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Executive Summary
This report evaluates the strategic marketing objective of Marriot International to adopt an Airbnb approach to gain a competitive edge in the hospitality sector. Due to the effects of COVID-19 and the disruptive nature of the sharing economy, the strategic marketing tool was developed using the S.O.S.T.A.C. model. The objectives were to introduce 500 pilot homes, fully automate them and achieve an 80% occupancy rate by the end of 2024. The strategy followed the S.T.P. model in which Marriot International would target the younger generation through social media marketing. Under tactics, the 4Ps marketing mix was used to show the service (automated homes), pricing (different tiers), place (top tourist cities globally), and promotion (discounts and offers). The strategy would be executed by selected managers and staff through restructuring but maintaining the original matrix structure of the organization. To effectively measure the strategy's success, it was proposed that a review of occupancy rates, N.P.S. and C.R.R. metrics be done to provide an accurate picture. 
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A marketing plan is a strategy used by an organization to promote its product or service to consumers (Chernev, 2020). It is mainly purposed to determine the target market, the appropriate pricing and quality, and the measurement metrics to check the plan's effectiveness (Wood, 2016). Some tools to develop suitable marketing plans include S.O.S.T.A.C. (used to assess the current situation, develop objectives, strategy, tactics, actions, and controls of the marketing plan) and SMART (used to create organizational goals), which will feature in the main body of the essay (Reed, 2014; Chaffey and Bosomworth, 2013). The tools will assess the strategic marketing objective of Marriot International to adopt the concept of automated homes for its customers. 
[bookmark: _Toc102409534]2.0 Main Findings
Following the analysis of Marriot International, the hospitality giant was reeling from the negative impact of COVID-19 and the threat of companies such as Airbnb, which operate on the shared economy model (Zervas et al., 2017). In light of these challenges, the strategic marketing objective relevant to Marriot International is adopting automated Airbnb-style homes that can redeem the hotel's economic performance. Based on the audit, it was clear that hotel bookings and expenditure dropped due to COVID, creating a turbulent business environment for Marriot International. It was also evident that Airbnb bookings, although lower in 2020 than in 2019, were much higher than hotel bookings (Business of Apps, 2021). By comparing the two findings, it is evident that the Airbnb style is fast catching up in the hospitality industry, thus presenting a significant threat to Marriot International (Zervas et al., 2017). Therefore, the strategic objective to adopt a similar approach in the market could give the company a chance to remain competitive. 
The strategic objective selected will directly benefit the hotel in terms of bookings, customization, revenue, and reputation. The creation of smaller size autonomous units will give customers an exclusive 5-star experience that will be private and affordable at the same time (Jiang and Wen, 2020). Due to this, the company will record more bookings and generate more revenue. In the context of customization, the hotel can customize each unit based on a customer's taste to ensure the experience remains unique and hard to imitate on the market (Rutherford, 2021). Consequently, the provision of these new options will favour the company's reputation, thus increasing its influence within the hospitality market. The strategic objectives selected will utilize the SMART model (Specific, measurable, attainable, relevant, and time-bound) to define the goals and time frame to work with. In this case, it will include acquiring 500 pilot fully automated homes with optional standby staff by 2024 and achieving an 80% occupancy rate in the fourth quarter of 2024.  
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[bookmark: _Toc102409536]2.1.1 Situational Analysis
The marketing audit covered the external and internal environment of Marriot International to reveal the following. 
The P.E.S.T.E.L. analysis identified that COVID-19 created an economic slowdown in several countries, thereby reducing the purchasing power of customers. Consequently, the company registered a 90% decline in demand in 2020 (Marriott International Annual Report, 2020). Due to the economic disruption caused by the pandemic, the company also recorded a significant decrease in revenue from $20.971 billion in 2019 to $10.571 billion in 2020 (Marriott International Annual Report, 2020). It was also clear that consumer habits changed due to COVID-19, where travel, recreational, and hotel expenditure declined (O.N.S., 2020). It was attributed to the containment measures taken by governments globally to curb the spread of the virus. 
According to Porter's five forces, the hotel compared fairly to other competitors such as Hilton and Hyatt. Given the similarity in business models and environments, Marriot International's direct competitors also suffered the blow from COVID-19 (Gursoy and Chi, 2020). In this case, the competitors did not present a direct challenge since COVID-19 disrupted the entire hospitality industry. Initially, Marriot had an advantage due to the use of technology in its services, but it has ceased to be a source of competitive advantage because COVID-19 measures have forced other competitors to create similar models. The possible threat lies in the new strategies that competitors might adopt to advance business in the post-pandemic world. 
