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Introduction
The market plan for Sheraton hotels and resorts should include an overview of Sheraton hotels and resorts, their target market, and their marketing mix. Sheraton hotels and resorts are a part of Marriott International, Inc. and have over 440 locations in over 70 countries (Cunha et al., 2021). Their target market includes business and leisure travellers. Their marketing mix includes advertising, PR, and marketing research. Sheraton hotels and resorts use advertising to reach their target market. They use television, print media, and online ads. They also use PR to create a positive image for their brand. Finally, they use marketing research to determine what works best for their target market.
Situation Analysis
Company: SWOT analysis (Microanalysis)
	Strengths
	Weaknesses
	Opportunities
	Threats

	· It has a wide variety of locations
· Has a high-quality brand.
· Commits to customer service
	· Lack of innovative features
· Sheraton hotels and resorts are often costly.
· They can be found in less desirable locations.

	· Rich and credible history.
· It has a reputation for being luxurious and providing excellent service.
· Brand Recognition: Sheraton is one of the most recognisable hotel brands in the world (Nakidde, 2018).
	· The increasing popularity of home-sharing services like Airbnb.
· The rise of new hotel brands perceived as being more modern.
· The potential for a future economic downturn.






Customers
Sheraton hotels and resorts cater to a wide range of customers. Business travellers often stay at Sheraton hotels for convenient locations and amenities. Families also stay at Sheraton hotels for spacious rooms and on-site activities. Vacationers also enjoy the all-inclusive feel of Sheraton resorts. Seniors appreciate the discounts and amenities available at Sheraton hotels and resorts. Each type of customer has different needs. Business travellers need a comfortable room and easy access to the amenities (Goustaft, 2021). Families need spacious rooms with enough privacy for children. Vacationers want all the activities and amenities of a resort without leaving the comfort of their homes.
Competitors
The key competitors of Sheraton hotels and resorts are luxury hotel chains such as the Ritz-Carlton, Hyatt, and Marriott (MacNeil, 2018). These chains can offer similar products at higher prices than Sheraton hotels and resorts. The other main competitor is the convention centre hotels. These hotels are typically located near large city centres and can offer lower prices than Sheraton hotels and resorts for similar accommodations (Goryushkina et al., 2018). However, they may not be as luxurious or accommodating as Sheraton hotels and resorts. Another competing hotel chain is the budget hotels such as Best Western and Holiday Inn. These chains typically do not offer the same level of luxury and service as the other hotel chains, but they may be cheaper (Tutu, 2018). Finally, there is the Airbnb phenomenon. This allows people to rent spare rooms in their homes for short periods. This has caused a decrease in demand for hotel rooms, which has put pressure on prices at Sheraton hotels and resorts.
Collaborators
Sheraton hotels and resorts are part of Marriott International, Inc. and are known for their luxurious accommodations and top-notch service. Their B2B relationships are crucial to their success, as they have partnerships with some of the best brands in the world. For example, Sheraton has a partnership with American Express, which allows them to offer its guests exclusive benefits and discounts (Samatovich, 2021). Additionally, they have a partnership with Delta Air Lines, which gives their guests access to discounted airfare rates. In addition to teamwork, Sheraton also franchises its hotels around the world.



PESTLE (Macro analysis) This can be in a table
	Political factors
	Economic factors
	Social factors
	Technological factors
	Legal factors
	Environmental factors

	This investment gives Sheraton political backing and allows the company to change its operations significantly.
	Prices charged by Sheraton hotels and resorts are significantly higher than those set by similar hotels operated by other companies (Tutu, 2018).
	The resort is well known for being customer friendly
	One of the most significant changes in recent years has been how the internet has changed how people book and experience vacations (Sun & Law, 2017).
	These laws may affect how the company operates its hotels, including the prices it can charge for accommodation.
	Sheraton hotels and resorts have implemented various environmental initiatives to protect the environment. 





Objectives
This marketing plan aims to increase awareness of Sheraton hotels and resorts among potential customers and to generate more bookings and visits to the property.
Strategy
The Sheraton hotel and resort value proposition combine the quality of the accommodations and service, the resort’s location, and the Sheraton brand's reputation. The organization differentiates itself by offering its guests a luxurious and relaxing experience and providing a wide range of amenities and activities to keep them entertained (Wang, 2019). The resorts are strategically located in some of the most beautiful and popular destinations in the world, making them ideal places to stay while visiting these areas. The value proposition can be delivered through various mediums, including brochures, websites, social media accounts, and even direct mailers.
Marketing mix:
All-inclusive resorts are becoming increasingly popular among travellers looking for a hassle-free vacation. Sheraton Hotel and Resort is one such resort that offers all-inclusive packages, which include accommodations, meals, activities, and entertainment.
Sheraton hotels and resorts are located in many different places around the world. Customers can use various channels to find the location of a specific Sheraton hotel or resort. The most common way to find a Sheraton hotel or resort is through an online search engine, such as Google. Customers can also use online travel websites, such as Expedia or Travelocity, to find the location of a specific Sheraton hotel or resort (Rather, 2019). Customers can also use online maps to locate a particular Sheraton hotel or motel. Finally, customers can contact a customer service representative at a Sheraton hotel or resort to find the location of a specific Sheraton hotel or resort.
In the hospitality industry, pricing is a crucial determinant of profitability. Hotels and resorts must consider various factors when setting service prices. These factors include the costs of operations, the market demand for the services, and the competition. Costs of operations are a significant consideration in pricing. Hotels and resorts must account for labour, utilities, and other necessary expenses (Perenc, 2020). These costs vary from location to location and can change over time. For example, the cost of electricity may increase over time, necessitating a corresponding increase in hotel prices
Action
To ensure that each hotel provides the best possible experience for guests, a great deal of preparation, market research, and marketing go into each one. The Sheraton hotel and resorts team does a great deal of market research to determine what type of guest is most likely to visit their property (Nikolskaya et al., 2017). One of the critical aspects of the Sheraton hotel and resorts marketing strategy is their schedule for marketing channels. Rather than blast messages out randomly, the team carefully selects which channels work best for their particular property (Mellor, 2019). This allows them to reach their target audience in the most effective way possible. Additionally, guests regularly gather feedback about how well each marketing channel works. This information is used to improve the marketing strategy for future properties continuously,
Control
New customers and positive attitudes towards the brand are two key indicators. Additionally, the company will also look at increases in profits. Measuring success is essential for any business but especially crucial for a hotel. This is because the hotel industry is highly competitive. If a hotel can show that it can attract new customers and keep them happy, it will have a much better chance of remaining in business (Domínguez-Navarro et al., 2020). The Sheraton hotel and resorts will also use other indicators of success. Increases in occupancy rates are one example. This data tells us how many rooms the hotel is currently filling up. Another measure of success is the rate at which revenue is growing. This data tells us how much money the hotel brings in daily.

Conclusion
Sheraton must create a unique brand identity that differentiates it from its competitors. Finally, Sheraton must generate awareness of its brand among potential customers.
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