






Introduction:
As per Beth Comstock (2014) "You can't sell anything if you can't tell anything." 
This quote inspired me to search for the reasons behind the global spread of Marriott hotels and brands. I was working as a global sales manager for Marriott Hotels and was always wondering how an American young family business that started as a small restaurant owned by Mr. J. Willard Marriott and his wife in the year 1927 could become the world's biggest global hotel chain (Marriott.com,2019).
 I found out that Marriot's Marketing Plan, in which efficient market segmentation relating to customer and prospects are classified with comparable requirements and buying behavior, was the key to Marriott's achievement. (Morritt, 1997).
Marriott now has a worldwide presence spread to 110 nations with approximately 5,700 properties as a consequence of its effective marketing strategy over the years. It is based in Bethesda, Maryland. First Hotel Marriott was launched in Arlington in Virginia and second in the Arlington neighborhood of Rosslyn and since then has been opened in China, India, Dubai, Pakistan, Argentina, Indonesia, Thailand, Venezuela, Peru, Sri Lanka, Turkey, Portugal, Bangladesh, United Kingdom, Mexico and Switzerland, as well as in the United States and many others (Marriott.com,2019).
To preserve its unique value, all Marriott hotels are situated close to airports and in the main and essential areas of the towns. They include strategic locations such as main roads.
However, this essay describes the strategic marketing plan by focusing on the Brand Positioning Strategies, Market Segmentation and Targeting of Marriott Hotels.
Marketing for Marriott is the entire company's coherent approach to the market's requirements. Unquestionably, consumer needs must now be central to corporate governance in competitive markets. Furthermore, marketing is an enterprising job whose major challenge is to acknowledge changing markets and changing demand to create competitive benefits in a successful moment. (Meffert, Burmann and Kirchgeorg, 2008).
Marriott Hotels believe that the business needs all the departments like (Marketing, Sales Finance, Logistics, Operations, Human resources, Purchasing, and Production) to work together to achieve the goals of the company. This is not always easy, but it is very important if the business is to survive, grow and develop into the best it can be. This growth benefits all its workers. A business that performs well makes a good profit. It is then able to pay its employees good salaries and create more jobs. The business achieves the following good outcomes when all the departments work well together : achieves company goals / Keeps within budget / employs god marketing staff/ has satisfied staff members/has long-term survival / generates profit and grows. (Marriott, 2018).
 
In the promotion of Marriott's company and its mission, the marketing department plays an important role. It performs as the image of Marriott, coordinates and produces all the company's products. It is the task of the Marketing Department to reach out to clients, guests, stakeholders and/or the society and create a comprehensive picture that positively reflects Marriott (Page,2009).
In Marriott, the marketing department's responsibilities include:
•   Define the brands of Marriott, and manage them 
•   Managing advertising initiatives campaigns. 
•   Creation of advertising materials. 
•   Website search engine optimization content creation
•   supervises and manages social media. 
•   Developing internal communications. 
•   Act as a liaison to the media. 
•   Carry out clients and market surveys. 
•   Supervision of external suppliers and organizations.
It is too important to trust the role of marketing in the hotel business. Nowadays, large and small hotels compete for the same market and the winners have emerged innovatively and proactively. As a consequence, the success of a hotel depends on its smart marketing strategies, combined with financial functions within its organization (Brody, 2009).
Marketing has a significant role in creating links between clients and Marriott Hotels. Instead of cases when the items come onto the market without being advertised, the people are confident in wanting to test a fresh product. Throughout any business, the marketing role is essential regardless if it is focusing on a profitable or non-profitable company. Marketing is the success key to maintaining the image and reputation of Marriott hotels worldwide as well it playing an active role in increasing the customer's trust in all Marriott products (Kotler & Armstrong ,2010).
One of Marriott's Marketing responsibilities is to boost the profits and revenues of Marriott hotels. The role as well contributes to the growth of Marriott's client base. In particular, this occurs when Marriott has many parties dealing with corporate clients.
The marketing role also involves the positioning of the company, publicity involvement, branding and client engagement via feedback gathering. Each service launch begins and ends with Marketing, to determine the requirements of clients by the department and, when the item is introduced, to determine if the client’s requirements have been fulfilled (Kotler et al. ,2009).
