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The United States is home to Marriott Hotels and Resorts, a chain of luxury hotels and resorts that provides its services around the world. The goal of this marketing plan is to boost consumer attraction and engagement with this hotel in the UK. This plan is being produced for marketing specialists to determine the marketing mix approach of this chosen hotel to enhance the client base in the new markets. The marketing plan for this hotel analyses both the micro and macro aspects that have an impact on its operations, as well as various elements for increasing customer value and participation.
Marketing mix 
Product 
Customers can book a room at a Marriott hotel, a flight and hotel package, a timeshare holiday, and even hire a car via the company (Marriott, 2022). In order to increase customer happiness and loyalty, the staff at this hotel concentrates on meeting individual guest requirements while providing a wide range of superior services.
Place 
Clients in the UK will be able to find the hotel of choice via its website and various social media platforms. This hotel's investors will help it open a new location in the United Kingdom. The hotel's new location in the United Kingdom is open for business.
Price 
By putting an emphasis on consumers' propensity to spend, Marriott Hotels and Resorts may implement a successful pricing plan. This hotel decides rates by retaining customers’ value and emphasis on a customer-centric approach to boost brand image and maximise revenue. Bilgin (2018) claimed that a customer-centric approach is vital for organisations to boost their client base which is useful to raise corporate profit. Hence, Marriot can establish its price for services by focusing on customer value and their willingness which would be helpful to boost business performance.
Promotion 
Using online and social media platforms, the hotel may spread the word about its offerings. Marketing communications that make use of social media tend to increase client involvement, which in turn boosts business earnings (Nunan et al. 2018). As a result, Marriott will employ online and social media platforms to better engage with existing consumers, as well as recruit new ones.
The microenvironment of marketing 
Strengths Influence on a global scale Professionalism and reliability in service delivery; Respectable brand By Putting New Thoughts Into Practice (Mody et al. 2020)Tight rules of behaviour Dedicated customers, Weaknesses Failure to effectively safeguard information Disappointingly sloppy placing Staff morale issues
Opportunities Dedicated to one-on-one care new economics Technological development, Threats Disease that has spread over the world Higher competition Consequences of Terrorism
SWOT analysis of Marriott Hotels and resorts
The Marriott hotel chain is well-known around the world, and this helps to boost consumer involvement. As to the view of Shokouhyar et al. (2020) customers are drawn to organisations that provide quality services and they acquire services that are useful to boost business profitability. This hotel's creative ideas help it attract more guests, which is good for business. By integrating AI and ML into its systems, this hotel can improve data protection efficiency. Artificial intelligence (AI) and machine learning (ML) are cutting-edge tools that help organisations monitor and safeguard their data against potential threats (Canhoto and Clear, 2020). Personalized service and technical advancement are two options for this hotel to enhance its customer base. The hotel has the potential to innovate and advance its technological capabilities, so enhancing its service infrastructure and mitigating the negative effects of globalisation and increased competition.
PESTEL analysis 
Since the UK is a developed nation with a stable government and a robust administrative structure, it serves as a political haven for international corporations. Foreign direct investment (FDI) is highly valued in the UK's economy, which is varied and dynamic. Education and job prospects are both better in the country, two social elements. In addition, a stronger economic footing allows for the continuation of cutting-edge technology integration, expanding the company's potential (Kabaklarl et al., 2018). The country has solid legal frameworks, including the Employment Act and the Equity Act. In addition, as a nation concerned with environmental issues, it hopes to achieve SDGs by 2030, a goal that would help businesses both sustain and develop competitive advantages on global platforms (Vargas et al. 2019). As a result, the overall economic climate bodes well for Marriott's expansion plans.
Positive impact
The hotel industry's process of capitalization accounts for and celebrates the country's robust foreign direct investment (FDI) and economic growth (Reurink and Garcia-Bernardo, 2022). This would ensure that the hotel chain never ran out of money. The UK's dynamic population and high standard of life also contribute to the country's increased vulnerability to, and potential for success in, the global marketplace.
Negative impact 
The hotel handles a number of potential drawbacks stemming from the United Kingdom serving as its host country. This is necessary because the United Kingdom provides a favourable environment for competing businesses. According to Webb (2019), in order to differentiate from competing brands, company strategies and plans need to be creative. Therefore, Marriott should think about recruiting competent marketing managers so that it may effectively plan its future operations in light of all relevant information, even the negative.
Creating customer value and engagement 
Marriott hotels are high-end establishments that uphold a number of guiding principles, including prioritising the comfort and satisfaction of their guests. The hotel's initiative in providing service of the highest quality and with the utmost integrity also contributes to the hotel's success in providing value to its guests. Guests can take advantage of the hotel's many contactless services, including online booking and payment. According to Busalim and Ghabban (2021), increasing client loyalty requires providing them with the items and services they want. Since this is the case, it is crucial for the hotel to adopt digital technologies that increase client participation.
The use of artificial intelligence (AI) can be a game-changer for hotels looking to increase guest involvement by keeping them in the loop about the latest specials and perks being offered (Gkikas and Theodoridis, 2019). Both paid and unpaid marketing methods are utilised by the hotel. Methods of reaching the intended audience via the chosen marketing channel may be both time-honored and cutting-edge (Bala and Verma, 2018). For the most part, marketers stick to tried-and-true, cost-free methods like email and phone calls. However, most kinds of digital collaboration in marketing (including websites and social media) are for a fee
Effective use of digital marketing 
The selected hotel can employ digital marketing to spread the word and bring in more guests. For certain businesses, digital media are indispensable promotional resources (Mariani and Wamba, 2020). The company can increase its market share and reach a large audience through social media marketing. On the one hand, the hotel's local visibility could be improved with the use of digital marketing strategies. Conversely, it can attract guests from further afield, increasing the hotel's revenue and enticing more people to stay there. Because it can be managed from a central location, digital advertising also reduces administrative overhead and maximises efficiency.
The Marriott's marketing manager would play a key role in guiding the creation of digital marketing strategy. The graphic designers and marketing team share equal responsibility for the upkeep of the digital platforms used to advance digital marketing (Diamond, 2022). To encourage customers to book at the hotel, it is necessary to promote attractive deals and incentives.
Conclusion 
This report details Marriott's strategy for boosting patron participation in marketing initiatives. As a result, the marketing plan incorporates analyses of both the macro and micro company environments to identify potential possibilities and threats associated with growing the clientele. Marriott, being a high-end hotel chain, is a well-known company in the UK. However, the recent worldwide pandemic has posed a risk to the operating success of the worrying firm. Competition from other, similar brands is a further concern, as is low morale among staff. The hotel chain may improve its position in the UK hospitality market by implementing methods like increasing its marketing budget and providing its staff with more opportunities for professional development.
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