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[bookmark: _Toc120575998]Introduction
The key purpose of the marketing plan is to attract new customers for Marriot International in the post-covid situation. The hotel has suffered during the pandemic time significantly in terms of retaining the existing customers and attracting new customers. The marketing plan is being prepared for Marriot International to be effective in the post-covid situation. The report will conduct a situational analysis through 5Cs model, Porter’s five forces analysis, and PESTEL analysis. It will also include strategies using Bowman's strategy clock. It includes marketing mix, action plan and controlling for the informed marketing decision.
[bookmark: _Toc120575999]Situation Analysis
The hotel needs to understand both internal and external situations properly. Both micro and macro environment will influence the business of this hotel after the pandemic situation. The hotel has to manage the situations properly to be successful in the post-covid situation (Akhyadov, 2021).
5 'C's of situational analysis
Company: A SWOT analysis is a tool or technique that analyses the micro environment for the hotel.
	Strengths
	The hotel has already above 8.6-star ratings out of 10 on an average internationally by the public reviews on booking.com. It has achieved a good brand image by providing quality hospitality service to the customers (Akhyadov, 2021).

	Weaknesses
	The hotel has short finance after the pandemic as the revenue was short during the pandemic time. It has some limitations in case of finance, human resources and others (Beck Dudley, 2021).

	Opportunities
	The necessity of the smart and quality service is the opportunity for this hotel as this hotel ensures health measures and other support and security to the customers (Beck Dudley, 2021).

	Threats
	The higher prices comparing to that of regular service of other competitors could be the threats in this case (Treadgold & Reynolds, 2020).



Customers: The hotel will do behavioural segmentation as it will target the people who are normally fond of travelling or in need of tourism and hospitality service after the pandemic time. Most of the clients are the business clients that have been targeted for the business in the post-covid situation. The premium tourism service users are the key targets in this case (Treadgold & Reynolds, 2020).
Competitors: Many giant hotels are the competitors of this hotel. Porter’s five forces analysis will help analyse the competitors in this case (Teshima, 2021).
	Threats of new entry
Lots of new competitors are coming into the markets gradually. The cost of new entry is higher (Teshima, 2021).
	Clients’ power
The clients have much power in terms as they have many options in the hotel industry (Nazinyan, 2021).
	Competitive rivalry
There are many giants, including Hilton, Hyatt and others in the hotel industry that can offer huge threats (Cohen, 2019).

	Suppliers’ power
Suppliers have moderate power as the hotels have also many other options (Cohen, 2019).

	Threats of substitutes
There are fewer substitutes in the hotel industry but the technological alternatives could be a threat in the coming days (Nazinyan, 2021).
	



Collaborators: Many stakeholders and parities are the collaborators of the hotel. It has partnership with other hotels like Park Plaza, Zedwell, Thyme to do business properly in the UK hotel industry. The company also makes partnership with some local marketing agencies and social organisations to achieve a good brand image in the UK hotel industry (Cusumano & Goeldi, 2019).
Climate: PESTEL analysis is a tool that helps analyses the macro factors affecting the business of Marriot International significantly.
	Political
	Brexit and some governmental changes in the UK affect the performance of the hotel significantly (Cusumano & Goeldi, 2019).

	Economic
	The recent economic changes due to Brexit and other financial issues are also affecting the UK hotel industry significantly.

	Social
	The hotel has to understand the local culture and tradition properly to do business without any issues and with the support of the people (Hiebing & Cooper, 2020).

	Technology
	Newer technologies are coming in the markets continuously, and the hotel must adopt those technologies properly and effective to secure a competitive advantage (Gibson, 2021).

	Environment
	The hotel must abide by the environmental laws and policies properly.

	Legal
	All laws and governmental policies also affect the performance of the companies (Gibson, 2021).



[bookmark: _Toc120576000]Objectives
· To achieve the target point of revenue within the next 4 months after launching the marketing plan
· To maximize the hotel’s revenue by 10% within the next 8 months after marketing this smart wallet
· To achieve the brand loyalty among the new customers within the next 1 year
· To achieve a sustainable position in the UK hotel industry within the next 2 years
[bookmark: _Toc120576001]Strategy
Bowman’s strategy clock
[image: Bowman's Strategy Clock]
Figure: Bowman’s strategy clock (Hiebing & Cooper, 2020)
Low price and low value added: This strategy focuses on the quantity of selling the service. In this case, the services could be low in value and price.
Low price: In this case, the hotel might focus on low price mainly. The quality is comprised in this case (Hopkins, 2021).
Hybrid: It focuses on differentiation but maintains lower price. The price is competitive to grab the market properly.
Differentiation: The hotel requires differentiating the services and products. The hotel has to add high perceived value in this case (Hopkins, 2021).
Focused differentiation: The hotel will provide high value at a high price in this case. It will ensure a high profit.
Risky high margins: This strategy will make the company to go in with a high price point without any perceived added value.
Monopoly pricing: The hotel has to control the market totally in this case. It is not totally possible for the company.
Loss of market share: The hotel has to penetrate the market by losing the market share in this case. It will be worst decision (HUTCHISON, 2020).
[bookmark: _Toc120576002]Tactics
Marketing mix
Product: Marriot International is going to offer quality service using the latest technologies to the customers (HUTCHISON, 2020).
Place (Distribution): The customers have its position in the good places in London. The customers will feel convenient to access the service of this hotel easily (Lea, 2019).
Price: The hotel will set premium pricing although it has some convenient packages for the low budget customers. (Krukowski & DeTienne, 2022)
Promotion: The hotel will promote the service through digital platforms mainly. It will also use the conventional marketing and promotional strategies (Lea, 2019).
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	Tasks
	01-12-2022 to 01-12-2023

	Preparation
	
	
	
	
	
	
	
	
	
	

	Market research
	
	
	
	
	
	
	
	
	
	

	Marketing channels schedule
	
	
	
	
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	
	
	
	
	

	Decision making
	
	
	
	
	
	
	
	
	
	






[bookmark: _Toc120576004]Control
The hotel will provide more benefits and features to the customers in the post-covid situation. If the hotel sees the improvement in the first 6 months in its revenue, the hotel will be sure about its success. The new customers will mainly be the business clients. The clients will have the positive attitudes to the brand because of the use of newer technologies. It will ultimately increase the organizational profits (LeClair, 2021).
[bookmark: _Toc120576005]Conclusion
The key challenges of the marketing plan are the financing and technical challenges. The hotel should secure a good financing in this case from the investors. The hotel should also train its employees with the latest technical tools and measures properly for the success in the post-covid situation.
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Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  
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