Hotels fight to be a priority for clients while trying to enhance their market share. Marriott's marketing is the focal point of generating allegiance to clients and retaining them. The consequence is, the function occasionally implements the campaigns and promotions. This was the effective way in which new customers can be reached.
The successful marketing role of Marriott helps to significantly illuminate the hospitality services provided by Marriott hotels. The achievements of Marriott are determined by its customer-focused connection, which is the number one priority for the marketing function ((Jha ,2010)
Marriott's mission statement is to “provide excellent lodging facilities and services to the guest” (Marriott.com, 2019). As Marriott has a competent and qualified staff that helps its clients directly, it became the first hospitality company in 1995 to offer online services for bookings (SHEKHAR, 2016)
Marriott Marketing Strategy
Marriott Hotels thinks that social media strategy must be the focus of the hotel and hospitality sectors. They use twitter extensively to fix customers ' inquiries and to share news and information concerning their hotels on many other websites. Marriott Hotels are focused in each nation on marketing according to the country's clients and culture. For this hotel business, the advertising strategy is "one-size fits all," with all activities being conducted in this way (Ritchie, Sun Tung, and Ritchie, 2011).
Marriott Hotels have different kinds of marketing operations, including domestic or global advertising, marketing, and branding. Depending on their nature and demand, this Hotel industry utilizes flexible methods for managing clients. They also use their strategies and policies to change the contest and the changing needs and wishes of their clients. Marriott Hotels are unique in having different and personalized facilities that attract clients and generate competitive advantage with rivals (Agarwal, 2003).
Marketing is a specific approach in the company world of today. It is one of the first approaches all organizations adopt. It helps to inform target clients as well as other clients about the product and service. The Marriott hotel advertising team should know the financial, social, legal, political, technology, demography, etc. to be effective in the hospitality sector (Brown, Dev, & Lee, 2000)
They had innovated a customer portal with partners of Pica9 and Excella consulting to evolve internationally and globally. These businesses are the automated marketing portal, which can easily and cost-effectively customize marketing products. Using such portals, executives may view the brand's strategy, share materials, download marketing templates, and also develop customer's marketing collateral (Carroll, & Siguaw, 2003).
Marriott Hotels is using new technology throughout the Marriott organization and applying it. These methods help develop the whole marketing strategies of the different target audiences. The hotel is managed via the most advanced technologies which enable the hotel to produce a favorable tailored product that can be endorsed in distinct language kinds (Dief & Font, 2010).
Marriott focuses on the different kinds of social media for the distinctive branding and brand positioning advertising. Marriott Hotels will assist travelers in search the destinations, tourist plans, accommodation choices, etc. Marriott Hotels are also used in various apps for branding purposes. The techniques used for sharing data, the cooperation of company teams and also the worldwide places have also been enhanced. This will enable Marriott Hotels ' advertising management to alter the brand in line with clients and market requirements (Smith, 2010).
Marriott Hotels are highly selective when choosing their organization's strategies. First, they define the company's business plan. They are also looking forward to the plan and method by which they evaluate customer and market requirements and requests. They also conduct business associated with the company's business audit to determine the financing necessary to the firm and its operations. The audit offers data about the company's inner and external settings. It also contributes to finding enterprise possibilities. This method is carried out on a qualitative and quantitative basis for measuring and evaluating company performance. It takes time if the hotel strategy is not applied efficiently in the organization.
Marriott Segmentation:
Marriott's segmentation method relates to customer division, depending on customer requirements and needs, their buying power, and their expectations. They believe in offering their clients with hosting facilities and in addressing all kinds of market segments. This is the cause of flexible and comfortable policies and strategies.
The first segment is the clients who want high convenience and luxury. They have wealthy expectations and the most costly services are the strategies framed for this section. The second part is also a highly wealthy and luxurious client who wants luxurious suites, breathtaking views, etc. Thirdly, the client does not look for housing in the local communities. They are more interested in other kinds of Marriot services (Cooper et al.,2008).



Marriott Targeting: 
Marriott has a specific requirement for targeting their public. These requirements could include affordable, achievable, functional, significant and numerous kinds of demographics features. They think it appropriate, by regional and individual characters, to band the target clients (Raju,2009).
