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[bookmark: _Toc120046546]Introduction
It’s noticed that the hospitality industry is one of the most competitive industries in the current world (Keating, 2017). Proper marketing. Due to the shifting customer demands, every hotel business company tries its best to give the most premium services to their guests so that the guests can get the best experiences from the hotel for what they are paying for. Any hotel business company must find out its target market to ensure proper selling. Here, a marketing plan for Hotel Marriott international is developed for promoting its brand value and boosting sales. In that case, it would be the very best solution for the marketing team of hotel Marriott International to analyze the current market condition. This strategy will help them to take the best decision in this regard.
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[bookmark: _Toc120046548]Microenvironment analysis (SWOT analysis)
Micro-environment factors are those factors that an organization can control. SWOT Analysis is the best tool to evaluate the microenvironment factors of an organization. SWOT of hotel Marriott International is illustrated-

	Strength 
· Skilled employees 
· Brand value 
· Good position in the market
· Premium services 
	Weakness
· Ineffective data protection 
· High level of negative publicity
· Strict hotel policy 


	Opportunity 
· Good market expansion strategy
· High demands for the customers. 
· High level of shifting demography 
· Diversified and customized service offering 
	Threat
· Pandemic effect
· High competition in the market.
· BXEXIT issue 
· Looming recession 


 
[bookmark: _Toc120046549]Segmentation and Target market of Hotel Marriott International 
Customers of any organization can be classified into four segments-
Demographic segmentation: Demographic segmentation illustrates targeting customers based on their age, sex, income, affordability, etc. (Kaur, 2013). In the case of Hotel Marriott International, the price of each room is higher than in other hotels. So, most of the customers of this hotel belong to the high class. 
Psychographic segmentation: Emotion and psychographic attachment are the key indicators of segmenting this type of customer. In the case of Hotel Marriott international, most of the customer wants the most premium services.  
Behavioral segmentation: Most of the guests of Hotel Marriott International are loyal customers of this hotel who used to make an online reservation for the hotel room in previous.  
Geographical segmentation: It’s noticed that most of the customers of Hotel Marriott international are European (Schmidt, 2017). Currently, the authority of Hotel Marriott International is trying to capture its customers in Asia. 
[bookmark: _Toc120046550]Porter’s 5 forces analysis of Hotel Marriott International 
[image: Hilton Porter's Five Forces Analysis - Research-Methodology]
Figure: Model of Porter’s 5 forces analysis of Hotel Marriott International
Source: ((Javalgi, 2018)
Threats of new entries: if a new Lodging company enters the hospitality market and offers lower prices and much value proposition for their customers, obviously it will be a big threat to any hotel business company like hotel Marriott international. 
Bargaining power of suppliers: It is noticed that there are many suppliers in the UK market from where hotel business companies used to purchase their raw materials. So, a low level of bargaining power of suppliers is noticed
Bargaining power of customers: The bargaining power of customers in hotel Marriott international is higher because the switching cost from one hotel to another hotel is very low. 
Threats of substitute products or services: Demands for a product will reduce if the availability of substitute products has increased an example if the rates of resources and other accommodation facilities are increased in the UK market the demand of any reputed hotel business company like hotel Marriott international will decrease so a high level of threats of substitute products or service is noticed. 
Rivalry among existing firms: The hospitality industry is very competitive in the UK market (Boone, 2015). There are many national and international level hotel business companies noticed here. That’s the reason why hotel Marriott international has to face a lot of competition.
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Microenvironmental factors are normally those factors that are not controllable by an organization. PESTLE Analysis is the best tool to evaluate macro-environmental factors. PESTLE Analysis of hotel Marriott International is illustrated- 
	Political factors 

	· Good international relationship
· Good political stability
· The negative influence of Brexit


	Economical 

	· High growth in China
· The negative impact of the high inflation rate in the UK market
· Higher exchange rate of U.S. dollar


	Social

	· Good working environment
· Providing a healthy Sponsor
· Creating employment sectors


	Technical

	· Online reservation and rental facilities
· Phone call facilities
· Technological is skilled employees


	legal 

	· Strictly follows the rules of OSHA
· Follows the governmental rules higher hotel Marriott international carry outs its operation.


