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[bookmark: _Toc120715296]Introduction 
The following report is going to discuss the micro and macro environment of Marriott hotels. It is going to understand the targeting and positioning of the company. Marriott Hotel is an international chain of hotels that was established in the year 1969 in Mexico (Marriott, 2022).  . This hotel has been chosen as the hotel giant has been retaining success for years since its establishment and has been known to have a unique marketing strategy to attract new consumers to them. 



[bookmark: _Toc120715297]Situation Analysis 
[bookmark: _Toc120715298]5 'C's
[bookmark: _Toc120715299]Company 
SWOT analysis 
	Strengths 
· Professional and creative crew.
· Loyal customers.
· The hotel benefit from technology’s role in the economy recovery. 
	Weaknesses 
· Involved in scandals like a breach of loyalty information 
· Negative publicity. 

	Opportunities
· Shifting its focus to emerging economies.
· Diversify their service options which can help them in attracting consumers from different demographics. 
	Threats
· Global recession induced by pandemics will be hard to fill.
· Stiff competition



Table 1: SWOT analysis
[bookmark: _Toc120715300]Customers 
Segmentation Targeting 
Demographic segmentation of the hotel involves people with high incomes.  Psychographic segmentation is where the hotel chooses to service people who travel for pleasure and are businessmen. Behavioural segmentation is where the company chooses to serve people who have similar spending behaviour. 
Customer profile
	Name
XXX XXXX
	Demographics
· Male
· Age 34
· Annual income: 125,000 GBP
	Hobbies
· Watching Game of Thrones
· Handing out with friends
· Travelling

	Background
· Business Development Executive at Unilever 
	Goals
· Attain success further in their career
· Achieving higher salary 
	Challenges
· Have issues with decision making
· Struggles with being noted as a young guy in the workplace.


Table 2: Customer profile
[bookmark: _Toc120715301]Competitors 
Porter's five forces
	Forces
	
	Threat level

	Threat of Rivalry
	Competitors are Hyatt, Hilton and more
	HIGH

	Bargaining power of buyers
	Low switching cost for the buyers
	HIGH

	Bargaining power of suppliers 
	Low switching cost for the company 
	LOW

	Threat of substitute
	Possibility of changing preferences from hotels to motels due to lower price
	MEDIUM

	Threat of new entrants
	New emerging organisations in the market
	LOW



[bookmark: _Toc120715303]Collaborators 
Marriott hotel was noted to have partnerships with several organisations. The Marriott Bonvoy has been partnered with hotels and businesses like Delta hotels, Design hotels, Sheraton and more (Marriott, 2022). These partnerships help the company in enhancing the consumers' experiences. 
[bookmark: _Toc120715304]Climate
PESTLE Analysis
	Factors
	Sub factors
	Impact

	Political
	The political stability index of the UK is  0.54 in 2021 (The Global Economy, 2022).
	Being able to operate smoothly without being subjected to changing laws.

	Economic
	The GDP growth rate of the UK is 7.4% as of 2021 (The World Bank, 2022).
	Being able to generate decent revenue.

	Social
	The per capita income of the UK is $47334.4 (The World Bank, 2022).
	Being able to price their services reasonably.

	Technical
	The internet usage rate in the UK is 62.86 million (Statista, 2022)
	Internet marketing will help in reaching a high number of potential clients. 

	Environmental
	The Environmental Protection Act covers a number of environmental issues including air, water and more.  
	This guides them in being sustainable

	Legal
	Employment regulation covers a larger number of issues including discrimination, Health and Safety
	This guides them in taking the right measures and maintaining positive relations with their staff.


Table 4: PESTLE Analysis
[bookmark: _Toc120715305]Objectives 
SMART target
	Objectives
	Specific
	Measurable
	Attainable 
	Realistic
	Time

	Increase in hotel  awareness 
	To generate a positive  name in the market
	Through website traffic
	By maintaining a unique value proposition in the market 
	Through this, the company will be able to generate positive word of mouth
	In 3 years

	Increase in sales and revenue
	To attract new consumers 
	Understanding total sales by time
	Creating value in the services 
	It can be done by finding and attracting new consumers through positive word of mouth
	In 4 years


Table 5: SMART Action plan
[bookmark: _Toc120715306]Strategy 
Bowman's strategy clock
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Figure 2: Bowman's strategy clock
(Source: Created By Learner)
Hybrid
It is a strategic model that consists of both low-cost and differentiation strategies together. However, the strategy could be difficult to pursue. 
The main USP of the company is offering high-quality services to consumers. This will allow them to offer their service at a prime spot. It will help them in attracting people from different demographics that include consumers that have a  low income and looking for a casual stay at a hotel while travelling. Through differentiation, the company will be able to introduce new products or services to the consumer in the market that will be unique. This will be supportive in generating a new clientele. 
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Product 
In addition to that, the company also operates loyalty programs that include Marriott rewards, Marriott Bonvoy and more. It partners with other companies and hotels in order to offer high-quality comfort to its consumers. The hotel’s mined menu tends to include a variety of delicious snacks and beverages (Marriott, 2022). The company maintains effective sustainable strategies in their operations in order to contribute to the environment in a positive way (Marriott International, 2022). 
Place 
The consumer can also get in touch with the hotel through their contact number as well as physically. 
Price 
These deals and packages offered by the company are easily accessible through its website. The website of the company describes the packages in detail. 
Promotion
The company uses influencer marketing where the influencer tends to showcase the travelling experience with the hotel chain giant (Barett, 2022). The company uses the race model that helps in researching its consumers effectively.  Furthermore, the company strategies the action that is to be taken by them in order to target consumers in the market. In addition to that, the company chooses the appropriate channel that is to be used by them. 
[bookmark: _Toc120715309]Action
[bookmark: _Toc120715310]Gantt chart of marketing activities 

Figure 4: Gantt chart for the marketing plan
[bookmark: _Toc120715311]Control
The company's USP is to offer high-quality services to consumers. It also aims to offer its prices at value-based pricing. Innovative customer service is another aim of the company to fulfil.  The company also offers its consumers different loyalty offers. It also helps them by offering them different packages to choose from in order to ensure personalised experiences. In this, the company will be measuring the success of the marketing plan through different KPIs.
[bookmark: _Toc120715312]Conclusion 
  Marketing plan can help Marriott Hotel recover as expected. This    following study can determine that the company may face high rivalry in the market. Along with that, the company might face low switching costs from the suppliers. Marriott may consider using digital platforms for the continued promotion of its products and services. They might consider using the hybrid strategy to gain more clientele and generate high revenue. 
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