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[bookmark: _Toc117982015]1.0 Introduction
The JW Marriot Downtown Houston is a hotel owned by Marriot International. It is located in Downtown Houston, United States on the main street of 806. At first, it was known as Carter Building due to its tallest structure. Numerous centres and parks are near this hotel which includes Minute Maid Park, the George R. Brown Convention Centre, NRG Stadium and the Texas Medical Centre. The JW Marriot Downtown Houston is one of the successful and well-known hotels of JW Marriot. Over many years the marketing plan of the hotel has a huge share of its success in terms of winning the hearts of millions of tourists with the generation of high revenue. Moreover, this case study will discuss JW Marriot Downtown Houston's marketing plan and digital advertisement strategies (Ferrell, Hartline and Hochstein, 2021). 

[bookmark: _Toc117982016]2.0 The Marketing Mix
The marketing mix framework is used in the market plan to analyse the JW Marriot Downtown Huston. It consists of 4Ps which are product, price, place and promotion. This market strategy will help this hotel to achieve success in the market (Goi, 2009).

[bookmark: _Toc117982017]2.1 JW Marriot Downtown Huston product strategy
JW Marriot Downtown Huston is one of the most renowned luxury hotels in Houston and the main product in the marketing mix framework is its hospitality services. The hospitality services provided by this hotel include the services of hotel rooms, rental transport and packages of fight and rooms. The maximum revenue produced by this hotel is their core product i.e., hotels and this is the main reason behind the satisfaction of the customers’ demands. Every brand plays a crucial role to make a company recognizable and this hotel comes under the category of the famous brand JW Marriot which is owned by famous Marriot International (David and David, 2017). 

[bookmark: _Toc117982018]2.2 JW Marriot Downtown Huston product strategy
The prices of JW Marriot Downtown Houston hotel vary according to its room and suite types and size and more importantly its customers. The main aim of the hotel is to provide quality services at a reasonable price. This hotel determines the prices of its services by keeping its brand's value and also the product strategy to enhance its strategy. The price of this hotel varies according to the demands of the customers and to maintain the charges incurred in advancement and maintenance. The products and services of JW Marriot Downtown Houston hotel follow a different strategy that's why their prices vary according to the situations and the behaviour of their competitors(Diaz et al., 2021).

[bookmark: _Toc117982019]2.3 JW Marriot Downtown Huston place strategy
JW Marriot Downtown Houston hotel is established in the core of Houston and it is nearbyto Minute Maid Park, Downtown Aquarium, George R.Brown Convention Center and Toyota Center. This location-specific hotel gives various advantages to grab the attention of numerous customers to stay and book the hotel. Moreover, the JW Marriot Downtown Houston hotel has adopted the mix channel strategy which results in a large population of customers with huge revenue, consistent growth and providing adequate services (Beckers, Risselada and Verhoef, 2014).

[bookmark: _Toc117982020]2.4 JW Marriot Downtown Huston promotion strategy
The promotion strategy adopted by JW Marriot Downtown Houston hotel is to focus on the digital advertisement of its products and services. This hotel is part of an international brand that created its own website to grab the attention of the customers utilizing its products such as booking hotel rooms, wedding halls, conference rooms, and fitness centres with easy steps and procedures. For the purpose of the hotel's promotion, it advertises different videos, pictures and campaigns on different social media platforms. In addition, the hotel initiates different customer loyalty campaigns with promotional schemes and provides special benefits for its customers for the advertisement of the hotel's new products and services (Keller, 1999). 

[bookmark: _Toc117803179][bookmark: _Toc117982021]3.0 The Marketing Environment (Micro) SWOT ANALYSIS
The SWOT Analysis of JW Marriot Downtown Houston will help to analyze both the internal and external strategic factors (Nyarku and Agyapong, 2011).

[bookmark: _Toc117982022]3.1 Strengths
The JW Marriot Downtown Houston is famous in Houston as it is owned by Marriott that's why it is easy to advertise to attract numerous customers. This hotel is financially secure due to its best products and services for many years that's why it gained the trust of the public which automatically leads to enhancement in the market value.

[bookmark: _Toc117982023]3.2 Weaknesses
JW Marriot Downtown Houston should improve its technological sites as in the past data of numerous customers was exposed. That’s why the hotel should spend more on research and development to compete with other renowned brands.

[bookmark: _Toc117982024]3.3 Opportunities
JW Marriot Downtown Houston is demanding services with high-end hospitality which opens numerous opportunities as the rates of this hotel are too low due to which there is less risk of potential losses.

3.4 [bookmark: _Toc117982025]Threats
[bookmark: _Toc117803180]The pandemic has had a negative impact on JW Marriot Downtown Houston which results in a decline in customers. Further, this hotel is a part of the tourist industry that's why it is difficult to be competing with other hotels to have an equal market share.

[bookmark: _Toc117982026]4.0 The Marketing Environment (Macro) PESTLE ANALYSIS
The PESTLE analysis can help the JW Marriot Downtown Huston to identify and improve the external factors including the political, economic, social, technological, legal and environmental factors (Yunus and Indrasari, 2017).

[bookmark: _Toc117982027]4.1 Political Factors
The political factors that affect JW Marriot Downtown Houston include military conflicts, international relations and the danger of terrorism. There are high risks of terrorist attacks on different tourist sites and resorts. This can decrease the number of customers causing disruption in international air travelling and demands for booking hotel rooms (Yunus and Indrasari, 2017). 

[bookmark: _Toc117982028]4.2 Economic Factors
The economic factors also have an adverse impact on JW Marriot Downtown Houston due to the high exchange rate for the US dollar which discourages tourists to visit different destinations in the UK. An economic threat such as inequality in income reduces tourists' demands to travel and stay in hotels. 

