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[bookmark: _Toc150446192]Introduction 
The marketing plan aims to raise Marriott International's brand recognition and consumer engagement levels. The plan will seek to draw in new clients, hold onto current ones, and increase sales with focused marketing techniques. A thorough study of the intended marketplace, competitive analysis, and a thorough action plan for carrying out different marketing campaigns will be included in the strategy. The plan will be made for Marriott International's promotional team to direct their advertising campaigns and meet their goals. Further, 4Ps will be the framework used to frame Marriott International's advertising approach. These components will serve as a roadmap for developing an enticing hotel product line, setting competitive prices, choosing the best distribution options, and launching effective advertising initiatives that appeal to the intended market.


[bookmark: _Toc150446193]Situation Analysis
[bookmark: _Toc150446194]Company: SWOT Analysis
Marriott International is well-positioned to meet the needs of a broad spectrum of patrons thanks to its extensive array of lodging properties and robust global presence.  Nonetheless, there are some areas where the business is very competitive with rival hotel chains, necessitating ongoing efforts to set itself apart and maintain an advantage.  Marriott International has the potential to draw in new clients in areas where the tourism and travelling industry is expanding steadily. One of the threats is the fierce rivalry in hospitality, which makes it difficult for Marriott International to stay ahead of its rivals and preserve its market share (edrawmax, 2023).
[bookmark: _Toc150446195]Customers: Segmentation and Targeting
The hotel uses targeted segmentation strategically to reach its wide range of clientele efficiently. Based on some variables, including behaviour, psychological factors, and demography, the corporation divides up its market. It caters to various clientele, comprising luxury travellers, families, executives, and vacationers. Marriott International customises its goods, offerings, amenities, and marketing campaigns to cater to the distinct requirements and tastes of every market, therefore creating individualised events that appeal to its intended clientele.
[bookmark: _Toc150446196]Competitors: Bowman’s Strategy Clock
Marriott International can make use of Bowman's Strategy Clock as a tool for competitive analysis and market positioning. The business analyses the tactics used by its rivals and assesses their alleged worth and cost. Marriott International may ascertain its unique advantageous position through an awareness of the environment of rivalry. This study aids in the business's capacity to spot areas for creativity and distinction, which enables it to provide clients with unique advantages and keep its edge within the tourism industry (thinkinsights, 2023).
[bookmark: _Toc150446197]Collaborators: Marriot International’s B2B Relationships, Partnerships and Franchisees 
The organisation works with a range of companies to offer specialised solutions for customers such as business clients, travel agents, and event organisers. Marriott International establishes collaborative relationships with financial institutions, aviation, and other lodging companies to provide its clients with distinct advantages and incentives. The business also uses a franchise model, which enables autonomous hotel operators to benefit from Marriott's operational know-how and strong brand recognition without giving up ownership (marriott, 2023). 
[bookmark: _Toc150446198]Climate: PESTLE
The political environment has an impact on the business's operations in terms of laws, taxes, and the fiscal health of the governing body. Marriott's profitability is impacted by several economic factors, including consumption, currency rates, and GDP expansion. The need for its amenities is shaped by sociocultural variables such as shifting travel habits and customer tastes. Electronic advances and online reservation systems are examples of technological breakthroughs that bring with them benefits as well as obstacles. Legal considerations include respect for trademark rights, labour regulations, and data security. Marriott's business and reputation are impacted by sustainability issues encompassing sustainable practices and global warming (george, 2022). 
[bookmark: _Toc150446199]Marketing Mix
The firm serves a variety of clientele groups by providing an extensive variety of lodging brands and amenities. Marriott bases its competitive pricing tactics on consumer perceptions of value and consumer demand. The organisation places its hotels in ideal locations over the globe to guarantee ease of access and comfort for patrons. Marriott utilises a range of promotional strategies, such as digital publicity, marketing, as well as promotion, to build brand recognition and interact with its intended audience.
