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[bookmark: _Toc118458814]Introduction 
Marriott International has been identified as an American multinational company that has been operating licensed lodging, franchises including Hotel residentials. With its headquarters in Bethesda, Maryland (Marriott.com, 2022); the company has branches all over the world in nearly 8484 locations. The company also has a branch in the Philippines known as Manila Marriott Hotel which has located in Newport world resorts. Due to the pandemic, the sales of the company have decreased significantly and therefore the main purpose of this marketing plan is to boost up the decreased cells of this company. This marketing plan would be submitted to Scott Sibley, the general manager of the company. The marketing plan is developed for customers employee’s community members and shareholders of this company in simple words anyone who is associated with this company. The marketing plan for this company is to enhance its digital advertising operations, especially its “Strategic hotel PPC and display ads”. 
[bookmark: _9x7ynmtvgd][bookmark: _Toc118458815]Marketing Mix
Product Strategy
The Manilla branch of Marriott International has been offering a wide range of services to its customers. The company provides luxury hotels with well-appointed accommodations and contemporary elegant suits with Marble bathrooms, Deluxe buildings and modern technology (Toma and Grădinaru, 2018). The hotel has been offering special suits for the customers in the west wing of the hotel. The hotel also serves diverse dining options and a buffet restaurant all day along with a steakhouse. 
Place or distribution strategy 
The place Manila is March convenient location for visitors as the hotel has resided at popular visit locations within the Philippines such as Star City, Makati business district and SM Mall of Asia. In Manila, there are also observed to be acquiring 95000 square feet of meeting space. The location is also near shopping centres and visiting areas (Girgen, 2021). The hotel is located at terminal 3 of the Manila Ninoy Aquino International Airport and is directly connected to the Runway Manila therefore it is much more convenient for visitors or customers to get in the hotel. 
Price strategy 
The company would provide a wide range of prices as per the location of customers and hotels offered by this brand. The company would determine the prices of the hotels by considering its quality framework satisfied and inform most importantly the pricing strategy would be maintained in such a manner that their brand name would not be affected and the revenue would be maximized (Visser, 2021). The hotel prices would vary on the customer demand. The company would follow our competitive rising strategy for hotel prices by considering the continuous changes in the competitor's behaviour and situation within the market. 
Promotion strategy
The hotel mainly focuses on the digital promotion of its services and for it, the company has created its own website where only the services related to Manila Hotel of Marriott International have been promoted. The hotel also executed customer loyalty programs for its loyal gas and developed different promotional schemes for the loyal customers which helped the company in attracting new customers (Lee, 2020). The Hotel would be focused on a strategic Hotel PPC by displaying ads on various social media platforms such as Instagram, YouTube, Facebook, Twitter and others. 
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	Strengths 
	Weaknesses

	· The strong brand awareness and global presence of the brand have helped the hotel in making a greater presence in the international market
· Suitable location which has been providing a wide range of visiting options to its customers (Darsin et al. 2019)
· The hotel has loyal customers
	· The data protection of the hotel is ineffective
· The Market Positioning of this hotel within the international market has been decreasing
· The hotel is associated with several negative publicity and civil lawsuits which have decreased brand popularity (Rosner et al. 2019)

	Opportunities
	Threats 

	· There is a greater opportunity for attracting Gen-Z and millennial consumers of the Philippines
· The hotel can provide demand for personalised services by providing customised services (Fernandes et al. 2022)
· Develop a strategic Hotel PPC by displaying ads on various social media platforms for attracting new customers
	· The Global pandemic has been identified as a major threat of this Hotel as the company has lost 92% of its profits due to the pandemic
· The high competition Virendra hospitality industry of Philippines can be regarded as one of the major threats for the company (Abellanet Miranda, 2021)


Table 1: SWOT Analysis of Manila Marriott Hotel
(Source: Darsin et al. 2019)
As the company has strong brand awareness due to global presence of its Parent company and suitable location the Hotel can promote services to the customers of other branches of the parent company. With the help of the marketing plan, the hotel would be able in enhancing its Market Positioning within the hotel industry of the Philippines. Due to the significant growth of digital technology especially the evaluation of social media platforms the company has a greater opportunity of utilising social media platforms for marketing and Advertising, which can help the company in attracting Gen-Z and millennial consumers of the Philippines. 
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	Political
	Uncertain political landscape of the Philippines and the effect of travel regulations have negatively impacted the business environment for this hotel (Leroi-Werelds et al. 2021)

	Economical
	Intense better competition and currency fluctuation have impacted the revenue of the company to decrease

	Social
	The customers come from different region and look for a different experience which is a major difficult factor for the hotel (Burke et al. 2020)

	Technological
	The innovation approaches has helped the company for competitive advantage along with its strategic Hotel PPC and digital advertising on social media platform has helped it in generating data revenue

	Legal 
	The company is achieving standardisation through legal compliances 

	Environmental
	The company has been taking sustainability approaches through the integration of various norms (Todorivić, 2019)


Table 2: PESTLE Analysis of Manila Marriott Hotel
(Source: Todorivić, 2019)
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The hotel can offer unusual loyalty programs for its long-term customers. The hotel can also take special consideration of making their guest field special by providing inclusive services in the spa or buffet section within their hotel (Weinstein, 2022). The hotel can also provide detailed information on the inside and outside of the hotel and provide guidance on the local visit spots as well as tour services for the special customer. For enhancing customer engagement, the hotel can utilise strategies such as asking the customers for providing reviews on social media platforms and developing attractive content on websites and other social media platforms. The hotel can enhance age checking and check-out procedures which can help the hotel in obtaining good reviews from the customers. The hotel can utilise several marketing channels such as page search and display advertisement, Official website online review sites, text message marketing tools and several social media platforms such as YouTube, Facebook, and Instagram (Shin and Perdue 2022).
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The company can analyse the “micro-moments strategy” provided by Google which has discussed the five different phases of travel customers and through understanding the customer journey the company can improve the effectiveness and relevance of digital marketing (Agybetova et al. 2019). The hotel has its own website and SEO and providing high-quality pictures and videos of the hotel as well as the visiting points would attract the attention of more customers. The company can also take online reputation management approaches by monitoring the online reviews provided by the customers (Visser, 2021). The company can advertise and promote its services on several social media platforms and develop marketing campaigns within the platforms for engaging a community of fans. 
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It can be concluded from the above discussion, the Manilla branch of Marriott International has been offering a wide range of services to its customers and the company would follow our competitive rising strategy for hotel prices. Due to the significant growth of digital technology especially the evaluation of social media platforms the company has a greater opportunity of utilising social media platforms for marketing and Advertising, which can help the company in attracting Gen-Z and millennial consumers of the Philippines. 
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