Marketing Plan for Marriot Hotels                                                                                                                                
Student Name: Irina Dode
Student  Id: 2123684
Module Title: Marketing Essentials 
Module Code:BMIH4005
Lecturer’s Name :Ruth Taylor  Davies
























Table of Contents
Introduction	3
Situation Analysis	3
Objectives	7
Strategy	7
Tactics	8
Action	9
Control	10
Conclusion	10
Reference	11
Appendix	13





[bookmark: _ewrt7oq09obw][bookmark: _Toc121413182]Introduction
Luxury hotel chain Marriott Hotels & Resorts is owned by Marriott International, which is headquartered in neighboring Bethesda, Maryland. As of June 30, 2020, there were 582 hotels and resorts operating under the brand, with a total of 205,053 rooms. A further 160 hotels with an additional 47,765 rooms were in the planning stages (Marriott International, 2020). The first Marriott hotels opened in the 1950s (Wind et. al., 1989). The first one, a Quality Inn near the Washington, DC airport, opened its doors in 1995; the Twin Bridges followed suit a few years later. This paper's objective is to provide a strategy for promoting the hotel.
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5 Cs
Company: When it comes to looking into the inner workings of a business, the SWOT analysis is a helpful tool. For this strategy to work within the Marriott setting, key SWOT elements must be identified.

	Strengths
· Consistent brand recognition among consumers.
· Leverage your company's reputation to enter new markets.
· Taking control of the market.
· A good name in the eyes of the world.
· Research and development (R&D) budget.

	Weaknesses
· Negative focus on satisfying customers.
· Dropping unit revenue.
· Excessive levels of workplace stress are a major contributing factor to the difficulty of retaining quality staff.
· The supply chain's inability to adapt.

	Opportunities
· A growing middle class inside the economic market.
· Potential for a company to grow its operations via partnerships with regional actors.
· the growing trend for purchasing ostentatious items.
· Government regulations make it more difficult for new entrants to the market.
	Threats
· There is growing criticism from eco-groups.
· The industry's lack of available talent.
· Stagnant rural markets and oversaturated urban markets.
· Consumers' heightened health consciousness



Customers: Marriott caters to customers in both the high-end and budget categories. Due to the company's strategic expansion into more expansive and varied market segments, more opportunities have opened (Hormby et. al., 2010). Consistent market expansion for the specified categories in the future is predicted. Families with children make up a large portion of Marriott's clientele, thus the hotel must cater to their needs on a social, emotional, and practical level (Crawford-Welch, 1990).

Competitors: One useful tool for this purpose is the Porter Five Forces Model,

	Bargaining power of buyers
Due to the reduced price pressure from a large pool of willing buyers, Marriott is able to offer lower prices on their usual high-quality wares (Hanks et. al., 2002). Customers' ability to easily switch to Marriott's competitors' increases as their bargaining power grows.

	Bargaining power of suppliers
Since suppliers have little say in prices and must comply with Marriott's terms and conditions, this is less of a strategic issue for the company.

	Competitive rivalry
Rising levels of competition are making it challenging for Marriott to expand into new markets (Gozzoli et. al., 2008). There is not enough difference between products, and it is becoming harder to create such differentiation in the first place. Marriott's declining profits may be attributed in large part to the fierce competition the company faces.

	Threat of substitutes
The threat of substitutes to Marriott has grown as technology has advanced. The impacts of this challenge on Marriott are exacerbated by shifting consumer preferences toward healthier products.

	Threat of new entrants
New competitors provide just a moderate threat to Marriott, suggesting that they have little impact on the hotel chain's market share. In order to break into the industry, one must have a lot of experience in marketing and be willing to spend a lot of money on marketing activities.




Collaborators: Collaborators include businesses and people up and down the supply chain, as well as influential members of the local community. Selecting the best cooperation partners requires Marriott to evaluate a wide range of value chain characteristics, such as value chain flexibility, efficiency, agility, revenue sharing among value chain partners, and the strengths and limits of prospective collaborators (Rao, 2016). Marriott might benefit from the increased efficiency and control over its supply chain afforded by vertical integration if the results of an exhaustive examination of its partners prove to be positive. 

Climate: To make good business decisions and properly forecast the future, Marriott has to have a thorough understanding of the external environment in which it works. An essential tool for assessing the state of a company's external environment is the PESTEL study.

