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[bookmark: _Toc135971581][bookmark: _Toc136018636]   Introduction
Sheraton's marketing plan outlines how the firm will improve its luxury hotel market position, customer service, and income. The plan highlights key opportunities and challenges via extensive study. Then it generates a new value proposition that gives visitors unique, memorable, and complete experiences (Tyrnkow, 2020). The plan employs the RACE framework and Ansoff's matrix to establish particular actions and communication techniques to attain SMART objectives, measure progress using relevant metrics, and fine-tune the marketing approach until desired outcomes are achieved.




[bookmark: _Toc135971582][bookmark: _Toc136018637]   Analysis of the Situation
By taking stock of the company's internal and external resources and its opportunities and hazards, a full grasp of the current business environment may be gained via a situational analysis. Here is a quick rundown of the state of affairs at Sheraton.
[bookmark: _Toc135971583][bookmark: _Toc136018638]SWOT analysis (Sheraton)
	Strengths
	Weaknesses

	Strong brand recognition and global presence
	Intense competition from other hotel chains and independent properties

	An extensive network of hotels and resorts in key locations
	Dependence on the overall economic climate and travel industry trends

	A diverse range of accommodations and amenities (Wimberly, Whisenand, Allison & Tong, 2018)
	Varied quality and consistency across individual properties



	Opportunities
	Threats

	Growing demand for luxury and upscale hotel experiences
	Economic downturns and fluctuations in the travel industry

	Expanding into emerging markets and untapped regions
	Increasing regulatory and legal challenges in different regions

	Leveraging technology to enhance guest experiences and streamline operations
	Online travel agencies and alternative accommodation platforms impacting market share



[bookmark: _Toc135971584][bookmark: _Toc136018639]   Customers
Segmentation and Targeting:
0. Demographic 
1. We are aiming for a wide range of ages, from the youngest millennials to the oldest members of the baby boomer generation.
1. Travellers of all financial means, from those on a tight budget to those with more disposable cash, may find what they're looking for (Mullet, 2018).
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Figure 1: Demographics
Source: (SimilarWeb, 2023)
1. Psychographic
1. The goal is to attract affluent, cosy, and personally invested clients.
1. They cater to the tastes of those looking for ease, calm, new experiences, or culture (Lin, 2018).
1. Geographical 
1. Customers in large cities and other metropolitan centres are a primary focus because of the significant demand for business and leisure travel there (Phillips, Anderson and Schapire, 2022).
1. I emphasise scenic coastline locations, cultural hubs, and other attractive tourist places.
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Figure 2: Geography
Source: (SimilarWeb, 2023)
[bookmark: _Toc135971585][bookmark: _Toc136018640]   Competitors
1. Perceptual Positioning Map
Two essential variables often employed in the hotel sector will be luxury/price and business/leisure emphasis, which will be considered as we develop a perceptual positioning map for Sheraton. Using these metrics, we may see how the competition sees Sheraton (Wagner-von Papp, 2020).
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Figure 3: Perceptual Positioning Map of Sheraton. 
1. Bowman’s clock
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Figure 4: Bowman’s clock. Source: (StrategyPunk, 2023)
[bookmark: _Toc135971586][bookmark: _Toc136018641]   Collaborators
1. Marriott Bonvoy Loyalty Program: The Sheraton is a member of the Marriott Bonvoy reward programme. By partnering with other businesses, such as airlines and travel agents, Sheraton can provide members exclusive perks and increase consumer loyalty.
1. Property Owners and Franchisees: Sheraton works with hotel owners and franchisees. Sheraton may enter new areas with local businesses' deep expertise via franchising agreements (Patel et al., 2018).
1. Event Planners and Organizers: To host conferences, congresses, and special events at its locations, Sheraton cultivates business-to-business connections with event planners and organisers. By teaming up with these experts, Sheraton can bring in more events and increase its income.
[bookmark: _Toc135971587][bookmark: _Toc136018642]   Climate
The PESTLE study is a valuable tool for assessing the many elements of a company's macroenvironment. The state of the environment and the rate at which it changes are examples of such variables. Let's use the PESTLE framework to analyse how environmental factors have affected Sheraton:
1. Political 
Policies and laws for Climate Change: Governments throughout the globe are enacting policies and regulations to combat climate change, such as setting goals to reduce carbon emissions and launching sustainability projects (Pathak, 2020). Sheraton is responsible for adhering to these rules and may incur extra expenses for energy efficiency upgrades and green certifications.
1. Economic 
Sheraton's operating costs and profits may be impacted by climate-related risks, such as the rising cost of energy and decreased availability of natural resources due to increased demand. Energy-efficient measures may help reduce these expenditures.
[bookmark: _Toc135971588][bookmark: _Toc136018643]   Marketing mix
Sheraton's marketing strategy currently centres on presenting a value proposition emphasising premium amenities and first-rate service. Luxury rooms, first-rate facilities, and individualised attention are all part of the product's value offer for business and leisure tourists. The brand's pricing reflects its premium stance while maintaining competitiveness within the luxury hotel market (Elman oğlu Bağırov, 2021). The Sheraton website, OTAs, and travel agency partnerships make up the distribution channels for guests to book their stays. To attract the attention of the target demographic and encourage reservations, Sheraton's promotions and communications team uses digital marketing, social media, and targeted advertising to highlight the hotel chain's distinctive amenities, loyalty perks, and special packages.


