Marriot Hotel
Student Name: MD Abdul Haris
Student ID: 2133695
Marketing Essentials BMIH4005
Lecturer: Luciana Suardi



















Contents
Introduction	3
Situational Analysis	3
Customers	4
Collaborators	4
Strategy of Marriot	5
Marketing Mix	6
Action: Gantt chart	7
Control and Measurement	8
References	9














[bookmark: _Toc120728687]Introduction
This plan is about the Marriot hotel in which the different analyses including SWOT, PESTLE, and Porter's five forces analyze the current threats, performance gaps, weaknesses, and current opportunities. Based on the identified issues a suitable strategy is proposed and a marketing mix is offered for Marriot Hotel which will boost its productivity and enhance the overall performance level in the different global destinations. 
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	SWOT Analysis

	Strength
	Weaknesses

	Marriott operates in 127 global destinations, with $25.1 billion in assets worth, 81 hotels, and 30 brands. There are 1.2 million rooms, ranked 44 numbers for diversity and the world's best women employer. Hotels integrate loyal customer programs and ensure a strict code of conduct for punctuality, cleanliness, rules, and laws. The hotel also delivers high value to customers by integrating technology and exploiting innovation effectively. The hotel ranked 21 numbers because of its innovation programs (Lin, 2016).
	Marriott's Starwood 2018 hacked the personal information and data of 500 million people, involves in poor positioning, and is highly sensitive to negative publicity. Marriot also sued and fined about $600,000 because of blocking customers' wifi. Hotel employees involve in immoral practices and 2018 employees were fired because of liking tweets that offend china. 

	Threats
	Opportunities

	Marriot its about 92% profit during COVID.  It faces stiff competition, looming recession, terror attack risk, and trade tensions (Hashim et al., 2016)
	Positioning a cool youthful brand for Gen Z and millennial attract more customers. In developing countries hotel can focus on emerging economies and presents lucrative hospitality services and offering. Marriot can diversify its offering through differentiation (Pratiwi & Sudiarta, 2019)
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1. Segmentation: Psychographic segmentation based on attitudes, opinions, interests, social status, lifestyle, and personality. 
2. Customer’s profile: Men (18-55), Women (18-55), Income ($200 above)
3. Targeting: Employees, households, students, businessmen, tourist
	Porters five forces

	New entrants threats
	It is low because Marriot offers premium resorts and hotels which require high capital investment in an advertisement at the global level (Lehr, 2015).

	Substitutes threats
	Threats of substitutes are high because the concept of Airbnb, Iceland bubble rooms, ice homes, and underwater homes provide a unique experience to customers which causes substitute threats.

	Customers bargaining power
	This force is moderate because switching cost is high for travelers but significantly moderate for new customers because of premium, discounts, and offering (Ahmad et al., 2016)

	Supplier bargaining power
	Suppliers' bargaining power is high because of high brand value, trustworthy relationships, and high design performance.

	Competitive rivalry
	Marriot's competitors are four seasons, Carlson, and Hilton with the same facilities and price range. So, competitive rivalry is high (Wei, 2018)
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1. Acquire W Hotels in 2019, Starwood Hotels & Resorts Worldwide in 2016, Elegant Hotels in 2019, Protea hotels, and Delta hotels and resorts
2. To operate a single Marriott system hotel offer franchises to run their conference center, resorts, hotel marquis, etc. 
3. In 2019 Marriot merge with Starwood brands including Tribute Portfolio, Sheraton, Le Méridien, W, Westin, The Luxury Collection, and St. Regis while investing a one-time transaction cost of about $140 million. 
	PESTLE Analysis

	Political factors
	Revenue suffered due to terror incidents in host countries and the Nairobi attack is the best example. Terrorist attacks affect tourism activities and brand reputation. Marriot follows US law and regulation which is hard to practice in foreign countries.

	Environmental factors
	Take initiative in 2019 to eliminate plastic consumption, abide by environmental laws, sanitize 500,000 hotel workers during COVID, and focus on UN sustainability goals (Chaleunsouk, 2017). 

	Social factors
	Meet customers' needs with luxury and premium offers, integrate loyalty programs for customers, provide additional discounts, and website facility to provide the online facility for dealing and offering different packages.

