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[bookmark: _Toc120369256]Introduction
Global hotel chains rely heavily on successful marketing campaigns to bring in new guests and retain their current clientele. Developing a successful marketing plan is essential to the success of any business. Customers' perceptions of the services' value are positively impacted, creating a compelling rationale for them to make a purchase, (Ansoff,2020). The Marriot is staffed by a large number of people and offers extensive facilities. Its doors originally opened in 1927, and now it operates in over 131 different nations. To deal with their enormous customer base, they employ around 151,000 people (Cohen, 2014). Although the hotel services they provide are well recognised, they also operate under a variety of other names.
[bookmark: _Toc120369257]Situation Analysis
[bookmark: _Toc120369258]5 'C's
Company- SWOT analysis –
	Strengths 
	Weaknesses 

	Considerable clout as a brand name.
Leverage the established reputation of the brand to break into new markets.
Promotion to the fore of the industry (BBC, 2014).
Spending money on R&D is an investment in the future.
	Poor customer service in the service industry.
Reduction in earnings relative to sales volume.
Employee turnover issues due to high levels of workplace stress

	Opportunities 
	Threats 

	Many more people in the mass market instead of just the exclusive few.
Opportunities to collaborate with regional influencers to grow the company, (Byars, 2021).
This rising tendency for shoppers to shell out more cash indicates.
	Growing opposition from environmental protection groups.
The dearth of skilled workers in the market.
Sluggish rural markets and urban overproduction.



Customers- segmentation and targeting-
· Marriott is aiming for both the luxury and budget hotel markets.
· Market growth is forecasted to be relatively stable over time for the specified demographics.
· Since families with children are Marriott's primary customer base, the hotel company must fulfil a wide range of social, emotional, and practical obligations to ensure the satisfaction of this demographic, (Chakti, 2019). 
Competitors- Porter’s 5 forces- 
Bargaining power of buyers-
Buyers' bargaining power drives prices down, which in turn encourages Marriott to sell its wares at steep discounts.
Bargaining power of suppliers- 
Since suppliers have little say in prices and are bound by Marriott's restrictions, this is a less pressing strategic issue for the hotel chain, (Christopher, 2021).
Intensity or rivalry- 
Competition from other firms is high right now, making it tough for Marriott to achieve its expansion targets.


The threat of substitutes- 
The rise of cutting-edge technology has increased the likelihood that Marriott will face competition. The stakes are much higher for Marriott due to the shifting tastes of customers toward healthier products, (Chung, 2020).
The threat of new entrants- 
Market share competition from new entrants is manageable for Marriott since it is not significant.
Collaborators- 
Partners include those further up and farther down the value chain, as well as supporters in the industry, the community, and government. Marriott must consider a wide range of value chain factors, including the adaptability of the value chain, effectiveness of the value chain, and agility of the value chain (Cohen, 2014). 
Climate- PEST analysis- 
	Political 
	Because of how the governance system is set up now, Marriott has to keep a close eye on the ever-changing rules.

	Economical 
	Marriott's pricing strategy is heavily influenced by annual inflation rates.

	Social 
	Growth in the middle class and the overall population will provide opportunities for Marriott, (Cooper, 2019).

