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1.0 [bookmark: _Toc152970374]Introduction
'Marketing is the science and art of exploring, creating and delivering value to satisfy the needs of a target market at a profit.'
Dr. Philip Kotler(Business Queensland, 2022)
A comprehensive marketing plan for Marriott Hotel Cardiff promotes the hotel and increases its market share in the city. The plan will identify target markets, implement effective marketing strategies, and boost the hotel's competitiveness.
Marriott Hotel Cardiff's general manager, marketing director, and other stakeholders are receiving this marketing plan. The plan will guide marketing and resource allocation.
This marketing plan will use several key areas, frameworks, and theorists:
1. SOSTAC: PR Smith's planning framework organises the marketing plan around Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. SOSTAC develops and implements marketing strategies methodically.
2. 7Ps: Product, Price, Place, Promotion, People, Process, and Physical Evidence will be used to create a marketing strategy. Each of the 7Ps will be analysed and optimised to meet target market needs and boost the hotel's competitiveness.
3. Igor Ansoff's Matrix: Marriott Hotel Cardiff will use this strategic planning tool to find growth opportunities. The matrix examines market penetration, development, product development, and diversification: four growth strategies. Ansoff's Matrix will help the marketing plan consider growth and expansion options.
These frameworks will help Marriott Hotel Cardiff create a comprehensive marketing plan. The plan will cover marketing and strategic growth using SOSTAC, 7Ps, and Ansoff's Matrix.

2.0 [bookmark: _Toc152970375]Situational Analysis
[bookmark: _Toc152970376]2.1 Company:
The marketing strategy will commence with a comprehensive evaluation of the internal strengths and weaknesses, as well as the external opportunities and threats, of Marriott Hotel Cardiff. An examination of the hotel's SWOT will identify its strengths, weaknesses, and threats. Reputation for the brand, customer service, and a prime location are all potential strengths. Weaknesses may include obsolete facilities or a dearth of amenities. Appendix 1.
[bookmark: _Toc152970377]2.2 Targeting and Segmentation of Customers:
Target market knowledge is essential for successful marketing. Customers will be segmented according to their behaviour, demographics, and psychographics. The marketing strategy can effectively target business travellers, leisure tourists, and event planners through the analysis of customer profiles. An analysis of customer preferences, online behaviour, and booking patterns will be conducted utilizing Similar Web. Appendix 2.
[bookmark: _Toc152970378]2.3 Competitors of the perceptual positioning map and the strategy clock of Bowman:
Key competitors of the Cardiff hotel will be identified using a competitive analysis. This analysis will generate a perceptual positioning map to compare the price and quality of the Marriott Hotel Cardiff to those of its rivals. In addition to evaluating the strategies of competitors, the Bowman's Strategy Clock will identify opportunities for differentiation and gaps. Appendix 3
[bookmark: _Toc152970379]2.4 Franchise, partnership, and B2B collaborators:
In the marketing strategy, the hospitality partnerships of Marriott Hotel Cardiff will be considered. Assessing B2B alliances with regional tour operators, travel agencies, event planners, and corporate clientele will comprise this task. The plan will also evaluate the advantages and disadvantages of the hotel's Marriott International franchise agreement.
[bookmark: _Toc152970380]2.5 Analysis of the climate using PESTLE:
A PESTLE macro assessment will be conducted to evaluate the external environment. Environmental, technological, political, economic, and social factors may have an impact on the hotel industry in Cardiff. By understanding the external environment, marketers can recognize opportunities and threats such as shifts in government policy, economic trends, consumer preferences, and technological advancements. Appendix 4
[bookmark: _Toc152970381]2.6 Mix of Marketing:
The 7Ps of the marketing mix—Product, Price, Place, Promotion, People, Process, and Physical Evidence—will be evaluated in the marketing plan. Evaluate each component to ensure that it satisfies the needs and preferences of the target market. Customer experience, product development, pricing, distribution channels, and promotions will all be considered.




3.0 [bookmark: _Toc152970382]Objectives
The marketing plan for the Marriott Hotel Cardiff has a specific, measurable, achievable, relevant, and time-bound (SMART) objective of increasing occupancy rates by 10% within the upcoming year. This objective will be achieved by specifically focusing on business travellers through precise online marketing campaigns, offering competitive pricing, and enhancing the overall quality of the guest experience.
The marketing strategy of Marriott Hotel Cardiff will prioritize enhancing brand reputation and optimizing guest experience. To achieve this, a new value proposition that highlights exceptional customer service, state-of-the-art facilities, and tailored experiences will be implemented.