[bookmark: _Toc117982029]4.3 Social Factors
The social and cultural factors have a positive impact on the JW Marriot Downtown Houston as numerous people; especially Chinese and other international travellers are spending money to travel in different European countries. The growing population in these countries enhances the travel experiences such as different luxury hotels and packaged tours.

[bookmark: _Toc117982030]4.4 Technological Factors
Technological factors also have a huge impact on the JW Marriot Downtown Houston in different forms such as online rental services. Online booking demands high costs which results in a decrease in profits that's why this hotel should reduce these operational costs and customer retention (Var and Gunn, 2020).

[bookmark: _Toc117982031]4.5 Economic Factors
The economic factors influencing this hotel include the recycling of waste products, using renewable technologies, climate and weather changes and different environmental regulations to provide eco-friendly products and services. Nowadays, recycling waste products is the business norm and JW Marriot Downtown Huston is located in an urban area that's why it should adopt the innovative practices of recycling. Further, it should use renewable technologies for its sustainability and enhance its brand image. The weather changes can also affect the spending patterns of consumers causing changes in the hotel's marketing and product strategies (Sönmez et al., 2020).

[bookmark: _Toc117982032]4.6 Legal Factors
The legal factors also influence the JW Marriot Downtown Huston in terms of protection laws for consumers and hotel employees. The hotel should follow the laws of labour safety for a secure workplace environment. In addition, it should study the data protection of consumers in terms of privacy and security (Smith and Hanover, 2016). 

[bookmark: _Toc117803181][bookmark: _Toc117982033]5.0 Creating Customer Value and Engagement
In recent years, JW Marriot Downtown Houston is creating customer value and engagement by using online digital advertisements. It is focusing on the market more digitally to attract more customers which results in a good reputation for the hotel in the market.  Different ads were showcased in the forms of videos, images and campaigns on various social media platforms and on the hotel's website. In addition, these advertisements merely focus on the luxurious rooms, the hospitality services and the comfortable environment of the hotel. The hotel initiated various campaigns such as Golden Rule and Marriot Bonvoy and the main aim of these campaigns was to win the hearts of customers. The campaigns also benefit the customers by providing discounts and bonuses which results in continuous customer growth and a positive image of the hotel (Mirel, 2014).

[bookmark: _Toc117803182][bookmark: _Toc117982034]6.0 Conclusion
JW Marriot Downtown Houston is one of the most famous hotels in the world with a huge increase in customers due to its effective products and services. In recent years, it has also been the front position for online travel marketing and advertisement. Moreover, it used the techniques of digital marketing with proper strategies to promote its brand and one of the most preferred choices for the customers in terms of luxury rooms and travels (Beckers, Risselada and Verhoef, 2014). To achieve an extensive number of customers JW Marriot Downtown Houston adopted the marketing plans but still, it experiences different challenges such as generating eye-catchy content, providing advertisements consistently, considering various customer demands, and selecting the accurate channels and so on. Some crucial recommendations to overcome the marketing plane challenges includes introducing a consistent online reputation management campaign, increasing the number of customers, understanding the demands of buyers and lastly adopting effective digital marketing strategies.
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JW Marriot Downtown Houston

Geographical Area

*The JW Marriot Downtown Houston s a hotel owned by Marriot International
* It is locate Downtown Houston, United States on the main street of 806
(Ferrell, Hartline and Hochstein, 2021).

Purpose of Market Plan

* Attracting more customers.
*Generating high revenue

Audience

o Luxury travellers.
o Travellers who want to shop for timeshares.
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The Marketing Environment (Micro) SWOT ANALYSIS

Strengths
 JW Marriot Downtown Houston is financially secure due to its best products and services for
many years.

« It has gained the trust of the public which automatically leads to enhancement in the market
value (Nyarku and Agyapong, 2011).

Weaknesses
 JW Marriot Downtown Houston should improve its technological sites as in the past data of
numerous customers was exposed.

« It should spend more on research and development to compete with other renowned
brands (Yunus and Indrasari, 2017).

Opportunities

« JW Marriot Downtown Houston is demanding services with high-end hospit
‘opens numerous opportunities.

« The rates of this hotel are too low due to which there is less risk of potential losses.

Threats

‘The pandemic has had a negative impact on JW Marriot Downtown Houston which results in a decline
in customers.

‘The hotel is a part of the tourist industry that's why it s difficult to be competing with other hotels to have
an equal market share.
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The Marketing Environment (Macro) PESTLE ANALYSIS

+  The political factors that affect JW Marriot
Downtown Houston include military conflicts,
international relations and the danger of terrorism
(Yunus and Indrasari, 2017).

+ The economic factors also have an adverse impact
on JW Marriot Downtown Houston due to the high
exchange rate for the US dollar which discourages
tourists to visit different destinations in the UK.
+ The social and cultural factors have a positive impact
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Creating Customer Value and Engagement

In recent years, JW Marriot Downtown
Houston is creating customer value and
engagement by using online digital
advertisements (Mirel, 2014).

It is focusing on the market more digitally to
attract more customers which results in a good
reputation for the hotel in the market.
Different ads were showcased in the forms of
videos, images and campaigns on various social
media platforms and on the hotel's website
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Marketing plan challenges

To achieve an extensive number of
customers JW Marriot Downtown Houston
adopted the marketing plans but still, it
experiences different challenges (Beckers,
Risselada and Verhoef, 2014), which are as
follows :

* Generating high-quality content.

* Creating content constantly.

* Understanding various buyer personas.
* Choosing the right channels.
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