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[bookmark: _Toc120287199]Introduction
With over 72,000 rooms and 800 locations, Marriott Hotel is the biggest hotel brand in the United Kingdom. It has hotels in a range of settings, from downtown and suburbs to airports, where it takes against the likes of Travelodge and Ibis (Skirka, 2022). This report will look at the marketing mix, micro and macro environmental analysis and so on. My hotel’s advertising plan aims to develop strategies for reaching target demographics to accomplish financially-motivating objectives. In the Marketing from Cert. The program for International Hotel Management is being developed as an individual project for the mandatory Marketing module.
[bookmark: _Toc120287200]

Situation Analysis
	Strength
· Marriott Hotel is in a strong position in the hotel sector, with an occupancy rate of more than 76.3%. (Lock, 2020).
· It has more than five million monthly users that it caters to (Whitbread, 2022)
	Weakness
· Marriott Hotel has a far smaller international footprint than other industry heavyweights.
· Marriott Hotel is under fire for allegedly not refunding clients who attempted to book rooms in Welsh areas.

	Opportunities
· As one of Europe's and the world's most popular tourist destinations, the country has excellent prospects for the hotel's expansion.
· Tourists hoping to take advantage of sporadic deals in different locations and competitors
	Threats

· Competition 
· Inflation
· Fall in tourism due to fear of potential danger as a result of recent acts of violence and natural disasters


[bookmark: _Toc120287201]Customers
Marriott Hotel's high-quality services have always been affordably priced. Marriott Hotel's weekly ads are aimed squarely at the low-income demographic. Marriott Hotel may also attract businesspeople who are travelling. Guests will be able to stay for shorter periods, which is ideal for the vast majority of business travellers.

[bookmark: _Toc120287202]Collaborators
Despite the difficulties, one of the goals is to expand the B2B operations. After hearing such glowing reviews from the beginning, Marriott Hotel Plus is looking to expand its current offerings (Kotler, 2022).
[bookmark: _Toc120287203]A Review of Porter's Five Forces
New entrants
Because of the rapid growth of the hospitality business and the state's promotion or assistance of this growth, it is essential to maintain or deliver high-quality meals to hotel clients.
Substitutes
Increased competition from potential alternatives Maintaining a comfortable or satisfactory level of service for customers creates legal space for an alternative.
Bargaining power of buyers
Since budget hotels are losing territory to the hospitality sector, consumers are in a strong bargaining position.
Bargaining power of Suppliers
Generally speaking, the supplier is in a weak bargaining position. Substantial connection or support is required to maintain a dominant grasp on leverage with suppliers.
Rivalry
Maintaining high standards of quality and dependability seems to be a major challenge in an environment of intense competition.
[bookmark: _Toc120287204]PESTEL analysis
	Political factors

· The hotel and tourist businesses might be put in jeopardy if there is a ban on travelling.
· The new tax structure can be favourable for hotel owners and operators.
· Concern expressed through the national campaign (Matear, 2018)
Economic considerations
· The likelihood of a significant investment increase.
· The reliability of such a euro is beneficial to the company's operations.
Legal considerations
· Norms governing candour in conduct
· Laws regulating innkeepers

	Environmental considerations
· Activities related to CSR
· Environmentally responsible company
Social factors
· Significant rental concerns
Technological factors
· Because of the internet, information can be disseminated very fast (Matear, 2018)
· Travel websites have accelerated the need for resorts to compete on a worldwide scale.


Target Customer 
· A target market for a luxury hotel is a group of people who share demographic characteristics such as age and income, as well as comparable requirements and demands.
· Target markets are typically subgroups within the larger market that are comprised of individuals who are the most likely to be attracted in the hotel's property and services.
· Travelers on business, tour groups, smaller conference groups, and solo tourists are all examples of the kind of consumers that a hotel hopes to attract as paying guests.
· One of the most important aspects of the luxury hotel industry is the presence of suites, which provide visitors with additional space and a living room that is detached from the rest of their hotel.
· Suites are preferred by business travellers, lawyers, and company partners since it enables them to hold meetings within the comfort of their own hotel room while maintaining a professional and peaceful atmosphere.
Objectives
Increase % of direct bookings by 10% in Q1 2023
Specific:
After settling on a concrete objective, it's important to further specify it by outlining the strategies and roles everyone involved will need to play to realise it.
Measurable:
An increase of 10 per cent in direct bookings is the specified goal.
Achievable:
· Several factors may determine whether or not the target is achieved:
· One way to compete with OTAs is via the use of a pricing comparison tool.
· Make sure the hotel's booking system is optimised for guests' needs.
Relevant:
This goal may coincide with the larger aim of decreasing commission expenditures and raising profits. Possible relevance in the larger setting of increasing third-party commissions.


