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Marriott Hotel is a globally recognized leader in the hospitality industry, known for its commitment to luxury, exceptional service, and unmatched comfort. With a strong presence worldwide, Marriott has become synonymous with premium accommodations for both business and leisure travelers.
From elegantly designed rooms and suites to state-of-the-art amenities, Marriott offers a haven of relaxation and sophistication. With a focus on personalized experiences, the hotel ensures that every guest feels welcomed and cared for throughout their stay.
With a rich history spanning decades, Marriott has established itself as a trusted brand that consistently exceeds customer expectations. Its diverse portfolio of properties caters to a range of travel preferences, providing guests with unique and memorable experiences.
Embracing innovation and guest-centricity, Marriott continues to set industry standards. By fostering meaningful connections, delivering exceptional value, and embracing sustainability, Marriott Hotel aims to enhance its brand recognition and drive revenue growth.
This marketing plan will outline strategic initiatives and actionable steps to propel Marriott Hotel's success, maximizing brand visibility, attracting new customers, and ensuring a competitive edge in the dynamic hospitality landscape
In developing this marketing plan, several key frameworks will be employed to ensure a systematic and strategic approach. These frameworks include:
SOSTAC: The SOSTAC model will be utilized to structure the marketing plan. It encompasses Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. This framework provides a clear roadmap for developing effective marketing strategies.
Marketing Mix: The marketing mix, also known as the 4Ps (Product, Price, Place, and Promotion), will be employed to analyze and optimize Marriott's offerings in the market. This framework helps in aligning the hotel's product/service attributes, pricing strategies, distribution channels, and promotional efforts.
Bowman's Strategy Clock: Bowman's Strategy Clock will be utilized to evaluate Marriott's competitive positioning in the market. This framework allows for a deeper understanding of the hotel's pricing strategies and competitive advantage relative to other players in the industry.
By leveraging these frameworks, this marketing plan aims to provide a structured and data-driven approach to support Marriott hotel in achieving its marketing objectives and gaining a competitive edge in the hospitality industry.

When it comes to the Strengths Strong, globally recognized brand
Extensive global presence and diverse portfolio of hotels
Marriott Bonvoy loyalty program fostering customer loyalty
Embracing innovation and technology for enhanced guest experiences
When it comes to the weaknesses Intense competition in the hospitality industry
Vulnerability to external factors such as economic conditions
Operational complexity in managing a large network of hotels
Risk of brand dilution with expanding portfolio
When it comes to the opportunities Entry into emerging markets with growing travel industries
Leveraging the trend of experience-based travel for competitive advantage
Implementation of sustainable practices to attract environmentally conscious customers
Utilizing technology advancements for enhanced efficiency and personalized experiences
When it comes to the threats Economic volatility impacting travel and occupancy rates
Reliance on online travel agencies affecting control over pricing and profitability
Competition from disruptive sharing economy platforms like Airbnb
Changing consumer preferences towards unique accommodations and boutique hotels
By considering these strengths, weaknesses, opportunities, and threats, Marriott can develop strategies to capitalize on its advantages, overcome challenges, and stay ahead in the dynamic hospitality market.

When it comes to the customers Marriott has the following customers profiles”
Business Travelers:
Demographics: Professionals, executives
Needs: Convenience, efficient services, business facilities
Behavior: Regular travelers, prioritize productivity

Leisure Travelers:
Demographics: Vacationers, families, individuals
Needs: Comfortable accommodations, family-friendly amenities, proximity to attractions
Behavior: Seek memorable experiences, plan in advance

Luxury Travelers:
Demographics: Affluent individuals, high-net-worth
Needs: Exclusive accommodations, personalized services, fine dining
Behavior: Seek premium experiences, prioritize privacy

MICE Travelers:
Demographics: Event planners, corporate groups
Needs: Spacious meeting venues, business support services
Behavior: Plan in advance, seek tailored event spaces
Marriott Bonvoy Loyalty Members:
Demographics: Existing loyalty members
Needs: Exclusive rewards, personalized experiences
Behavior: Loyal guests, actively participate in loyalty program

