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[bookmark: _Toc121312894]Component 1: Presentation
[bookmark: _Toc121312895]Introduction
Marriott Hotel
· Meetings, accommodation, food, spas, events, and beverages
· 11 luxury hotels in the USA (McLeanet al., 2022).
· Review management, event calendar, content capture, photography
· Marriott is an American hospitality company that operates a portfolio of hotels and lodging facilities. It is one of the most reputed organizations that diversify as per convenience and comfort of the customers. In this research, the market plan of Marriot hotels is discussed based on recent trends and market share.
[bookmark: _Toc121312896]Marketing Plan
	Factors
	Description

	Situation analysis 
	Improvement in FP&A efficiency as it helps to generate annual revenues of over £75 million (Insider.co.uk, 2021)

	Objectives 
	Create memorable and better experiences for guests 

	Strategy 
	Managing social media and loyalty programs

	Tactics 
	 Investing £12m in refurbishment works across its four-star portfolio

	Actions 
	It provides luxurious rooms to customers and maintains brand differentiation according to the need of the customer (Lim and Seo, 2021).

	Control 
	High utility costs and prices charged for its facility


Table 1: SOSTAC Model
(Source: Self-developed)
Marriott hotels provide leisure to its customers by accommodating them with premium rooms and great hospitality services. The company focuses on targeting customers by attracting them with discounts and different promotional strategies. The quality of services has been phenomenal for Marriott hotels as it attends to various travelers throughout the world. It has created a group of guests that have effective communication with the company regarding the standard of the services. This approach helps to maintain the position of hotel Marriott globally.
[bookmark: _Toc121312897]Factors influence the contemporary market
· High utility costs and prices charged for its facility
· Low customer satisfaction increased the costs of operations (Aladag et al. 2020)
· 93% of people give importance to reviews of hotel performance (Santoki and Parekh, 2020).
· 53% of the people have not booked a hotel without the opinion of guests
Marriott hotels provide a unique product strategy that is centered on different luxury travelers. Excellent locations and premium amenities of Marriott hotels attract more customers and that helps in the growth of such a chain of hotels. Marriott hotels are well known and are one of the biggest hotel chain companies in the world (Wu, 2021). It chooses ideal places throughout the world such as Canada and America to deal with various customers. The company launches a framework to attract more customers to deliver a top-notch experience to meet customer satisfaction. Marriott uses a well-designed website to showcase all of its brands that entices users to book the room immediately.
[bookmark: _Toc121312898]Business Skills
· Focus on communication and interpersonal skills
· Customer service approaches (Marinakou and Giousmpasoglou, 2019)
· Building a mutual relationship with guests
· It provides an effective strategy for development. (Stenquist, 2020)
The pricing strategy of Marriott includes discounts to sustain the business and helps in the growth of the company. Marriott runs a customer loyalty program that provides a variety of benefits to customers.
The supply in the hotel industry is quite good for Marriott hotels and it helps to enhance the competitiveness of the hotels in the market. The service cost of Marriott is quite high as it maintains luxurious rooms frequently. It helps the company to get high capital.
[bookmark: _Toc121312899]Conclusion
· Adaptation of the latest technology
· Social media marketing, loyalty programs
· High costs create challenges to sustaining business
· Teamwork and innovation help to attract more customers
The study concludes the marketing strategy of Marriott hotels to overview the performance in the hotel industry. Based on several factors it helps to evaluate the current affecting factors that enhance the growth of the company. Different product value and promotional strategies have been analyzed through PESTLE. It helps to identify the unique factors of Marriott hotels to shape the future of the hospitality industry and targets people on an individual level.


