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Marketing plan structure


	Introduction– 100 words 
This marketing plan seeks to offer a marketing strategy for a new branch of Marriot International Hotel to be opened in London, UK. The primary business to be done is the hotel, franchising, and licencing of hotels, condominiums, and timeshares. This hotel will also provide opulent accommodations, delectable meals, relaxing spa treatments, gambling, exciting sports, and exciting travel opportunities. The branches of this hotel are found in 85 countries across six continents which will serve as imprints for the new branch to follow (Emelda, 2018, p.1). Marriott's goal in constructing a new hotel in the United Kingdom is to introduce its services to UK clients post the Covid-19 pandemic effects.





	
1. Marketing Mix – 200 words

Product – 
Marriott hotel will operate in the hospitality industry and oversees a large and varied collection of hotels and resorts. The UK hotel will seek to provide a variety of amenities, including guest rooms, restaurants, spas, salons, and gambling establishments. The rooms will be decorated and well-furnished with a bed, a telephone, room service, and a refrigerator.

Price -  
Marriott will embrace a premium pricing approach since it provides excellent service and cuisine at reasonable costs. It will charge high costs because it offers its VIP customers the finest service (Bonet & Cánovas, 2018, p.1). The company will confidently set prices, knowing its affluent clientele would spend whatever it takes to get the impeccable service and upscale amenities they expect.

Place – 
The hotel will be based in London, UK. As the world's leading financial centre, London attracts businesspeople from all over the globe. The most advanced hospitality sector in the world is a direct outcome of the demands of the world's top business executives, economists, and political leaders (Widardi et al., 2020, p.166).

Promotion – 
To expand its consumer base, the hotel will be running very visible advertising campaigns in the UK. The hotel will also use UK influencers to market the hotel.




2. The Marketing Environment (Micro-SWOT) – 200 words
Strengths
· The hotel offers unrivalled levels of hospitality
· It will employ many employees to ensure smooth operations.
· Marriott's stringent code of conduct will ensure the delivery of all the necessary components for success (Rahimi & Gunlu, 2016, p.1).

Weaknesses
· Marriott's marketing and organisational structure, from its market position to its management, suggest that it primarily serves only families and wealthy people.
· Marriott company has had negative publicity because of its choice to prioritise its hotel guests' safety above all others a few years ago (Martinez, 2017, p.1).
· Because of their scale, certain procedures need a considerable amount of time and resources.

Opportunities
· Opportunities for luxury hotel chains like Marriott are ripe in emerging markets due to rising demand for these services.
· The hotel chain industry is intertwined with many others, including travel (Vũ et al., 2022, p.1). 
· Marriott may provide short-term housing rentals via Airbnb as an alternative to hotels.

Threats

· On the global stage, there is a persistent threat of shifting rules and restrictions.
· Hospitality is a Fiercely Competing Industry. Famous hotel companies, such as Hilton, and many more, may significantly cut into Marriott's market share if given the opportunity (Akkanen, 2017, p.1).



3. The Marketing environment (Macro) PESTEL – 200 words
Political factors 
Factors such as international relations and political conditions in their tourist destination hotels might have an impact on Marriott. Brexit issues might affect the operations of the company (Arif & Hossin, 2016, p.15).
Economic factors 
One of the factors is the turmoil in Europe's economy. The collapse of the stock market and the ongoing Ukraine war have reduced people's ability to spend money and travel. This results in a reduction in business travel, which Marriott depends on to a significant extent.
Social factors 
Different companies have various ways of relating to those in charge. It is important for Marriott to determine the opinions of authority figures before beginning any marketing efforts (Panjaitan & Panjaitan, 2021, p.89).
Technological factors 
Online Airbnb booking, a platform that lets regular individuals rent out their rooms or whole homes directly to vacationers, has the potential to shake up the hotel sector.
Legal factors
A possible increase in the minimum wage in the UK s to $15 per hour might affect Marriott. It's possible that this will raise labour costs while lowering service quality.
Environmental factors
It's possible that decreased oil prices may bring down travel costs and drive-up demand for hotels (Mak, & Chang, 2019, p.55). Thus, any sudden increase in the cost of jet fuel might be detrimental to Marriott's business operations.


4. Creating Customer Value & Engagement – 200 words

With careful attention to detail, Marriott will create a streamlined, individualised service that caters to each individual guest.

With the help of Salesforce, Marriott will provide its staff with all the insights they need to provide excellent service to guests. So, at each point in the customer's interaction, any member of the team may provide them with a tailored experience (Karumuri, 2016, p.120). They may continue a dialogue with a consumer from any channel thanks to a complete picture of the customer's profile. Information about a guest's stays and communications with the hotel may be accessed from any computer owned by Marriott.

Experience is more than simply one transaction with the Marriott brand. Micro-moments are the sum of guests' smaller, more insignificant interactions with Marriott over time. Most hotels just care about my experience for the three nights I'm there rather than before and after. However, Marriott Bonvoy gives its members access to personalised activity lists and professional advice (Chi, 2019, p.1). That's some serious customisation right there.

The data collected from customers will be used as part of Marriott's goal of improving the customer experience.

Surveys will give Marriott's consumers a voice and help the company improve. To better anticipate their guests' demands, hotels often ask patrons to rate a number of hypothetical travel situations and indicate which would entice them to spend more or make a further effort (Yen, Teng, & Tzeng, 2020, p.102).


5.  Effective Use of Digital Marketing – 200 words
The use of Marriott’s app 
Marriott will implement a customer app since guests like applications that streamline their stays without requiring too much time. Members of Marriott's rewards programme don't need to check in a while using the app. They check in, go to their room, and use their phones to unlock the door (De Pelsmacker, Van Tilburg, & Holthof, 2018, p.47). This also applies to the payment process at the register. 
Influencer marketing
Instead of focusing on the target market as a whole, this kind of marketing narrows its attention to influential individuals within that group. Due to the fact that 92% of customers trust recommendations from influential people they know above any other channel, influencer marketing has become an increasingly important strategy for companies (Leite & Azevedo, 2017, p.1).

Marriott International’s M Live
The M Live program at Marriott Hotels is the wave of the future in the hotel business. The M Live team monitors global trending issues and uses this information to categorise and provide material on the M Live platform. Additionally, it targets customers on an individual basis.



Conclusion – 150 words 

Establishing a strong brand for a new product or service and launching a company are both major endeavours that need careful planning and execution of a marketing strategy. The primary goal of developing a market strategy is to test whether or not a set of key assumptions is accurate. Marriott has chosen to enter the UK hotel industry with brand-new features that will have a wide range of services, from high-quality accommodations to upscale restaurants and a lively nightlife scene. To achieve this goal, marketers used a combination of micro and macro environmental analysis to determine the best ways to conduct their operations. The hotel's appeal to potential guests will be measured by segmentation, targeting, and positioning procedures. Marriott International will integrate digital marketing into a carefully crafted plan, capitalising on the company's large worldwide network and unique digital platform to position itself as the go-to option for anyone seeking a luxurious vacation.
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