Marriott has the following competitors
Hilton
InterContinental Hotels Group (IHG)
Accor
Positioning strategies (example):

The strengths of each brand are:
Marriott: Differentiation strategy with added value, offering unique features and services to justify higher prices.
Hilton: Differentiation strategy with a strong emphasis on luxury and premium experiences.
IHG: Hybrid strategy, combining differentiation and low price by offering a balance between quality and affordability.
Accor: Low price strategy, focusing on providing cost-effective options for travelers.
Please note that the positioning and strategies mentioned above are just examples and

When it comes to B2B Relationships Marriott has relationships with corporate clients, travel agencies and tour operators and event planners.
When it comes to the partnerships, Marriott has the following partners: Airline Alliances, Credit Card companies, Travel Platforms and OTAs (Online Travel Agencies).
When it comes to the franchises Marriott operates on a franchise model, collaborating with independent property owners and developers worldwide.
Marriott's B2B relationships involve corporate clients, travel agencies, and event planners. The partnerships include airline alliances, credit card companies, and collaborations with travel platforms and OTAs. Additionally, Marriott operates on a franchise model, working with independent property owners and developers to expand its brand presence.

Based on the Pestle analysis the below factors affect Marriott.
Political factors: Government regulations and policies on travel restrictions and visa requirements can impact international bookings and guest arrivals, particularly during times of geopolitical tensions or security concerns.
Changes in taxation policies or government incentives for tourism can affect Marriott's financial performance and investment decisions in certain regions.
Economic factors: Economic downturns and fluctuations can impact travel and tourism demand, leading to lower occupancy rates and revenue for Marriott.
Exchange rate fluctuations can affect the profitability of international operations, especially for a global hotel chain like Marriott.
Social factors: Changing demographics, such as an aging population or increasing millennial travelers, can influence Marriott's marketing strategies and offerings to cater to specific customer segments.
Growing awareness and demand for wellness and sustainability can drive Marriott's initiatives in providing healthier dining options, eco-friendly practices, and wellness amenities.
Technological factors: Advancements in mobile technology and the rise of online booking platforms have transformed the way customers research and book hotel accommodations. Marriott needs to ensure an effective online presence and seamless booking experience across various devices.
Data analytics and personalization can help Marriott understand guest preferences and provide tailored experiences, such as recommending customized services or amenities based on individual preferences.
Legal factors: Compliance with data protection and privacy laws is crucial for Marriott to ensure the security and confidentiality of guest information.
Labor laws and regulations related to employee rights, working hours, and wages affect Marriott's human resources management and operational costs.
Environmental factors: Marriott's commitment to environmental sustainability includes initiatives such as energy efficiency, waste reduction, and water conservation to minimize its ecological footprint.
Adapting to climate change and implementing resilience measures is important for Marriott, especially in locations prone to natural disasters such as hurricanes or earthquakes.
By considering these specific points in the PESTLE analysis, Marriott can better understand and address the relevant external factors that impact its operations, allowing the hotel to adapt its strategies, policies, and practices accordingly.

When it comes to the marketing mix, we have:
Product: Marriott offers a diverse range of luxury accommodations with exceptional service and personalized experiences.
Price: Pricing strategies are based on factors such as location, brand positioning, seasonality, and demand, with flexible options and promotional rates available.
Distribution: Marriott utilizes its official website, third-party online travel agencies (OTAs), and global distribution systems (GDS) to ensure wide accessibility and a seamless booking experience.
Promotions and Communications: Targeted promotions, seasonal packages, and loyalty program incentives are employed through various communication channels, including social media, email marketing, and advertising.
Marriott's marketing mix focuses on delivering a high-quality product, strategic pricing, effective distribution, and compelling promotions to attract and retain customers in the competitive hospitality industry.
The SMART target for Marriott's marketing plan is to increase direct bookings by 10% within the next fiscal year through targeted digital marketing campaigns, personalized customer experiences, and the enhancement of the Marriott Bonvoy loyalty program. By leveraging data-driven strategies and optimizing the customer journey, the aim is to strengthen brand loyalty, capture a larger market share, and drive revenue growth.
Marriott recognizes the need to address its brand reputation due to poor reviews and will adopt a market penetration strategy using the Ansoff Matrix. The focus will be on improving existing hotel offerings and services to rectify the issues highlighted in the reviews. A comprehensive quality improvement program will be implemented, encompassing enhancements in customer service, cleanliness, amenities, and overall guest experience. Marriott will conduct thorough market research to identify specific areas for improvement and will develop innovative solutions to meet customer expectations. Through targeted marketing campaigns, Marriott will effectively communicate the changes made, aiming to regain customer trust and rebuild its brand reputation. By prioritizing customer satisfaction and making significant improvements, Marriott aims to position itself as a preferred choice among customers and reestablish a positive brand image.