In the final SWOT analysis, the alternative Airbnb industry was a significant threat to the hotel business as findings indicated that the company was less impacted than the hotel business. Due to the disruptive nature of the business, Marriot International has to consider borrowing some of the ideas of the business model to ensure its survival in the market (Fox, 2021). The company needs to diversify to capture an emerging market and remain competitive in the hospitality sector. 
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Based on the strategic objective to adopt automated Airbnb-style homes as hotel spots will be guided by three main objectives developed using the SMART model. 
The first objective will be the acquisition of 500 pilot homes. To test run the viability of the new approach, the project will incorporate 500 Marriot International homes spread out across critical global locations in North America and Europe. The project will be expected to run to mid-2023 to allow the sorting out of place, regulation, and acquisition expenses. According to the 5s model, this objective will fulfil the service component (Chaffey and Smith, 2017). The acquisition of these homes will be in line with the emerging consumer preferences for Airbnb-style accommodations. 
The second objective will be the automation of homes by early 2024. In this objective, Marriot International will work on creating an easy-to-use platform for people to view homes and make bookings. In addition, the automation process will cover installing devices to enable Q.R. code scanning to confirm booking upon arrival and generation of critical cards valid for the stay. The automatic system will eliminate the check-in and check-out procedure, thus giving customers more space (Denysenko and Breus, 2020). Based on the 5s model, this objective will apply to sell and serve aspects (Chaffey and Smith, 2017). It will attract more customers, retain current ones, and meet customer desires to incorporate seamless technology in service delivery (Chen et al., 2012). The company used technology before the pandemic to run its premises; therefore, it presents a viable opportunity to use the same concept in the new approach. 
The third objective will be to achieve an 80% occupancy rate of the new homes by the fourth quarter of 2024. After establishing the infrastructure to cater to the new service, Marriot International will proceed to market and achieve high occupancy rates in the new establishments. The company will use the digital marketing strategy, specifically social media marketing, to reach potential customers. An aggressive marketing approach will be suitable to achieve substantial results within 2024 (Kurt and Hulland, 2013). This objective will satisfy the speak concept in the 5s model as it will reflect the number of customers reached through its occupancy rates. 
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The overall strategy ensures that Marriot International adopts automated Airbnb-style homes to recoup its lost business and expand into an emerging market. 
The first point of the strategy will be the creation of partnerships. The company will not limit buying unoccupied homes; instead, it will work with local homeowners interested in joining the Marriot International platform. The partnerships will increase local people's business, thereby kneading an inclusive business model (Geissdoerfer et al., 2018). The purpose of the strategy will remain to promote enterprise among individual homeowners to meet customer needs. 
The company will use S.T.P. (segmentation, targeting, and positioning) to achieve high occupancy rates. According to market research, Marriot International will focus on the 18-30 segment who prefer the Airbnb experience (Lutz and Newland, 2018). The targeting will take the form of concentrated marketing by creating specific adverts to appeal to the younger consumer segment. According to Condor Ferries (2022), 55% of millennials consider traveling a vital activity in any particular year. Given the statistic, targeting the specific segment with relevant accommodation services will increase Marriot International's booking ratings (Camilleri, 2018). Consequently, the company will be repositioning itself from a hotel service provider to an accommodation service provider. 
The tactical tools necessary for the operation will include social media marketing to fulfil the S.T.P. approach discussed above. According to Condor Ferries (2022), 87% of millennials used social media to research their destinations, and 74% fulfilled booking and travel using their smartphones. The data indicate that social media is crucial for reaching out to the targeted market. The specific sites to be operated are Facebook, Twitter, Pinterest, Tik Tok, YouTube, and Instagram. The use of social media marketing will reach a greater audience of young consumers considering travel. 
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In this section, Marriot International will employ the 4Ps of the marketing mix to fulfil its intentions with the new strategy. 
Under product, the organization will be offering a 5-star experience in an independent unit. In this instance, each home will include some of the features and services that one might find in a Marriot International hotel premises. Essentially, it will combine spread-out rooms globally in various locations. Since the service offered will be high quality, the product will attract more customers to its platform. 
Under pricing, the company will offer various selections of homes and prices. There will be a standard price to cover for classic stays, including furnished spaces, food delivery, and other essential services. Pricing will be adjusted to higher perks for individuals interested in private catering, luxury items, and other amenities, including pools and Jacuzzis. The standard pricing will attract as many young customers as possible (Kienzler and Kowalkowski, 2017). The main objective will be to provide the right price for 100% value to the customer. 