[bookmark: _Toc135971589][bookmark: _Toc136018644]   Objectives
1. Extend the reach and familiarity of the brand via strategic advertising.
1. Increase online reservations and site traffic via search engine optimisation, better user interface design, and enhanced conversion rates.
1. Grow the social media following, interaction, and exposure via engaging content and strategic promotion.
1. Increase repeat business and positive customer interactions by tailoring marketing strategies and capitalising on the Marriott Bonvoy reward programme.
[bookmark: _Toc135971590][bookmark: _Toc136018645]   Strategy
Sheraton's new value proposition tries to win back consumers and enhance the brand's image following unfavourable criticism. Market development, which introduces ordinary commodities to new markets, addresses this issue. This strategy might help Sheraton enter new areas and broaden its consumer base.
The current marketing plan will be updated to include these new elements. Specifically:
1. Product: Sheraton will stress its dedication to quality and customer happiness by maintaining uniform service levels at all locations.
1. Pricing: Aggressive pricing methods will be implemented to win back lost market share and recruit new clients (Sheraton, 2023).
1. Place (Distribution): To broaden its distribution network and enter new areas, Sheraton is considering forming agreements with travel agents, online travel platforms, and airlines.
1. Promotion: To restore its image, Sheraton will conduct strategic advertising efforts that emphasise the hotel's enhancements and promote guests' good experiences.
1. Processes: The goal is to improve client pleasure and convenience by implementing streamlined procedures, such as online booking systems, check-in/check-out experiences, and customised guest services.

[bookmark: _Toc135971591][bookmark: _Toc136018646]   Tactics
Sheraton will use strategies based on the RACE framework (Research, Action, Communication, Evaluation) and the Communications Mix to solve the problems revealed by the situational analysis and support the new plan. Specifically, we plan to use each component of the communications mix in the following ways:
1. Advertising:
1. Sheraton's new value proposition focuses on providing guests memorable experiences enhanced by personalised service and modern conveniences.
1. Get your message to as many potential buyers as possible using classic (print and TV) and modern (online display and social media) advertising methods.
1. Public Relations:
1. Promote Sheraton's innovative services, environmental initiatives, and guests' pleasant experiences via proactive media relations (Epov, 2022). 
1. Plan media tours and press conferences to highlight the brand's progress and attract attention.
1. Sales Promotion:
1. Provide unique discounts, bundles, and freebies to entice clients and boost reservations. Hotel rooms may be upgraded at no cost or given away for free as part of these special offers.
1. Work with travel agents and online travel platforms to increase reservations to design attractive promotions and packages.
1. Digital Marketing:
1. Improve Sheraton's visibility in internet searches for high-end hotels by using SEO strategies to rank the brand’s website well among search results.
1. Use content marketing methods by producing blog entries, articles, and videos that are interesting to read and watch to draw attention to Sheraton's unique features and services (Kannan and Li, 2018).
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Gannt Chart
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[bookmark: _Toc135971593][bookmark: _Toc136018648]   


Control
Multiple metrics and KPIs will be employed to assess the efficacy of the marketing plan. The benefits of acquiring new customers include an improved reputation for the company and increased profitability.
The assessment of achievement in marketing involves the utilisation of metrics that are customised to suit each channel. Illustrative instances comprise evaluating the scope and involvement of content produced by influencers and monitoring the number of novel followers and degree of engagement generated by advertisements on social media. The indicators above were chosen due to their ability to facilitate a direct correlation with the objectives of the channel and measurable results (Birlea, 2019). Marketing strategies can be evaluated for effectiveness, enabling refinement and enhancement as required.