Changes to the Old Marketing Mix for Marriott:
Pricing: Adjust pricing strategies to be more flexible and dynamic, reflecting changing market conditions and customer demand. Implement revenue management practices to optimize rates based on factors such as seasonality, occupancy levels, and competitive positioning.
Digital Transformation: Embrace digital technologies to enhance the customer experience and streamline processes. Invest in mobile apps, self-check-in/check-out systems, and personalized guest portals to provide convenience and customization.
Direct Booking Emphasis: Increase efforts to drive direct bookings through the official Marriott website and loyalty program. Offer exclusive benefits and discounts to incentivize customers to book directly, reducing reliance on third-party online travel agencies (OTAs) and increasing profit margins.
Enhanced Distribution Channels: Explore partnerships with alternative accommodation providers, such as home-sharing platforms or vacation rental platforms, to tap into new customer segments and offer a wider range of options to travelers.
Sustainable Practices: Implement sustainable initiatives across all properties, including energy-efficient technologies, waste reduction, and eco-friendly amenities. Communicate these efforts to environmentally conscious travelers to attract and retain their loyalty.
Personalized Marketing: Utilize customer data and advanced analytics to deliver targeted and personalized marketing campaigns. Leverage technology to provide tailored recommendations, offers, and experiences based on individual preferences and past behavior.
Experiential Offerings: Develop unique and immersive experiences for guests, such as curated local experiences, wellness retreats, or themed packages. Focus on creating memorable moments that differentiate Marriott from competitors and foster guest loyalty.
By implementing these changes to the old Marketing Mix, Marriott can adapt to evolving customer needs, leverage digital advancements, and differentiate itself in the competitive hospitality industry. These changes will help drive revenue growth, improve customer satisfaction, and strengthen Marriott's position as a leader in the market.

The new strategy will be based on:
Social Media Engagement: Increase engagement on social media platforms by posting relevant, engaging content regularly. Encourage user-generated content, respond to customer comments and inquiries promptly, and utilize social listening tools to understand customer sentiment and preferences.
Content Strategy: Develop a comprehensive content strategy that aligns with Marriott's target audience and brand positioning. Create compelling, informative, and visually appealing content that showcases the unique features, experiences, and amenities offered by Marriott properties.
Influencer Partnerships: Collaborate with travel influencers and industry experts to amplify brand visibility and reach. Partnering with influencers can help generate authentic content, reach new audiences, and increase engagement with potential customers.
Email Marketing Optimization: Improve email marketing campaigns by personalizing content, segmenting the customer database, and utilizing automation tools to deliver targeted and relevant messages. Focus on providing exclusive offers, loyalty program updates, and personalized recommendations to enhance customer engagement.
Website User Experience: Optimize the official Marriott website for a seamless user experience. Ensure it is mobile-friendly, easy to navigate, and provides clear and concise information about hotel offerings, amenities, and booking options. Incorporate user reviews and ratings to build trust and credibility.
Data Analysis and Insights: Utilize data analytics tools to gain insights into customer behavior, preferences, and booking patterns. Leverage this data to create targeted marketing campaigns, refine pricing strategies, and personalize communication to enhance the overall guest experience.
Online Reputation Management: Monitor and actively manage online reviews and ratings across various platforms. Respond to guest feedback promptly, addressing
both positive and negative reviews, to demonstrate a commitment to guest satisfaction and continuously improve service quality.
By leveraging these recommendations and conducting a thorough analysis of Marriott's current communications and marketing efforts, the hotel can identify areas of improvement, fill any gaps, and optimize its overall marketing strategy to drive customer engagement, increase bookings, and enhance brand perception in the competitive hospitality industry.

