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[bookmark: _Toc134785838]Competitors Analysis 
[image: C:\Users\user\Desktop\FDGREG\Slide3.JPG] Speaker’s Note: The major competitors of Marriott Hotel are Premier Inn and Royal Lancaster London. Both hotels offer similar and luxurious facilities to the customers of the hotel (Grant, 2021). The hotel operates in a similar marketplace in the UK and also targets similar customers while implementing cost-leadership strategies. This creates a competitive situation for the Marriott Hotel in the UK. 
[bookmark: _Toc134785839]SWOT Analysis 
[image: C:\Users\user\Desktop\FDGREG\Slide4.JPG] Speaker’s Note: The strengths of the Marriott Hotel highlight its global presence, reputation and more than 50 hotels in the UK. The weakness includes data protection issues, lack of positioning and negative publicity (Ioannou et al., 2021). Diversified services, change in the demography and centralises on the economy are their opportunities. An increase in competition, a recession period and trade issues are the major threats to Marriott Hotel.
[bookmark: _Toc134785840]PESTLE Analysis 
[image: C:\Users\user\Desktop\FDGREG\Slide5.JPG] Speaker’s Note: The political factor of the Marriott Hotel will impact the hotel through Brexit implications (Hassan et al., 2020). The economic factors will influence the business through an increase in the GDP growth. Changes in demands will be influenced by social factors, and changes in digitalisation will be influenced by technological factors. The legal factor will impact the business through the change in the legislation of the UK government. The environmental factor will be influenced by the change in the environmental regulations by the government. 
[bookmark: _Toc134785841]STP, Segmentation, Targeting and Positioning 
[image: C:\Users\user\Desktop\FDGREG\Slide6.JPG] Speaker’s Note: The segmentation of the hotel can be entailed by focusing on different patterns of booking and travel habits (Li et al., 2020). The demographic analysis will be initiated to segment the demands of the customers. The different age categories will be targeted through advertising on social media and the hotel’s online website. 
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Speaker’s Note: The devised marketing schedule focuses on five different forms of communication which are advertisement, personal selling, sales promotion, public relations and direct marketing. Each of the tasks is comprised of three different activities which are needed to be achieved in the established time period. The total time allotted to the whole action plan for communication has been a year. The plan is comprised of core activities such as the use of the latest approaches in marketing communications such as sponsorship, email marketing, and telemarketing and also proper metrics to analyse them such as CTR or Click Through Rate, conversion rate and others. 
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The core purpose of the marketing plan is to effectively necessitate in implementing and developing the growth of marketing for Marriott Hotel. The plan will include the analysis of the framework of SWOT Analysis, Segmentation and Targeting, Perceptual Map, Bowmans Strategy Clock, Marketing Mix and PESTLE Analysis which will be reviewed in the overall marketing plan. 
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5C’s
Company
	SWOT Analysis 

	Strengths 
	· Marriott Hotel possesses a significant global presence in different segments of the world. 
· The hotel signifies a great reputation in the marketplace with engaged and loyal customers (Morrison, 2022). 
· Marriott Hotel has more than 50 hotels in the UK focusing on their operations. 

	Weaknesses 
	· The hotel faces the weakness of data protection issues. 
· They also lack in positioning their hotel brand. 
· Negative publicity of the hotel is also highlighted as their major weakness. 

	Opportunities 
	· Opportunities that lie ahead of the hotel are they are providing on diversified services. 
· Change in the demography of the hotel. 
· Centralises on the economy which is emerging in the marketplace of the hotel. 

	Threats 
	· The increase in competition in the global marketplace has highlighted a threat to Marriott Hotel. 
· The recession period also impacts the economy of the hotel. 
· Trade issues with other global organisations is also a threat for the hotel. 


