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[bookmark: _Toc120533032]Introduction
The Marriott hotel and resort is selected for this marketing plan. After the devastating events of COVID-19, this marketing strategy aims to bring in new customers for The Marriott (hotel and resort). The marketing plan is for the marketing executives of the hotel (Carlo, 2021). The report will analyze The Marriott’s marketing environment according to the SOSTAC model utilizing the SWOT and PEST frameworks, Porter’s 5Ps, its marketing mix, and recommend strategies for increasing customer value. It will also address how to effectively utilize digital marketing to draw in new clients in the new baseline.
[bookmark: _Toc120533033]Situation Analysis
The situational analysis for the hotel will be analyzed through 5c’s of the hotel. 
1. [bookmark: _Toc120533034]Company
The SWOT analysis for the hotel is as follows (Bakhat and Marroun, 2022): 
	Strengths
· Worldwide impeccable reputation
· Leads the market
· Customers are loyal
· Beautiful surrounding
	Opportunities
· Demonstration to guests its value by taking safety measures in the aftermath of the COVID-19 pandemic (Marian, 2021)
· Contactless and smooth facilities to lure customers
· Demographic shift

	Weaknesses
· Quite expensive
· Family focused positioning 
	Threats
· Ongoing political issues and wars
· Number of competitors in surrounding


2. [bookmark: _Toc120533035]Customers
The types of people drawn to the hotel's Marriott and stay offerings are its target customers. The hotel intends to attract those in these categories. The hotel serves a wide variety of guests, including businessmen and women on vacation, vacationers, small conference groups, group of family and single visitors.
3. [bookmark: _Toc120533036]Competitors
This situation can be describe using Porter’s 5Ps (Romanov, 2021).
	Name of the factors
	Particulars

	New competitors
	Competitors are being increased in this area having various services.

	Buyer power
	Buyers have the power of bargaining as many hotels are available in the area. 

	Supplier power
	Less scope of bargaining.

	Threat of substitutes
	High as differentiated products and services are offered.

	Industry Rivalry
	Huge competition among the hotels as there are available hotels in the industry.


4. [bookmark: _Toc120533037]Collaborators
The hotel is working in collaboration with some of its suppliers to ensure better services for the customers. It also emphasizes the importance of B2B relationships to facilitate the operation of the business. 










5. [bookmark: _Toc120533038]Climate
The climate of the hotel can be analyzed through PESTEL analysis to draw new customers (Kisliakova, 2022). 
	Name of the factors
	Particulars

	Political
	The COVID-19 restrictions, recently enacted immigration laws, the conflict between Russia and Ukraine, and Brexit issues etc.

	Economical
	The global financial crisis, the fallout from the conflict between Russia and Ukraine, the rise in inflation and the number of unemployed etc.

	Socio-cultural
	Extremely numerous competitors, emergence of new market players etc.

	Technological
	New infrastructure, cutting-edge tools, active participation in online communities etc.

	Environmental
	local eco factors, carbon emissions, environmentally friendly activities, sustainability, single-use of plastic straws, and so on.

	Legal
	Legislation pertaining to innkeepers, menu disclosure, the Digital Economy Act of 2010, etc.



