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[bookmark: _Toc120376020]Introduction
Managing business in time of ups and down is the skill which helps an organization to serve customers for a long time. This report is based on a hotel called Hotel Marriott. This is located in Leicester, UK. Due to the crisis the world is facing now, people are less attracted on spending on living on fancy hotels.  This report is written to help this hotel to overcome the issue of attracting new customers. Some significant factors of the micro and macro environment of the hotel will be briefly analysed to find out the way of regaining its position in the market. Target market segmentation, swot analysis, marketing elements, strategies, tactics, etc. will be discussed in this report which can be applied in the business. 
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Situation Analysis
SWOT analysis 
	Strength
	One of the major strengths of Marriott Leicester is their appearance. The building was designed with an elegant look which catch the eyes of customers. It filled up with lots of elite features and facilities as well (Gabrierl, 2022).

	Weakness
	They have less online marketing or promotional activities when compared with the other hotels in modern times.

	Opportunity
	This hotel can improve facilities by adding some extra services to GYM and other sports centre, fine dining restaurant, etc. (Green, 2019).

	Threats
	The increasing level of competitors is a significant threat to it. New hotels are coming with innovative services which can be counted as potential threat to this brand.



[bookmark: _Toc120376022]Customer segmentation and targeting
Marriott Leicester target customer who likes to have an elegant, calm environment in this crowded time. The other targeted customers are middle-aged people who like to spend their leisure time with their families in a calm environment (Best & Waller, 2015). Marriott Leicester, which is well-recognised by vacationers as a top choice, has taken various proactive measures to further cement its significance as the business standard and attract an even larger number of travellers (Cohen, 2017). The hotel choose to locate in area where there are many business organizations are also located. So, businesspeople can be considered as the target market. 
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Porter’s five forces 
	The threat of new entrants
	The place where this hotel is located in a busy area and many new hotels are built often.

	Bargaining power of the buyer
	People have multiple options in this area to choose from. This increases the power of the customers (Chow, 2018). 

	Threat of substitutes
	Competitors are increasing in a high rate in the hotel industry. Investors like to invest on hotel industry because of the current trend of people in tourism industry.  

	Threat of suppliers
	To supply daily products for Marriott Leicester’s, trustable suppliers are rare to be find. Suppliers who do business with stabilized quality of product can be a little hard to find for hotel industry (Chow, 2020)

	Industry rivalry
	The hotel is very rich in this area and for that rivalry is also increasing gradually.



[bookmark: _Toc120376024]Collaborators
Marriott Leicester has known to the industry for its straightforward and clean B2B connections with the other stakeholders and suppliers. This hotel management has gained this goodwill for a long time. Suppliers like to work with them (Fox, 2019). Other stakeholders and partners have also provided good thoughts about this hotel. 
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PESTLE analysis
	Political
	The UK has managed to provide suitable political support to the hotel industry by minimizing the formalities, tax rates and increasing the opportunity for investing in hotel industry as well (Keplan, 2021). 

	Economical
	People living in this place are economically solvent to take the hotel services and they also like to spend vacation time in hotels (Green, 2019).

	Social
	Socially people are driven in a good way to accept the hotel industry. This business is welcome in the UK.

	Technological
	The development in the technological sector is also noticeably big.

	Legal
	The legal policies are very supportive of the business (Grover & Kettinger, 2012).

	Environmental
	Environmental issues like weather and climate are also supporting this industry. 



