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                                                               Marketing plan

What is the purpose of a marketing plan.
  A marketing strategy is used to determine how to attract audiences to achieve the company's goals. A marketing strategy aims to ensure that marketing activities are planned, effective and timely to achieve the organisation's objectives. The strategy establishes the company's stable position in the marketplace, organizes and sets marketing objectives, and identifies the resources needed to achieve the company's strategic goals. 
  Content should include: Current state, priorities and direction of the organization Relationship to external environmental factors Key considerations about the organization's strengths, weaknesses, opportunities and threats (SWOT) How to measure success Specific and timely actions and responsibilities for functions, products, services and market segments.
   A sound marketing plan includes: 
- Clear, realistic goals that you are confident you will achieve. 
- The best strategy to achieve your goals compared to your competitors.
 - Sufficiently detailed descriptions of the tactics and actions needed to implement the strategy. 
- Methods to ensure you are acting according to plan. 
Any business, regardless of size, shape or age, can benefit from regular marketing activities. By setting goals, both small and large businesses can ensure that their marketing efforts are effective: - allocate resources and budgets - motivate their team - manage their staff and marketing activities. What is PESTLE. 
PESTLE analysis is a concept from marketing principles. It is also used as a tool to understand the environment in which a company operates or plans to launch a new project/service, for example.
 P= political What is the political situation in the country and how might this affect the industry.
 E= Economic What are the prevailing factors. 
S= social How important is culture in the market and what are the determinants. 
T= technological What technological innovations are taking place and could affect the structure of the market. 
L= legal Are there laws in place governing the industry or could these lead to some changes in the industry. 
E= environmental What are the environmental issues facing the industry. 

Marketing plan to increase website traffic for Marriot.com

   Marriot  is the largest hotel chain in the world in terms of the number of rooms available. Under its umbrella are more than 30 brands, approximately 8,000 properties in 139 countries, offering more than 1,400,000 rooms. Marriott International was created in 1993 when Marriott Corporation split into two companies: Marriott International was created in 1993 when Marriott Corporation split into two companies: Marriott International, which manages franchises and hotels, and Host Marriott International was created in 1993 when Marriott Corporation split into two companies: Marriott International, which manages franchises and hotels, and Host Marriott Corporation, which manages hotels. As the eponymous brand, my goal is to present a marketing plan to increase website traffic. This is no easy task, given the huge amount of resources (financial and professional) that the organization invests in marketing. To accomplish this task, I want to use the SOSTAC planning model and the RACE growth framework. 
Situation analysis: 5C’s
    Company  - SWOT(micro analysis)
·  Strengths: largest hotel chain in the world, very strong marketing campaign 
· Weaknesses: civil litigation: legal problems always put the company at a disadvantage 
· Opportunities Diversified service offering. Marriott can differentiate itself from its competitors by offering tailor-made services to meet specific customer needs. 
· Threats Threats: risk of terrorist attacks. Marriott is a five-star accommodation provider and attracts customers of different nationalities. 
 Customers. 
According to Similarweb, customer gender is 50%/50% (50.27% female, 49.73% male. By age, 15.42% are aged 15-24, 28.80% are aged 25-34, 20.18% are aged 35-44, 15.97% are aged 45-54, 12.07% are aged 55-64 and 7.61% are aged 65+. 
Competitors. 
According to SimilarWeb, the main competitor is Hilton.com.
Collaborators.
 Partnerships, Franchises, Marriott Bonoy loyalty program. 
Climate. - PESTLE(macro analysis) 
· Politics: Uncertain political situation in the EU 
· Economic: Impact of currency fluctuations on tourism 
· Social: Different regions have different accommodation and experience requirements 
· Technological: Innovation, which offers a competitive advantage 
· Legal: Standardisation in legal regulations 
· Environmental: growing consumer preference for sustainable hospitality. - Marketing mix  
· PRODUCT: luxury hotels/hospitality services 
· LOCATION:  beach resorts/airports/highways/urban centres 
· PRICE: Quality framework to support value
·  PROMOTION : Marriott will retain loyal customers through a series of promotions and attract new customers through new product marketing.  Communication mix RACE
· Reach means increasing traffic by increasing awareness of the brand, products and services on other websites and in offline media and encouraging visits to various web presences, including the main website, microsites and social media pages. This requires the use of a variety of paid and unpaid media outlets to create multiple interactions and maximise reach over time.
·  Act : Act means "interaction." For most companies, the primary purpose of Act is to attract potential customers. It means getting website visitors and potential customers to take the next step - the next action in the customer journey - when they visit your website or social network. This could mean getting more information about a company or product, searching for a product or reading a blog post. 
· Conversion: this simply means leading to a sale, whether it's an online or offline sale. It can mean encouraging customers to take the next step, either through online e-commerce or offline channels, and turning them into paying customers. 
· Engage: it means engaging and communicating with customers on a long-term basis. It's about building long-term relationships with first-time customers, increasing lifetime customer value and building loyalty that leads to repeat purchases through website communication, social presence, email and direct dialogue. 

ACTION

My goal is to increase website traffic through partner networks (offers and sales on booking. com) and advertising: display advertising (banners on tourist websites, taxis with the hotel logo) paid advertising on TV platforms and radio channels. 
MONITORING
To measure and compare marketing strategies,  I will use the Gantt Chart  bellw:  Gannt Chart(1).xlsx
In terms of my marketing plan to increase website traffic, I can confidently say that if I use the tools provided, I will achieve my goal. By placing a banner on the company's website (marriot.com), I believe I will be able to encourage hotel guests to search the internet for the offers and services provided. In addition, branding taxis with hotel logos can increase the presence of targeted companies in high traffic areas such as train stations, markets, airports and city centres. Radio and TV advertising is always a good way to stand out, especially in November and December when consumers are likely to spend more. In addition to increasing traffic, offer sales on the booking.com platform. App.

                               APPENDIX
 I am attaching here a printable screen shot from the Simmilarweb.
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