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Introduction
A well-thought-out marketing strategy will help a business meet its goals by focusing its efforts where they will have the greatest impact. It's a blueprint outlining the means through which a company may maintain a competitive edge over its rivals.  Marriott Hotels is among the finest. It provides a range of products and services, such as quick meals, beverages, and lodging where guests may rest their weary bodies and minds after a day or night of labor. The administration has come to terms with the fact that its services are in high demand in the Loop district, located in the city's southern half (Abellanet Miranda).
[bookmark: _Toc121094851]Situation Analysis
People have divided the three-month period into four parts so that the company may get the most out of their advertising agency at that time. The majority of city dwellers can read and watch TV. The company would be wise to begin promoting this immediately. There will be details about the hotel's location and outside design available on cable. There will be photos of the hotel or apartment complex, as well as images showcasing the many amenities available (Atasoy et al., 2022). After the hotel opens, people anticipate the cable TV commercial to run for at least another month. This is done so that people are aware of the hotel's existence before, during, and after its grand opening.




[bookmark: _Toc121094852]5 'Cs on Marriot analysis
[bookmark: _Toc121094853]SWOT analysis  


	Strengths
· Reputation as a reliable brand is high.
· Use the established brand's reputation to break into new markets.
· Having the dominant share of the market.
· Good standing in the eyes of the international community.
· Massive following of satisfied customers.
· Capitalization on research and development.
· Culture that encourages and rewards innovation.
	Weaknesses
· Very poor attention to the needs of their customers.
· Less money is being made off each sale.
· High levels of job stress are causing employee turnover.
· The supply chain is not flexible enough (Buhalis et al., 2019).

	Opportunities
· More and more people are buying into the low-end market, which is promising.
· Possibilities to work together with local players to grow operations.
· The rising popularity of luxury goods.
· Regulations imposed by the government are making it challenging for new companies to enter the market.
	Threats
· There is rising criticism from eco-groups.
· Competent people are scarce in the job market.
· Stagnant sales in rural areas and oversaturated markets in the cities.
· More and more consumers are placing a premium on health.



