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Introduction
The marketing plan is the culmination of the company's strategic analysis. It allows the company to program the different actions and objectives. Following the internal and external analysis, it determines the target, the product mix, the objectives and the budget. 
Therefore the marketing plan of this work will allow the company to identify market opportunities set the company's annual objectives and find a way to achieve the objectives. It will help to ensure the growth of the business.
Marketing strategy of JW Marriott hotel
The marketing strategy is a coordinated action plan implemented over the medium or long term by a company to achieve its commercial and marketing objectives. The marketing strategy is one of the components of the business strategy. 
PESTLE analysis of JW Marriott 
Political factors of JW Marriot
For example, the instability in some parts of the world, corruption in some developing countries, the nationalism of some states that favour their national companies, terrorism and especially the war in Ukraine are political factors that can have a negative impact on JW Marriott on its expansion policy.
[bookmark: _Hlk120497861]Economic factors of JW Marriott
For example, recession in world economy, inflation, rising fuel prices, rising raw material prices, rising food prices due to war in Ukraine, loss of jobs due to Covid-19 and especially the rising cost of living around the world are economic factors that can have a negative impact on JW Marriott.
Social factors of JW Marriott
The demographic trend is one of the key factors in demand forecasting of an economy. As the population of USA and EU is growing old, the demand for products mostly catering to this segment will grow. For instance, the freedom of movement of people around the world can have positive impact of JW Marriott on its policy of expansion around the world.
[bookmark: _Hlk120497942]Technological Factors of JW Marriott
By using the latest technologies, it may be possible to improve the accuracy of work to a level that would be difficult for human personnel to achieve on their own. Technology solutions can also make work more manageable and make it easier to meet the increasingly high expectations of today's customers.
For example, the technology can help JW Marriott to streamline processes, reduce costs, reduce staff workload, increase revenue and improve customer experience levels.
Legal factors of JW Marriott
The various regulations, health and safety law, compliance with safety standards, compliance with the labour code and intellectual property are legal factors that can have a negative impact on JW Marriott around the world.
[bookmark: _Hlk120498011]Environmental factors of JW Marriott
Many compagnies working in the hotel sector have become aware of the importance of sustainable development, which not only integrates the environmental impact, but also economic and social ones. Eco-responsibility is one of the most important issues facing our world today.
The hospitality sector has historically had a significant environmental impact through the consumption of energy and water, the use of consumer goods and the creation of waste. Hotels consume energy, lighting, and other electrical needs, as well as fuel. Water is used for bathrooms, kitchens, laundries as well as for irrigation of green spaces, cleaning and maintenance. A lot of waste is also generated by the disposal of paper, batteries, light bulbs, furniture, professional equipment and more.
For example, the awareness of some people about climate change, and especially the various natural disasters are environmental factors that can have a negative impact on JW Marriott.
Porter 5 forces of JW Marriott
	Threats of New Entrants 
Low
· High capital requirement
· High economies of scale
· Negative impact of Covid-19
· Rules and regulations in different countries
· Important research and development

	Bargaining power of suppliers
 Low
· Possibility of having multiple suppliers
· Developing own brand
· Developing dedicated suppliers whose business depends on J W Marriott
	Bargaining power of customers
Moderate

· By innovating new products 
· By building a large base of customers
· Through customer retention 
TT
	Threats of substitute products
Low
· By using survey and feedback to know customer needs
· By increasing the switching cost for customers
	Competitors power
High
· By adopting different strategies in order to achieve competitive advantage 
· Through acquisition or merger with other companies
· By building sustainable differentiation 
· By providing competitive and quality products to customers



[bookmark: _Hlk120498061]Marketing plan of JW Marriott
The marketing mix is the set of marketing actions that JW Marriott Cannes carries out to market their offer and the way to distribute them. Defining the marketing mix 4Ps can help JW Marriott to upstream market analysis. The marketing mix revolves around the famous 4Ps: the product, the price, the promotion and the distribution.

	The purpose of this marketing plan is to ensure the effective use of JW Marriott's marketing mix to achieve objectives and provide JW Marriott with a competitive advantage.



	
Who are our customers?
	JW Marriott targets customers with very high incomes such as businessmen, businesswomen, sportsmen, sportswomen, actors, hyper class people, celebrities.



Who are our competitors?
	JD Marriott operates in a competitive environment. The main competitors are:
Four Seasons Hotels and Resorts, Hyatt, Hilton, Carlson and others.




What are our strengths?
	· Good reputation and presence in many locations around the world
· The hotel market leader
· A very good acquisition and merger policy with other partners
· Customer loyalty through different strategies
· Innovative products
· Product portfolios
· Brand recognition
· Good employee relation retention
· Presence in more than 70 c countries worldwide



What are the weaknesses?
	· The competition may offer similar services
· The high price policy
· Problem of protecting customer data with cyber-attacks



What constitutes our Opportunities?
	· Effective use of new technologies
· The use of digital channels
· The contribution of artificial intelligence



What threats do we face?
	· Increasingly threatening of competitors
· Drop in travellers due to COVID-19
· The war in Ukraine and terrorism
· The global economic crisis and inflation in different countries
· Soaring prices and high cost of living
· Stagnated growth







What are our objectives?
The SMART method helps the company determine a marketing objective in a clear way, which will allow the company to establish a productive and effective strategy. Indeed, smart objective contributes to the development of achievable, concrete and therefore motivating objectives.
	Product objectives
· Highly innovative product creation
· Top quality product
· Maintain its leadership in the hospitality sector
Price Objectives
· Price differentiation
· Competitive prices to conquer developing countries
· Gain new market share
· Increase profitability in the early stage of the new product
Promotion objectives
· Use of new information technologies
· Use of digital channels such as social networks
· Use of celebrities for the launch of new products
· Develop a strong brand image
Place objectives
· Acquire new companies operating in the same sector
· New partnerships to better dominate the market
· Promoting E-commerce using new technologies 





Who are our target audience?
	· The men and women who have the purchasing power
· High-level athletes
· rich men and women
· The wealthy heirs
· Upper class people
· planetary stars
· business men and women



What can we offer them?
	Quality products are offered to customers for their comfort, well-being and the smooth running of their stay.



How can our product offering be appealing to the people?
	By reaching customers when they using the products
By doing something different
By offering good customer service
By using innovative means of marketing through artists, actors, athletes, influencers and celebrities 
By considering the feedback



How should we communicate the offer to prospective buyers?
	Through celebrities, digital channels, TV shows, newspapers, exhibitions during events, partnering and sponsoring celebrities




Conclusion
This analysis proved that although the JW Marriott hotel is a well-known brand, it tries to achieve its goals through the quality of its services for the well-being of its customers. The company has developed a global market leadership.
Despite the fact that the company operates in a highly competitive environment, its innovation policy has enabled it to achieve a competitive advantage over its direct and indirect competitors.
Recommendations
In order to achieve competitive advantage, JW Marriott must implement the following recommendations:
· Be consistent with the overall strategy of Marriott hotel
· Use online segmentation tools for cost saving
· Tailor the message to the customer
· Adapt the digital medium to the customer and the message
· Effective use of new technologies 
· Consider return on investment
· Training for more efficiency
Please see appendix for presentation and Gantt Chart.
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