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Customers are the backbone of businesses. Businesses communicate their value proposition by utilising marketing strategies to provide information to the customers. The article published by Morgan et al. (2019), states that marketing strategy encompasses the planning, and execution of actions that are aimed at delivering information to persuade the purchase decision of the consumers. Existing evidence points towards the ineffectiveness of Marriott International’s marketing strategy which is holding them back from achieving the desired performance (Statista, 2022)The purpose of this study is to devise a viable marketing plan for ‘Marriott International’. The study will be structured according to the SOSTAC model which is a systematic framework for digital marketing (Duffy, 2021). Furthermore, the study will use additional frameworks such as PESTLE, SWOT, Marketing Mix, and Ansoff Matrix to determine the effectiveness of current marketing strategies used by the Four Seasons Hotel.
[bookmark: _Toc25265]Situation Analysis
The 5 C’s framework will be utilised to conduct the situation analysis of the Four Seasons Hotel. 
Company
Examining the website of the company generated information about the operations within the company. Marriott International is committed to providing lively experiences while upholding the principles of sustainable development (Marriott, 2023). Moreover, the company emphasises inclusion and diversity which is evident from its diverse workforce (Marriott International, 2019), and the inclusion of innovative technology for people with disabilities (refer to Appendix 2). The popularity data provided by Statista (2022), infers that Marriott Hotels are not as popular in other countries as they are in the United States (refer to Appendix 1). As stated earlier, this provides arguments against the effectiveness of existing marketing and communication strategy used by the Marriott International. These are the key strengths of the company. The international hotel industry is filled with competitors, which can be interpreted as a weakness of the company. Conversely, unpredicted development in global political situations, uncertainties about natural disasters and an increase in the usage of third-party applications for hotel bookings are some of the threats to Marriott International (Marriott International, 2022). 
Customers
The demographic segment of Marriott International includes males aged between 25 and 34 (similarweb, 2023). The second customer segment is a psychographic segment which includes individuals who prefer leading luxurious lifestyles (Marriott, 2023). 
Competitors
Hyatt Regency, The Lalit Group, and Red Roof are some of the prominent competitors of Marriott International. The positioning map of the competitors has been attached in the appendix (refer to Appendix 3). 
Collaborators
Marriott International is synonymous with the term ‘luxury’ because it offers a diverse range of choices to customers through its multiple franchises and partnerships (Marriott, 2023).  Some of the notable franchises of Marriott International are the Ritz-Carlton, JW Marriott, Le Méridien, Westin, and W Hotels (Marriott International, 2023). 
Climate
The political stability of the USA is 0 (The Global Economy, 2023), hence the political factor is negative. Conversely, the economic factor is positive, because the USA is the world’s largest economy (worldometers, 2023). Similarly, the social factor is positive because the disposable income of American households is greater than other nations (tradingeconomics, 2023). The USA is ranked 2nd in the Global Innovation Index (WIPO, 2022), which infers that the technological factor is positive. The legal structure of the USA protects the rights of the consumers as well as the employees, hence it does not pose a threat to the operations of the company. Therefore, the legal factor is positive. The infrastructural development of the USA promotes sustainable development, thus the environmental factor is positive. 
Marketing Mix is a framework which is controlled by businesses to influence the purchase decisions of consumers. Marriott International uses social media platforms, conventional platforms and digital marketing for promotion, and it has employed a premium pricing strategy that underlines the price of its services (Marriott, 2023). The places where Marriott’s services can be acquired are its hotels which are located in several countries, or through its website (Marriott International, 2022). The employees are its most important people and they are offered several training and development opportunities to excel in all areas of hospitality (Marriott, 2023). 
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	Objective
	Specific
	Measurable
	Attainable
	Relevant
	Time Bound

	To increase market share by employing effective marketing strategies
	Distinct Marketing strategies will allow Marriott International to influence its multiple target segments effectively
	KPIs such as consumer numbers, booking charts, market share of competitors and consumer reviews. 
	Different marketing strategies will be devised to reach the desired audience effectively. 
	Investing in marketing strategies will increase the market share. 
	6-10 months