	Technological factors
	Emerge third-party services in its hotel chain to facilitate customers. The technology ensures high customer retention and provides cost-cutting advantages (Waldburg-Zeil, 2020).

	Legal factors
	The hotel was subject to a lawsuit because of a data security issue and the disclosure of personal information about 380 million visitors. Marriot faces reputation challenges due to weak rules and regulations.

	Economic factors
	Due to currency fluctuation, Marriot faces challenges and it is difficult to estimate and retain good profitability. Marriot highly contributes to US local economy and selects those countries for expansion that will generate good outcomes and be economically stable (Todorivić, 2019).
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There are four core values that Marriot set as a value proposition. 
1. Brand/Status
2. Cost reduction
3. Customization
4. Accessibility
Marriot currently uses the supply and demand pricing strategy. To differentiate itself from competitor’s hotel offer customized service that meets the customers' needs. Through its unique offering, Marriot International offers a variety of products and services to its employees (Nozdreva & Churakova, 2021).
Based on Bowman’s strategy clock Marriot focused on differentiation and offer a premium pricing strategy and promote high perceived value. Marriot will gain a high-profit margin by targeting the upper class, and middle class and creating competitive ground against its rivals and competitors. 
Mainly, Customers are always looking for innovative, unique, and new products that ensure high-quality standards and meet their expectations (Slootweg & Rowson, 2018). So, Marriot's strategy is aligned with its values through which the hotel provides value and the best experience to its customers. 
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Product
	Marriot offers car rental services, hotel packages, flight packages, timeshare vacations, hotel reservations, and accommodation (Tian, 2020). Moreover, the hotel serves on a global level, embracing change, pursuing excellence, and putting customers and serves then first.

	

Price
	Marriot's pricing strategy will be based on supply and demand because the change in the location changes the currency rate. Marriot takes the advantage of location, services based on the customer's preferences, and customized its services. So, a value-based price policy is integrated by Marriot which provides a competitive advantage to the hotel.

	



Place
	As Marriot is operating in 131 different global destinations. So, to provide a unique selling proposition and the best experience to customers Marriot need to integrate and change the policies on a local level. As analysis reflects that Marriot customers face privacy issues. So, there is a need to ensure customers' privacy and security by protecting their data and information (Pratiwi, & Sudiarta, 2019). Marriot is US based so, the change is implemented on a local level. In the US there are 323 Marriot hotels. So, to bring change and successfully integrate new ideas in the entire US Marriot will provide a safe journey to employees. The target audience is the US population and the US stats in which Marriot is currently operating and providing its services (Wu, 2021).

	Promotion
	Marriot hotel launches and advertises its promotional campaigns on the webpages, Television, and its website. The promotion contains all the necessary information for the customers. It includes the knowledge of services and offers that customers can avail of. Marriot hotel frequently launches advertisements and social media ads as well and by using these strategies they are successful in getting positive responses from the customers. These ads help build positive change in the behaviors of the customer's attitude. These ads also provide basic knowledge of the services and offer that Marriot hotel is offering (GIRGEN, 2021). 
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To accomplish the marketing plan there is a need to develop proper written documents with goals and objectives. These written documents aim to do the task timely, efficiently, and through a proper roadmap. To bring the change in local US Marriot hotels the marketing plan for Marriot will take about 1 year. This is because realigning the existing strategies, customers’ awareness, and their positive response is time taking and challenging job.
	Marketing Activities
	December 2022
	February 2023
	June 2023
	August 2023
	December 2023

	Preparation
	
	
	
	
	

	Market research
	
	
	
	
	

	Marketing channels schedule
	
	
	
	
	

	Gathering feedback
	
	
	
	
	

	Communication
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To measure the profit, customer response, and success level of the marketing plan Marriot management needs to conduct an online survey, ask for an open questionnaire and set different KPIs which reflect the success factors and tangible changes that are still required to overcome and realign. On the US level Marriot must integrate big data analytics in its official website and ensure an open chat box that reflects the customer's views and feedback. The feedback, customer retention, and profit are the key factors that reflect the success and failure of Marriot's marketing plan. Based on the data Marriot can bring changes and enhance its reputation.
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