[bookmark: _Toc120376026]Objectives by the SMART method
Specific: The objective is to attract at least 30% of new customers within next 3 months in this hotel. The growth rate of this brand should lead to 15% profit growth than the current times (Grover & Kettinger, 2012).
Measurable: To measure or track the objective, every 15 days, the growth will be checked. 
Attainable: As another business industry is recovering its customer base, so it can be said that for the hotel industry, this objective is also attainable.
Relevant: Concerning the recent issues Marriott Leicester is facing, the objectives are relevant enough. 
Time-based: To achieve success, one monthly program should be applied. 
[bookmark: _Toc120376027]Strategy
The basic strategy Marriott Leicester should follow is to develop their facilities and apply some schemes to make people take the services. As it is known by all that people are economically less solvent than the time before Covid-19, so they must be given services within their income level (Kami, 2021). 
Bowman’s strategy clock is a model which provides strategies for choosing suitable pricing for customers. By analysing the situation of the market and the profitability of Marriott Leicester, a hybrid pricing strategy will be supporting the situation to overcome (Kaplan & Rieser, 2014). This is a strategy where the hotel can reduce the price more than previously with a good margin. The pricing will be medium to meet the maximum range of people.  
[bookmark: _Toc120376028]Tactics
Marketing mix
Product: Some facilities which can enhance the appearance of Marriott Leicester to the customers are adding a GYM space, arrangements for playing indoor games, adding complimentary breakfast, etc. These can attract new customers to the hotel (Kess & Westlin, 2017).
Place: Currently this hotel is serving Leicester. The distribution place will be in this area only. But the authority of the hotel can add some space to the existing space to add the mentioned facilities in the hotel.
Price: In the strategic section, it has mentioned that Marriott Leicester should change the pricing in a way that can attract more customers. They should reduce the pricing and make it more affordable for the people in this situation when people have a reduced level of income after the pandemic (King, 2014). They can also add some packages for the couple and families which will recover the gap between the hotel and the customers.  
Promotion: In modern times, there are many kinds of promotional activities which are very supportive in increasing the engagement between the customers and the business organization. Marriott Leicester has a management which is familiar with these modern promotional activities. They can choose online platforms to increase customer engagement (Layzer, 2012). This hotel has its website. It can be used for letting people know about their changed pricing and services. The hotel is already signed with many online travel agencies and they can be used for promotions as well.
[bookmark: _Toc120376029]Action
The whole plan is to attract at least 30% of new customers within next three months. Three months duration is divided into some categories which are market research, preparation for project, marketing channel, gathering feedback. Some innovative marketing channels on the online sector like Facebook promotion, hiring brand ambassador who are public favourites, interesting offer and facilities with hotel room booking, etc. will be applied with the goal of attracting new customers. 
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[bookmark: _Toc120376030]Control
The development plan for Marriott, Leicester can be controlled by taking close look at the activities. Monitoring the changes and development will give the authorities a chance to handle the plan and make the best output from it. After completion of the project, success can be measured by several success-measuring elements of the formula. Net Promoter Score (NPS) can be considered one of the theories to measure the success of this kind of development plan (London, 2014). This theory allows an organization to measure the success of engaging with the customer. 
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Conclusion
A business organization should always be nurtured to make it suitable for the changing situation. The pandemic and BREXIT have changed the business market in many aspects. So, business organizations need to alter their operations and functions to meet the changes. The plan that is mentioned in this report can help Marriott Leicester to overcome the situation they are facing. Applying these changes can be difficult and many obstacles can come forward but the result will be worth them. Consistency is the recommended feature in the development feature. This must be gained by Marriott Hotel Leicester. 
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Tactics-Marketing Mix (Product,
Place)

+ Product: Adding a GYM space, arrangements for playing indoor
games, adding complimentary breakfast, etc. (Kess & Westlin,
2017).

» Place: The authority of the hotel can add some existing space to
add the mentioned facilities in the hotel.
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Tactics-Marketing Mix (price,
Promotion)

Price: They should reduce the pricing and make it more affordable for the
people in this situation when people have a reduced level of income after the
pandemic (King, 2014).

Promotion: They can choose online platforms to increase customer

engagement (Layzer, 2012). This hotel has its website. It can be used for letting
people know about their changed pricing and services.
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Situation analysis-SWOT Analysis

« Strength- One of the major strengths of Hotel Marriott is their

appearance, services and facilities. (Gabrierl, 2022).

* Weakness- They have less online marketing or promotional activities when
compared with the other hotels in modern times.

« Opportunity-This hotel can improve facilities by adding some services like
a GYM and other sports centre, fine dining restaurant, etc. (Ansoff, 2014).

