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[bookmark: _Toc75186901]Introduction 
A great marketing plan is really important in getting the perfect customer attraction to a business. Marriott International Inc is a US-based multinational company that handles hotels, timeshare assets and residents. The company has decided to create a marketing plan for its UK based Marriott hotels. In the cities of the US where Marriott hotels are situated, the people of these cities are more or less wealthy and international guests find those places fascinating to stay. The report will display the marketing mix for Marriott hotel and engaging customer value. The report will demonstrate the importance of digital marketing. Lastly, different marketing environments in terms of the company will be discussed in this report. 



[bookmark: _Toc75186902]1. Marketing mix
The marketing mix is a process of defining a bunch of activities that a business applies to promote its product in the marketplace (Ray, 2020). In this part of the report, there will be a discussion of the products, place, price and promotion strategies of Marriott Hotel. 
· Product: The product strategy in a marketing mix refers to a standard plan which describes what a business wants to achieve by its products and how it plans them (Ray, 2020). Marriott is one of the most successful famous hotel chains in the hospitality sector of the world. The core product of Marriott’s marketing mix is hospitality services. The company has categorised its hotel brands as St. Regis, BULGARI, JW Marriott, Le MERIDIEN etc (Marriott, 2021a). 
· Price: The pricing strategy reflects the product’s positioning in the marketplace (Išoraitė, 2020). The prices of Marriott’s hotels depend on various hotels, customers and location. The company determines the hotel prices by preserving the value and standard framework. Marriott also follows the competitive pricing strategy for which it determines its price according to the transformation and competitor behaviour in the market (Marriott, 2021b). 
· Place (Distribution): The distribution strategy of the marketing mix shows how to efficiently a company can serve its products to the customers and preserve revenue to make a profit (Islaini and Nayan, 2020). Marriott has established its hotels in over 120 counties across the world and the hotels are situated in the cities near airports, central markets, highways etc. the hotels of Marriott are location-based like business people would want to stay in hotels near airports, tourists would be looking for hotels near central markets and travellers find hotels in the highway. Marriott has applied the mix channel strategy to develop its distribution where it uses both direct channel third party channel. 
· Promotion: Promotion is the last step of the marketing mix which advertise and promote the products according to service demand (Smith, Kolassa and Pray, 2020, pp. 25-57). Marriott mainly focuses on digital promotion to promote its hotels. As it’s an international brand, the company has a website where it has showcased all its products in a very unique and thorough pattern. Marriott’s hotels promote their business by doing different advertisements, videos and campaigns on Social Networking Platforms (SNL). The company tries to preserve its loyal consumers by creating different promotional schemes and attract new customers by promoting new products.
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Figure 01: Marketing mix (4P)
Source: Islaini and Nayan, 2020





[bookmark: _Toc75186907]2. Marketing environment (micro-SWOT)
The micro-environment consists of some internal factors that can affect a business directly (Gbadamosi, 2020, pp. 46-71). These factors can be determined by SWOT analysis. In this part of the report, there will be a SWOT analysis of Marriott hotels.
[bookmark: _Toc75186908]SWOT analysis
· Strengths: One of the most important strengths of Marriott is its invention and creativity. The company offers wallet-free travelling, homes and villas which no hospitality businesses offer (Marriott, 2021c). It also has a whole another level of loyal customer base which the company has succeeded to maintain all these years. Again, Marriot has some successful acquisitions, reputation, and an identity of a global brand which is one of the biggest strengths of the company.
· Weaknesses: Marriot has some major weaknesses and one of them is its strictness. The company sometimes suffocates its employees with its too strict rules and regulations. Marriot has faced some bad relations with the law in the past and it caused some bad publicity for the company (Marriott, 2021d). Also, the company has faced negative marketing and prone to unprotected data which are huge weaknesses to the company.
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Figure 02: SWOT analysis
Source: Gbadamosi, 2020, pp. 46-71

· Opportunities: The hotels of Marriott have some key opportunities in the hospitality sector as it is expanding and building 160 more hotels in different countries. The company has a great opportunity to satisfy customer if it provides customised and personalised services to the customers. Also, the company has major opportunities in developing countries and transformed demography.
· Threats: Marriott hotels are at great risk of getting attacked by terrorists as 5-star hotels are their main targets. The company must tauten its security to decrease this risk. The company has also faced a major economic recession as the past years were tackling the COVID-19 epidemic. Lastly, the company faces a huge amount of competition in the market as there is some successful hospitality service business running along with the company. Marriott must differentiate its brand from its competitors and upsurge customer satisfaction programs.



