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Executive Summary
Strategic marketing planning for Marriott International is expected to improve the business prospects and growth capabilities of the company. Based on the strategic audit, the company is focused towards progressive strategic implementation to benefit from the ricocheting demand in the post pandemic era. The utilisation of the SOSTAC framework has provided a range of insights into the business growth prospects of Marriott International into the Asian market through the product diversification and market penetration strategy. 


TABLE OF CONTENTS
Introduction	4
Strategic Marketing Objectives	5
Application of the SOSTAC Marketing Plan	6
Recommendations	10
Conclusion	11
References	12

















[bookmark: _heading=h.3lh79zikepjq][bookmark: _Toc102293300]Introduction
Effective execution of marketing plans ensure that organisations are capable of distinctly improving their business propositions by increasing their market penetration and customer outreach capabilities (Tabaku and Kruja, 2018). Marriott International operates in the significantly competitive hotel industry which requires businesses to dynamically improve its marketing strategies allowing organisations to improve its value proposition (Eisen, 2020).
Execution of a robust strategic marketing plan would improve Marriott International’s value proposition by improving its brand positioning and corporate sustainability reporting capabilities allowing the company to adhere to the stakeholder requirements (Almeida et al., 2020). In the post COVID-19 pandemic era, the hotel industry is expected to grow at a rate of 15.1% CAGR and would be valued at US$ 4582 billion by 2023 indicating significant growth prospects (Business Research Company, 2022). SOSTAC proposed the six fundamental facets of marketing which specify situation, objectives, strategy, tactics, action and control. The scope of applicability of the SOSTAC framework ensures its wide scale and application and perspective benefits allowing it to incline its business objectives to improve the marketing success of the organisation (Stephenson, 2018). 
This report aims to propose a robust marketing plan for Marriott International through the SOSTAC (marketing planning model) based on the SMART objectives that would enable the company to maintain its market leadership and achieve market expansion objectives through a range of marketing best practices. 
[bookmark: _heading=h.y0ls7ktp7gd5][bookmark: _Toc102293301]Strategic Marketing Objectives
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Figure 1: SOSTAC Framework
(Source: Stephenson, 2018). 
Objective: The essential marketing objective for Marriott International would be to expand its business operations in Asia to achieve 30% market share of the regional luxury hotel segment through market diversification and penetration strategy. 
The company currently holds 22.50% market share in the luxury hotel segment and the organisation is the market leader (Statista, 2021). With the demand expected to surge in the post COVID-19 pandemic era, it is expected that the company would emerge as a beneficiary of the ricocheting demand across Asia. Currently, the company is the market leader in two of the largest luxury hotel markets of Asia which includes China and India (Nyangwe and Buhalis, 2017). Based on the organisational audit and future marketing prospects, the market diversification and penetration strategy are expected to support the growth objectives of Marriott International (Eisen, 2020). An understanding of the proposed SMART objective is presented:
Specific: With specific focus on key Asian markets and a growth target of 30% market share depicts the specificity of the objectivity providing the management of the workforce with relevant understanding about the approach to be adopted in prioritising market growth.
Measurable: As the marketing objective revolves around a specific market share goal through the market penetration and diversification strategy, the goal can be effectively measured by the company by conducting a market evaluation and an understanding associated with its Asian luxury hotel industry market share.
Achievable: The determined objective of 30% market share is extensively achievable as Marriott International possesses 22.50% market share and the organisation has requisite expertise with respect to expanding its business operations by diversifying into new markets and specifically focuses on penetrating a wider range of customers through its expansionist measures. With the Asian hotel industry expected to grow at a rate of 13% CAGR and a boom of business/tourism travel in the Chinese and Indian market, the market prospects are significantly positive in the post COVID-19 pandemic era for hotel organisations such as Marriott International (Statista, 2021; Modor Intelligence, 2022).
Relevant: The objective of enhanced market outreach and market diversification is relevant as it is in alignment to the company’s mission statement of “enhancing consumer lives through creation of unsurpassed hospitality experiences” (Eisen, 2020).
[bookmark: _heading=h.cw1ttm7ke9g3][bookmark: _Toc102293302]Time Bound: To facilitate a goal-based objective, the aim of the company would be to achieve a market share growth of 7.5% in 1 year of its operations as the Asian luxury hotel market is expected to grow exponentially in the post COVID-19 phase (Modor Intelligence, 2022).
