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Introduction
The marketing plan is to create a colourful play area for children, whose parents are busy and need to attend meetings, for children who just came off hours of cramped transport or for those energetic. The pricing will be included into Marriott hotel plans, and the playroom will be placed in the hotel lobby. Every guest will see the playroom multiple times. The new playroom will be advertised primary through social media, such as Instagram. Marriott, as they’ve done in the past, will sponsor multiple famous celebrities in exchange for a review and exposure of their playrooms. Marriott’s marketing strategies are already very effective, so this would just be another day for the marketing team. 1

Situation Analysis 
Marriott has many strengths. Their use of social media and high social media following, their partners and connections, and their brand image which attracts wealthy customers. Whilst Marriot has amassed several strengths, there are also weaknesses. Such as the lack of advertisement or targeted marketing towards families with children. With the above marketing plane, Marriott will finally target families with children. Marriot has the opportunity to gain a better audience with families and therefore generate more followings and profits. On the other hand, there is also the risk of losing all of these family customers if the implementation is not correct, therefore losing out on high potential revenue.  
If done correctly Marriot has the potential to be a new hotel which family venture to instead of its competitors. Other hotels with similar audiences and funding who cater more towards families pose a threat to Marriott. Marriott needs the potential of new people, but most also rely on the company supplying their playrooms and the customers who will therefore pay and allow Marriott to make its money back and generate even more. 
Marriott has many great relationships and partnerships. Including their own magnitude of hotel brands and other well-known and established partners. Marriott’s hotels are usually in economically stable areas, which are well-verse in technology. There is not much environmental factors that affects Marriott’s hotels such as earthquakes or tornados. Choosing the best location and distribution plan has been crucial to Marriott's success throughout the years. Since its founding, it has established itself in over 131 countries, with most of its hotel placements being in and near a nation's major cities and villages. 2
Marriott is a firm believer in politics, having a section on their website showcasing their political activity and believes the government to be upmost importance. 3 4 5 

Objectives
As with any other for-profit business or organisation, the ultimate objective is to make profit. Whilst sub-objectives that help achieve this primary objective are increasing the businesses reach and influence, by increasing its increase social-media followings and customer loyalty. There is also the need to keep employees and keep absences at a minimum. Hotels must also have a good social and public face to show towards partners to increase their support and funding. 
Put simply, to increase profits. 

Tactics
Marriot is currently offering no marketing strategies towards families with children. Customers will locate the area through social media. Mainly Instagram, TikTok, Twitter and even YouTube platforms will be used. 5 The pricing strategy will be of Marriott’s general pricing, slightly overprice, but makes up for it with their sense of prestige and quality.  One of the few companies, Marriott, has been able to keep its pricing power despite severe competitor price cutting. The cost of Marriott International varies according to the hotels, clients, and locations. The company's main goal is to provide customers with an exceptional experience that goes above and beyond what they expect to receive for the amount they pay. 
Because the many hotel brands were able to preserve distinctive value propositions in terms of their brand promise and brand appeal, it has mainly been successful. 6
Action
The construction will theoretically take 5 weeks to complete. No hotels will be closed; all customers will be notified seven days prior and sleeping hours will be noted. Construction will only commence in the afternoon and finish shortly, causing as little disturbance as possible. Preparation will take a week, as the blueprint for the playroom has already been made, the modelling for each individual hotel would need to be created anew as each hotel’s lobby is of different shapes and sizes. Construction will start soon thereafter, and be around 2 weeks long. After construction is finished, a health and safety examination would be held, whilst our partners also give us feedback. After the successful health and safety examination and a thumbs up from our partners, we will move onto customer feedback. Now, after taking into account everything from the past 4 weeks, we will now dedicate the final week for improvement and finalisation of the playroom.  



Control
Marriott’s unique selling point is their experienced and advanced use of social media marketing, whilst also providing a higher price to give customers a sense of luxury and having the luxury to back it up. Marriott measures success in multiple ways, such as total number of rooms in the hotel and the ratio of how many are used, annual revenue, annual ratings, and annual social media followings. Whilst the primary goal of any business is to generate more profits, customer loyalty, ratings, and social media followings all increase profits in the long run whilst not necessary showing it at first. 

Conclusion
Marriot does not currently have a dedicated section for families; thus, many visitors overlook Marriott's offerings to younger guests, their family deals, and their family-friendly food services. Creating a dedicated family section outlining the above shows parents that Marriott guarantees a family-safe environment. Children often arrive at hotels feeling agitated and restless from their long journey of being static and cramped. The playroom and offering goodie bags to children is a great counter for this, allowing the children to stretch their bodies and the adults to stretch their minds. Providing a leaflet with famous family-friendly destinations is an added benefit. 
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