The potential and current clients are two types of clients belonging to Marriott. Potential clients might or might not requesting Marriott facilities while the current clients are receiving Marriott facilities
Marriott Positioning:
Depending on the sector and target of customers, positioning the brand image to the customers' minds is a necessity. It occurs by recognizing customers ' demand and wishes and adding features and characteristics to each segment. For instance, the Marriott hotel targets business individuals and professionals for business gatherings. They identified the sites, places, etc. for the visitors and tourists. (Enz, Canina, and Walsh, 2001)
Marriott Marketing Mix And the 4 P's: 
There are many nations, such as the USA, Argentina, Thailand, and many more, that deal with Marriott Hotels in the complicated marketing mix. Marriott hotels are situated in locations of all types, such as close airports, main roads, city centers, etc. To attract more clients, Marriott utilizes various marketing strategies. This analysis will assist us to develop a stronger knowledge of the Marriott-framed marketing policies and strategies so that they can cover a big portion of the industry. One of the world's most emerging industries is the hotel and tourism sector (Gummesson, 2002).
Marriott Product: 
Marriott is among the world's best prestigious and luxurious hotel chains, this simply describes Marriott product strategy and marketing mix.
Regarding the marketing mix of Marriott, the hospitality services type considered as the main product. (Karlsson, Kuttainen, Pitt, & Spyropoulou, 2005) suggest that “the extra and the main brands that are offered by Marriott hotels are full-service lodging, extended- service lodging, select-service lodging, grate Americas park, timeshares, etc”.
 Marriott provides multiple kinds of services to the people worldwide, such as accommodation services, spa and resorts services, lounges, restaurants, budget hotels, wedding halls, etc. These are some of the Marriott Hotel's key facilities that can be supplied by almost any hotel sector. As well Marriott hotels offer additional services such as Foods, Beverages, entertainment, lodging, etc. 
In general, the maximum number of the Marriott hotels revenue is achieved through the main and primary product, ie, hotels that rely entirely on how they meet the needs and desires of customers. Marriott hotels consist of many well-known brands such as BULGARI, Ritz-Carlton, Le Meridien, St. Regis, JW Marriott, Westin, Renaissance, Gaylord Hotels, Courtyard, Four points, Spring Hill Suites, etc. However, each hotel is distinctive in its theme and design aesthetic.
Marriott Pricing Strategies :
The price of Marriott differs from distinct hotels, clients and locations. Marriott aims to sell the proper services on time to the proper clients. Marriott determines hotel rates by maintaining the value satisfied with its quality structure and also by maintaining its price approach in a manner that allows Marriott to maximize its revenues without losing its brand name (Vallen, & Vallen, 2009). The prices of hotels also vary with client demand and with the promotion and maintenance costs (Wernick, & Von Glinow, 2012). The prices of Marriott products follow a competitive strategy that also varies with the changing position and the behavior of rivals (Myung, McClaren, & Li, 2012).
 Marriott Promotional Mix 
Marriott focuses entirely on its products ' digital promotion (Li, 2008). As a global brand, they have developed a website with a very general and useful overview of the Marriott hotel's brand services and products as well as a simple, easy and quick setup to the room's pre-booking services. It promotes its services with various ads, videos, and promotions on various social media platforms (Svensson, Svaeri, & Einarsen, 2009). Marriott seeks to keep its loyal clients through a variety of promotional activities and reach new clients by marketing unique services. Thus, Marriott hotels used promotional mix strategies worldwide to attract large numbers of clients and boost the company's income (Line, & Runyan, 2012).
Marriott Place & Distribution Mix 
Marriott is founded in attractive places over more than 120 cities worldwide such as places close to airports, main roads, markets, city centers, etc. With its place, in particular, Marriott has the opportunity to attract clients such as businessmen to buy hotels close to the airport and tourists will enjoy staying overnight at hotels close to main roads or city centers, so Marriott's customers will reach any of Marriott brands worldwide readily. Marriott has also embraced a mixed channel approach for the development of its hotels, which comprises a direct and third-party channel (Yoo, Lee, & Bai, 2011). This improves the velocity at which the inventory is maintained across the various infrastructures and the cost (Okumus, 2002). 
Normally, the choice of a distribution approach focuses on criteria like profit maximization, continuous development, appropriate customer services at the right value and profit-making price.
Finally, “ the distribution channels have a major role in bringing together the business mix and profitability of Marriott or any other institution, regardless of the company's sector”. (Kotler, 2006).