Time-bound: 
Performance may be evaluated by looking at how the proportion of direct bookings changed from the beginning to the conclusion of the quarter.
Strategies
The value proposition presented by Marriott Hotel seems to be clear, makes use of relevant imagery, and emits a light-hearted spirit. But the company's unique selling proposition is its greatest asset. As a result, it's clear that they've either compromised on quality or tried to convince clients that they're local rather than a tourist (Davis, 2019).
The hotel's business strategy has benefited greatly from the results of a market segment study. It has to take into account where the market is located, whom the market is made up of, what motivates and influences buyers, and how consumers currently behave (Wedel & Kamakura, 2022).
Marketing mix: 
Marriott Hotel's marketing mix
Product
Hotel owners in the Marriott Hotel chain serve a broad variety of clientele, some of whom seem to have specialised needs (Shapiro, 2021). While business travellers could like the hotel's central location, online conference spaces, and speedy Wi-Fi, vacationing families might appreciate the inn's recreational amenities and spa services.
Price
Marriott Hotel offers several different pricing structures, including Bending, Semi-Flex, Advanced, Standard, and Non-Flex options. To give its guests the best possible prices, the hotel usually employs the approach of offering "cheap" rates (Westhuyzen & Merwe, 2017). It, too, uses a pricing structure that takes into account various times of the week for reservations, with the best deals often available on weekends. It should be noted, nonetheless, that some guests have voiced their disappointment, complaining that the establishment often falls short of its promise to provide reasonably priced accommodations, making it impossible to book a room despite the best price and with frequently few flats available.
Place
About 800 Marriott Hotel hotels may be found in the United Kingdom and other countries like Ireland, the United Arab Emirates, Qatar, and Germany. Visitors may easily reserve their stays at the resort by using the website. The likes of Bookings.com and LastMinute.com have made it possible for anyone to engage a third-party service to do this. Marriott Hotel suggests scheduling appointments in advance; however, appointments may be done over the phone if necessary.
Promotion
Marriott Hotel's specials seem to play an important role in the hotel's overall marketing strategy. The company pours a lot of money into marketing via various media including television, newspapers, and online communities. It plans to spend £20 million on social media in 2022, with a primary emphasis on broadening its presence across various platforms (Burgers, 2021). Marriott Hotel's social media accounts have over 325,000 followers. The importance of boosting their brand's presence on various social media platforms has been brought into sharp focus.
[image: ]Action

Marriott Hotel, already well-recognised as a top choice among vacationers, has taken several proactive measures to further cement its status as the industry standard and attract an even larger number of travellers (Cohen, 2017). Relevant commercials; improved unit sales; Superior Deals; and expanded booking availability were the four critical enablers they put in place to put their marketing strategy into action.
Digital Marketing 
Building and maintaining an online presence for the hotel is an essential part of hotel digital marketing, which is also known as hotel internet marketing or tourism marketing. This covers Google and other search engines as well as social media sites such as Facebook, Twitter, and Instagram.
The following are some potential digital marketing methods for the hotel:
· Create a listing for the hotel on Google.
· Maintain an appropriate website.
· Take care of search engine optimization, the foundation of websites.
· Run more ads
· Engage with people using the techniques of social media.
· Video should be used to tell the story.
· Take advantage of marketing through influencers.
[bookmark: _Toc120287205]Control
They stand out from the competition because of their affordable high standard of luxury. The most current research from Brand Finance indicates that Marriott Hotel is the most valuable brand in the world. Based on an analysis of marketing strategy, physical location, and the impact of each on an organization's performance, Marriott Hotel was found to have a BSI (Brand Strength Index) of 88.7 out of 100, making it more powerful than rivals like Holiday Inn and Hilton (Bagozzi, 2022). Given that Marriott Hotel was the first UK hotel chain to advertise heavily on prime-time television, the brand has been firmly established in customers' minds, much like a stock picture. 
[bookmark: _Toc120287206]

Conclusion
The right amount of promotion may be useful even if it isn't the most crucial part (Pride, 2020). A well-known hospitality business in the UK is Marriott Hotel. These, like other types of lodging, have felt the effects of the pandemic, but with the right kind of marketing, they may recover (Ferrell & Hartline, 2018). As a whole, we think Marriott Hotel's strategies to hasten its growth have been successful. The domestic market, however, was not considered carefully enough by the company when making decisions about its activities, as was pointed out. The consultant recommends that Marriott Hotel prioritise its local.







