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[bookmark: _heading=h.3znysh7]Introduction
The UK is a highly beneficial market for hospitality, the geographical area has a rapidly increasing middle class, which has the ability to spend and travel. The spending power of this particular market is approximately £1.9 trillion, with each individual having an average of £19, 762; providing great potential for growth in the hospitality industry (Heald and Hodges, 2020). The purpose of this marketing plan is to raise awareness of the various services provided by the hotel Swindon Marriott Hotel in order to attract clients and potential clients.

[bookmark: _heading=h.2et92p0]The Marketing Mix
Product - Swindon Marriott Hotel offers luxury accommodation, with a variety of amenities including a spa, fitness centre, restaurant and bar, indoor pool, meeting and conference facilities and free Wi-Fi (Thabit, T. and Raewf, 2018).
Place – Swindon Marriott Hotel is conveniently located in the town centre, with easy access to public transport and major roads. The hotel also has an online booking system, allowing customers to book rooms and services from anywhere in the world (George, 2021).
Price – Swindon Marriott Hotel offers competitive pricing for its rooms and services. Room rates start from £129 per night, with discounts available for early bookings, group bookings and loyalty members. The hotel also offers meeting and conference packages, which include complimentary refreshments and lunch, starting from £45 per person (Campanile, 2022).
Promotion – Swindon Marriott Hotel utilises a variety of promotional activities to reach customers. These include online advertising on social media and search engines, email campaigns, direct mail, and print and radio advertisements. The hotel also runs seasonal offers and discounts, and participates in loyalty programmes to reward repeat customers.

[bookmark: _heading=h.tyjcwt]The Marketing Environment (Micro)
	Strength
	Weaknesses

	· High quality food and drinks
· Friendly and knowledgeable staff
· Convenient location
· Variety of menu items
· Affordable pricing
· Comfortable seating
	· Limited seating capacity
· Limited parking
· Lack of online presence
· No loyalty program




	Opportunities
	Threats

	· Expanding seating capacity
· Developing an online presence
· Creating a loyalty program
· Partnering with local businesses
· Catering services

	· Competition from other cafes
· Changes in consumer tastes
· Rising costs of ingredients
· Rising minimum wage
· Changes in government regulations



Table 1: SWOT Analysis
(Source: Created by the learner)

Swindon Marriott Hotel should focus on improving its online presence. This could include creating a website and social media accounts to showcase their services, offers and amenities. The hotel should also consider investing in online advertising campaigns to reach new customers, as well as creating and managing their own loyalty program (KENYON and COX, 2020). Additionally, the hotel could collaborate with local businesses to offer discounts and promotional packages to their customers. Finally, the hotel should look into creating more targeted campaigns to reach a specific audience, such as business travellers, couples or families. This will help the hotel to stand out from the competition.

The Marketing Environment (Macro)
	Factors 
	Impacts 

	Political 
	After the separation of the EU and the UK the taxation policy has changed import export costs have been increased which negatively impacted UK hospitality as well as Swindon Marriott Hotel.    

	Economic 
	Inflation has increased by 9.6% in the 12 months to October 2022 (ONS, 2022). Therefore, the cost of spending in the UK hospitality industry has increased thereby it has a negative impact on Swindon Marriott Hotel. 

	Social 
	The UK population is 65,110,000 people (Population data, 2022). The growing population positively impacts the UK hospitality industry in terms of increasing customer base and employee number.  

	Technological 
	As of 2021, more than 62.86 million people use the internet on a monthly basis (Statista, 2022). Therefore, Swindon Marriott Hotel has the opportunity to attract customers through social media marketing      

	Environmental 
	Due to the Covid-19 pandemic experienced £1bn annual loss. Therefore, it has a negative impact on the UK hospitality industry’s profit and revenue.  

	Legal 
	The Equality Act 2010 protects people from discrimination which adversely affects the UK hospitality industry’s profit in terms of attracting a diverse employee pool. 