4.0 [bookmark: _Toc152970383]Strategy
The hotel's growth strategy will follow Ansoff's matrix. The strategy includes product development and market penetration. To enter the market, prices will be competitive and targeted to business travellers online. New products will improve guests' experiences with new amenities, technology, and personalized services.
Supporting the new strategy requires marketing mix changes. New business travellers technology and amenities will be added to the product mix. We will adjust our competitive pricing to attract and retain customers. Distribution channels will be optimized for booking ease. Promo campaigns will highlight the hotel's increased reputation and unique value proposition. Aligning people, processes, and physical evidence will enable excellent customer service and a positive guest experience.
According to Ansoff's matrix, Marriott Cardiff could grow through market development. The strategy involves entering new markets or regions.
Marriott Cardiff could implement this strategy:
1. Discover novel customer groups: Target untargeted hotel guests. This may include targeting families, business travellers, and international tourists.
2. Explore new regions with high hotel demand. Marriott may expand by opening new stores or partnering with local hotels.
3. Work with local businesses, attractions, and event organizers to attract new customers. Customers booking through these partnerships may receive discounts or packages.
4. Market more to new regions or segments. This could include advertising, social media promotions, and targeted marketing to reach the audience.
5. Customize products and services for new markets. Special packages, promotions, and amenities may be available.
Marriott Hotel Cardiff can expand by entering new markets and attracting more customers with market development.





5.0 [bookmark: _Toc152970384]Tactics
Marriott Hotel Cardiff will market using RACE—Reach, Act, Convert, and Engage. After the situational analysis, hotel communications, social media, emails, and Similar web results should improve.
The hotel will market to businesspeople online. SEO increases Google Ads PPC and organic rankings. Business travellers want more LinkedIn and Twitter followers and engagement.
To encourage action, the hotel will offer online business travellers discounted rates or exclusive packages. Industry or business event promotions boost conversions.
The hotel will mobile-optimize its website to increase bookings. The hotel will use a CRM to track customer interactions and customize communications based on preferences and stays.
Hotel satisfaction and repeat business will increase. This includes personalized welcome amenities, room control and service request technology integration, and real-time guest feedback to resolve issues.
The hotel will analyse social media, email marketing, and Similar web results to improve communications. Hotel weaknesses and improvement opportunities will be analysed. If hotel social media engagement is low, attractive content or contests and giveaways will be created. Personalization, content, and subject lines increase hotel email opens.
The hotel can fix issues and improve online presence with new tech.
Research and data analysis will determine Marriott Hotel Cardiff's marketing channels schedule. Market research and hotel marketing channel performance analysis are needed to understand target audience preferences and behaviors.
Scheduled business and driving trips. Email, social, and search convert prospects. Industry events and marketing peak travel times will be scheduled.
Marketing activities' strategic and consistent channel use timelines are shown in Gantt charts. This schedule will be adjusted based on performance metrics and market trends to optimize hotel marketing.
KPIs will evaluate Marriott Hotel Cardiff's marketing. New customers, direct booking growth, industry or event revenue, social media followers and engagement, and customer satisfaction are examples.

Online reputation monitoring and brand perception surveys measure brand favourability. Financial comparisons of profits.
Lastly, Marriott Hotel Cardiff's marketing strategy must overcome hospitality sector competition, corporate traveller reach, and digital platforms. Focused online campaigns, social media optimization, simplifying the booking process, improving the guest experience, and regularly evaluating and adapting marketing strategies based on performance metrics and market trends can fix these issues. These tips boost hotel bookings, satisfaction, and revenue.







6.0 [bookmark: _Toc152970385]Action

Through the execution of this strategic course of action, the Marriott Hotel Cardiff hopes to ultimately obtain its marketing objectives by boosting brand recognition and generating reservations. Consistent assessment and refinement of marketing activities will guarantee that the hotel maintains its competitive edge and satisfies the preferences and needs of its guests.


	Marketing activities
	Marketing channels
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Social media advertising
	Facebook, Instagram, TikTok
	
	
	
	
	
	

	Email marketing
	Newsletter, promotional emails
	
	
	
	
	
	

	Influencer marketing
	Instagram influencers
	
	
	
	
	
	




7.0 [bookmark: _Toc152970386]Control

To assess the effectiveness of the marketing endeavours in terms of acquiring new customers and augmenting profits, I opted to discuss metrics pertaining to social media. Consistent monitoring and analysis of the key performance indicators (KPIs) will yield valuable insights regarding the efficacy of the marketing strategies and tactics. Further refinement and optimization may be implemented in accordance with the outcomes to maximize the return on investment and guarantee ongoing progress.