To address the new marketing mix and strategy, Marriott should create various types of communications to effectively reach and engage with its target audience. Here are some examples:
Personalized Email Campaigns: Develop targeted email campaigns tailored to specific customer segments, such as loyalty program members, corporate travelers, or leisure seekers. These emails can highlight personalized offers, exclusive promotions, and relevant content based on individual preferences and past behavior.
Social Media Content: Create a mix of engaging and shareable content across social media platforms to showcase the unique experiences, amenities, and destinations offered by Marriott. This can include visually appealing photos, videos, and user-generated content to inspire and engage potential customers.
Influencer Partnerships: Collaborate with travel influencers and content creators to amplify Marriott's messaging and reach a wider audience. These influencers can create engaging content, share their experiences at Marriott properties, and promote specific campaigns or initiatives to their followers.
Content Marketing: Develop a comprehensive content marketing strategy that includes blog posts, articles, and videos highlighting travel tips, destination guides, and experiential stories. This content can be shared on the Marriott website, social media platforms, and other relevant channels to establish Marriott as a trusted source of travel information and inspiration.
Website Enhancements: Optimize the Marriott website with compelling visuals, informative content, and user-friendly navigation. Ensure that the website clearly communicates the value proposition of each brand and provides seamless booking functionality, making it easy for customers to explore and reserve accommodations.
Loyalty Program Communications: Strengthen communication with loyalty program members by sending personalized offers, exclusive rewards, and updates on program benefits. Provide regular updates on loyalty program enhancements and new member benefits to foster engagement and loyalty.

Review and Reputation Management: Implement a proactive review and reputation management strategy to monitor and respond to guest reviews and feedback across various platforms. Addressing guest concerns promptly and showcasing positive experiences can build trust and enhance the brand's reputation.
Partnerships and Collaborations: Communicate strategic partnerships and collaborations with other brands or organizations to offer unique experiences or benefits to customers. This can include joint promotions, co-branded content, or shared loyalty program benefits.




Marketing Channel Schedule:

	Activities
	Week 1
	Week 2
	Week 3
	Week 4

	Social Media
	X
	X
	
	X

	Content Marketing
	X
	X
	X
	

	Email Marketing
	
	X
	X
	X

	Influencer Partnerships
	X
	
	X
	

	Customer Reviews
	
	
	X
	X

	PR Activities
	X
	
	
	X




Justifications for the marketing channels schedule:

1. Social Media: Ensures continuous brand visibility and engagement with a broad audience.
2. Content Marketing: Consistent creation and distribution of valuable content to engage and attract the target audience.
3. Email Marketing: Direct and personalized communication to maintain engagement and drive conversions.
4. Influencer Partnerships: Amplifies reach and credibility through strategic placements and influencer-generated content.
5. Customer Reviews: Builds trust and social proof by actively encouraging and leveraging positive feedback.
6. PR Activities: Timed strategically to generate media coverage and increase brand visibility.
The schedule is designed to create a balanced and integrated marketing approach, maximizing the impact of each channel and aligning with the objectives of promoting improved offerings and enhancing brand perception.

We will measure the success as below:

	Marketing Channel
	Metrics
	KPIs
	Months

	Social Media
	Reach, Engagement, Conversions
	Increase in followers, Likes, Shares, Click-through rate (CTR)
	Ongoing throughout the year

	Content Marketing
	Website Traffic, Time on Page, Conversions
	Increase in website visits, Average time on page, Conversion rate
	Ongoing throughout the year

	Email Marketing
	Open Rate, Click-through Rate, Conversions
	Increase in Open rate, CTR, Conversion rate
	Ongoing throughout the year

	Influencer Partnerships
	Reach, Engagement, Conversions
	Increase in reach, Engagement rate, Conversions attributed to influencers
	Targeted months based on campaigns and promotions