« Threats-The increasing level of competitors is a significant threat to it.
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PESTLE Analysis




image8.png
Customer segmentation and
targeting

Hotel Marriott target customer who likes to have
an elite, crowd free environment in this modern
fime. Many people are fascinated by soothing
and calm environment. This hotel can be a
better place for them.
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Action plan and time frame

» The whole plan is to atftract
at least 30% of new
customers within next three
months. Three months
duration is divided into some
categories which are market
research, preparation for
project, marketing channel,
gathering feedback.
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Digital Marketing Strategy that will
be applied

* The basic strategy Hotel Marriott should follow is to develop their
facilities and apply some schemes to make people take the
services. As it is known by all that people are economically less
solvent than the time before Covid-19, so they must be given
services within their income level (Kami, 2021).
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Conclusion

The plan that is mentioned in this report can help Marriott
hotel Leicester to overcome the situation they are facing.
Applying these changes can be difficult and many
obstacles can come forward, but the result will be worth
them. Consistency is the recommended feature in the

development feature. This must be gained by Marriott Hotel
Leicester.
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A development Plan for Marriott Hotel Leicester By A K Z Ibrahim.
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Introduction

This presentation is based on a hotel called Hotel Marriott. Thi: in
Leicester, UK. This hotel has been facing issues with attracting ct after the
Covid-19 period and BREXIT. Due to the crisis the world is facing now, people

spending less money on living on fancy hotels.
Some significant factors of the micro and macro environment of the hotel will be
briefly analysed to find out the way of regaining its position in the market.
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Product: Adding a GYM space, arrangements for playing indoor games, adding
complimentary breakfast, etc. (Kess & Westlin, 2017).

Place: The authority of the hotel can add some existing space to add the mentioned
facilities in the hotel.

Price: They should reduce the pricing and make it more affordable for the people in
this situation when people have a reduced level of income after the pandemic (King,
2014).

Promotion: They can choose online platforms to increase customer engagement
(Layzer, 2012). This hotel has its website. It can be used for letting people know
about their changed pricing and services.
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Situation analysis-SWOT Analysis

and facilities. (Gahrigrl, 2022).

Weakness- They have less online marketing or promotional activities when
compared with the other hotels in modern times.

Opportunity-This hotel can improve facilities by adding some services like a GYM
and other sports centre, fine dining restaurant, etc. (Ansoff, 2014).

Threats-The increasing level of competitors is a significant threat to it.
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PESTLE Analysis

Political: The UK has managed to provide suitable political support to the hotel
industry by minimizing the formalities, tax rates and increasing the opportunity for
investing in hotel industry as well (Keplan, 2021).

Economical: People living in this place are economically solvent to take the hotel
services and they also like to spend vacation time in hotels (Green, 2019).

Social: Socially people are driven in a good way to accept the hotel industry. This
business is welcome in the UK.

Technological: The development in the technological sector is also noticeably big.

Legal: There are no legal issues in the hotel industry. The legal policies are very
supportive of the business (Grover & Kgttinger, 2012).

Environmental: Environmental issues like weather and climate are also supporting
this industry.

Slide 7:

Customer segmentation and targeting

Hotel Marriott target customer who likes to have an elite, crowd free environment in
this modern time. Many people are fascinated by soothing and calm environment.
This hotel can be a better place for them.

The other targeted customers are middle-aged people who like to spend their leisure
time with their families in a calm environment (Best & Waller, 2015). The hotel is also
located in an area where there are many business organizations are also located.
So, people come by this area and look for a place to stay. Sa businesspeople can be
considered as the target market.
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Action plan and time frame

The whole plan is to attract at least 30% of new customers within next three months.
Three months duration is divided into some categories which are market research,
preparation for project, marketing channel, gathering feedback.

Some innovative marketing channels on the online sector like Facebook promotion,
hiring brand ambassador who are public favourites, interesting offer and facilities
with hotel room booking, etc. will be applied with the goal of attracting new
customers.
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Digital Marketing Strateqy

The basic strategy Hotel Marriott should follow is to develop their facilities and apply
some schemes to make people take the services. As it is known by all that people
are economically less solvent than the time before Covid-19, so they must be given
services within their income level (Kami, 2021).
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Conclusion

The plan that is mentioned in this report can help Marriott hotel to overcome the
situation they are facing. Applying these changes can be difficult and many obstacles
can come forward, but the result will be worth them. Consistency is the
recommended feature in the development feature. This must be gained by Marriott

Hotel.
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Infroduction

» This presentation is based on a hotel called Hotel
Marriott. This is located in Leicester, UK. This hotel has
been facing issues with atftracting customers after the
Covid-19 period and BREXIT. Due to the crisis the world
is facing now, people spending less money on living
on fancy hotels.