 
As Marriott is a brand of marketing services, here are the additional 3Ps of Marriott marketing mix.
People:
Recognizes the importance of its guests' service, considered the core brand strategy of Marriott. While providing any services, the service providers are critical to gaining customer confidence, and that is why the staff at Marriott are constantly trained and always excited to deliver superior services that exceed client's expectations (Berry, 2013).
Process:
To guarantee quality service, secure reservations and a pleasant stay to clients, Marriott has many business processes in hand. Marriott operates with an easy to judge, see and run transparent process to always ensure that the clients are satisfied, from the room's online booking facilities to check-in and check-out services…etc, and this is done with a very good understanding (Kurtz & Boone ,2011).
The Physical Evidence:
Services are generally intangible, but Marriott provides their customers an excellent atmosphere and a long lasting physical experience. Marriott's towels, handbooks,  soaps, etc are some of the physical items . This provides an overview of Marriott's marketing mix. However, the buildings and resorts of Marriott are the largest physical evidence for the business (Lehtinen, 2011).
Marriott Marketing campaign:
The Content of the marketing is very important to Marriot. Thus, it has opened a professional studio in 2014 to build and create for its worldwide brands a multitude of content (Marriott.com,2019).
This list could, therefore, be bundled with Marriott examples, but if we have to choose one, the "Two Bellmen" series will be chosen definitely.
Until now, the series has produced three initial short films; each depicts Marriott staff doing their best to fulfill their duties as hoteliers. As each film's length increases, the last is about 35 mins, and they are meant to attract audiences in a certain manner as TV content does (Marriott,2018).
There is a risk of feeling like it is a long advertisement, however, the high value of production at Marriott and the concentration on crooked attractive stories ensure that it is not.
The third version on YouTube was able to obtain more than 9M views, the attractive content was a major reason for the investment of users and therefore they will be more interesting in Marriott hotels.
On the other hand, I found out that the content created by Marriott customers was an exceptional way to represent the brand's support.
It was used by Marriott as the baseline for its first social promotional campaign. Marriott has chosen several Instagram pictures captured by their guests, rather than using professional photographs in their advertisements.
The advertisements themselves also inspired the users to tag their pictures by using the hashtag # Marriott and # Marriotttravelers. Then all pictures have been listed on the Marriott channel under the slogan: "Because no one tells our story better than you."
This campaign aims to provide visual comfort and trust to Marriott consumers
at the same time, Marriott is smart enough to make the clients feel appreciated and admired by sharing their content ., which in turn helps keep the communication cycle going between the hotels and their clients (Keller ,2013)
This is one of the many reasons why Marriott's marketing strategies attract new clients and retain the existing one.
Conclusion:
The marketing activities of Marriott are not the only variables influencing the output of the sector but also have a direct effect on sales and market share. A favorable picture of the brand is essential for company success, and brands are far more than traditional publicity tactics (Palmer ,2011) .
A brand includes the full experience of both the product and the business for the consumer and thus is a strong instrument for the leverage of the market. For instance, Marriott created its brand on its founder's enthusiasm and inspiration and got attention due to its ability to provide all the requirements of its global customers.
Increasing clients whose changes may shift has tremendous potential. To capture clients and their business, Marriott requires to boost and enhance its position. In marketing research, Marriott management is effective in developing a segmentation strategy to attract multiple clients by providing multiple choices, services, and products. Marriott's diverse offerings have attracted new clients and have made Marriott get great deals. 
Brand awareness in the early days of personal computers has gained a fair part of the market share, and a powerful brand continues to be a leader in this sector as technology progresses.
By linking to customers and continuing to satisfy its requirements, Marriott maintains its favorable brand image. The company's market position is also maintained by proper business ethics and inventive marketing campaigns. Marriott has advertised its hotel brand “Renaissance" as a hotel for businessmen with a cultural concern and experiences offered by the destination. This brand image has been created by Marriott, by establishing an excellent website that enables clients to discover locally the located attractions around each hotel (Lovelock, 2011).
In other cases, the business is largely price-driven, which means that the lowest price company for the products has the greatest share of the market. In these businesses, the strength of the brand marketing is obvious.
“For marketing success in the future, Marriott is hugely dependent on the continued reliance on marketing research” (Hutt & Speh 2012, 34)
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