Customers
 Market segments
· As a hotel chain, Marriott is aiming for the high end as well as the low end.
· Opportunity has increased as a result of the company's choice to focus on a wider range of markets.
· Market growth for the specified subsets should remain relatively constant going forward (BURKE et al., 2020).
· The family with children is the Marriott's core customer category, thus the hotel must perform a variety of social, emotional, and practical tasks to ensure the satisfaction of this clientele. Core responsibilities go under the "functional" category, while facilitating family and social events falls under "social," and taking care of clients falls under "emotional.".
[bookmark: _Toc121094854]Porters 5 forces analysis on Marriott Hotel
Bargaining power of buyers
· Customers' ability to negotiate a lower price for a high-quality product has forced Marriott to lower its asking price.
· Customers' ability to transfer from Marriott to a competitor with more negotiating power increases when the latter's market share decreases (Chan et al., 2018).
· Buyers have negotiating power for three main reasons:
· Highly available alternatives.
· A plethora of options are available.
· Low monetary and emotional barriers to changing providers.
Bargaining power of suppliers
· Suppliers have little leverage in negotiations with Marriott, therefore this is a very minor strategic concern for the hotel chain. Suppliers are bound to the pricing and terms set by Marriott.
· There are three causes for weak to moderate supplier power:
· A plethora of sources
· Sufficient availability
· Reduced supplier oversight of the distribution system
Competitive rivalry
· Currently, competition is fierce, making it challenging for Marriott to expand its market share.
· Since establishing a solid basis for product difference has grown increasingly difficult, product differentiation is poor (Dunnett et al., 2018).
· Marriott's falling profits may be attributed in large part to the industry's fierce competition.
Threat of substitutes
· Thanks to technical progress, Marriott now faces greater competition from similar businesses.
· Altering consumer preferences for healthier options also increase the severity of this challenge to Marriott.
· Overall, the danger of replacements is considerable for the following reasons:
· Similar items have a high value-to-performance ratio.
· The availability of suitable alternatives is rather high.
· It's not too expensive to switch.
Threat of new entrants
· New entrants provide a minor danger to Marriott, meaning they do not threaten the company's market share greatly.
· Individualsll need to have extensive experience in marketing and be willing to invest a lot of money into various marketing initiatives before individuals can break into the sector (Ferreira et al., 2021).
· For the following reasons, new competitors pose a modest risk to Marriott:
· The threat is diminished by the high expense of developing a brand.
· Threateningness is augmented by low switching costs.
· The threat is diminished by the high capital expense.
Collaborators 
· To properly investigate the potential for cooperation between Marriott and its suppliers, the company must first undertake a thorough value chain study.
· Upstream and downstream partners, business, community, and government allies are vital collaborators. Marriott must examine value chain flexibility, efficiency, agility, revenue sharing among value chain partners, and the strengths and limits of prospective collaborators to pick the best partners (G’ofurjon qizi Abdullabekova, 2022). Because of its partners' in-depth research, Marriott can enhance and vertically integrate its supply chain.
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Political Factor
· Under the current structure of government, Marriott needs to keep a careful eye on the evolving policies of the government.
· The potential for political unrest grows when a company operates in more than one market.
· Because of the current state of international politics, Marriott is now more vulnerable to geopolitical concerns.
Social Factor
· Customers' increasing interest in health and wellness poses a threat to Marriott.
· Rising middle-class consumers and emerging low-income groups present promising prospects for Marriott (Ghiasi, 2019).
· The reluctance to accept newcomers is a major factor in the regions where Marriott operates, therefore the corporation must give serious thought to how its presence may affect future demographics.
Economic Factor
· The rate of inflation has a significant effect on the way Marriott sets its prices.
· Marriott's marketing managers need to be flexible because the company operates in so many different markets, and customer behaviour fluctuates in response to economic ups and downs (Lagiewski and Perotti, 2023).
· Successful marketing tactics take into account not just the upward pressure on prices but also the downward impact on the purchasing power of consumers.
Technological Factor
· As new competitors enter the market and engage in RandD, Marriott must take measures to safeguard its proprietary information.
· Marriott has had to improve the effectiveness of its value chain since technology has reduced product life cycles.
· The need to reorganise the supply chain has risen despite the fact that technological advancements have reduced production costs.
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Specific
Marriott's goals are well-defined, and aids management and staff in keeping sight of the big picture and individual contributions to getting there. Managers may better assess the needs for personnel training and professional growth in their departments when they have clear, measurable goals to work toward (Nannelli et al., 2019).
Measurable
Goals at Marriott are quantifiable.. Everything may be monitored for its progress towards its goals. Since this aids with making deadlines, it is crucial for Marriott.
Attainable
Despite pushing the limits of the team, the goal should be something they can succeed in accomplishing. The goals at Marriott may cause some employees to stretch beyond their comfort zones, but are within reach.
Realistic
The goals are reasonable and achievable. This implies that Marriott establishes goals in light of the capabilities and limitations of the business so that those goals may be attained efficiently and on schedule (Polat, 2022).
Timely
Marriott goals have beginning and ending dates and is able to keep staff engaged with a feeling of urgency.
[bookmark: _Toc121094857]Strategy 
Customers can trust that they will receive excellent value from Marriott International because to the company's commitment to creating a compelling customer value proposition. There is a wide range of prices due to the several brands available. Prices for the various labels are established in accordance with the specific service categories that individual buyers fall under. There are brands available at affordable prices because of the few features they provide. Some are reasonably priced, yet their extensive features make them unaffordable. A strong consumer value proposition is essential for maintaining brand loyalty (Qu et al., 2019). Certain service brands place a premium on meeting the most essential wants and needs of their target consumers. The best possible audio-visual equipment may be required for important business meetings. Some customers, whose focus may be the desire to learn something new during their travels, are satisfied by the Renaissance hotels and lodges situated around the United States and the world.
Marketing mix of Marriott hotel
The marketing strategy employed by Marriott has made the hotel chain a household name throughout the world. The hotel's success and the network's expansion may be attributed to the smart brand promotion it received. 
-Product: "Core product with features, brand, quality, and style." This is Marriott's USP, or unique selling point. Marriott's marketing staff meticulously crafted the product they are trying to promote, and as they have different sorts of hotels in different areas with different target customers, it changes in each hotel. Marriott's principal product idea comprises premium style, high-quality service, and a worldwide brand (Sani et al., 2020).
-Place (Distribution): Marriott's target market varies by area, which affects cost. Certain hotels in city centres attract businesspeople, so they may charge more. Usually, business expenditures pay for it, not the person. Marriott also targets couples and families who stay longer but have a lesser budget, thus hotel prices must reflect this.
-Price: As befits a multinational corporation, Marriott does not focus exclusively on any one sector of the market; rather, the locations of its hotels attest to this. Hotels like the London Heathrow Marriott and the Orlando Airport Marriott Lakeside may be found, among many others, in convenient proximity to airports and major cities on Marriott's website. Business travellers are the primary demographic for these lodging options. In addition to their more luxurious settings, hotels like the Marriott Cancun resort and spa and the Marriott Marquis hotel in Dubai offer guests a wide range of amenities perfect for unwinding or extending their stay. These are catered at the well-heeled who like to have a more extended vacation.
-Promotion: Unlike earlier techniques of advertising, Marriott's promotion of the brand include winning accolades, which has a little impact on the company's bottom line. Marriott's consistent recognition on a worldwide scale serves as a reminder of the company's standing and the veracity of its marketing (Terry and Marketing, 1994). In March 2015, Marriott placed fourth on "The Times 25 Finest Big Companies to Work for List," while in 2014, its Courtyard and Residence Inn Brands were voted the best hotels for business travellers..