Application of the SOSTAC Marketing Plan
The SOSTAC model discusses the six critical facets of marketing associated with Marriott International’s objective of enhancing its market share in Asian luxury hotel industry (Stephenson, 2018). It would involve the creation of relevant demand for its product/service through the market penetration and diversification strategy allowing the company to benefit from the growing demand in the Asian region. As a market leader Marriott Internationals’ improvement in its marketing capability would be pivotal in revamping growth prospects and establishing capabilities to acquire customers in emerging Asian markets (Almeida et al., 2020). The marketing function such as product portfolio, promotions and effective pricing strategy are most essentially responsible for increasing revenue and profitability of hotel organisations through strategic allocation of resources that creates long-term organisational value (Wu, 2022). With Marriott International possessing a significantly well-developed value proposition it would be crucial for the company to further improve its marketing capabilities to acquire a range of customers and facilitate customer retention through prioritisation of service best practices (Eisen, 2020). Discussion of the key elements of SOSTAC marketing plan is presented below:
Situation: The marketing plan for Marriott International would rely significantly on transforming the product and promotional elements of the company. As the Asian market offers diversified market growth prospects, it would be crucial for the company to establish improvement in its business operations by creating extensive market outreach (Elsharnouby and Elbanna, 2021). With the company committed to Asian market growth, measures such as establishment of new hotels in existing markets and outreach into domestic markets are considered as ideal methods to achieve the 30% market share objective. For example, In India, it is recommended for Marriott International to expand its establishments to Tier-II cities that would allow the company to access the growing market for tourism and business travel. Simultaneously, in China the company must establish its presence through increasing its market share by entering the semi-luxury hotel segment through its existing sub-brands such as Courtyard and Fairfield (Chon, Park and Zoltan, 2020). This approach of utilising sub-brands would allow Marriott International to access the growing market for semi-luxury and budgeted hotels in China (How and Lee, 2020). In wake of the COVID-19 pandemic subsiding, the management is already on a progressive market growth strategy and further optimisation of objectives by focusing on the growth centric Asian market would ensure that Marriott International is able to extend its market leadership in Asia and globally. 
Objectives: From a marketing standpoint, the importance of specific objectives that are aligned with the company’s mission and vision is quintessential. It functions as a guiding framework for the management and workforce in functioning efficiently to achieve marketing objectives (Anser et al., 2020). Two critical short-term objectives would be to increase the market share of Marriott International in Asia to 30% from its existing 22.50% market share holding. To achieve the objective, the company would be focused towards enhanced market penetration by establishing an additional 100 hotels in the Asia region in 2022 itself. Simultaneously, it would be crucial for Marriott International to expand into countries within which it has low market exposure such as Myanmar, Laos and Sri Lanka (Chon, Park and Zoltan, 2020).. With the regions expected to witness growth in business and tourism travel, it is recommended that the company must prioritise strategies that increase its market penetration. 
Strategy: From a strategic standpoint, the market plan execution would involve the allocation of relevant resources and management expertise for Marriott International. This would ensure that the conglomerate is capable of utilising its market experience and vast extent of financial resources to establish new hotels in the Asia region while expanding market presence in new markets wherein it has low exposure (Fatoki, 2019). Through this strategy, the company can achieve its objectives of enhanced market penetration and diversification of existing markets. By entering into new markets wherein the company has limited presence such as Myanmar, Laos and Sri Lanka the company would be capable of diversifying its market and reducing reliance on major markets such as China and India (Chon, Park and Zoltan, 2020). Relevant diversification is quintessential allowing the company to establish improved orientation towards markets with substantial growth prospects. Simultaneously, Marriott International would be extending its market penetration into its major markets by establishing 100 new hotels (Liu and Zhou, 2020). With specific focus on Tier-II cities and the introduction of sub-brands would enable Marriott International to attend to new market potential while also enhancing its market outreach to its customers in new regions of existing markets such as India. 
Tactics: With the cumulative growth rate of 13% CAGR in the Asian market, Marriott International is expected to pivot its marketing strategies to create improved demand and customer retention capabilities (Business Research Company, 2022). Critical tactics for the marketing success of Marriott International revolve around the creation of comprehensive strategies that rely on diversifying its product portfolio. The diversification would not be based on market extension only. It is suggested that Marriott must focus on other segments apart from the luxury hotel chains. Expansion of sub-brands such as Courtyard and Fairfield is recommended to cater to the semi-luxury and mid-segment hotels (Hussain et al., 2020). As the Asian market is in an emergent stage it would be crucial to focus on expanding the market base in three segments allowing the company to achieve improved market penetration capabilities by targeting customers in the medium to high income range category. Emancipating progressive strategies would also involve organisational capabilities to establish its market penetration and customer outreach is quintessential (Perera and Perera, 2018). The product expansionist measures would also require Marriott International to aggressively promote its products/services (Machinjike, Anos, Choga and Farai, 2020). Establishing relevant promotions through digital marketing platforms and facilitating provisions for customer relationship management are recommended practices that would enable the company to establish its market leadership and progress towards increasing its integral market share.