	Political: Over 130 countries are represented by Marriott hotels, making it a truly global chain (Marriott International, 2020). In 2017, the firm expanded into many new politically stable countries, including New Zealand, Finland, Lithuania, Mali, and Ukraine. Since Marriott acquired Starwood Hotels in 2016, both have been able to reduce expenses. To what extent this would increase Marriott's profits is debatable. In the event of a terrorist attack on a Marriott hotel, the company's brand, clients, and bottom line may take a severe hit.

	Economic: Since Marriott does business in nations other than the United States, the company is vulnerable to fluctuations in local currency. If the dollar appreciates in relation to the local currency, the hotel's U.S. dollar profits will fall. Marriott also has trouble valuing its assets because of the ever-changing state of currency exchange rates.

	Social: In a market where there are more than 1,400 hotels in the United States alone, Marriott has to provide prompt and reliable service if it wants to thrive (Marriott International, 2020). In addition, patrons like the opportunity to feel a part of the brand's community. So, over 70% of Marriott's rooms in the US are associated with a brand. 

	Technological: The hotel business is concerned about the rising number of independent contractors. If customers book their accommodations via third-party booking services, the hotel runs the risk of incurring greater operating costs and reaping lesser earnings.

	Environmental: Marriott states that it complies with the plethora of environmental norms and regulations in place in the countries in which it operates. To help with environmental concerns, Marriott International, Inc. has made the decision to phase out plastic straws at all of its hotels worldwide by July 2019.

	Legal: Many lawsuits were filed against Marriott after the data security breach in November of 2018. Over 380 million users had their data compromised. This event has prompted the Information Commissioner's Office (ICO) in London to announce that it will conduct an investigation of Marriott's privacy policies. Failure to assist with such inquiries might have serious consequences. Possible damage to the company's reputation, which would lead to a loss of patronage.
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The SMART analysis method is used to set goals that are clear, attainable, relevant, and time-bound (Rajšp and Fister Jr, 2020).

Specific- Marriott Hotels want to boost quarterly sales by 30% compared to the same time last year.

Measurable- It is imperative that Marriott Hotels place a premium on metrics that accurately represent the needs and desires of all parties involved.

Attainable- Does Marriott Hotels have the means to carry out the plans they've laid forth?

Realistic- According to a practical evaluation, the management team at Marriott Hotels should pay close attention to the project's scope and timetable.

Time Bound- When deadlines are missed, it's not uncommon for costs to balloon, reputations to be harmed, morale among employees to plummet, and confidence among customers to dwindle. There has to be a very clear and specific description of the goals set by Marriott International.
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There is widespread anxiety about the situation of public hygiene after Covid-19. This is why, before even considering the room or the other amenities, any traveler, whether on holiday or on business, would check sure the hotel or resort has sufficient levels of cleanliness and security. Since this is such a concern for its clients, Marriott Hotels goes to considerable lengths to ensure that cleanliness is never an issue. Hotels that are part of a well-known chain have a responsibility to their guests to offer them with first-rate amenities and service. Every company that cares about its consumers should prioritize providing timely support (Ropeter and Kleiner, 1997). The hotel should also provide cutting-edge technology, such as a room key app for cellphones, to its customers (Balasubramanian and Dean, 2015). Once guests have checked in and had their reservations confirmed, they may use smart phones as room keys. Marriott Hotels may utilize safer and more empathic robots to serve its customers as an added precaution (Toma and Grădinaru, 2018). If a website uses social media to promote itself, it might notice an increase in traffic (Bojanic, 2009). Paid marketing channels include social media platforms like Facebook, Instagram, and LinkedIn, while free marketing channels include things like adverts, sponsored posts, and influencer marketing. The term "digital marketing" is used to describe a broad range of strategies, some of which include search engine optimization (SEO), email marketing, and video marketing.
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Marketing Mix
The "marketing mix" may refer to a variety of different elements that come together to form a company's strategy for promoting its brand or product (Borden, 1964). There are four main components to any successful marketing strategy: the product itself, its price, its advertising, and its physical location. Marketing tactics used by Marriott Hotels are examined.

Product: Hotel management is Marriott's bread and butter. Core, actual, and improved hospitality services may be used to categorise a wide range of establishments and operations in the hospitality industry (Bojanic, 2009). Hotels, the company's major offering, bring in the most money since they allow them to directly cater to clients' preferences. Sales in 2020 were lower than expected owing to the pandemic, but the company more than made up for it by investing in new technologies to improve cleanliness, social isolation, and disinfection (Guo et. al., 2022).

