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[bookmark: _Toc102992171]Executive Summary
The following report is a marketing plan for Marriott Hotels, one of the leading chains of hotels and resorts across the world. Based on the situational analysis, it has been highlighted that the company faces multiple threats from its external environment as well as industrial competition from direct competitors and substitutes. Thus, it is recommended that the management of Marriott Hotels aims to target the millennial generation for increasing its market share by providing new services and using the power of social media marketing. Lastly, it is also recommended that the company uses metrics such as sales revenue, market share, lead conversion ratio and social media outreach to monitor and evaluate the progress of the plan and take corrective actions. 
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[bookmark: _Toc102751647][bookmark: _Toc102992172]Introduction
The following report is a marketing plan for Marriott Hotels, a leading chain of hotels and resorts across the world in the premium segment. The proposed marketing plan for the company aims to strengthen its position of the company in its industry and establish a strong brand presence that helps in dealing with external threats. The marketing plan is based on the application of the SMART framework and SOSTAC. SMART Framework helps in guiding the process of setting goals and objectives more objectively (Ogbeiwi, 2017). SOSTAC is an acronym for six fundamental components of marketing and helps in preparing a marketing strategy applicable in commercial situations (Reed, 2014). The report provides a detailed marketing plan for the group of hotels and also recommends monitoring and evaluation strategies to achieve the desired goals. 
[bookmark: _Toc102751648][bookmark: _Toc102992173]Marketing Plan 
[bookmark: _Toc102751649][bookmark: _Toc102992174]The Strategic Marketing Objective 
The strategic objective of the marketing plan for Marriott Hotels is:	
“To increase the market share of Marriott Hotels in its industry to 22% by the end of Q4 2022 by offering affordable services and using social media marketing.” 
The above-mentioned objective is justified as it will follow only after a careful evaluation of the current threats and opportunities for the business. With the help of improving existing services, offering new services and catering to the changes in the external environment, the management of Marriott Hotels will achieve its target of increasing market share. Increasing market share will benefit the hotel by increasing its revenue and enhancing its dominating position in the industry. SMART Objectives refer to Specific, Measurable, Attainable, Relevant and Timely (Bjerke and Renger, 2017). The above-mentioned objective is based on the application of the SMART framework as it is specific, its progress can be measured by analysing market share, it is attainable through offering new services and social media marketing, it is relevant and has a timeline attached to it. 
[bookmark: _Toc102751650][bookmark: _Toc102992175]Situational Analysis 
The Covid-19 pandemic has created an adverse impact on the entire hospitality industry (Davahli et. al., 2020). It has also led to a major decline in the profits and revenue of the Marriott Hotel. An environmental analysis of the hotels has highlighted major threats to the profitable and sustainable operations of the business in the long term. For instance, the geopolitical landscape of the world such as the ongoing war between Ukraine and Russia creates a complex and challenging situation for the group of hotels as it leads to a decline in tourism activities (Lichterman, 2022). In addition to external environmental pressure, the management of Marriott Hotels also faces a threat from internal competition within the industry from competitors such as Hilton Hotels. The market share of Hilton Hotels in the industry is on the rise which is a concern for Marriott Hotels. The analysis of the industrial environment of Marriott Hotels also indicated an emerging threat from substitutes such as hostels, Airbnbs, Own staycations etcetera (Sthapit and Jimenez-Barreto, 2018). The company has performed well in the department of employee and staff management which has resulted in positive branding. However, considering the threats, the management of the company must formulate a strategy for long term profitability and growth of the business. 
[bookmark: _Toc102751651][bookmark: _Toc102992176]Objectives 
In the year 2021, the market share of Marriott Hotels was 15.16% (CSIMarket, 2022). The marketing objective aims to increase the market share of the company to 22%. It will help the company to assume the position of the market leader in the hospitality industry. The achievement of this objective will help the company to ensure that contingent factors or threats such as the pandemic or geopolitical complications don’t take a major toll on the revenue or profitability of the business. With the help of gaining the position of the market leader, Marriott Hotels will also eliminate the threat emerging from substitutes by leveraging its brand image and reputation (Kotler, 2012).  
[bookmark: _Toc102751652][bookmark: _Toc102992177]Strategy 
The strategy for achieving the strategic marketing objective for Marriott Hotels is as follows:
New Services – To cater to the need of millennials to socialize, it is recommended that the management of Marriott Hotels should offer new services such as shared living spaces, advanced technologies and personalised experiences. The strategy of offering shared living spaces will help the company to target more millennials and increase its market share (Ketter, 2020). For instance, installing technology that helps the users order room service from their mobiles or controls the temperatures using their devices will help in attracting more customers. 
Social Media Marketing – To create awareness about the new services and brand reinforcement of the Marriott Hotels, social media platforms such as Instagram or Facebook will be used (Minazzi and Lagrosen, 2013). The strategy is to run multiple campaigns on these platforms that create awareness and generate potential leads for the business.  
[bookmark: _Toc102751653][bookmark: _Toc102992178]Tactics 
The Marketing Mix for achieving the proposed strategic objective for Marriott Hotels is as follows:
Product:
Marriott Hotel currently offers a wide range of hospitality services through its luxurious chains of hotels and resorts across the world. However, there is a need to target the millennial generation for increasing market share and revenue. For the same, the company needs to offer services that are attractive to the target segment. Thus, under the proposed marketing plan, Marriott Hotels will launch shared living services across its various properties (Veríssimo and Costa, 2018). It will help in meeting the socializing needs of the new travel generation, the millennials. It will be supplemented with advanced technology such as device-based control to make the experience of customers more enriching (Fan, Lu and Mao, 2022). 