Under place, the company will position the first 500 homes in the most popular travel destinations in North America and Europe. These will include cities in the U.S. (Los Angeles and New York) and European cities (London, Barcelona, Istanbul, Paris, Rome, and Amsterdam). Given that these are the most popular travel destinations globally, staking investments in the cities will favour Marriot International (Guo et al., 2015). 
Finally, the promotional aspect will feature making relevant advertisements on social media. The main catch to consumers will be offering the hotel experience and Airbnb experience in one package. In this case, social media marketing these spaces as viable accommodation options will ensure customers understand the company's intentions to offer quality at a reasonable price (Evans et al., 2021). Social media marketing will feature regular posts of available spaces and offers during holidays and select weekends. 
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In the preliminary stages of acquisition and automation, the company will restructure its staff to dedicate a percentage of the workforce to begin the pilot of the automated home plan. In this approach, hotel managers within the selected cities will be assigned an additional task to monitor the homes and ensure the necessary materials are available for their operation (one manager per home). The acquisition process will be a joint venture between the procurement and marketing teams to ensure the selection of the most suitable properties.  
Currently, Marriot International runs on a matrix structure suited for a turbulent environment to increase the efficiency and effectiveness of the organization (How and Lee, 2021). In this case, the company can utilize the same design to run the automated homes. Specifically, each country will have an overseeing manager who will report to an international executive coordinating the international automated home experience. There will be two staff assigned for each unit who will perform light duties of cooking and cleaning the space during the guests' stay. Additional staff will only be posted upon customer request to fulfil extended needs (only available in the higher perks). 
Once operational, the automated system will confirm bookings and automatically assign staff to each location. The space will be prepared and stocked with the necessary materials hours before the arrival of the guests (assigned staff of the home will perform this job role). Given that the system is autonomous, it is expected most requests will be made through the Marriot mobile application to provide a seamless experience and service. 
The key aspects of interest will be to ensure the space is prepared and stocked thoroughly before the arrival of guests, a welcoming atmosphere, and attention to guests' needs during the stay. The stated aspects will appear on the developed checklists to ensure top-notch service delivery (Krishan, 2013). In addition, a rating system, reviewed by respective managers, will be used to show aspects that might need improvement in the future. 
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The strategy will require control to assess its effectiveness and areas that might need attention. To begin, assigned managers will be in complete control of the activities of each autonomous unit. The key areas that managers will compare are occupancy rates at various periods. The collective data will indicate how the new venture is fairing compared to its competitor Airbnb (Kotler and Keller, 2016). The company will also tabulate the revenues collected in the pilot period to make projections with market data. 
The company will also use the rating system where customers will rate their stay at every premise. This will be a direct customer feedback tool to incorporate suggestions to meet customer needs (Nunkoo et al., 2020). Given that the project will be in a pilot phase, adopting some of the recommendations might be helpful in full-scale operation. The ratings will be reviewed and compared by managers before making a final set of recommendations. 
To understand the project's viability, the company will conduct a customer survey project using the net promoter score (N.P.S.) and customer retention rate (C.R.R.) tools to check the project's progress. The N.P.S. results will project the likelihood of people recommending Marriot International automated homes to other people, thereby gauging customer perception of the project (Neirotti et al., 2016). The C.R.R. tool will be important in measuring the chance of previous customers staying in the automated homes again (Ascarza et al., 2018). These metrics are crucial in establishing the specific points of the project that may need tweaking.
The control process will also include employees, ensuring that all provided obligations are satisfied during the guests' stay. The control process will shift employees within a region to ensure all are familiar with the homes and possible specifications to enhance the experience. In areas that seem lacking, additional training will be provided to boost service delivery. 
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Based on the strategic marketing objective analysis above, the company should proceed with the automated home experience to enhance its competitiveness in the market. The company can gain a competitive advantage over other competitors by creating a balance between quality and price (Bilgihan et al., 2011). Offering high quality at a reasonable price will ensure a sustainable competitive advantage as Airbnb might not mimic quality. It will stay ahead of other hotel competitors by repositioning itself as an accommodation provider. 
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In the discussion above, it was clear that Marriot International needed to restructure its business position due to the effects of COVID-19 and the threat from substitutes manifested through Airbnb. It was apparent that the company would invest in 500 automated pilot homes by the end of 2023, complete the automation process by early 2024 and achieve occupancy of 80% by the fourth quarter of 2024. The analysis suggested the company should use social media marketing for its targeted audience and use the 4Ps to affect the outcome. In ensuring the process works, the organization will review bookings, ratings, and customer measurements using N.P.S. and C.R.R. to establish the strategy's progress. 
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