	Environmental

	· Hotel Marriott international is not involved with any activities which may be a threat to environmental sustainability
· Planting trees is emphasized in every outlet of hotel Marriott International
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The ultimate aims of this marketing plan for hotel Marriott International are 
· Introducing the products and quality of services of hotel Marriott international to more customers.
· Increasing the demands of hotel Marriott international.
· Ensuring proper selling
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Marketing makes is a tool of guideline which is used to boost the brand value of an organization. Jerome McCarthy is the father of marketing mix. There are four factors of the marketing mix which are illustrated in the light of hotel Marriott international (Ferrell et al., 2021). 
Product: The number of properties of hotel Marriott International is around 600. The number of rooms in all the outlets of Hotel Marriott International is around the world. 
Price: Hotel Marriott international used to charge high pricing strategy than its business competitors in the market Because they used to provide the best room services to their guests (Almor, 2018). That is the reason why the price of each room per night is higher than other hotel business companies
Place: Hotel Marriott international carry outs its operation in around 140 countries in the world. Almost all the European and Asian countries have branches of hotel Marriott international. 
Promotion:  Hotel Marriott international particularly emphasizes social media platforms to promote their business (Akgun et al., 2014). Moreover, they also use traditional marketing strategies like newspaper radio television, etc.
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As a leading hotel business company in the UK market hotel Marriott international used to offer Different types of value propositions Which make them different from their business rivals. Those are illustrated 
Accessibility:  Customers can get easy access to Marriott international because most of the outlets of hotel Marriott International are located at the center point of the cities. Moreover, hotel Marriott International has a strong website from where customers can also come to know about the services and cost of rooms. 
Customization: Hotel Marriott International offers different types of rooms to their customers so that everyone can afford them. Different customized services of this hotel Carry strong brand values
Cost reduction: Management team of hotel Marriott international is very conscious about cost management. Effective cost management is strategies reduces the unnecessary costs of the hotel. As a result, the profit of the organization increases. 
Boosting up brand values: Hotel Marriott international always emphasizes their brand values (Arnos, 2014). The Authority of this hotel strongly believes that it is the brand value that makes a customer into a loyal customer and makes their hotel different than other hotel business companies in the market.
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A 2 monthly Gantt chart (01-10-2022 to 31-12-2022) of the marketing activities of Hotel Marriott International is illustrated-


	Week 
	1st
	2nd
	3rd
	4th
	5th
	6th
	7th
	8th

	Campaign 
	
	
	
	
	
	
	
	

	Social media event
	
	
	
	
	
	
	
	

	Website update
	
	
	
	
	
	
	
	

	Mobile Marketing
	
	
	
	
	
	
	
	

	Mail marketing
	
	
	
	
	
	
	
	

	Banner Aids
	
	
	
	
	
	
	
	

	Public relation campaign
	
	
	
	
	
	
	
	



According to the Gantt chart, it’s noticed that Hotel Marriott International mainly focuses on social media events for their marketing promotion. Besides social media marketing, the authority of Hotel Marriott International also focuses on public relations campaigns to inform customers about the quality of services. The main outcome of this type of campaign is word-of-mouth communication. Different marketing media worked here as a marketing channel.
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After implementing the marketing plan of hotel Marriott international properly, the management team of this reputed hotel business company should evaluate the progress of the marketing plan so that proper decisions can be taken. The effectiveness of the marketing plan of hotel Marion international can be evaluated by following some strategies which are illustrated below- 
Properly identifying USP: Unique selling proposition can be an effective tool for evaluating the current position of a product or service which makes the product or service different than the product or service of its business rivals (Keskin, 2019). In the case of hotel Marriott International, this hotel business company used to provide the best services to their guest which is the ultimate unique selling proposition of this hotel business Company
Evaluating customers number: After implementing the marketing plan, the marketing team of hotel Marriott international should analyze the number of customers. If it is noticed that the number of customers is increasing, then it should be thought that the marketing plan is effective otherwise alternative options should be implemented 
Analyzing current profit: Proper marketing increases the number of sales. As a result, the profit of the organization will increase also. So, if the current marketing plan of hotel Marriott international becomes effective the profit of the hotel will increase also.
Analyzing current brand value: The brand value of any organization is properly linked with its marketing strategy (Adamu, 2019). So, it can be said that if the marketing plan becomes effective the brand value of the hotel Marriott international will increase. 



[bookmark: _Toc120046557]Conclusion 
An effective marketing plan is essential for the success of any business company in the world. Hotel Marriott International is one of the most reputed hotel business companies in the UK market. The marketing team of this hotel mainly focuses on a social media platform and public relations campaign to promote their sales. Moreover, it is also so essential to find out the demands of the actual target market of hotel Marriott international. So, if the marketing team of hotel Marriott international can understand the actual demands of their target market it will be helpful for them to take the best decision in case of proper marketing for their hotel
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