[bookmark: _Toc135971594][bookmark: _Toc136018649]   Conclusion
In its marketing strategy, Sheraton uses its new value offer to expand and overcome market challenges. Sheraton uses advertising, public relations, sales promotion, direct, digital, and event marketing to increase profitability, brand perception, and customer acquisition. Recent customer acquisition, brand perception, revenue growth, website traffic, and social media involvement may assess marketing strategy performance. Sheraton can become a leading luxury hotel brand and create exceptional guest experiences by constantly evaluating and adjusting its metrics-driven strategies.
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Introduction
Welcome, everyone! Today, we will be discussing the marketing plan for Sheraton Hotel. Our goal is to showcase the strategies and tactics we will be implementing to drive growth and address market challenges. Let's dive in!
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Analysis of the Situation
Before we dive into the marketing plan, let's first examine the situational analysis. This will help us understand the internal and external factors that can impact our marketing efforts.
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Target Market and Value Proposition
Knowing who we're trying to reach is crucial for making an impact. On this slide, we'll go through the demographics, psychographics, and location preferences of our ideal consumers. A fundamental part of our advertising approach is our brand-new value proposition. Using Ansoff's Matrix, this presentation will describe our distinct selling point and our strategy for delivering on it.
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Competitor Analysis
In order to stand out in the market, we must be aware of our competitors. This slide will showcase a perceptual positioning map that visually represents Sheraton's position in relation to our competitors.
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Marketing Objectives:
1. Increase website traffic by 20% within the next six months through search engine optimization (SEO) and targeted digital marketing campaigns.
1. Enhance brand perception by improving customer satisfaction scores by 10% within the next year through personalized guest experiences and exceptional service.
1. Increase social media followers by 15% within the next three months through engaging content and strategic social media campaigns.
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Ansoff's Matrix
Using Ansoff's Matrix, we can zero in on the most fruitful expansion tactic for our company. We finally settled on the market expansion strategy after much deliberation. Our plan is to expand into new areas that share our target audience's interests and commitment to sustainability by capitalising on the goods and services we already provide.
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Marketing Mix
This slide will outline the changes we have made to the marketing mix to align with our new strategy. We'll explore product enhancements, pricing strategies, distribution channels, and promotional activities. 
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Tactics
Our tactics are crucial for executing our marketing plan effectively. This slide will showcase the specific tactics we will use, following the RACE framework and leveraging the Communications Mix.
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Commitment to Sustainability and Luxury Hospitality
Sheraton's commitment to sustainability: Implement sustainable practices throughout hotel operations, including energy conservation, waste reduction, and responsible sourcing. Offer eco-friendly amenities, such as organic toiletries and linens, to minimize environmental impact.
Luxury hospitality experience: Continuously invest in training and development programs to ensure staff delivers exceptional service and upholds Sheraton's reputation for luxury hospitality.
Curate unique and immersive experiences that reflect the local culture and provide guests with a sense of place.





Actions:
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Here is the Gannt Chart
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Conclusion
Thank you for your attention throughout this presentation on Sheraton's marketing plan. In summary, we have explored various aspects of the plan, including analysing the situation through SWOT analysis and competitive positioning. We have identified the target market and developed a compelling value proposition to meet their needs and preferences.
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Introduction

O Sheraton's marketing plan aims to drive growth and address market
challenges by implementing strategic marketing strategies and tactics.

O The plan focuses on leveraging a new value proposition to enhance guest
experiences and differentiate Sheraton from competitors.

OThe marketing plan aligns with the current business environment and
contemporary marketing strategies to ensure relevance and
effectiveness.
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Analysis of the Situation

® Conducted a comprehensive SWOT analysis to assess
Sheraton's internal strengths and weaknesses, as well as
external opportunities and threats.

© Identified strengths such as a strong brand reputation, global
presence, and a loyal customer base.

® Recognized weaknesses such as potential gaps in technology
adoption and the need for continuous innovation to stay
competitive.
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Target Market and Value Proposition

* The target market based on demographic, psychographic, and
geographic factors.

% Target market includes affluent individuals and business travelers
seeking luxury accommodations and personalized experiences.

* Value proposition focuses on delivering exceptional service,
luxurious amenities, and tailored experiences to meet the unique
needs and preferences of guests.

«* Emphasize Sheraton’s commitment to creating memorable
moments, fostering connections, and providing a sense of
belonging to its customers.
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Competitive Positioning

Conducted a competitive analysis to understand the
positioning of Sheraton relative to its competitors.
Utilized a perceptual positioning map to visually
represent Sheraton’s position in the market.

Plotted Sheraton and key competitors based on
attributes such as luxury, service quality, location, and
price.

Identified Sheraton's unique selling points and areas of
differentiation to highlight its competitive advantage.
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Marketing Objec

Increase website traffic by 20% within the next six months
through search engine optimization (SEO) and targeted
digital marketing campaigns.

Enhance brand perception by improving customer
satisfaction scores by 10% within the next year through
personalized guest experiences and exceptional service.

Increase social media followers by 15% within the next three
months through engaging content and strategic social
media campaigns.
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Ansoff's Matrix

« Market Penetration: Increase market share by attracting
more customers from existing target markets through
promotional activities and loyalty programs.

o Product Development: Introduce new and innovative
services and amenities to enhance the guest experience
and meet evolving customer demands.

« Market Development: Expand into new geographic
markets by opening new Sheraton properties in
emerging destinations and leveraging strategic
partnerships.
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Marketing Mix
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Tactics
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Commitment to Sustainability and Luxury
Hospitality

Sheraton's commitment to sustainability:
Implement sustainable practices throughout hotel operations,
including energy conservation, waste reduction, and responsible
sourcing.
Offer eco-friendly amenities, such as organic toiletries and linens, to
minimize environmental impact.

Luxury hospitality experience:
Continuously invest in training and development programs to ensure
staff delivers exceptional service and upholds Sheraton's reputation
for luxury hospitality.
Curate unique and immersive experiences that reflect the local
culture and provide guests with a sense of place.
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Conclusion

Identified the target market and developed a compelling
value proposition to meet their needs and preferences.
Conducted a thorough analysis of the situation, including a
SWOT analysis and competitive positioning.

Established SMART marketing objectives to guide the
marketing efforts and measure success.

Utilized Ansoff's Matrix to determine the growth strategy
and align it with the marketing mix.
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