Table 1: SWOT Analysis 
(Source: Morrison, A.M 2022)
Customers
Segmentation and Targeting 
Marriott Hotel determines in segmenting its customers by analysing and dividing the customers based on their different patterns of booking and their travel habits. The segmentation is done through demographic analysis which is done through focusing on the lifestyle and demands of the customers based on their choices and preferences. The hotel targets individuals of different age categories who showcase interests in the hotel sector. Targeting of the customers is done through advertising and engaging the brand with social media content. 
Customer Profile
	Customer Profile

	Demographics 
	Name: Agatha 
Age: 30 
Education: Bachelors 
Gender: Female
Family: Nuclear 

	Geographic 
	Location: United Kingdom 

	Interests 
	Discounts on rooms in the hotel 

	Behaviours 
	Advertising, Social media engagement

	Feedback 
	Proper hygiene and customer service


Table 2: Customer Profile
(Source: Created by Learner)
Competitors
Perceptual Positioning Map
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Figure 1: Perceptual Map
(Source: Created by Learner)
The significant competitors of Marriott Hotel in the UK are Premier Inn and Royal Lancaster London. Through mapping on the perceptual map, it can be highlighted that Marriott Hotel offers low prices with high-quality services than the other major competitors. 
Bowmans strategy clock
The analysis of the model of Bowman's strategy clock notes the understanding of competition between the organisations in the marketplace. The strategy tool assists in offering options for analysing the brand positioning with adaptive value and price. With the assistance of the model, Marriott Hotel determines in implementing competitive strategies that focus on low prices for services and maintenance of differentiation in the services from other major competitors (Ferrell et al., 2021). The hotel thrives in maintaining its position in the marketplace with significant position mapping of the hotel brand which creates an effective focus and growth from its major competitors in the marketplace. 
Collaborators
The B2B relations of Marriott Hotel are connected while collaborating with other corporations that increase the business’s development and revenue. The Ritz-Cartlon is an effective partner of the hotel focusing on hospitality services. The franchise of Marriott Hotel is Marrioot International Inc which operates in the segment of lodging facilities.  
Climate
	PESTLE Analysis 

	Political Factors
	Impact of Brexit and trade relations with other nations (Bloom et al., 2019). 

	Economic Factors
	The impact of the GDP growth in the UK decreases the economy of the hotel and the country. 

	Social Factors 
	Change in the demands of the customer towards hospitality services might impact Marriott Hotel.

	Technological Factors 
	The change in digitalisation in the hotel might create a transition and impact the hotel. 

	Legal Factors 
	Government laws based on and “Data Protection Act 1998” might create implications for the hotel as the hotel might fail in initiating data protection for the customers (Legislation.gov.uk, 2023). 

	Social Factors 
	The laws based on the “Environmental Protection Act of 2021” might create implications as the hotel might fail in initiating environmental regulations which will impact the hotel (Legislation.gov.uk, 2021). 


Table 3: PESTLE Analysis 
(Source: Bloom et al., 2019)
Marketing Mix
	Marketing Mix

	Product 
	Marriott Hotel offers luxurious services with its hospitality services. They offer rooms, facilities and restaurants for the customers. 

	Price 
	The high-quality services of the hotel offer a price segment which is demandable among the customers. The finance team of the hotel decide the pricing structure. 

	Place 
	The hotel operates in the international marketplace and in the UK. They also offer their services and schemes through their online website. 

	Promotion 
	The communications within the hotel are operated through their online website which assists the customers to be aware of certain discounts and offers (‌Desai and Vidyapeeth., 2019). The hotel also engages social media and other digital content for targeting the customer through effective communication. 