-Gannt chart of marketing activities:
[image: ]
Control
Since 2005, when they first adopted it, Marriott has been employing the "One Yield" revenue management system (Toma and Grădinaru, 2018). They may use this system to keep tabs on things like demand projections, stock levels, and granular transaction details. Simultaneously, they launched research and development on a system called "Total Yield," which goes beyond hotel reservations to analyse the business's whole income. According to Tully (2017), "from 2012, the year he became CEO, to 2015, Marriott's revenues from management and franchising, as well as such extra income as credit card fees, rose by 31 percent, to $2 billion," demonstrating the success of Sorensen's strategic goals. During his watch, stocks have returned 23.1% annually, on average. 
[bookmark: _Toc121094858]
Conclusion
Marriott's internal and secondary data must be identified. Extended hotel guests were surveyed and given focus groups (Wachira, 2019). Marriott's internal and secondary data must be identified. Extended hotel guests were surveyed and given focus groups. Increased consumer changes have great possibilities. Marriott must strengthen its position to attract customers. Marriott management is effective in marketing research for segmentation strategy to attract diverse consumers with alternatives, services, and goods. Marriott's diversified products have attracted many consumers and helped it succeed. Marriott's future marketing performance depends on marketing research.
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Intfroduction

Marriott Hotels is among the very finest hotel all over the world. It
provides a range of products and services, such as quick meals,
beverages, and lodging where guests may rest their weary bodies and
minds after a day or night of labor. The administration has come to
terms with the fact that its services are in high demand in the Loop

district, located in the city's southern half (Abellanet Miranda).
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Situation Analysis

» People have divided the three-month period into four parts so that the
company may get the most out of their advertising agency at that
time.

» The majority of city dwellers can read and watch TV. The company
would be wise to begin promoting this immediately.

» There will be details about the hotel's location and outside design
available on cable.

» There will be photos of the hotel or apartment complex, as well as
images showcasing the many amenities available (Atasoy et al., 2022).
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Conclusion

Marriott's internal and secondary data must be identified. Extended hotel guests were
surveyed and given focus groups (Wachira, 2019). Marriott's internal and secondary
data must be identified. Extended hotel guests were surveyed and given focus groups.

Increased consumer changes have great possibilities.
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