[bookmark: _Toc75186909]3. Marketing environment (macro-PESTEL)
The macro-environment consists of some external factors that can affect a business indirectly (Zainudin, Lau and Munusami, 2020). These factors can be determined by PESTEL analysis. In this part of the report, there will be a PESTEL analysis of Marriott hotels.
PESTEL analysis
· Political: Over the years, Marriott has expanded its business in politically constant countries like Finland, New Zealand, Ukraine etc. Marriott’s profits have been harmed many times in the past due to terrorist attacks. Also, Marriott has its presence in some countries where corruption is available. But the hotels need to follow the rules of the US Foreign Corrupt Practices Act which makes it difficult for the companies to operate in those countries (Marriott, 2021e).
· Economic: The fluctuations of local currency affect Marriott a lot as the company has its existence outside the US as well. Sometimes the dollar becomes sturdier than the local currency, the company gets a lesser dollar in exchange for that local currency (Marriott, 2021f). In the case of economic slowdown, Marriott faces a lot of turbulence in its profits. 
· Social: The hospitality sector is a very competitive industry and Marriott needs to provide top-class service to its customer to stay ahead of its competitors. To preserve the loyal customers and attract new customers, the company organises a program named ‘Marriott Bonvoy’ which provides the customers with free hotel stays and many kinds of discounts. 
· Technological: The arrival of third-party service benefactors is a big concern for the hospitality sector. Marriott should focus more on getting digitalised to reduce the company’s operating costs.
· Environmental: Marriott follows different environmental laws and acts in the countries where it operates. In July 2019, the company decided to ban all kinds of usage of plastics in all of its hotels. The company has also spread awareness in its almost 500000 workers about human traffic (Marriott, 2021g). 
· Legal: In November 2019, there was an incident of Data Security that made Marriott vulnerable to many lawsuits. This incident disclosed the personal information of many visitors. After that, there was an investigation into the service policy of the company. These types of investigations can harm the company’s reputation and customer trust.
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Figure 03: PESTEL analysis
Source: Zainudin, Lau and Munusami, 2020




[bookmark: _Toc75186903]4. Developing customer value and engagement
[bookmark: _Toc75186904]Customer value
The COVID-19 epidemic has caused a huge amount of harm to the hospitality sector. Hotel businesses were doomed for these past few years. In this situation, the hotels of Marriott need to improve their customer value to surpass the harm it was caused. 
· The company will have to comprehend what will drive value for the customers after such a huge epidemic has attacked the world. 
· Marriott will have to understand and rebuild its value propositions as customers need to be reassured to stay in its hotels again.
· The company will need to re-identify its customer base so that it can create better values compared to the competitors.
[bookmark: _Toc75186905]Customer engagement
Customer engagement is done to increase customer satisfaction and having more interaction with them (Singh et al., 2020, p.1094670520910267).
· The hotels of Marriott will have to increase the social interactions with its customers by using social network pages. This will monitor the customer engagement of the company for a certain period.
· The company should be working on better reviews from customers which can engage other people to invest in the hotels.
· The hotels will need to be focussing more on providing better service which can invite a lot of engagement and visibility from customers.



[bookmark: _Toc75186906]5. Using digital marketing effectively
Digital marketing is a strategy that determines how to accomplish marketing goals through online platforms and social networking sites (Deiss and Henneberry, 2020). Marriott is already at the efficacious vanguard of the hospitality sector. The advertisement and promotion strategy of the company is mainly engrossed in digital promotions. To use it effectively, the company can take some essential steps-
· Defining the brand: The company will have to use its brand guidelines to determine the brand and how it will showcase itself in the company’s online campaigns. Using the company’s unique selling points (USPs) and value proposition in digital marketing will make a better difference in the promotion strategy.
· Building S.M.A.R.T. goals: Using specific, measurable, attainable, realistic and timely objectives to the digital strategy will be great for the company’s long-term and short-term growth.
· Picking best digital marketing strategies: Choosing the best strategies for the business and focusing on the techniques that ensure more customer engagement will allow the company to use digital marketing effectively.
· Setting digital marketing budget: The company needs to find out a digital market pricing strategy to develop a rational budget for the business advertisements. The Marriott hotels will have to spend a specific amount of money on online promotion every month to make the best use of digital marketing.



[bookmark: _Toc75186910]Conclusion
Marriott needs to restructure its marketing plans and strategies a bit after the post-COVID-19 effects. The above report has displayed the marketing mix for Marriott hotel and engaging customer value. The report has demonstrated the importance of digital marketing. Lastly, different marketing environments in terms of the company has been discussed in this report. 
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