Table 2: PESTLE Analysis
(Source: Created by the learner)

The hotel capitalises on its positive impacts by increasing its customer base and employee members by creating a new customer group. The hotel addresses its negative impacts by reducing the import-export rate, promoting loyalty programs and encouraging customers to stay for an extended period.
[bookmark: _heading=h.3dy6vkm]Creating Customer Value and Engagement
The hotel creates customer value through customer loyalty programs, giving discounts to loyal customers and increasing the number of rooms available. Current and potential visitors will be attracted by the hotel's value offering. It is important that businesses recognise the positive and negative impacts of environmental factors, in order to prevent any external factors from weakening the competitiveness of their business, or even that of their competitors (Yen et al., 2020). Swindon Marriott Hotel could engage visitors by improving its website, offering loyal customers discounts and adding value in terms of products and services. They can use social media e.g. Facebook, Twitter, Instagram and other online media to create a community for its customers and employees, the more social media engagement the more the hotel will be able to source new and loyal customers.
[bookmark: _heading=h.1t3h5sf]Effective use of Digital Marketing
The hotel can use digital marketing in its marketing activities by creating a comprehensive digital marketing plan. This plan should be created in collaboration with the hotel’s marketing and IT teams, as well as outside digital marketing professionals. The plan should define the digital marketing activities the hotel will undertake, the budget for these activities, the goals and objectives for success, and the metrics that will be used to measure success (López García et al., 2019). To manage digital marketing activities, the hotel can appoint a digital marketing manager who will be responsible for executing the plan. This manager will work with the IT team to ensure digital marketing activities are properly implemented, as well as with marketing and other staff to create and implement digital marketing campaigns (Mehralian, 2022). They will also monitor the performance of digital marketing activities, and make adjustments as needed.
The message will be focusing on providing value to customers by meeting their needs and providing an effective and efficient service with great customer support. The hotel will be delivering the message of value for customers and employees as well as offering new and loyal customers a discount.
[bookmark: _heading=h.w1d0vmnk14ps]Conclusion
The UK hospitality market has great potential for growth, and Swindon Marriott Hotel is well-positioned to take advantage of this with its wide range of rooms, loyalty program, and presence in the UK. The hotel chain should focus on its strengths in its marketing strategy and expand into other developing countries. The hotel should also use digital marketing to create customer value and engagement and manage digital marketing activities. The hotel should take into consideration the macro-environmental factors, such as the impact of the Covid-19 pandemic and the increase in inflation when creating its marketing strategy.
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INTRODUCTION
Marketing communication is a complex of measure,technique and methods, by which information about goods,services or brand companies reaches its users.
The primary objective of this presentation would be to present the marketing plan planned in Component 1 of this assignment for the business of Delta Hotels by Marriott Hotel Group in Swindon 
 
Hotel Group in Swindon.





[bookmark: _s26ghnidnn74]OBJECTIVES OF THE MARKETING PLAN
The primary objective of this marketing plan happens · To bring more new customer

· To be focused on using a wide range of marketing analysis

· To planning tools to come up with strategies and methods to grow the business

TIPS TO ATRACT NEW CUSTOMER 

[bookmark: _czswwle5gjxu]· Identify the ideal new customers 

· Use direct  response marketing 

· Give your businesses a new look to increase sales
· Offer something like reward, loyalty programmes  and discounts 





MARKETING PLAN
FOR DEVELOPING THE MARKETING PLAN FOR THE BUSINESS OF DELTA HOTELS BY MARRIOT HOTEL GROUP IN SWINDON A WIDE RANGE OF TOOLS HAS BEEN PUT INTO USE WHICH INCLUDES THE FOLLOWING FRAMEWORKS:
1. SOSTAC -Situation, Objectives, Strategy, Tactics, Action,Control
2. PESTEL -Political, Economic, Social, Technological, Environmental, Legal Factors 
3. SWOT -Strengths, Weaknesses, Opportunities ,Threats 
4. SMART -Specific, Measurable, Achievable, Realistic and Timely 
COMMUNICATION
· Advertising
· Public relation
· Personal selling 
· Direct marketing
· Sales promotions 
· Packaging

[bookmark: _59nei7wvic3y]PLANNED MARKETING STRATEGIES 
1. Development and offering of new facilities to their customers like “outdoor cinema”.
2. Development and offering of a new “outdoor restaurant” along with the accommodation services of the Marriot Hotels.(McCarthy, 1960) 

THE 4PS OF MARKETINGPRODUCT


· Design                                                                           
· Quality
· Brand identity
· Packaging 
· Guarantees
· Customers service 

PRICE

· Price strategy                                                                      
· Pricing
· Allowances 
· Payment 
· Terms

PROMOTION
· Advertising                                                                  
· Promotioal channels 
· Discouting strategy 
· Loyalty programmes 

PLACE
· Channel                                                             
· Location 
· Transport 
· Market coverage
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