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The marketing plan is focused to improve the business operation and competitive edge in the hospitality industry (Stevens et al., 2021). It is prepared for Marriott (Hotels and resorts) to improve the  position and value of the business. The report includes various aspects of marketing such as situation analysis, tactics and so on.
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5 'C's
“Company: SWOT analysis (Micro analysis)”
SWOT analysis of Marriott in tabular form;
	Strength
	Weaknesses

	One of the strengths of the company is its global presence operating in more than 127 countries with 6500 properties and more than 1.2 million rooms (Yap et al., 2022).
Another strength is the innovative business operation through the integration of digital technology in the business process.

	One of the weaknesses of the company is the improper positioning of the company in the hospitality industry, it can affect the future of the business.
Another weakness of the company is the improper implication of data protection with the loss of more than 500 million personal data, which affects the reputation of the hotel (Yap et al., 2022).

	Opportunity
	Threats

	There are several opportunities such as increasing the market reach of the business in emerging economies, business expansion in emerging markets such as Africa and so on.
The company can also diversify their services in hospitality, such as providing personalised services or customisable services to customers.
	There are different threats for the hotel such as the outbreak of a global pandemic which can forcefully shut down the business of Marriott.
The increasing competition in the hotel sector of the company is also one of the threats to the company. The emergence of the new hotel and existing business increases the competition for the hotel.


Table 1: SWOT analysis of Marriott
(Source: Created by the learner)
“Customers: Segmentation and Targeting”
Marriott’s market segmentation will be focused on “Geographic segmentation and Psychographic segmentation”
“Geographic segmentation”; The company focus on geographic segmentation strategy by establishing the resorts and hotels in different geographical location across the world to attract the customers (Nalley and Gregory, 2021).
“Psychographic segmentation”; Marriott will offer hospitality services to the customer's group of  “Over-the-road travellers”, it also provides luxury services for luxury travellers. The company will also provide services for the services to business travellers or personnel.
Targeting: Marriott's targeted customers will be national and international tourists and travellers. The company will also target visitors visiting their families, and local travellers of the area. Luxury seekers and visitors travelling for business purposes will also be targeted customers of the company.
“Competitors: Porter's five forces”
Marriott’s market analysis through Porter’s five forces is as follows;
“Bargaining power of the customers”; There is a number of hotels available in the hotel sector with efficient pricing and facilities providing various options for the consumer, the threat from “customer bargaining” is high (Nannelli et al., 2019).
“Threats from the supplier”; hotel sector consists of the existence of numerous suppliers and the threat level is low for the company.
“Threats from the competitors”; the hotel sector is competitive in nature with the existence of different hotels, however, due to its global presence threat level is moderate.
“Threats from substitute”; increasing substitute services such as hostels, small hotels and so on divert the customer base, hence the threat level is high for Marriott.
“Threats from new entrants”; the establishment of a new hotel requires a large amount of investment and advertisement to compete with Marriott, hence the threat level is low.
Collaborators: Marriott has a positive relationship with its partners and collaborators to reduce the competition in the hospitality industry. It has partnered and operated with different “travel agencies and booking sites” for improving customer engagement. The company also is partnered with renowned brands such as Alibaba to enhance the business's competitive edge. “The Ritz-Carlton, St. Regis” and so on are also collaborators of the business (Pratt et al., 2019).


“Climate: PESTLE (Macro analysis)” 
	Factors
	Impact

	Political
	The corporate tax for the hospitality industry in the UK is currently 20% however it is expected to reduce up to 5% by the end of 2023.

	Economical
	The increasing CPI by 13% in September 2022 has also increased the princess of raw materials such as oils, electricity and so on which are essential for Marriott's business (Eierle et al., 2022).

	Social
	Changing demands and preferences of the customers such as a digitally integrated journey experience insist Marriot integrate digital technology into the business.

	Technological
	Increasing penetration of internet users such as 92% across the United Kingdom has also increased online hotel booking by 17% in the UK  (Eierle et al., 2022).

	Legal
	Marriott has adhered to different legislation and regulatory framework of the UK such as the “Employee rights Act, 1996”, “National Minimum wage Act, 1998” and so on to operate legally.

	Environmental
	The company also have to adhere to the “Environment (Protection) Act, 2021” by reducing the excessive usage of natural resources in business operation (Eierle et al., 2022). 


Table 2: UK PESTLE analysis for Marriott
(Source: Created by the learner)
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SMART target: Marriott's target is to enhance the engagement of the customer in hospitality services offered by the business.
	Specific
	Measurable
	Achievable
	Relevant
	Time

	The objective of the plan is to improve the engagement of the customer in hospitality services.
	The success of the plan can be measured by the improvement and increase of total customers by 25% in the hospitality service of Marriott.
	The success of a marketing plan can be achieved through the investment of financial and human resources. The utilisation of digital media platforms such as Instagram and so on, and hiring an expert marketer are also required for success.
	Increasing the engagement of the customer is essential to increase the revenue and profitability of the business. It also increases the reputation and brand position of the hotel in the hospitality industry.
	9-11 months


Table 3: the SMART objective of Marriott
(Source: Created by the learner)
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There are four main value propositions offered by Marriott in hospitality services, the value proposition of the company is as follows “Accessibility, customisation, cost reduction and brand/ status” (Leroi-Werelds et al., 2021). The value proposition of the company is linked with the customer segment, accessibility is to provide services for every individual customer from travellers to business professionals. Customisation provides the ability for the customers to customise their services, cost reduction is focused on the budget-friendly custom lastly, “Brand/status” for the luxury-seeking customers. The company is focused on providing both high-price and low-price which is a hybrid strategy from Bowman's strategy clock.
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Marketing mix: 
Product - Marriott provides services for hotels and resorts which include accommodation, dining and so on.
Place (Distribution) – The services can be purchased through both offline and online media of the company. Third-party websites such as booking platforms also provide purchasing of services.
Price – Marriot utilises a hybrid strategy for both luxurious and budget-friendly services which start from £100 per night up to £670 per night (Toma and Grădinaru, 2018).
Promotion – Social media platforms such as Instagram, email marketing, the official website of the company and so on are utilised for business promotion.
[bookmark: _heading=h.hewv4a5dcmjm][bookmark: _Toc120562172]Action
Gantt chart of marketing activities
	Activities
	Starts date
	Duration (in days)

	Preparation
	1-Dec-22
	14

	Market research
	15-Dec-22
	56

	Marketing channels Schedule
	9-Feb-22
	42

	Gathering feedback
	23-Mar-22
	21


Table 4: WBS
(Source: Created by the learner)

[image: ]
Figure 1: Gantt Chart of Marriott’s marketing plan
(Source; Created by the learner)
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One of the Unique Selling points of Marriott is the consisting of 30 different hotel brands, the customer has the wide option to choose more than 7000 participating properties to engage the hospitality services of the company (Humphrey et al., 2021). Another USP of Marriott is Global Leadership in the hospitality industry.





Conclusion
The report above has highlighted the marketing plan for Marriott to enhance its business and customer engagement. The internal analysis, competitive factors, analysis of the market environment and so on are included in the above report. The marketing mix plan and the timeline for the marketing plan completion are also included.
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