Price:
Currently, the services offered by Marriott Hotels are priced in the premium range to cater to the needs of affluent customers. The brand image of a luxury hotel makes it mandatory for the company to charge a high price. However, with the implementation of the proposed marketing plan, the prices for a few services will be reduced to meet the requirements of millennials. For instance, a shared living facility will be provided at an affordable price to increase the footfall of customers and explore the uncharted market territory of affordable hotels to eliminate the competition from substitutes (Richards and Morrill, 2020). 
Promotion:
The promotions for the proposed marketing plan and new services will be completed with the help of social media platforms like Instagram, YouTube and Facebook. The company will run an influencer campaign where famous social media celebrities will be invited to try the range of services and post about their staying experience on the social media platforms (Jahnke, 2018). It will help the company to attract new customers and also spread awareness about the reinforced brand. In addition to this, the social media handles of Marriott Hotels will also be used for posting information and content about the new services and attracting more customers (Leung, Bai and Erdem, 2017). 
Place:
Marriott Hotels has a chain of resorts, hotels and other properties at some of the best locations across the world. The new range of services will be offered at a majority of the existing properties by making some changes and adjustments. The advantage of premium location will help the company to easily attract millennial travellers due to ease of connectivity and accessibility (Kim and Park, 2020). 
[bookmark: _Toc102751654][bookmark: _Toc102992179]Action 
First and foremost, the operations department of the company needs to make the changes and incorporate the provision for new services that are being proposed. For launching any new service, there needs to be an integration between different departments such as marketing, finance, operations or human resources department (Melton and Hartline, 2013). The management of Marriott Hotels also needs to determine the need for human resources and implement a hiring drive for onboarding the required talent. 
The marketing department of Marriott Hotels will collaborate with social media influencers to initiate the campaign for promotions and brand awareness (Wirtz, Tuzovic and Kuppelwieser, 2014). Working together with the finance department, the marketing department needs to arrive at a budget for the whole campaign. It will also include the costs related to maximising reach through other advertising mediums such as newspapers, magazines etcetera. 
To ensure that every member of the organisation is executing their responsibility with utmost diligence and excellence, a full-fledged reward mechanism will be implemented within every department and team. Providing the employees rewards based on their performance and productivity levels will help in fostering motivation to perform duties with excellence (Aslam, 2014). In the hospitality industry, the morale and motivation of the workforce have a very significant impact on customer satisfaction levels (Du Plessis, Douangphichit and Dodd, 2015). An analysis of the needs and requirements of the workforce will help in designing better reward systems. 
[bookmark: _Toc102751655][bookmark: _Toc102992180]Control 
To measure the success of the proposed marketing strategy for Marriott Hotels and evaluate whether the goal has been achieved, the following Key Performance Indicators will be used:
1. Market Share:
Market share is defined as the percentage of total sales in an industry generated by a particular company (Wilbur and Farris, 2014). Market share is an important determinant of the success of the marketing plan for Marriott Hotels as the company aims to increase its market share from 15% to 22% by the end of 2022. Evaluation and measurement of marketing share will help in identifying whether the company is making progress towards its goal and with the help of a periodic review of market share after every 2 months, control actions can be taken effectively (Edeling and Himme, 2018). 
2. Social Media Reach:
Social media reach refers to the number of users who have come across any particular content on social media platforms (Alves, Fernandes and Raposo, 2016). This metric will help the company to measure the brand awareness and effectiveness of the social media marketing campaign. Social media reach will be measured after every month. 
3. Sales Revenue:
Sales revenue refers to the income generated with the help of offering goods or services (Huang, Marquardt and Zhang, 2015). Measuring sales revenue will help the management of Marriott Hotels to determine the direct impact on profitability and revenue of the marketing campaign. It will help in identifying areas that need corrective action and areas that are performing as per the devised standard or benchmark. 
4. Lead Conversion Ratio:
Lead conversion ratio refers to the percentage of qualified leads that are converted into customers by a business. This is one of the most important metrics to determine the effectiveness of the marketing plan (Keegan and Rowley, 2017). It will provide clarity to the management on what actions are required to better manage and convert the leads. The lead conversion ratio will be measured after every 2 months. 
[bookmark: _Toc102751656][bookmark: _Toc102992181]Recommendations
It can be recommended to the management of Marriott Hotels that launching new services and improving the quality of social media marketing will help in achieving the desired outcomes. The proposed marketing plan is designed after considering the travel needs of the millennials. The management of Marriott Hotels should also use social media platforms for increasing brand awareness and spread information about the new services being offered. Social media offers a powerful tool for marketing, particularly in the travel and tourism industry, due to the existence of a large proportion of the target audience on these platforms (Omar and Septiari, 2020). Lastly, it is recommended that the company actively engages in monitoring and evaluation of the progress to take corrective actions and accomplish the desired objectives. 
[bookmark: _Toc102751657][bookmark: _Toc102992182]Conclusion 
The strategic marketing objective for Marriott Hotels is to increase its market share to 22% by the end of 2022. It can be summarised that the company faces several threats from the external environment such as the geopolitical wars between different countries affecting the travel situation, the Covid-19 pandemic etcetera. The management of Marriott Hotels is also facing intense competition from within the industry by players like Hilton. So, to eliminate these threats and strengthen its position as a market leader, the management of Marriott Hotels needs to target the millennials by offering services that cater to their need for socializing. The provision of new services and enhanced brand presence through social media marketing will help the company to achieve its desired outcomes and objectives. 
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