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Introduction
The report will study the SWOT Analysis of Sheraton. It will discuss the political, economic, social, technological, environmental and legal factors of the organization. It will analyse the strategy planned for the Hotel Sheraton. It will also discuss the specific, measurable, attainable, and realistic and time frame of the objectives planned. It will also analyse the Segmentation, Positioning and Targeting of the customers of the Hotel Sheraton. 
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Strength
· The price of the services could be made top-notch so that it could reach a larger number of people.
· The well-known brand has many mergers, acquisitions, stakeholders, and financial resources who are linked with the hotel and this helps them come up with new strategies, providing a great opportunity to the customers which leads to the rapid growth of the brand.
Weaknesses
· Due to Covid-19, it has lost highly-driven skilled employees. Therefore, it has become a weakness.
· It lakhs in promotion strategies which reduces the customer base (Obi et al, 2019).
Opportunities
· It can expand its customer base and its market globally. It can improve its technology and update with the latest technology innovations so that the cost of the operations could be saved.
· It can increase its market internationally and become one of the leading organizations.
Threats
· Political factors become a threat for hotel Sheraton as political instability directly affects its customers.
· Changes in the tax rates in the rules and regulations of specific countries are a threat to the brand.
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Segmentation
Sheraton must target people who are very fond of luxury and are looking for luxurious stays and services.
The other must be the international clients that visit different countries due to business plans and meetings (Nata et al, 2020).
Targeting
The people from the urban population and those who belong to social class and higher income level will be targeted so that they can afford Sheraton as they have high disposable income. Therefore, they can spend on luxurious items.
[bookmark: _Toc121222699]Competitors (Porters 5 forces analysis)
Sheraton should tackle the threat of new entrance by updating its technology and services so that the customers can differentiate Sheraton from other companies offering the same services.
Sheraton should tackle the bargaining power of suppliers by having different suppliers and different locations so that they find it convenient to switch from one to the other.
Sheraton should tackle the bargaining power of buyers by providing them with offers, discounts, and great deals on their special days and while certain times of the year so that the customers can have the advantage of the same (Lee, 2020).
Sheraton can tackle the threat of substitute products by ensuring that it provides creative and unique services which can include personalization of the customers so that it differentiates them from other companies. Therefore, the customers could get attracted to Sheraton and have brand loyalty.
Sheraton tackles the rivalry among the competitors by making new customers in the market rather than targeting the ones who already exist and are belonging to different brands.
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Sheraton collaborates with franchisees, and have a partnership with certain organisations such as tourist organisation so that the customers can be provided with the facilities served by Sheraton that can create growth in its customer base.
It can also collaborate with a franchise such as restaurants so that they could provide accommodation to the customer.
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Political factors
It can spread in developed countries because develop countries have political stability and their food can be beneficial for Sheraton.
Economical factors
It can target the countries that have low employment treat so that the government would be open for easy entry to the market and therefore, Sheraton can use it as an advantage and expand its business there.
Social factors
People these days visit those places or pranks which are of higher value and their food by increasing its social presence Sheraton can have an increased customer base.
Technological Factors 
It can increase its customers by updating its technologies and having technology innovations which would track the customers.
Environmental Factors 
More people are concerned towards the environment these days. Therefore, Sheraton should become a part of some good deeds towards the environment and attract customers.
Legal Factors 
Sheraton should abide by Legal factors such as consumer protection law, and other consumer laws so that it is strong in legal factors (Abul-atta and El Damaty, 2019).
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Specific
 Increasing market share is the specific objective of the new marketing plan of Sheraton.
Customer turnover rate and increased sales at the secondary aim of the plan.
Measurable
The customer base should be increased by 10% and the sales should be increased by 15% to achieve the measurable objective of Sheraton (Niemelä, 2019).
Attainable
The market share should be increased by 6% and the profit should be increased by around 9% to achieve attainable objectives.
Realistic
We should be available with the required resources to meet all the other objectives of smart.
Time frame
The goals should be achieved in the duration of 1 to 1.5 years (Arnold, 2022).
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Segmentation
The new marketing plan will segment two particular sections which will target the people in search of luxury facilities and the other who are who is it different countries for business plans.
Targeting
The people who belong to the upper social class and business class would be targeted because of their high disposable income so that they can afford the services of Sheraton (Donato, 2019).
Positioning
Sheraton can position itself as a leading brand of luxury. For possessing the same it can come up with unique ideas such as personalization and creative shapes so that the customer can get attracted. (Tree-shaped terrace room)
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The value proposition of Sheraton would be its customers, customer service, customer satisfaction, online presence, offline presence, and others.
[bookmark: _Toc121222707]Bowman’s Strategy Clock
Bowman’s strategy clock can be used so that Monopoly pricing, loss of market share, low price and low value-added low price hybrid differentiation and focus differentiation could be analysed so that it could help Sheraton to position itself within a market.
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Product Strategy
The new marketing plan will provide improved beverage in food facilities which will have a personalisation menu as well, as new recreational activities that include river rafting, mountaineering, and other activities.
It has health in wellness facilities so that the customers are valued and their health is top valued.
Easy check-in and check-out would be provided (Lim and Seo, 2021).
Price strategy
The prices of ordinary rooms would be reduced and grey deals would be offered to its existing customers.
In addition, a terrace room and cool room are developed so that the customers can get attracted towards the same. The prices are not too low needed too high for the customers and the rooms are served with breakfast at check-in.
Promotion strategy
Promotional events would be launched when a premium card, discount, and coupons would be provided to its existing customers so that they could revise the property. It would also have an advertisement on TV billboards and hoardings with brand endorsement so that people can get attracted towards it. It would also sponsor a certain event such as a sporting event so that it attracts the eyes of customers (Lee, 2020).
Place strategy
Printed media advertisements with take place so that the audience belonging to printed media would be attracted (sheraton.marriott.com, 2020).
Phone calls will be made to the existing customers and their references and event planners would be reached out so that they can collaborate in helping Sheraton writing customers.
The travel group would be targeted with the help of travel agents.
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The competitive advantage of Sheraton would be having a terrace room, and pool room, which would differentiate the brand from other competitors. Another USP of cost effectiveness which with great services compared to its competitors. A particular segment of honeymoon travellers and couples would be attracted because of its new facilities which differentiate it from its competitors. It can increase the sales revenue and have the growth of Sheraton (Catan, 2019).
By applying these the customers will have a positive attitude as the brand will also provide creative and personalization stuff. The unique selling price of this hotel is that they provide a pool room which differentiates the business form from its different competitors in the international market (Fernando et al, 2018). It has other differentiations which have proved to be USB such as it provides personalization services to its customers with updated technologies which prove to be beneficial for the customers for the easy check-in. 
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Conclusion 
The report will analyse what Sheraton brand which will include its strength, weaknesses, opportunities in threats. The report will study the customers based on segmentation and targeting which will be segmented according to the geographical and demographic and the target audience would be identified. 
Porter's five forces will be used for analysing the perceptual positioning map of Sheraton.
The smart factors of the organisation will be recognised which would include specific, measurable, attainable, realistic, and time frame factors. It will discuss the strategies and tactics applied to the new strategy of Sheraton. 
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