	Customer Reviews
	Review Rating, Review Volume, Sentiment Analysis
	Increase in average review rating, Review volume, Positive sentiment score
	Ongoing throughout the year

	PR Activities
	Media Mentions, Press Coverage, Brand Reputation
	Increase in media mentions, Positive press coverage, Improved brand perception
	Targeted months aligned with key announcements and events



By aligning the marketing channels with specific metrics and key performance indicators (KPIs), Marriott can track the effectiveness of each channel in achieving desired outcomes. The months for each channel are strategically planned based on the business's needs, with quieter months utilizing specific communications to boost engagement, while busy months may focus on channels that drive conversions. This approach ensures a targeted and efficient use of marketing resources throughout the year.
Metrics/KPIs for each marketing channel and their effectiveness:
Social Media: Reach (brand visibility), Engagement (interaction), Conversions (desired actions).
Content Marketing: Website Traffic (interest), Time on Page (engagement), Conversions (actions).
Email Marketing: Open Rate (attention), Click-through Rate (engagement), Conversions (actions).
Influencer Partnerships: Reach (exposure), Engagement Rate (interest), Conversions (impact).
Customer Reviews: Review Rating (satisfaction), Review Volume (engagement), Sentiment Analysis (brand perception).
Justification: These selected metrics/KPIs provide relevant insights for each channel. They enable measurement of brand visibility, engagement, conversions, customer satisfaction, and sentiment analysis. By tracking these metrics, Marriott can assess the effectiveness of each channel and make data-driven decisions to optimize marketing strategies.






Main Points:

Changed Value Proposition: Emphasized improved customer service and enhanced guest experience, using the Ansoff Matrix strategy.
Marketing Mix Changes: Aligned product, price, place, and promotion with the new value proposition for consistent messaging and customer satisfaction.
RACE/Communication Mix: Utilized targeted channels (social media, content marketing, email, influencers, reviews, PR) to effectively reach, engage, and convert the target audience.
Metrics/KPIs: Defined specific metrics for each channel (reach, engagement, conversions, ratings, sentiment) to measure success and optimize marketing efforts.
Recommendations: Continuously monitor metrics, gather customer feedback, personalize marketing, leverage technology, forge partnerships, prioritize sustainability.
Effect: Improved customer satisfaction, increased brand loyalty, competitive advantage, and revenue growth.
Further Recommendations: Embrace technology, partner with local influencers, implement loyalty programs, monitor trends/competition, prioritize sustainability.
By implementing these recommendations, Marriott can enhance its market position, drive growth, and meet evolving customer expectations in the competitive hospitality industry.



Appendix

SWOT:

	Strengths
	Weaknesses

	1. Strong management team
	1. Dependence on third-party franchisees

	2. Quality service culture
	2. Complex organizational structure

	3. Efficient operations
	3. High operational costs

	4. Employee training and development
	

	5. Robust financial position
	




	Opportunities
	Threats

	1. Expansion through strategic partnerships
	1. Intense competition in local markets

	2. Focus on experiential offerings
	2. Talent retention and recruitment

	3. Technology adoption
	3. Disruptions from technological advancements

	4. Market segmentation and targeting
	4. Economic fluctuations




Bowman`s Strategy Clock:

	
	Perceptual Positioning Map	
	Bowman's Strategy Clock

	High Price/High Value	
		
	

	
	Marriott
	Differentiation

	Low Price/High Value	
	Hilton
	Focused Differentiation

	
	InterContinental Hotels Group (IHG)	
	

	Low Price/Low Value	
	Accor	
	No Frills

	High Price/Low Value	
	
	Focused Low Cost




Power Point Presentation:
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              • Using the Ansoff Matrix, our strategy focuses on market  development. This involves targeting new customer segments and  entering untapped markets. For instance, we plan to expand our  presence in emerging travel destinations."
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* We have carefully sélected thefollowing communication' channels to
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Facebook, Instagram)jjcontent marketing (e.g., blog articles, video
content), email marketing campaigns, influencerpartnerships, online
review platforms, and‘public rélations aetivities:"
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              Communication Mix • We have carefully selected the following communication channels to  engage with our target audience: social media platforms (e.g.,  Facebook, Instagram), content marketing (e.g., blog articles, video  content), email marketing campaigns, influencer partnerships, online  review platforms, and public relations activities."
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rate.
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* Online reviews: AVerage review ratings, sentiment analysis, and
response rate.