8.0 [bookmark: _Toc152970387]Conclusion
My conclusion is that Marriott Hotel Cardiff they have to:
· researched target segments, customer preferences, and competitors.
· Strongly branded Marriott Hotel Cardiff as a top business and leisure destination.
· Increased brand awareness and customer acquisition with targeted advertising, digital marketing, and PR.
· Hotel promotions and sponsorships.
· Use CRM to track customers and personalize marketing.
· Metric-driven marketing optimization.
· Trained up marketers.
· Managed marketing budgets.

Effects and Advice:
· Marriott Hotel Cardiff improved its marketing by researching its target market and competitors.
· A strong brand identity and positioning will set the hotel apart and attract customers.
· Digital marketing, PR, and targeted advertising boost brand awareness and customer acquisition.
· Hotels advertise through events and sponsorships.
· Track metrics and analyse data to improve marketing strategies and make data-driven decisions.
· Training and development teach marketers new skills and trends.
· Optimization of resources and budget.
Marriott Hotel Cardiff can increase brand awareness, customer acquisition, and profits with these marketing changes.
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SWOT analysis for Marriott
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PESTLE ANALYSIS FOR MARRIOTT

Poliical lactors: Concern laws, rles, poliical stably, and
other polfical forces that could influence fhe business
cimate.

Because Marioft operates in so many nafions, fs operations are.

impacted by the pofiical cimate in each of those nations.
Regulations: Each nafion has fis own set of rles governing the
otel and hospialty sectors
Tax Poiicies: Modifications to tax aws, such as raising hotel or
toursm levies, may infuence Mariots financial performance

[Economic factors: Address the state and frends of the
oconomy as they relate to the operations, growth, and
profitabilty of an organisation.
Interest Rates: Marriotfs financing choices may be impacted by
changes in nterest rates
Infation Rates: Excessive inflalion can raise the cost of raw
materials, labour, and s, among ofher operafional expenses.
Price Sensitvity: During hard economic times, consumers and
businesses may search for more affordable travel options.
Costs associated with the supply chain: From restaurant f00d to
inens in rooms, economic factors can affect the price of he goods
and services Mariott depends on.

‘Social and cultural elements that may have an impact on
 consumer preferences, lfestyles, demographics, and market
trends are referred to as sociocuitural factors.
Demographics: modifcations in population composion, including
‘age distribuions, can have an impact on demand
Health and Wellness Trends: As the importance of filness and well-
being increases, many fourists give 1op prorty o lodgings thal
have wellness cenes, gyms, spas, and healihy food options.
‘Customer Knowledge and Brand Image: In the era of social media,
‘customers have greaer access {o information and are more
comiortable sharing their experiences

[Technological factors pertain to the creation and utlisation of
novel technologies, advancements, and patterns that have the
potential o influence a sector or establishment.

Digital Booking Platforms: Marriott needs to stay well-represented
‘onine on sies like Booking.com, Expedia, and Airbnb.
[Moden hotel management systems provide infegrated solutions for
everything from inventory control o room reservations.
Aticial Inteligence (A1) and Chatbols: Al-powered chatbofs can
manage bookings, instanily assist visiors, respond 1o frequenly
‘asked questions, and even tailor experiences depending on visior
information.

‘Connectivit: For modem travellers, dependable high-speed

intemet is practically a given.

Logal considerations: Refer {o the statutes and rules
goveming companies and sectors.

Licences and Business Permils: Different icences and permis are:
needed {0 operate a hotel, and these can difer from nation to
nation o even cty 10 ciy.

Employment Laws: These regulations address fairtreatment, equal
opportunity, minimum wage, and work hours.
Sticthealth and safety regulations apply o hotes jo.arde o
protect the health and safety of both their employees and viitors.
Trade and Tariff Regulations: I criical for hotels that import
goods to comprehend and abide by the relevant trade reguiations
‘and tarfts.

Environmental factors: Have to do with issues related fo

ecology and the environment that could have an impact on

how an organisation operates and makes decisions.
‘Sustainabilty Inifiafives: Travellers are becoming more and more:

‘demanding when il comes {0 eco-fiendly and sustainabie hotel

options.

Garbon Footprint: Many businesses are making eflrts to lessen
their carbon footprint as worries about cimate change grow.

Waste Management it criical o put comprehensive recycing and|

‘waste reducton sirategies into pracise
Buiding Standards: Considering reen buikding standards can
lessen the environmental impact of developing new hofels or
remodeling old ones.
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