[bookmark: _Toc150446200]Objectives 
To increase brand awareness and drive a 10% growth in revenue within the next fiscal year.
[bookmark: _Toc150446201]Strategy
Personalised services along with environmental responsibility are the main features of Marriott International's innovative value proposition. Offering visitors the chance to participate in environmental protection while experiencing an opulent stay, the organisation hopes to establish itself as a pioneer in sustainable tourism. The increasing demand for environmentally friendly travel solutions is in line with this value offer. Marriott International will be using Ansoff's matrix in conjunction with a product development technique to carry out this plan. The firm will improve its current products to give individualised services catered to specific visitor choices, in addition to introducing new green initiatives including reducing waste programmes, cost-effective practises and ethical procurement. The objective of this strategy is to draw in eco-aware tourists and set Marriott International apart from other hotel chains (prenohq, 2023).
[bookmark: _Toc150446202]Tactics 
[bookmark: _Toc150446203]RACE Model
Reach - This involves implementing focused marketing efforts using several platforms such as social networks, keyword optimisation, and banner ads to connect with a larger audience.
Act - These include special offers, perks from loyalty programmes and tailored campaigns to persuade prospective guests to reserve a stay alongside Marriott (shout, 2021).
Convert - Methods will be taken to boost the percentage of internet users who make real reservations, which entails compelling and unambiguous messages, easy access, and expedited booking choices.
Engage - Personalised emails, web-based interaction and engaging material are some of the strategies that will be used to encourage client loyalty and a feeling of connection (Chaffey, 2022).
[bookmark: _Toc150446204]New Communication Tactics
The firm will first improve its digital footprint by utilising social networking channels, search engine optimisation and customised internet marketing to attract more consumers and raise brand awareness. Furthermore, Marriott will need to execute tailored marketing initiatives to address the distinct requirements and inclinations of various client categories. The business will also put more effort into improving consumer engagement using influencer collaborations, user-generated evaluations, and engaging material.
[bookmark: _Toc150446205]Steps to Improve Communication Channels
Marriott should concentrate on producing more interesting and engaging content, using user-generated material, and promptly answering questions and comments from clients (hotelpropeller, 2023). Marriott may enhance classification and modification in its emails to provide subscribers with more pertinent and focused communications. The business may also improve the usability and experience of its website by utilising information gleaned from Similarweb statistics. Marriott can improve client happiness and reputation while fortifying its marketing efforts and raising levels of client involvement by putting these strategies into practice.
[bookmark: _Toc150446206]Action
[bookmark: _Toc150446207]Gantt Chart
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[bookmark: _Toc150446208]Control
Marriott International will be making use of a range of measurements and KPIs. First, to evaluate how well marketing activities are drawing in and generating potential customers, the quantity of new clients gained will be monitored. To measure aspects like brand image, customer happiness and loyalty, questionnaires and sentiment assessments will also be done to find out how customers feel about the brand (voxco, 2023). The performance of the advertising effort will also be assessed using financial indicators, such as a rise in earnings and sales. These metrics will guarantee a thorough evaluation of the strategy's efficacy by offering insightful information about how it affects both client retention and revenue generation.


[bookmark: _Toc150446209]Conclusion 
Several obstacles have to be overcome to carry out Marriott International's marketing strategy. A primary obstacle was the fierce rivalry within the hospitality sector, necessitating Marriott to set itself apart from competing hotel companies. Furthermore, it was difficult to recognise and cater to the shifting demands of the intended demographic due to the quickly shifting travel patterns and consumer tastes. Thus, to overcome the challenges some recommendations can be made. To draw in eco-aware tourists, the marketing team should emphasise personalised offerings and environmental stewardship. Brand recognition and consumer engagement may be increased by utilising online advertising strategies like influencer partnerships and social networks. With the help of these suggestions, Marriott might overcome obstacles and accomplish its goals of raising revenue creation, keeping customers, and reputation.
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