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Introduction
[bookmark: _heading=h.30j0zll]The marketing plan's main purpose is to inform the people around Uganda about the newly opened property of the Marriott in their locality and their offers for local people and international guests. The marketing plan can effectively maintain and develop a new customer base in a new international location. It is prepared for the brand's stakeholders based on the SOSTAC model's application. However, there is an ample requirement for the same.
Situation analysis 
The 5C model is followed here. As per the SWOT analysis, brand recognition is the strength of Marriott hotel (Mariott, 2023). Contrariwise, extreme dependency on business travel is the weakness. Digital innovation is the opportunity and the economic downturn due to the Covid-19 pandemic indicates threats to Marriot hotel. Thus, it can be stated that organisational internal strengths and opportunities can be fruitful for the hotel to manage its business base and marketing strategy in Uganda.
Marriott will prioritise the 30-40 age group as their target customers. Specifically, luxury travellers, adventure seekers, as well as businessmen are mostly targeted by Marriott.
According to Porter's 5 forces framework, the bargaining power of consumers is high due to the availability of a number of hospitality service providers. The bargaining power of suppliers in Uganda is also high as the degree of suppliers’ availability. On the other hand, the increasing threat of substitutes in the hospitality industry has affected Marriott's performance. As stated by Dana et al. (2021), threats of substitutes lead to intense competition in the market that drives complexities in business. Apart from this, the threat of new entrants is low, but threat of competitive rivalry is high for Marriott due to the existence of Hilton, Premier Inn as well as Hyatt.
Marriott develops B2B relationships with corporate clients, travel agencies, and event planners.
With respect to PESTLE analysis, political stability is suitable for business development in Uganda. GDP reached to $109 billion in 2022 in Uganda (Worldeconomics, 2022). It indicates Marriott can extend its Hotel business to gain the feasibility of economic growth. Not only this, the current population will increase by 2.82% in 2022 in Uganda (Macrotrends, 2022). From this, it can be analysed that high population growth can help to gain support through employment opportunities. Most importantly, 70% of Uganda's population has been employed recently (Worldbank, 2022). Therefore, literacy support can be gained by Marriott in Uganda with respect to its business expansion. Apart from this, technological growth is also effective for the hospitality industry in Uganda as they contribute to ICT development. Along with this, Artificial intelligence and robotics can have iterative effects on higher degrees of productivity in Uganda. Equal opportunities Act 2007 needs to be followed by businesses to protect human rights in the workplace (Griffiths et al. 2020). Therefore, Marriott will have to be concerned about dealing with quality. Moreover, environmental laws need to be followed to make business sustainable in Uganda.
Objectives 
The aim of this marketing plan is to assess the current target market and business environment that will be effective for Marriott. In this context, SMART objectives have discussed below:
This marketing plan aims to gain market expansion opportunities in Uganda by increasing profitability by at least 15% within 1 year. It can be measured through sales generation, revenue growth and market share extension. Marriott can achieve it with respect to the use of new selling tactics. It will be realistic while customer involvement will be increased. Within 1 year, this objective can be met by Marriott.
Strategy 
In the case of Marriott hotel, it can be stated that they can offer virtual concierge services that can allow them to differentiate their business strategies to attract consumers. According to the Value proposition model, virtual concierge service will be the gain creator as it can help consumers to gain recommendations regarding local attractions and restaurant activities (da Costa Fernandes et al. 2020). In this respect, Marriott will have immense flexibility to change their communication approach with teamwork to satisfy their target consumers, such as adventure seekers, businessmen and other travellers. On the other hand, According to Bowman's strategy clock, applying a hybrid business strategy helps create a monopoly in the market (Weston and Nnadi, 2021). For this instance, in case of increasing profitability by at least 15%, the appliance of hybrid strategy such as traditional and digital business practices can help to reach the objectives easily as it will allow Marriott to lead in the Uganda market with a monopoly. Therefore, it is needless to state that the company can enough ability to make necessary changes in their traditional business approaches in terms of managing business processes in the Uganda market. 