[bookmark: _Toc121312900]Component 2: the purpose of Marketing Plan
[bookmark: _Toc121312901]Introduction
Marriott is an American hospitality company that operates a portfolio of hotels and lodging facilities. It is one of the most reputed organizations that diversify as per convenience and comfort of the customers. In this research, the market plan of Marriot hotels is discussed based on recent trends and market share.
[bookmark: _Toc121312902]Situational analysis
[bookmark: _Toc121312903]Review of performance
Marriott reported an income of $950 million compared to the income of the previous year of $486 million. The hotels show an increase in sales after tax and that shows a growth in the occupancy of rooms (Wu, 2021). The pandemic has had a major impact on revenue generation as a restriction on international travel reduces the revenue from $15 million to $13 million. The decrease is largely due to lower interest associated with lower balance debt.
[bookmark: _Toc121312904]Comparison with previous years to reveal trends	
The trends of the company reflect the benefits of the intersection of information from a community of developers that operates the leading loyalty platform. It comprises dynamic travel experiences for its customers and the leisure demand for travelling is increasing day by day(Stenquist, 2020). So the company invests in software development to provide crucial information about the destinations. This adaption of the company helps Marriott hotels in the growth of the business.
[bookmark: _Toc121312905]Comparison against competitors
The competitors involve "Hyatt hotels and  Intercontinental hotels". Marriott maintains the largest inventory of luxurious hotel rooms globally and that makes it unique from its competitors. 
[bookmark: _Toc121312906]Review of the communications mix
The communication mix of Marriott hotels involves different advertising strategies to keep people engaged in the work of the company. It maintains a good relationship with the customers and new initiatives by the hotels attract more new customers. Developing a feedback system to provide quality service enhances the interest of more customers.
[bookmark: _Toc121312907]Porter 5 forces
	Factors 
	Analysis 
	Impact 

	Bargaining power of suppliers 
	The supply in the hotel industry is quite good for Marriott hotels and it helps to enhance the competitiveness of the hotels in the market.
	High

	Bargaining power of buyers
	It provides luxurious rooms to customers and maintains brand differentiation according to the need of the customer.
	High

	Competitive rivalry  
	The cost service of Marriott is quite high as it maintains luxurious rooms frequently. It helps the company to get high capital (McLeanet al., 2022).
	Low

	Threat of substitution
	Relatively low substitution is available in the hotel industry thus it thrives low threat. As people look for cheap accommodation thus they prefer hostels hence it has not worked for substitution. 
	Low  

	The threat of new entry
	High capital costs create barriers to the new entrance as in the hotel industry for sustaining business, brand image, and customer loyalty has concerned. Thus, the new entrance has not effectively targeted the market by providing quality services.
	Medium  


[bookmark: _Toc121312908]
Table 2: Porter 5 forces
(Source: Self-developed)
[bookmark: _Toc121312909]Segmentation, Targeting, Positioning
Marriott hotels provide leisure to its customers by accommodating them with premium rooms and great hospitality services. The company focuses on targeting customers by attracting them with discounts and different promotional strategies. The quality of services has been phenomenal for Marriott hotels as it attends to various travelers throughout the world (Lim and Seo, 2021). It has created a group of guests that have effective communication with the company regarding the standard of the services. This approach helps to maintain the position of hotel Marriott globally.
[bookmark: _Toc121312910]SWOT/ PEST 
	Strengths 
· Seek  staff and guest feedback
· Front desk employees have a higher level of training and professionalism
· Food and beverage is significantly better than the competitors
	Weaknesses 
· Budget limitations
· Lack of in-room technology
· Customer segments or unique selling propositions unclear

	Opportunities
· Changing customer segments, personalization, 
· Subscribing to hotel industry blogs
· Online promotion  increase bookings

	Threats 
· Bad debt or cash-flow problems
· Shortage of human resources(Bbc.com, 2019)
· Adapt slowly latest technology


[bookmark: _Toc121312911]Table 3: SWOT analysis
(Source: Self-developed)
[bookmark: _Toc121312912]Objectives

[bookmark: _Toc121312913]SMART Targets
	Targets  
	Analysis 

	Specific 
	· Digitalization process
· Hiring skilled professionals 

	Measurable 
	· Adapting information technology and using IoT 
· Poor service of employees 

	Actionable 
	· Implement promotional activities using social media
· Experienced employees hired for quality customer service (Hospitalitynet.org, 2020)

	Realistic 
	· Using online booking systems and digitalized processes in hotels
· Hire qualified employees that handle customer service before

	Time-bound
	· 3 months
· 1 month


Table 4: SMART Targets
(Source: Self-developed)
[bookmark: _Toc121312914]Strategy  
[bookmark: _Toc121312915]4P's
Product
Marriott hotels provide a unique product strategy that is centered on different luxury travelers. Excellent locations and premium amenities of Marriott hotels attract more customers and that helps in the growth of such a chain of hotels.
 