Table 4: Marketing Mix 
(Source: Desai and Vidyapeeth., 2019)
[bookmark: _Toc134785846]Objectives
The objective of the marketing plan is to effectively increase the marketing scope of the Marriott Hotel among the customers. The objective of the hotel aims on increasing the traffic on its online website by increasing visitors which amounts to more than 5000. The aims also centralise on increasing their social media followers that will be attracted to their content on the digital platform. The KPI measurement of the smart objects of the marketing plan will be attained and maintained by analysing the objective and making the relevant achievement of the target through objectifying the aim (Desai and Vidyapeeth., 2019). The KPI measurement will be done by measuring the balanced scorecard and analysing the cost of the activities involved. 
[bookmark: _Toc134785847]Strategy
The new value proposition of Marriott Hotel focuses on offering luxurious facilities to the customers of the hotel segment. The analysation of the Ansoff Matrix proposes the markers of the organisation to analyse opportunities for the increase of growth in the business (). The business will incorporate the strategy of product development as a core strategy which is highlighted from the analysis of Ansoff Matrix (Morrison, 2022). The strategy of product development will be emphasised through entailing the development of the different facilities of marketing in the Marriott Hotel. Based on the development of the product strategy, the hotel business can centralise in increasing attraction towards packages of hotels and increasing the tendency of schemes that will attract the customers to make engagement with the hospitality operations of the hotel. The strategy will derive from increasing their market growth with the development of revenue and increase of the customer satisfaction rate in the hotel. 
[bookmark: _Toc134785848]Tactics 
The understanding of the communication mix highlights the tools which are primarily utilised to engage in communication with the key customers of the organisation. The communications mix is linked and engaged with the sources of advertising and social media development in the organisation (Morrison, 2022). Marriott Hotel can implement the communications mix by increasing its scope in the digital platform of its business. The marketers of the hotel can significantly possess communication with their customers in the hotel through incorporating effective channels of communication in their social media platform. Based on the marketing mix of promotion, the hotel can engage in increasing the tendency of the business by maintaining an effective mode of communication within their online website. The business can implement the tactic of implementing an online website in their business which will assist in attaining the customers of the brand with the involvement of the website that will increase the tendency of effective communication with the customers. 
The marketers of Marriott Hotel can also implement the tactic of implementing changes in the pricing segment by necessitating the strategy of cost-leadership which will drive in increasing the rate of the customers in the hotel. The service facilities of the hotel can also be improved while focusing on changes through their different channels of distribution. Marriott Hotel can implement the online method for increasing the scope of marketing tactics in maintaining offers and discounts in the hotel. The hotel will maintain the effectiveness of the growth of the hotel by implementing luxurious service facilities which will be provided to the customers of the hotel (Desai and Vidyapeeth., 2019). The engagement of effective communication within the hotel can be effectively portrayed by increasing the tendency of advertising in the hotel. The hotel can signify in advertising with the help of television, radio, and other digital medium which will increase their revenue and growth. The improvement in their marketing can be significantly possessed by increasing the availability of content and also mentioning the different pricing criteria of the hotels on their online website. The customers can easily make communications with the services offerers of the hotel and can also develop an understanding of the facilities through maintaining effective customer service. 
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Action 
Company Name: Marriott Hotel 
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Table 5: Communication plan using Gantt chart
(Source: Created by Learner)

The devised action plan is a means to ensure effective communication with the potential customers of the business, which will widely support the Marriott Hotel in the analysis of the preferences of the customers and the states of engagement of the customers. The communication plan establishes as series of tasks as well as metrics to analyse the outcomes and results acquired through the application of the communication plan formulated. For example, email marketing under direct marketing will help in keeping the engaged with Marriot Hotel, which can be measured using the CTR or Click Through Rate metric granting knowledge of the visits of the customers. 
[bookmark: _Toc134785850]Control 
The success measure of the marketing plan will be effectively done by marking the significance of KPIs in the strategy implementation. For the chosen channel in the effectiveness of the marketing plan, the codes of promotion will be entailed for radio implementation which will be done by focusing on the promotional activities and the rate of customer satisfaction. The KPI measures of Instagram and TV will be analysed by focusing on the number of views which will be controlled by analysing the rate of customer retention and their performance towards the different operations of Marriott Hotel. The success measurement of the Email channel will be done by implementing the open rates system for the customers. 
[bookmark: _heading=h.1ksv4uv]

[bookmark: _Toc134785851]Conclusion
The marketing plan has incorporated a thorough analysis of the different processes that are equipped with the changes that will be implemented in the Marriott Hotel. The changes will be through analysing different social media platforms, advertising and the online website of the hotel. The hotel will review communication by strengthening the KPIs to increase the rate of customer satisfaction in the hotel. The growth in the marketing plan of Marriott Hotel can be assessed by generating the implementation of metrics and technologies which will derive in increasing the rate of customers in the hotel. The marketing plan has included situation analysis, objectives, strategy, tactics action and control on the effectiveness of the plan. 
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