Price: Room pricing at Marriott hotels may vary greatly depending on the property, the client, and the region. Putting the needs of its clientele first is the company's top goal. Marriott employs a value-with-quality framework to establish what prices its hotels should charge, and it also follows a pricing strategy that allows it to maximize revenues without lowering the quality of its brand.

Place: With hotels in over a hundred different countries, Marriott is a worldwide powerhouse. Many of its properties are situated in prime locations, such as along major thoroughfares, transportation hubs, and the city's main market (Marriott International, 2020). Marriott stands out from the competition thanks to its emphasis on location, which attracts a wide variety of potential guests. 

Promotion: The marketing of digital goods is a top priority for Marriott. Aimed at gaining a larger global foothold, the company created a straightforward website so clients can see comprehensive product descriptions and make advance hotel reservations. It promotes itself using a variety of channels, such as television commercials, web videos, and social media initiatives.
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In order to create a successful marketing plan for Marriott Hotels, the Gannt Chart shown here contains Advertising, personal selling, sales promotion, and direct marketing in a span of one year. Here, the hotel will employ television, social media, print media, and outdoor billboards for advertising since these are the channels via which the business may reach the greatest number of potential guests. 

[bookmark: _17mrc3lj0ixi][bookmark: _Toc121413188]Control
Within the previous three years, Marriott International has been a pioneer in the field of online travel advertising. They are less likely to book in advance than the average traveler; just 49% of them schedule their vacations months in advance. More than eighty per cent of people say they've found useful information or made a decision thanks to something they saw on social media (Slivka, 2015). In order to cash in on this trend, Marriott plans to work with influencers to produce content in the style of popular television travel documentaries
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It will be especially difficult to put this whole marketing strategy into operation. If clients complain about cleanliness or safety, the hotel's reputation will take a major hit. In light of the events of Covid-19, devoting extra resources to bolster security is not an issue. Therefore, it is a significant challenge to persuade clients that Marriott Hotels has sufficient hygiene to preserve security and uses cutting-edge technology to improve its whole infrastructure. 
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Marriott Hotels

Marketing Mix

Product: Services in the hotel industry are Marriott's core offering. Hospitality-related services such as hotels, hospitality
management, resorts, motels, etc. are divided generally into three types: core, real, and enhanced (Bojanic, 2009). Their main
product, hotels, generates the greatest revenue since it is directly tied to satisfying customers' needs and wants. Although the
firm's 2020 sales were down due to the pandemic, the corporation made up for it by improving its sanitation, social isolation,
and disinfection services (Guo et. al., 2022).

Price: Depending on the hotel, the customer, and the location, Marriott's room rates might range widely. Its first priority is to
provide the best possible product and service to their customers. In order to determine how much its hotels should charge,
Marriott uses a value-with-quality framework, and the company also adheres to a pricing strategy that enables them to maximise
profits without compromising the quality of their name.

Place: Marriott has a global presence, with properties in over 100 countries; these hotels may be found in convenient areas
including those near the airport, major thoroughfares, and the city's central market (Marriott International, 2020). Marriott has
an edge over the competition because of its focus on location, which appeals to a wide range of potential guests, including
businesspeople who prefer to buy hotels near airports, highway travellers who prefer to stay in hotels near highways, and city
visitors who prefer to stay near the market because of its convenience.

Promotion: Marketing of digital products has Marriott's undivided attention. With an eye toward expanding their worldwide
presence, they built a user-friendly website that lists all of their products in detail and allows customers to reserve hotel rooms
in advance. It advertises itself using a wide range of media, including TV spots, online videos, and social media campaigns.
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Marriott Hotels

The Marketing Environment (Micro- SWOT)

Strengths

v Worldwide impeccable reputation
v Market leader

v Presence all over the globe

Weaknesses

v’ Strict code of conducts
v Negative publicity

v" Regulation problems

Opportunities

v Taking advantage of emerging economies
v’ Offering diversified services

v" Demographic shifts

Threats

v Tough competition

v' Disruptions like pandemic and war
v Global recession
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Marriott Hotels

The Marketing Environment (Macro- PESTEL)

Political: With hotels in over 130 countries, Marriott really is a worldwide brand (Marriott International, 2020). New Zealand, Finland,
Lithuania, Mali, and Ukraine are among the politically stable countries where the corporation expanded in 2017. Both companies were
able to cut costs with Marriott's 2016 acquisition of Starwood Hotels. Whether or whether this would boost Marriott's revenue is still up
for debate. Any terrorist assault on a Marriott hotel may have a devastating effect on the company's reputation, clientele, and bottom
line.