Price	
Based on the guest's preferences different process is available as corporate clients' price is high compared to long stay or leisure the company follow competitors' parity pricing strategy to sustain the business. 
Place
Marriott hotels are well known and are one of the biggest hotel chain companies in the world. It chooses ideal places throughout the world such as Canada and America to deal with various customers (Santoki and Parekh, 2020). The company launches a framework to attract more customers to deliver a top-notch experience to meet customer satisfaction.
Promotion
Marriott uses a well-designed website to showcase all of its brands that entices users to book the room immediately.
[bookmark: _Toc121312916]The Marketing Environment
[bookmark: _Toc121312917]Micro–SWOT
	Strengths 
· Seek   guest feedback
· Employees are  trained and follow professionalism
· Food and beverage are relatively better than competitors
	Weaknesses 
· Limitations of budget 
· Lack of in-room technology
· Unique selling propositions and customer segments have not been defined

	Opportunities
· Changing customer segments, personalization, 
· Subscribing to hotel industry blogs
· Online promotion  increase bookings (Mak and Chang, 2019)

	Threats 
· Bad debt or cash-flow problems
· Shortage of human resources
· Adapt slowly latest technology


Table 5: SWOT analysis
(Source: Self-developed)
[bookmark: _Toc121312918]Macro-PESTLE
	Elements 
	Factors 
	Impact 

	Political 
	· in 2020 tax rate increase to 20% for the hotel industry
· impact of covid and post-Brexit creates a restriction
	· negative 
· negative

	Economical 
	· employment generate  around 173 million people through the hotel industry
· 7.4% annual change in GDP (Köseoglu et al. 2019)
	· positive 
· positive 

	Social 
	· Travellers are from different classes and age groups
· Hotels' initiative to allow the guests to different cultures and foods
	· negative 
· positive 

	Technological 
	· Wifi services, CCTV cameras, lifts, intercoms
· Online booking facilities
	· positive 
· positive 

	Legal 
	· EU has the General Data Protection Regulation  for the safety of guest data
· "The Health and Safety at Work Act 1974"
	· positive 
· positive 

	Environmental 
	· ensure a minimal carbon footprint
· biodegradable items to counter the climate crisis
	· negative 
· positive 


Table 6: PESTLE analysis
(Source: Self-developed)
[bookmark: _Toc121312919]Tactics
Product 
Marriott hotels create value for the customer by adopting various promotional strategies with top-notch luxurious rooms. It maintains differentiated value propositions for its brand appeal.
Price
The pricing strategy of Marriott includes discounts to sustain the business and helps in the growth of the company.



Place 
Places involve in different locations across as well as online booking facilities are also available to attract customers globally as customers from America, Australia and New Zealand have also visited Marriott hotels.  
Promotion
Marriott runs a customer loyalty program that provides a variety of benefits to customers.
[bookmark: _Toc121312920]Actions
[image: ]

Figure 1: Time plan
(Source: Self-developed)
The chart shows the focus of Marriott hotels to create its promotional activities in the minds of customers. The unique strategies help to create a great bond with the customers. It helps to analyze the preferences of the customers to compare the products of the hotel with other companies.

[bookmark: _Toc121312921]Conclusion
[bookmark: _GoBack]The study concludes the marketing strategy of Marriott hotels to overview the performance in the hotel industry. Based on several factors it helps to evaluate the current affecting factor that enhances the growth of the company. Different product value and promotional strategies have been analyzed through PESTLE. It helps to identify the unique factors of Marriott hotels to shape the future of the hospitality industry and targets people on an individual level.
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