[bookmark: _Toc120533039]Objectives 
The objective is to bring in new customers for the hotel. Applying the SMART acronym to this goal reveals the following (Desjardins, 2021):
Specific (S) – to attract new customers by applying digital channels and market research for example TV advertising, radio, email marketing and so on.
Measurable (M) – to increase the number of customers by 10% in three months 
Achievable (A) – to complete the marketing plan within the time frame.
Relevant (R) – more customers result in more revenue and brand value. 
Time-bound (T) – the plan will be achieved within February 5, 2023.
[bookmark: _Toc120533040]Strategy
The value proposition of the hotel is to provide the best services to the customers in order to retain them because of their good experiences in the hotel. The hotel differentiates its products and services through experimental marketing (Booking.com, 2022). Providing the best services to customers ensures customer satisfaction, which leads to customer retention.
Post-pandemic competition is fierce, so in order to draw in new customers, it needs to give its current ones a good reason to stick around. For this, feedback from customers will be gathered through interviews (SYAIFULLAH et al., 2021). 
Digital marketing like Search Engine Optimization (SEO), content marketing, and email marketing will be used to communicate with existing customers and attract new ones. Social-media engagements can also play a vital role here (Hudders et al., 2021).
[bookmark: _Toc120533041]Tactics
[bookmark: _Toc120533042]Marketing Mix 
[bookmark: _Toc120533043]Product
The hotel offers classic, deluxe, junior, and master suites. In addition to the standard comforts, guests can enjoy spa treatments, swim in the indoor pool, relax in the sauna by the pool, stroll through the landscaped grounds, play golf, and use the on-site facilities for marking off restricted areas and disinfecting the floor in accordance with COVID-19 regulations (TripAdvisor, 2022).
[bookmark: _Toc120533044]Price 
There is competitive pricing strategy within the area. The accommodation rates start at $200 and go up to $850 per night and more, so it's clear that this is a luxury hotel. Since COVID-19 caused worldwide job losses, the hotel will benefit from price reductions or promotions to bring in more customers (Booking.com, 2022). The prices for the customers will be available both in online and offline so that customers make their decision to choose the hotel comparing other options.
[bookmark: _Toc120533045]Place 
Marriot hotel is well renowned in the hospitality sector. Since an increasing number of visitors reserve their accommodations via the internet, more effort will be put into expanding its online distribution channels (Mason et al., 2021).
[bookmark: _Toc120533046]Promotion 
All digital platform has used by hotel to provide pictures and information about itself. There will be more promotion and interaction on social media sites. For instance, in an effort to draw more visitors, promotional activities will be conducted on social media platforms like Facebook and Instagram (Vronthis et al., 2021). Customers will be drawn in by a variety of strategies, including search engine optimization (SEO), content marketing, and email marketing. These digital marketing channels will effectively draw the focus of the new customers in this digital era.
New clients can be attracted with the help of the data provided by the marketing mix analysis, which can be useful for post-COVID-19 situations. However, prior to putting a strategy into action, it is necessary to perform an in-depth analysis of the environmental circumstances (Bovas et al., 2021).








[bookmark: _Toc120533047]
Action
The Gantt chart of marketing activities are as follows:
[image: A picture containing chart

Description automatically generated]
Figure: Gantt chart of activities for Marriott (Hotel and resort)
Here, PESTEL analysis, interviews of customers, SWOT analysis and Porter’s 5P tools have been used to analyze and research the market. These tools have been chosen for their availability of resources and for being less expensive.
Tv advertising, radio, social media marketing, SEO marketing, content marketing, and email marketing are the digital marketing tools for the ongoing marketing plan. These were chosen because they are the most effective marketing tools in this digital era on a limited budget (Kapoor and Kapoor, 2021). 
Here the period of the TV advertising and radio was less than others digital channel because of the cost effective
[bookmark: _Toc120533048]Control
The main feature of the hotel's USP is the retention of customers. If new customers can be attracted through promotions, giving them the best experiences will help the hotel retain them as clients in the future.
The success of the marketing plan will be measured by the number of new customers and its impact on net income. If 10% of new customers can be attracted within the time frame of the plan, there will surely be a positive impact on net income. If it does, then the plan can be called a success (Mataram et al., 2021).

[bookmark: _Toc120533049]Conclusion
The Marriott hotel and resorts’ marketing approach has focused on acquiring new guests, delivering value to existing ones, and using digital marketing to entice tourists after COVID-19. The marketing mix gave the hotel useful advice. Since digital marketing is the future industry norm, the hotel should adopt it. To attract guests, The Marriott (hotel and resort) must use social media to promote its facilities, bed and breakfasts, promotions, security, and green technology (Dieguez et al., 2021). The hotel's ability to satisfy customers' preferences in amenities, spa services, cuisine, staff demeanor, etc. determines its worth. Future marketing strategies should consider environmental implications.
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2. Objective

The objective is to attract new customers for the Marriott hotel and resort. Applying
the SMART acronym to this goal rewveals the following (Desjardins, 2021) :
Specific (S) — to attract new customers by applying digital channels and market
research for example TV adwertising, radio, email marketing and so on
Measurable (M) — to increase the number of customer by 10% in three months.
Achievable (A) — to complete the marketing plan within the time frame.

Relevant (R) — more customers result in more revenue and brand value.

Time-bound (T) — the plan will be achieved within February 5, 2023.
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                       Conclusion & Recommendation ► All of the above - mentioned digital marketing strategies should be used by the hotel. ► Feedback from the customers must be ensured. ► Before implementing a strategy, the hotel should consider the effects of the environment ( Mataram et al., 2021).
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