Economic: Marriott is affected by changes in local currency since the corporation does business in countries outside the United States.
The hotel's earnings in U.S. dollars will decrease if the dollar strengthens relative to the local currency. In addition, Marriott has a hard
time appraising its holdings owing of fluctuating exchange rates.

Social: With over 1,400 hotel chains operating in the United States alone, Marriott must provide excellent and timely service to its
customers if it wants to succeed in this cutthroat industry (Marriott International, 2020). In addition, consumers like to feel a sense of
belonging to the brand. So, more than 70% of Marriott's rooms in the US are linked to a brand. To meet the needs of all kinds of
travellers, a wide range of accommodations is necessary.

Technological: An increase in the use of independent contractors is a cause for worry for the hotel chain. They risk having higher
overall expenses and lower profits if their guests book their hotels via indirect booking platforms.

Environmental: Marriott claims it abides with the myriad environmental rules and regulations in effect in the nations in which it does
business. Marriott International, Inc. has made the environmentally responsible decision to phase out the usage of plastic straws at all
of its hotels globally by July 2019.

Legal: Several lawsuits have been filed against Marriott as a result of the data security breach that occurred in November of 2018.
Over 380 million users had their data compromised due to the hack. Because of this incident, the ICO London has informed Marriott
that it will investigate the company's privacy practises. The repercussions for failing to cooperate with such investigations might be
severe. The company's credibility might be harmed, which would erode the trust of its clientele.
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Marriott Hotels

Creating Customer Value & Engagement

QO Ensuring health hygiene and health safety comes first and Marriott Hotels is taking great care to
guarantee that its guests have nothing to worry about in terms of cleanliness.

Q Providing rapid help to customers is essential for every business that wants to build value for its
clientele (Ropeter and Kleiner, 1997).

QO The hotel provides cutting-edge technology to its guests for their utter convenience.

O The focus on technological upgradation should be one of the top priorities for the business. They can introduce
different things such as robots and interactive websites to their core service.
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Marriott Hotels

Effective Use of Digital Marketing

O Some of Marriott's hotels might make social media their major promotional tool. Most of a company's
target audience is likely to be found on social media platforms like Facebook, Instagram, and
YouTube, making these platforms prime real estate for advertising.

Q It has to focus on search engine optimization (SEO) to boost the hotel's ranking in relevant online
searches. In today's business climate, email marketing is among the most productive strategies, and
content marketing contributes greatly to its marketing efforts.

O Email marketing can also be an effective medium. Every email address in the hotel's database, not
only those of former visitors, would get a variety of discounts and special offers thanks to this kind of
advertising.
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Marriott Hotels

Overview

Marriott International, located in nearby Bethesda, Maryland, owns the Marriott Hotels & Resorts brand of luxury
hotels and resorts. There were 582 hotels and resorts open under the brand with a total of 205,053 rooms as of
June 30, 2020, with an additional 160 hotels and 47,765 rooms in the pipeline (Marriott International, 2020).

The first Marriott hotels opened in the 1950s. The first one, a Quality Inn near the Washington, DC airport, opened
its doors in 1995; the Twin Bridges followed suit a few years later. The Marriott name was established with the
opening of their second motel (Wind et. al., 1989).

While the Twin Bridges structure was demolished in 1990, the Key Bridge property is still operating as a hotel.
Marriott opened its first resort hotel, Camelback Inn, in 1967 in Arizona, United States:-It wasn't until the opening
of the Marriott in Acapulco, Mexico, in 1969 that Marriott Hotels & Resorts made-its first foray outside’of the
United States. Having opened its first European hotel in Amsterdam-in-1975, Marriott Hotels & Résorts officially
entered the European market (Asdullah-and Rehman, 2015).
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Marketing Plan for Marriott Hotels

A business's strategy for getting the word out about its wares is detailed in its marketing plan (Wood, 2003). The
marketing strategy will be used to figure out who to sell to, how to get their attention, how much to charge, and
how to evaluate success.

The presentation includes the following content to help build a solid marketing plan for Marriott Hotels.
O Marketing Mix

O The Marketing Environment (micro)

O The Marketing Environment (macro)

O Creating Customer Value & Engagement

O Effective Use of Digital Marketing
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