	Technological 
	Since new market actors are joining and spending on research and development, Marriott must protect its intellectual property rights.
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SMART target
Reaching their prospective clients and attracting additional customers is entirely dependent on the marketing plan used by the firm. The use of an efficient marketing strategy is thus essential to commercial success. The target of this report is to explain all the factors of the Marriott hotel and state its current standings, (Crouch, 2014). To attract new customers amidst climate change, and gain more revenue and profit is the objective of this report. 
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Marriott's four main selling points are convenience, customization, economy, and prestige. Accessibility is made possible by the organization's provision of several options. From the budget-friendly Fairfield Inn & Suites to the exclusive Ritz-Carlton, which is noted for its rich collection of amenities and services, the company operates a wide variety of hotel brands in a wide price range. Vacation packages may be purchased that focus on certain qualities of interest, such as the hotel's family-friendliness or its selection of international cuisines, allowing for a more personalised experience. Savings are realised via several different cost-reduction initiatives within the organisation, (Daily Mail, 2016). Marriott International uses location-based segmentation in addition to other methods of categorization. The regions around major cities and transportation nodes are a special target. These areas are essential for the hotel business to attract more customers. Their advertising campaigns target those in the middle class and above rather than the poor or the rich.
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[bookmark: _Toc120369262]Marketing mix
Product- 
Marriott’s name is synonymous with comfort and prestige. It typically separates its offerings into three classes: essential, standard, and premium. Hotels, hospitality management, resorts, motels, etc., are only a few of the many types of establishments and related services that fall under this umbrella. The hotels are their main source of revenue, thus meeting customer needs and wants is crucial to their business, (Dickmann, Brewster and Sparrow, 2021). Their consistent application of a winning formula includes location, ambience, and customer ease. Each of Marriott's brands follows essentially the same blueprint is noteworthy.
Price- 
They have made it a priority to provide the best products at competitive prices without sacrificing quality. Rates at Marriott hotels are set after careful consideration of the hotel's ability to meet the value and quality criteria. In addition, Marriott ensures that the pricing strategy continues to allow the company to earn the most possible money without compromising the value of the Marriott name, (Dickson and Ginter,2018). Hotels' rates change to reflect the expenses of things like marketing and maintenance in addition to changes in demand.
Place- 
Marriott has established a presence in over a hundred countries worldwide, and its hotels can be located in convenient locations throughout the city. Being location-specific gives Marriott an edge that draws in customers like businesspeople who prefer to stay in hotels close to airports, travellers who prefer to spend the night in hotels close to major thoroughfares, and city visitors who prefer to be close to popular tourist attractions like museums, theatres, and restaurants, (Doppelt and McDonough,2017). Marriott has adopted a mixed channel approach, which includes both direct channels and third-party channels, to promote the growth of its hotel portfolio.
Promotion- 
Marriott's online product promotion gets 100% of the company's focus at all times. They have a very well-organized catalogue, and they make it easy to reserve hotel rooms ahead of time. It promotes itself through several social media platforms with a wide range of ads, videos, and campaigns, (Du, Swaen, Lindgreen and Sen, 2014). Through the Marriott Bonvoy customer loyalty programme, the company rewards its most loyal customers with several benefits for continuing to do business with the company.
[bookmark: _Toc120369263]Action
Through the Gnatt chart, different variables will be portrayed. The company may not be able to benefit from the use of some marketing channels. One does not want to throw away their time and money by jumping on the next fashionable channel, especially if that channel does not truly reach the people that are trying to sell to, (Fiorentino, 2020). After research, it has been found that emails, personal calls and billboards will be the best suitable marketing channels for [image: ]Marriott hotels.
 
[bookmark: _Toc120369264]Control
One of Marriott International's main selling points is the high quality of service and facilities offered by the hotel chain's properties (USP). All around the area, inns were put up in supposedly prime spots to attract the most important tourists. The Marriott hotel chain has a wide variety of distinct lodging options. Every Marriott hotel chain faces competition from both established hotel chains and alternative lodging options like Airbnb, (Marketing management in the sphere of hotel and tourist services, 2020). Even though the company only has one brand image, it has found out how to make that image work in several different countries and for different groups of people. 
[bookmark: _Toc120369265]Conclusion
The success of a business in reaching its target audience and drawing in new consumers is directly proportional to the efficacy of its marketing plan. The Marriott hotel is in a strong position. To attract potential clients in a financially effective way, segmentation and targeting are two of the most crucial aspects of marketing to think about, (Christopher, 2021). The company's marketing and business operations need to be adjusted so that it can react appropriately to the scenario. During COVID-19, a significant shift occurred at the Marriott that would greatly aid the organisation in reacting to the current crisis.
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                  Marketing mix - 4 P’s of Marriott Hotel • Product - • Luxurious and comfy, Marriott . Items are essential, standard, and premium . Hotels, resorts, motels, etc ( Kolesnik , 2020 ) . • Price - • They sell cheap, good stuff . Marriott's pricing balance value and excellence (Morgan and Anokhin , 2020 ) .     
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                  Marketing mix - 4 P’s of Marriott Hotel ◦ Place - ◦ 100 + nations have Marriott hotels . Marriott's position draws companies near airports, travellers near vital thoroughfares . ◦ Promotion - ◦ Marriott promotes online . Their well - organized assortment simplifies hotel booking (Marks, 2018 ) .     
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                            Target market • Given that Marriott's target market varies by region, the corporation places a premium on market segmentation ( Juska , 2021 ) . • Guests who are often on business travels and have above - average incomes are Marriott's target demographic . • In addition, Marriott is trying to captivate folks who are both unique and refined ( Khasanov , 2016 ) . • Hotel guests seeking relaxing environments are Marriott's target market .       
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               Effective use of digital marketing When compared to other hotels, Marriott's approach to marketing itself on social media stands apart. Marriott hotels set the stage for customers' real - life experiences. If a guest posts about their stay on M Live, a member of the M Live team may go out of their way to improve their experience on their next visit to a Marriott hotel ( Marketing management in the sphere of hotel and tourist services, 2020).   
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               Action • Through the Gnatt chart, different variables will be portrayed • The company may not be able to benefit from the use of some marketing channels ( Fiorentino , 2020 ) • After research, it has been found that emails, personal calls and billboards will be the best suitable marketing channels for Marriott hotels   
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                  Conclusion ◦ Marketing plan is very essential for Mariott hotels to thrive and attract new customers, and hold onto current customers amidst this climate change, tough competition and post - Brexit and covid ( Kotabe , and Kristiaan , 2017 )     
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