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[bookmark: _heading=h.gjdgxs]Introduction 
A sizable collection of hotels and other accommodations are managed and franchised by the American international hotel corporation Marriot International, Inc. It is also the most extensive hotel network in the world regarding available rooms. The timeshare, residential, and hotel properties in the United States and Canada make up Marriott International, Inc.'s entire North American sector. The limited North American industry consists of assets throughout the United States and Canada. Considering how determined and successful the creation of a marketing strategy for this renowned hotel may be. A summary of the marketing strategy for the next year, half, or month is known as a marketing plan. The hotel's marketing strategy aims to develop audience engagement tactics to achieve corporate goals. This is an individual project for the Cert. 
[bookmark: _heading=h.30j0zll]Marketing Mix 
The term "competitive business environment" describes the macroeconomic elements that affect any sector or the enterprises that make up that industry. Marriott can maintain its leadership in this sector because of its 4P marketing mix (Nikbin et al., 2021). 
Product Strategy: The principal items bring in the most significant money and enhance the grade of services. Core, Actual, and Enhanced are the three subs on which Marriott has separated its services.
Price strategy: Marriott uses the "Price Strategy Based on Demand and Supply" to set prices. Also, they use a "competitive pricing strategy," meaning their hotel prices might need to change depending on how their "competition" acts. The primary objective of Marriott's retail prices is to sell the right products and services for the best money(Abedin et al.,2021).
Placement Strategy: Marriott is known in a particular area. They build their hotels in places where people will naturally want to go. Tourists will stay at a hotel that is close to popular tourist spots.
 Promotion strategy: Globalization has significantly impacted how quickly the internet age has grown. "Digital Promotions" is what Marriott International uses most often to promote or advertise. They tell people about their hotels on their websites and social media(Lim et al.,2021).
[bookmark: _heading=h.1fob9te]The Marketing Environment (Micro) SWOT
SWOT analyses the micro environmental factors, including a firm's competitors, customers, suppliers, public, and marketing intermediaries (Pereira et al .,2021). Every aspect affects Marriott International. However, according to our strategy, the effects on consumers and employees are more significant.
Strength: Marriott's strength is located in a remote area and offers a high level of luxury. To please its clients, it offers superb services. They permit dogs at their hotels as well, which is another benefit. They provide free services to their patrons, which may attract new customers (Cheng, 2021).
Weakness: Many hotels may have bigger budgets than their consumers realize, so they may need to lower their prices to attract more business.
Opportunities: To escape city life, Marriott could provide additional trip categories. Events like weddings and awards conferences should be possible. Additionally, businesses can provide exclusive offers that attract clients(Nair and Gupta,2021).
Threats - Since the epidemic, it has been more challenging for them to draw clients. Another danger to them is competing with foreign brands with a track record and a presence in the premium market.
[bookmark: _heading=h.3znysh7]The Marketing environment (Macro) PESTEL
The Macro environment of a company is analyzed by PESTEL factors .Here in the below the PESTEL analysis of the Mattriott are given:
Political factors: Terrorism, foreign relations, and the weather in popular tourist spots are all political factors that could affect Marriott. The biggest threat here comes from a terrorist act or armed conflict, both of which have the potential to disrupt international air travel and discourage people from taking flights (powers and Mattriott, 2021).
Economic factors: The two main economic issues impacting Marriott's operations are the continued economic unrest in Europe and China's slowing economic development. Events like the Chinese stock market crash and the European financial crisis have significantly decreased peoples' purchasing power and travel options(Mattriott,2021).
Social factors: The number of people who wanted to go internationally rose 13% between 2013 and 2014, according to Mashable. Tourists' expected out-of-country spending rose from $5,955 to $5,136 in 2014. People spend more money and travel more (cheng,2021).
Technological factors: Airbnb, which allows individuals to rent out their homes or rooms to travellers, has the potential to shake up the hotel business. It was claimed that 6 million people used Airbnb in 2013. There are 25,500 Airbnbs in New York City.
Legal factors: The legal standing of competing businesses like Airbnb is the most crucial element that will affect Marriott's future operations( Pierce,2022).
[bookmark: _heading=h.2et92p0]Creating customer value and engagement
The Marriott provided a list of all the many services available at the hotel. Customers are interested in knowing what's inside for them and how using the hotel's facilities will benefit them personally. Put your attention on the end product, establish a network of users, solicit their opinions, and provide continuous support. The value the hotel offers to its guests might be increased by implementing various service enhancements. The following is how Marriott interacts with their clientele:
Competitive analysis: Each marketer has to include competition intelligence and market research into their overall plan. Time and money are only two of the numerous resources that may be preserved with this method.
Doing surveys: So many query types make surveys customizable. Using them to attain your objectives takes thought and research. Ideal arrangements demand several questions. A hotel may better adapt its offerings to the public by using multiple-choice, yes-no answers, rating scales, and matrices(Maciejewski and Krowki,2022).
Social Listening: Social listening is keeping an eye on discussions about specific topics, words, phrases, companies, or sectors and then utilizing what you learn to investigate options or create content for those consumers. Social listening may reveal the precise perceptions of the general public about a business. It aids us in developing an impression of what the general public thinks of our competitors' hotel companies (Saura et al., 2021).
[bookmark: _heading=h.tyjcwt]Effective use of Digital Marketing
Various technological functions, such as content, request matching, increased force, indexing, and the interpretation of non-text data, need to be included in the website for the hotel (Muhammerdrisaevena,2021). SEO is in a league of its own compared to other methods for bringing in free, inbound links to a hotel's website. The website for the hotel is reliable, and it has prominent bloggers who significantly contribute to the marketing activities.
Digital marketing strategy helps Marriott by:
· The Website of the Hotel and the Booking Engine
· Being familiar with the expected level of morality shown by the current customers
· Ensure that your website is visible online for the appropriate search terms
· Take care of every public opinion poll and notoriety online
[bookmark: _heading=h.3dy6vkm]Conclusion
A marketing strategy that is well-planned and all-encompassing is essential to the accomplishment of any Hotel's like Marriott International property. Since the real estate market is continually shifting, the objectives we set today will be outdated and pointless by tomorrow. Since. Since of this, we have a marketing strategy that is essential because it analyzes and makes recommendations on the suitable activities that should be taken by a firm both immediately and over over the long term.
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