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[bookmark: _Toc120197747]Introduction
By definition, a marketing plan denotes an advertising scheme that a business organisation plans to execute to sell its product(s) or service(s) (Ferrell, Hartline, and Hochstein, 2021). To every business, a marketing plan is important since it helps determine the target market, the best way to reach them, the price point at which the service or product has to be sold and how the firm has to measure its efforts (Bala and Verma, 2018; Fahy and Jobber, 2019). The current marketing plan is about Marriott (Hotels and Resorts), and its purpose is to help the hotel attract new customers in post-Covid/Brexit era. The plan will employ the SOSTAC model thus its key areas will include situation analysis, objectives, strategy, tactics, action as well as control.
[bookmark: _Toc120197748]Situation Analysis
The 5C's framework will be employed to do the situation analysis. The 5Cs include the company, collaborators, customers, competitors as well as context (Subotić et al., 2021).
[bookmark: _Toc120197749]5 'C's
[bookmark: _Toc120197750]Company
As one of the elements of the 5Cs framework, the company focuses mainly on the internal factors related to marketing and sales of the firm's products or services. The element analyses the strengths, weaknesses, opportunities as well as threats of an organisation in reference to the brand image, competitive advantages, products and goals (Birt, 2021). 

[bookmark: _Toc120197751]Marriott SWOT Analysis
	Strengths
Global presence
Profitable acquisitions  
Excellent reputation
Market reputation
Loyal customers
Strategic partnerships
	Weakness
Civil lawsuits
Ineffective data protection
Negative publicity
Tool strict
Poor positioning 

	Opportunities
Diversity offerings 
Shifting demographics
Expand into related sectors
Focus on emerging economics
	Threats
Global pandemic (Covid-19)
Looming recession
Stiff competition
Trade tension 



Table 1: Marriott Swot Analysis
[bookmark: _Toc120197752]Customers
This element focuses on customer segmentation and targeting or customer profiles (Bafort, Van Den Broecke, and Voegeli, 2020). The international segmentation and targeting of the Mariott Hotel are shown in table 2 below. 

	Marriott International Target Market

	Brand
	Target Audience

	Ritz-Carton Hotels
	Luxury travellers 

	Marriott Vacation Clubs
	Travellers who seek to shop for timeshares

	Marriott Conference Centres
	Companies conducting meetings

	Marriott Courtyard 
	Over-the-road travellers

	Marriott ExecuStay
	Travellers who need month-long accommodations 



Table 2: Marriott Target Markets
[bookmark: _Toc120197753]Competitors
The element focuses on firms and individuals to which the organisation is highly comparable (Badica and Mitucă, 2021).  

	Threats of new entrants (Very low)
	Bargaining power of buyers (Moderate)
	Bargaining power of suppliers (Low)
	Threats of substitutes (High)
	Industry rivalry (High)

	· A considerably high amount of capital is required. 
· Businesses switched to working from home.
· Stringent international rules and regulations 
	· High switching cost
· Low switching cost for the new customers
· High bargaining power for repeat/regular customers
	· Long-term relationships and trust with its suppliers
· long inspection of design performance and pricing of new items
· biggest buyer
· Easy change of supplier 

	· People working from home
· The emergence of Airbnb, bubble rooms, ice homes, etc.
	· Same size or slightly smaller direct rivals
· High marketing cost



Table 3: Marriott Porters Five Forces

[bookmark: _Toc120197754]Collaborators
This element has something to do with individual persons or organisations that work to produce/create, promote or sell products or services of a given company. They fall under various categories, including suppliers, content creators, investors, service providers, distributors as well as partnerships (Aghazadeh, Rezaie, and Fazlinejad, 2022). As a brand, Marriot operates, partners and franchises hotels and simultaneously licenses vacation ownership resorts across the globe. The company, for instance, has a Marriott Bonvoy that ensures good relationships and partnerships simply by allowing the earning and redeeming of points for staying at Bonvoy brands. Marriott further ensures B2B relationships by recognising individuals and organisations as well as their statuses and making them feel special. 

[bookmark: _Toc120197755]Climate
The component focuses on external factors which are not controlled/influenced by the own company. They are simply macro-environment factors (Prissca and Wulandari, 2022). 