Table 1: Objective of Marriott International 
(Source: Created by the learner)
The main objective of Marriott International is to gain market share by devising multiple marketing strategies to reach the target segments effectively.
[bookmark: _Toc16680]Strategy
As stated by Clarissia (2020), Ansoff Matrix is a marketing tool used to formulate strategies to facilitate business growth and expansion (refer to Appendix 4). Marriott International currently utilises market penetration and product development to enhance its sales volume. From the data obtained from similarweb (2023), the demographic of the hotel chain includes males aged between 25 and 34. Moreover, the company is not present in several major countries. Hence to capitalise on the growing demand for luxurious hotels, marketing professionals at Marriott International must incorporate diversification to establish hotels and structure them according to the preferences of the prioritised demographic. 
This development will bring about significant changes in the place, promotion and people in the existing marketing mix of Marriott International as it seeks to establish a customer-centric business model for increasing its market share in the global market. 
[bookmark: _Toc19557]Tactics
The article published by Todorova and Zhelyazkov (2021), states that communication mix includes a host of tools used in the process of business communication. As stated earlier, Marriott International employs distinct communicational tools for promotional purposes. It has an elaborate presence on multiple social media platforms, it publishes official documents to keep the stakeholders informed, it uses print media and digital media for advertisements and it emphasises WOM promotion by focusing on customer satisfaction (Marriott, 2023). 
Examining the social media handles of Marriott International, most of the posts published by the pages are elegant representations of the structure of their hotel suites and a few posts offer experiences of selected staff members (Instagram, 2023). As per the data obtained from similarweb (2023), the social media posts fail to capture the attention of the company’s preferred demographic. The fact sheet provided by Statista (2023), states that individuals from 25-34 account for the second-highest age bracket in Instagram’s user statistics (refer to Appendix 5). Thus, using social media platforms is justified, but it requires effective content planning which is aimed at influencing the purchase decisions of potential consumers. 
The journal formulated by Bogicevic et al. (2018), states that younger audiences prefer modern designs and styles whereas the older generation is inclined towards traditional designs. Hence, to improve the market share of Marriott International, it must restructure its existing room designs and include elements which complement modernisation, such as elements from pop culture references, contrasting colours and furniture. Inducing these elements within the social media platform posts will generate customer engagement and enhance the brand’s online presence. 
[bookmark: _Toc12484]Action

	Activities
	Start date
	Duration
	End date

	Formulating marketing goals 
	10/10/2023
	2
	10/12/2023

	Generating past results
	10/12/2023
	3
	10/15/2023

	Market research
	10/15/2023
	5
	10/20/2023

	Analysis of obtained data
	10/20/2023
	5
	10/25/2023

	Identification of the target audience
	10/25/2023
	5
	10/30/2023

	Budget determination
	10/30/2023
	3
	11/2/2023

	Development of marketing strategies
	11/2/2023
	5
	11/7/2023

	Development of implementation schedule
	11/7/2023
	5
	11/12/2023

	Evaluation of formulated strategies
	11/12/2023
	5
	11/17/2023

	Development and submission of completed reports
	11/17/2023
	3
	11/20/2023


Table 2: Activities of Marketing Strategy
(Source: Created by the learner)

The activities undertaken during the formulation of marketing strategies are stated in the table above. From the table, it can be understood that conducting market research, analysing the obtained data, developing the strategy, planning the implementation schedule and evaluating to determine the effectiveness of the strategy were comparatively more time-consuming than other activities. These activities were focused on improving the efficiency of the strategy and identifying loopholes in the new strategy. The strategy was reviewed by other members and their inferences were noted which were implemented in the final strategy. The collective feedback received from other members was the main factor that guided the decision-making involved in the generation of marketing strategy. The timeline of the process is represented by the Gantt chart below (refer to Appendix 6).  
[bookmark: _Toc16788]Control
As hotels are service-oriented businesses, customers play a significant part in evaluating the effectiveness of the implemented marketing strategies. The Management of Marriott International will utilise viable KPIs to measure the success of marketing strategies. Using multiple marketing channels simultaneously will enhance the performance of the marketing strategies. To monitor the effectiveness, the management will analyse the website traffic of their website which will enable them to deduce the organic traffic and paid traffic (Kakalejčík et al., 2018). Furthermore, the company can compare previous revenue charts with current data to evaluate the conversion rate of the business. Moreover, the company can monitor its social media engagement and the click-through rate which will enable them to generate an in-depth idea about the feasibility of the marketing strategies. 
[bookmark: _Toc9420]Conclusion
The study conducted above was instrumental in forming viable marketing strategies for Marriott International, which is a global hotel chain. The study revealed that the current marketing strategies being used by the marketing department of Marriott International are not generating significant results. Hence, from the Ansoff Matrix, differentiation was selected as the ideal strategy to facilitate business growth. The marketing strategy that was formulated included the use of omnichannel marketing to provide customer-centric information to the preferred target segment of Marriott International. Effective implementation of the marketing strategy is bound to yield positive results and aid in improving the market share of Marriott International. 
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6. Gantt Chart of activities involved in marketing strategy. 
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