Tactics
As per the selected target market, Marriott will offer Mbarara as its current destination to encourage visitors to experience traditional towns with digital facilities. In this regard, facilitating digital communication services will attract and encourage them to perceive positively, which can have iterative effects on further visiting interests. Accessibility to other business institutions, healthcare services as well as recreational activities will be offered by Marriott in its own places. As stated by Sándorová et al. (2020), traditional tourist destinations have a highly enriched cultural heritage that helps in educating people. In the case of Marriott, Mbarara can help them to be helpful to the visitors in Uganda.
Customers can locate the Mbarara area in Uganda through Marriott's websites. In this context, Marriott will include a virtual concierge service to ensure virtual assistance for locating the consumers' areas before visiting the place. As explained by Hao and Chon (2022), customers’ feasibility is important when delivering service online. In this context, Marriott will enable telephonic communication service that will be more reliable for expected visitors of Marriott hotel in Uganda.
In case of Marriott hotel expansion in Uganda, a competitive pricing strategy can be effective to be sustainable. By linking with the market environment, high economic growth can support Marriott’s application of competitive pricing to ensure quality service to meet 15% profitability. In words of Ozbekler and Ozturkoglu (2020), competitive pricing is valuable as it ensures no compromise in managing quality. There are a number of hotel chains available at Mbarara such as Acacia, Pinnacle as well as Palace hotel that also offers services within competitive price ranges (Expedia, 2022). For this instance, Marriott hotels can accomplish competitive pricing strategies, which can have iterative effects on sustainable business management.
Marriott will accomplish the social media advertisement method to create awareness regarding its expansion in Uganda. According to the marketing communication mix, the use of digital advertising is effective for communicating mass population to gain value through profitability (Gopalakrishna et al. 2022). For this, using Google Ads can effectively spread awareness for new destination visits in Uganda. 
Action 
According to the Gantt chart of marketing activities, a concise marketing plan can be developed to reach objectives (Wanhill, 2022). A concise preparation for developing research will be considered that will be completed within 1 week. In addition to this, thorough market research will be done within 2-4 weeks that can help to assess current market conditions. Thirdly, marketing channel schedules will be developed to help fix the use of marketing channels for advertising and sales. For this, 2 weeks will be considered. Moreover, consumer feedback will be taken that can help communicate actual needs to achieve the objective of 15% profit generation.
Control
The unique selling point of Marriott will be its virtual concierge service which will be different due to its internal effects such as the expertise workforce to survive in Uganda. Most importantly, increasing consumer involvement through this can ensure their success (Subrahmanyam and Arif, 2022). Young business people will be the new customers of Marriott. Digital service feasibility will ensure positive attitudes toward the brand. Moreover, consumer involvement will enrich profitability and allow Marriott to achieve its objectives.
Conclusion 
Thus, it can be concluded that Marriott is intended to expand in Uganda to meet the objective of increasing profits. It will offer an attractive destination for its target consumers to contribute to its profitability. Moreover, Marriott will use a digital communication mix to advertise its expansion in Uganda.
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It is prepared for the brand's stakeholders based on the SOSTAC model's application. However, there is an ample requirement for the same.
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Digital innovation is the opportunity and the economic downturn due to the Covid-19 pandemic indicates threats to Marriot hotel. According to Porter's 5 forces framework, the bargaining power of consumers is high due to the availability of a number of hospitality service providers. The bargaining power of suppliers in Uganda is also high as the degree of suppliers’ availability. it can be analysed that high population growth can help to gain support through employment opportunities. Therefore, literacy support can be gained by Marriott in Uganda with respect to its business expansion.
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For this instance, in case of increasing profitability by at least 15%, the appliance of hybrid strategy such as traditional and digital business practices can help to reach the objectives easily as it will allow Marriott to lead in the Uganda market with a monopoly.
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In case of Marriott hotel expansion in Uganda, a competitive pricing strategy can be effective to be sustainable. By linking with the market environment, high economic growth can support Marriott’s application of competitive pricing to ensure quality service to meet 15% profitability. Marriott will accomplish the social media advertisement method to create awareness regarding its expansion in Uganda.
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Digital Marketing will be the first approach. However, with the help of the UK government, Marriott will also do offline marketing at the same time.
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Objectives and strategy

»This marketing plan aims to gain market
expansion  opportunities in  Uganda by
increasing profitability by at least 15% within 1
year.

= Marriott can achieve it with respect to the use of
new selling tactics.

= According to Bowman's strategy clock, the
application of a hybrid business strategy helps to
create a monopoly in the market (Weston and
Nnadi, 2021).
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Tactics and control

= Marriott will offer Mbarara as ifs current destination to
encourage visitors fo experience fraditional towns with
digital facilfies.

= As stated by Sandorovd et al. (2020), fraditional fourist
destinations have a highly enriched cultural heritage
that helps in educating people.

= Marrioft will include a virtual concierge service o ensure
virtual assistance for locating the consumers' areas
before visiting the place.

= Young business people wil be the new customers of
Marrioft. Digital service feasibilty wil ensure positive
atfitudes foward the brand.
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Summary

w»Thus, it can be concluded that Marrioft is
intended to expand in Uganda to meet the
objective of increasing profits.

»The marketing strategies need fo be more
effective and appropriate for the upcoming
visitors to the Marriott.

= All the other properties from different brands use
their sorfs of messages to aftract guests.
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Infroduction

= The marketing plan's main purpose is to inform
the people around Uganda about the newly
opened property of the Marriott.

»The markefing plan can effectively maintain
and develop a new customer base in a new
international location.

»The presentation is going to portray the
illustration of the markefing plan.
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Situational analysis

=Brand recognition is the strength of Marriott
Hotels (Mariott, 2023).

= Marriott will prioritise the 30-40 age group as their
target customers.

=»GDP reached $109 bilion in 2022 in Uganda
(Worldeconomics, 2022).

= Most importantly, 70% of Uganda's population
has been employed recently (Worldbank, 2022).