* PR: Media gOVerage, press releasereach,andbrand mentions."
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              Metrics and KPIs • To measure the effectiveness of our marketing efforts, we will track  the following metrics and  KPIs:Social media: Reach (impressions),  engagement (likes, comments), and conversion (click - through rates). • Content marketing: Website traffic, time on page, and conversion  rate. • Email marketing: Open rates, click - through rates, and conversion rate. • Online reviews: Average review ratings, sentiment analysis, and  response rate. • PR: Media coverage, press release reach, and brand mentions."
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Measurement Of Success
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              Measurement of Success • Success will be measured through several key indicators, including:  New customer acquisition rate: Increase by 10% within the next year. • Positive brand attitudes: Improve overall brand sentiment by 15%  based on customer surveys. • Revenue growth: Achieve a 20% increase in revenue compared to the  previous year. • Market share: Expand market share by 5% in targeted segments. • Customer satisfaction: Maintain a minimum satisfaction score of 4.5  out of 5 based on guest feedback."
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              Changes to Marketing Mix • To align with our new strategy, we have implemented the following  changes to the marketing mix: Product: Upgraded room amenities  and enhanced guest experiences through personalized services. • Price: Implemented dynamic pricing strategies to optimize revenue  and offer competitive rates. • Place: Expanded our presence in new markets through strategic  partnerships and acquisitions. • Promotion: Increased digital advertising efforts and launched  targeted campaigns to reach specific segments."
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              Recommendations • Based on our analysis, we recommend the following actions: Enhance  mobile app functionality to improve the booking experience for  customers. • Implement a customer loyalty program to foster repeat business and  increase customer retention. • Collaborate with local attractions and businesses to offer exclusive  packages and enhance guest experiences. • Develop partnerships with sustainable travel organizations to  demonstrate our commitment to environmental responsibility."
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              Conclusion • In conclusion, our marketing strategy for Marriott focuses on  delivering personalized experiences, expanding into new markets, and  leveraging effective communication channels. By implementing these  strategies, we aim to enhance customer satisfaction, drive brand  growth, and achieve our business objectives."
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              Thank you!


image1.png
\

= S

|

o





image2.png
Market Analysis and SWOT Analysis

* Market Analysis: The hospitality industry is experiencing significant
growth, driven by increasing travel demands'and changing consumer
preferences."

* PESTLE Analysis: We have examined the macro-environmental factors
that impact Marriott's operations and growth. For example, the
economic factor indicates a rise in disposable income, leading to
increased travel spending."

* SWOT Analysis: Marriott's strengths include a strong global brand
presence and a/diverse portfolio of hotel brands. However, there is a
weakness in online reputation management; which we aim to address
through our strategy."
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travelers seeking relaxation, BUSINESS travelerSrequUIring convenience,
and event organizers ¢oordinating group bookings:="

* Our segmentation approachiis based on dema@graphics,
psychographics, and behavior, allowing us to'tailor our offeringsand
communication stratégiesito each segment
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              Segmentation and Targeting • Customer Profiles: We have identified three key segments: leisure  travelers seeking relaxation, business travelers requiring convenience,  and event organizers coordinating group bookings." • Our segmentation approach is based on demographics,  psychographics, and behavior, allowing us to tailor our offerings and  communication strategies to each segment."
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* Our new value prop@sition centersaround providing personalized
experiences that createlasting memories. Foriexample, we offer
tailored packages for ROneymooners,;spa enthusiasts, and adventure
seekers."
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              Value Proposition, Ansoff Matrix, and  Marketing Mix • Our new value proposition centers around providing personalized  experiences that create lasting memories. For example, we offer  tailored packages for honeymooners, spa enthusiasts, and adventure  seekers."


