximise iclient ilifetime ivalue. iThe istudy's 

ifindings ialso iadvise ithat iMarriott iInternational ikeep itrack iof ithe inumber iof iclients iin iorder ito 

idiscover iany iareas iwhere ithe icompany's ioperations imight ibe iimproved. 
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