[bookmark: _Toc120197756]Marriott PESTLE (Macro Analysis)
	Political 
	Economic 
	Social
	Technological
	Legal 
	Environmental 

	· The danger of terrorism
· Military conflict 

	· Slowing economic growth in China & economic turmoil in Europe 
· High exchange for the US $ overseas
· Income inequality 
	· More travellers willing to spend more money
· Increased number of Asian travellers
· Increased old population in the US and Europe demanding new travel experiences 
	· The emergence of Airbnb (G’ofurjon qizi Abdullabekov, 2022)
	· Status of AirBnB
· Airbnb is not complying with tax laws
· The increased minimum wage in the US 
	· Fuel prices 
· Increased temperatures as a result of global warming 



Table 4: Marriott PESTLE Analysis
[bookmark: _Toc120197757]Objectives
[bookmark: _Toc120197758]SMART Target
To help Marriott attract new customers in post-Covid/Brexit by generating 70% awareness in the immediate environment/community one month before launch. 

[bookmark: _Toc120197759]Strategy
There are four value propositions offered by Marriott. The four include value propositions include accessibility, cost reduction, customisation as well as brand/status (Leroi-Werelds et al., 2021; Trujillo Rueda, 2019). The firm provides a broad range of options, thus creating accessibility. To enable customisation, the company offers vacation packages which stress certain qualities of interest, such as adventurous options for food. Merriott offers initiatives such as rewards as well as a guest loyalty program as a way of reducing costs. The company maintains well-established and powerful brands such as Ritz-Carlton (Cleverism.com, 2017).
Marriott differentiates through cost leadership and by offering unique products (Okumus et al., 2019). The company can further differentiate by offering customised services and products that meet customers' specific needs. To communicate the value proposition, Marriott can use its website or other advertising/marketing materials or communicate directly to customers. To link the value proposition to the customer segments, the company will need to understand the language being used by customers and use it to describe their offering and their benefits. This will positively affect the targeting and positioning of the company simply by enhancing customer engagement and understanding.

[bookmark: _Toc120197760]Tactics
[bookmark: _Toc120197761]Marketing Mix
[bookmark: _Toc120197762]Product – Marriott is a well-established international hotel that mainly offers hospitality services, including lodgings, hotel resorts as well as hospitality management (Gheribi, 2018).

[bookmark: _Toc120197763]Place (Distribution) – Marriott has a presence in at least 100 states and can be located by customers since it is mostly located in prime places across cities, such as near airports, central markets and highways (MBA Skool Team, 2017). The company will use mixed channels, including its website, global distribution systems (GDSs) and online travel agencies, among others.

[bookmark: _Toc120197764]Price – The price of Marriott hotels will vary from one hotel to another depending on customers and the location. Besides, the price of Marriott's products/services will vary depending on customers' demand. 

[bookmark: _Toc120197765]Promotion – Marriott will primarily focus on the digital promotion/advertisement of its products or services. A website will be created and used to categorically showcase all the company's products in detail. Through the same website, customers will do room pre-booking. Using appropriate language for a given race, the company will use an advertisement, campaigns and videos on various social media platforms.



[bookmark: _Toc120197766]Action
	Activity

Duration 
	Nov 2022
(1st & 2nd week)
	Dec-Jan 2022
	Feb
2022
	Mar
2022
	Apr 2022
	Mar to Apr 2022
	June
2022

	Situation Analysis
	
	
	
	
	
	
	

	Customer Analysis 
	
	
	
	
	
	
	

	Competitor Analysis 
	
	
	
	
	
	
	

	Ventures
	
	
	
	
	
	
	

	SWOT & PESTLE Analysis
	
	
	
	
	
	
	

	Market Segmentation
	
	
	
	
	
	
	

	Deciding Marketing Strategies
	
	
	
	
	
	
	

	Product
	
	
	
	
	
	
	

	Price 
	
	
	
	
	
	
	

	Place 
	
	
	
	
	
	
	

	Promotion 
	
	
	
	
	
	
	

	Implement 
	
	
	
	
	
	
	



Table 5: Marriott Gantt chart of Marketing Activities
[bookmark: _Toc120197767]Control
Marriott's USP is superior service and offerings (Lashley, 2020). The features of Marriott's USP include quality, social connections, and affordability. Benefits include increasing revenue, becoming a business identity, ease of promotion, knowing consumer motivation, creating brand image and comparison with competitors.
[bookmark: _Toc120197768]Conclusion
Various marketing plan challenges include limited resources (including time and funds), difficulty in budgeting for marketing complaints and need help keeping up with the last global changes. To overcome these challenges, it is recommendable to be creative, prioritise tasks, fast-track and motivate as much as possible. 
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