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Marketing Plan- Sheraton Hotel
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Marketing Plan
Sheraton's worldwide marketing strategy is to strengthen the hotel chain's already substantial customer base and expand its customer base by capitalizing on the hotel chain's strengths and brand image. By implementing a thorough safety and hygiene routine and launching targeted marketing initiatives, the strategy aims to establish Sheraton as a hotel that places a premium on the security and comfort of its guests. To stand out in a crowded industry, Sheraton plans to use social media, form partnerships with influential people, launch loyalty programs, and closely track consumer responses. [image: ]
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Target Consumers and Segments
Sheraton Hotels has a clear picture of its ideal clientele, making segmentation and targeting much easier. Travelers of means who are looking for a luxurious stay are the ones Sheraton caters to most. Customer age, income, travel interests, and loyalty are only some of the demographic and psychographic data used by the hotel to create distinct client categories (Habib, Hossain, and Essien, 2016). Customers that stay at Sheraton hotels tend to be middle-aged, well-off, and particularly fond of creature comforts. They're on the lookout for a high-end encounter, and they're prepared to spend more to get it. 
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Perceptual positioning map
There is a lot of competition for Sheraton Hotels from both larger hotel chains and smaller, independent hotels across the world. A perceptual positioning map may be used to evaluate the product's standing in the market relative to its rivals (Wood, 2019). If you look at a map, you'll see that Sheraton is labeled as a five-star hotel. The hotel is on par with the Ritz-Carlton, the Four Seasons, and the Mandarin Oriental.[image: ]
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Partners and Franchises: B2B Relationships
Sheraton Hotels can provide its guests with excellent service because of its broad system of business-to-business (B2B) alliances, partnerships, and franchises. The hotel has partnered with several different travel agencies, tour companies, and airlines to provide clients with enticing bargains and discounts (Cho, 2013).[image: ]
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Strategical Concept
The value proposition of Sheraton Hotel is built on offering guests a high-end, customized experience founded on sustainability, health, and local culture. The hotel distinguishes itself by providing one-of-a-kind experiences for both leisure and business tourists. Sheraton may employ targeted digital marketing efforts to showcase the hotel's core selling factors, such as its wellness programs, locally sourced food, and sustainability policies, to express this value proposition (Bursk, 2018).[image: ]
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Conclusion
This marketing strategy for Sheraton Hotel has identified major possibilities to develop the hotel's brand and improve its competitive standing in the global hospitality sector. By building a customer-centric value proposition and using successful marketing techniques across the product, location, pricing, and promotion mix, Sheraton Hotel can respond to the specific demands and preferences of its target consumers.[image: ]


[bookmark: _Toc129131812]References
Bursk, E.C. (2018). The Marketing Concept: a New Approach To Hotel Management. Cornell Hotel and Restaurant Administration Quarterly, 7(4), pp.2–8. doi:https://doi.org/10.1177/001088046700700402.
Cho, M. (2013). The Strategy Implementation of a Multi-Task Operation. Journal of Travel & Tourism Marketing, 13(4), pp.83–104. doi:https://doi.org/10.1300/j073v13n04_05.
Habib, A., Hossain, S. and Essien, D.D. (2016). Assessing the Effect of Training on Employees’ Performance in Hotel Industry: A Case Study of Sheraton Hotel and Resorts Lagos. Singaporean Journal of Business Economics and Management Studies, 5(4), pp.13–25. doi:https://doi.org/10.12816/0031278.
Wood, M.B. (2019). The marketing plan handbook. Boston: Pearson.
[image: ]

2

image4.TIF
» Thereis a lot of competition for Sheraton Hotels from both larger hotel
chains and smaller, independent hotels across the world. A perceptual
positioning map may be used to evaluate the product's standing in the
market relative to itsrivals (Wood, 2019). If you look at a map, you'llsee
that Sheraton is labeled as a five-star hotel. The hotel is on par with the Ritz-
Carlton, the Four Seasons, and the Mandarin Oriental.
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Partners and Franchises: B2B

Relationships

» Sheraton Hotels can provide its guests with excellent service because of its
broad system of business-to-business (B2B) alliances, partnerships, and
franchises. The hotel has partnered with several different fravel agencies,
tour companies, and airlinesto provide clients with enticing bargains and
discounts (Cho, 2013).
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Strategical Concept

» The value proposition of Sheraton Hotel is built on offering guests a high-
end, customized experience founded on sustainability, health, and local
culture. The hotel distinguishes itself by providing one-of-a-kind
experiences for both leisure and business tourists. Sheraton may employ
targeted digital marketing efforts to showcase the hotel's core selling
factors, such as its wellness programs, locally sourced food, and
sustainability policies, fo express this value proposition (Bursk, 2018).
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» This marketing strategy for Sheraton Hotel has identified major possibilities
to develop the hotel's brand and improveits competitive standing in the
global hospitality sector. By building a customer-centric value proposition
and using successful marketing techniques across the product, location,

pricing, and promotion mix, Sheraton Hotel can respond to the specific
demands and preferences of its target consumers.
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Marketing Plan

Sheraton's worldwide marketing strategy is to strengthen the hotel chain's
already substantial customer base and expand its customer base by
capitalizing on the hotel chain's strengths and brand image. By
implementing a thorough safety and hygieneroutine and launching
targeted marketing initiatives, the strategy aims to establishSheraton as a
hotel that places a premiumon the security and comfort of its guests. To
stand out in a crowded industry, Sheraton plans to use social media, form

partnerships with influential people, launch loyalty programs, and closely
track consumerresponses.
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Target Consumer and segments

Sheraton Hotels has a clear picture of its ideal clientele, making
segmentation and targeting much easier. Travelers of means who are
looking for a luxurious stay are the ones Sheraton caters to most. Customer
age, income, fravel interests, and loyalty are only some of the
demographic and psychographic data used by the hotel to create
distinct client categories (Habib, Hossain, and Essien, 2016). Customers that
stay at Sheraton hotels tend to be middle-aged, well-off, and particularly
fond of creature comforts. They're on the lookout for a high-end
encounter, and they're prepared to spend more to get it.