Action: Successful execution of marketing plans for large-scale multinational conglomerates such as Marriott International requires organisations to proactively dedicate resources and management expertise through work, tasks and role delegation involving an extensive process for execution (Dixit, Lee and Loo, 2019). A relevant action plan which involves a step-by-step approach for a staged based approach for the implementation of the marketing plan that aims to achieve 30% market share in the Asian market for Marriott International. The first step inculcated in the marketing implementation would involve relevant promotional measures that would create increased brand awareness and demand for the product/services offerings of Marriott International (Porcu et al., 2022). The second step would involve the integration of the product/service strategy involving the expansion of hotels in existing markets by outreaching to different customer segments to facilitate brand exposure. Simultaneously, it would focus on measures associated with market diversification into emerging regions of Asia that offer relevant growth prospects (Wickham, French and Wong, 2020). Relevant pricing strategies would be implemented to ensure Marriott International’s capability to attract, retain and inculcate loyal customers through active strategies (Mani and Mishra, 2022). Prioritising measures such as customer relationship management would be essential in gaining a distinct competitive advantage through provisions for improved service quality that is an integral key performance indicator (KPI) for the success of hotels. 
Control: Provisions for performance measurement and management will be essential to optimise the marketing strategy efficiently for Marriott International. Focusing on quarterly performance measurement would be pivotal to gain insights into the shortcomings and strengths of the implemented marketing strategies (Nguyen and Nguyen, 2019). Application of KPIs would be an efficient strategy to monitor and interpret performance. The key KPIs would be revenue growth, customer retention and room occupancy rate. As an organisation, the aforementioned KPIs would provide a relevant understanding associated with the business expansion strategies implemented by Marriott International (Martinez-Martinez et al., 2019). Additionally, the utilisation of relevant strategic inclinations towards managing performance based on the insights provided through KPIs would be pivotal in achieving long-term marketing success for the company (Prentice, Ma and Wong, 2018). It would involve measures such as cost control, supply chain improvements and enhancement in the digital marketing strategies of Marriott International to ensure that the company is capable of establishing a positive presence in the Asian markets through market diversification and product differentiation strategy. 
[bookmark: _heading=h.41w4gwsfrrz][bookmark: _Toc102293303]Recommendations
Marriott International’s emphasis towards the Asian continent has been driven by the aggressive growth prospects in the region. Achievement of key business objectives is expected to involve the development of relevant strategies and an effective marketing plan as depicted by the SOSTAC marketing planning model (Chon, Park and Zoltan, 2020). Best practices for the company are expected to revolve around creating substantial investment provisions in small but emerging markets of Asia such as Myanmar, Cambodia, Laos etc (Nguyen and Nguyen, 2019). This approach would ensure that Marriott International is capable of adhering to its market diversification strategies. For hotel companies, market diversification is an essential growth strategy to increase market share and achieve stability in demand due to reduced reliance on specific markets (Porcu et al., 2022). Additionally, expansion of business operations to wider regions such as Tier-II cities in India and China through sub-brands is recommended as it would enhance market exposure and a capability to target a wider customer base (Chon, Park and Zoltan, 2020). 
Creation of adaptive strategies to suit the Asian market would be crucial as there is a higher scope for demand in medium luxury and budget hotel segments. From an organisational standpoint, regular performance management measures are suggested for Marriott International’s marketing strategy success (Anser et al., 2020). The observations indicate that the implementation of best practices related to marketing are expected to influence the growth prospects of the company with respect to achieving the objective of 30% market share in the Asian hotel industry. 




[bookmark: _heading=h.dwarsqdarkk1][bookmark: _Toc102293304]Conclusion
This report had sought to propose a robust marketing plan for Marriott International through the SOSTAC (marketing planning model) based on the SMART objectives. Insights have depicted that the marketing objective ideal for the company is to expand its business operations in Asia to achieve 30% market share of the regional luxury hotel segment through market diversification and penetration strategy. 
As the company would be inclined towards achieving the SMART objective, the application of the SOSTAC marketing planning model presented an extensive feasibility presentation to execute the marketing strategy to achieve its goals to establish Marriott International’s market leadership in the Asian hotel industry. Owing to the magnitude of Marriott International’s operations, the implementation of a continent-wide marketing plan involves complexities and implementation implications. Utilisation of the SOSTAC framework provides an integrative blueprint to executing the marketing strategies. Recommendations are inclined towards Marriott International improving its strategic business efficiency by expanding its operations two a wider range of domestic regions in emerging markets such as India and China. It would also be necessary for the company to diversify its market by establishing improved market penetration in emerging countries of Asia. Finally, it would be critical for Marriott International to pivot the benefits of digital marketing through proactive promotional strategies that aim to create marketing awareness, brand image development and capability to positively convert customers. 
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