References
Bagozzi, R.P. (2022) Marketing management. Upper Saddle River, NJ: Prentice Hall. 
Burgers, J. (2021) Marketing mix. S.l.: Brabant Pers. 
Cohen, W.A. (2017) The marketing plan. Hoboken, NJ: J. Wiley & Sons. 
Davis, K.R. (2019) Marketing management. New York: Wiley. 
Daz, Larsen, C. and Scoffield, S. (2020) Customers. Toronto, Ont.: Cleanhead Books. 
Ferrell, O.C. and Hartline, M.D. (2018) Marketing strategy. Mason, OH: Thomson South-Western. Future Manager. 
Kotler, P. et al. (2022) Marketing management. Paris: Pearson. 
Lock, S. (2020) Marriott Hotel  hotel room occupancy rates in the UK 2011-2020, available at: https://www.statista.com/statistics/739831/premier-inn-hotel-occupancy-rates/ (accessed 25 November 2021)
Matear, S.M. (2018) Environmental Technology Targeted Industry Analysis: Industry Analysis. Tucson: University of Arizona, Office of Economic Development. 
Pride, W.M. and Ferrell, O.C. (2020) Marketing. Boston, MA: Cengage. 
Shapiro, B.P. (2021) The marketing mix. Boston, MA: Distributed by the Pub. Division, Harvard Business School.
Skirka, H. (2022) Marriott Hotel is the UK’s favourite hotel brand - but which is the worst? The National. Available at: https://www.thenationalnews.com/travel/2022/11/11/premier-inn-is-the-uks-favourite-hotel-brand-but-which-is-the-worst/ (Accessed: November 25, 2022).
Wedel, M. and Kamakura, W. (2022) Market segmentation. Amsterdam: North-Holland. 
Westhuyzen, B.V.der and Merwe, J.V.der (2017) The marketing mix. Mowbray, South Africa:
Whitbread (2022) About us, available at: https://www.whitbread.co.uk/about-us/ (accessed 25 November  2022)

Presentation Slides

[image: A picture containing graphical user interface

Description automatically generated]
	[image: Graphical user interface

Description automatically generated]
[image: Graphical user interface

Description automatically generated with low confidence]

[image: Graphical user interface

Description automatically generated]




[image: Text

Description automatically generated with low confidence]

[image: Graphical user interface, text

Description automatically generated]




[image: Chart

Description automatically generated]

[image: Graphical user interface, text, application

Description automatically generated]




[image: Graphical user interface, text

Description automatically generated]


[image: Graphical user interface, application

Description automatically generated]



[image: Text

Description automatically generated with medium confidence]

[image: Text

Description automatically generated]
2

image2.png
Marketing plan
on Marriott Hotel

BY Jahangir Chowdhury





image3.png
Introduction

* Marriot International has about 72,000 rooms and 800 sites
throughout the UK.

It competes with Travelodge and Ibis in downtown,
suburban, and airport hotels (Skirka, 2022).

* This paper analyses marketing mix, micro and macro

environments, etc.
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Marketing mix
Place

 Visitors may book resort accommodations online.

* Bookings.com and LastMinute.com make this possible via
third-party services.

* Marriot International recommends making appointments
in advance.

Promotion
 The corporation invests heavily in TV, newspapers, and

internet communities.
¢ Marriot International has almost 325,000 followers.
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Marketing mix

Product
* Marriot International hotel owners serve a diverse clientele with
specialised demands (Shapiro, 2021).

Price

* Marriot International provides Bending, Semi-Flex, Advanced,
Standard, and Non-Flex prices.

» For the best costs, the hotel offers "budget" rates (Westhuyzen &
Merwe, 2017).
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Situational Analysis (SWOT)
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Situational Analysis (PESTEL)
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Digital Marketing

o Create a listing for the hotel on Google.

e Maintain an appropriate website.

o Take care of search engine optimization, the foundation of websites.

¢ Run more ads
¢ Engage with people using the techniques of social media.
e Video should be used to tell the story.

o Take advantage of marketing through influencers.

DIGITAL
MARKETING

Using Digital
Channels to Reach
Consumers
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Target Customer

* Family

* Businessman

* Tourist

» Business Conferences
* Seminars
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Control

e Their inexpensive luxury sets them apart. Marriot
International is the world's most valuable brand, according
to Brand Finance.

* Marriot International was the first UK hotel company to
promote aggressively on prime-time television, therefore

the brand is well-known.
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Conclusion

« The right amount of promotion may be useful
even if it isn't the most crucial part (Pride, 2020).

* A well-known hospitality business in the UK is
Marriot International.

« These, like other types of lodging, have felt the Al-\‘- |
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of marketing, they may recover (Ferell &
Hartline, 2018).
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