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Introduction
Marketing is selling goods and services and promoting the products so potential customers can be attracted (Kotler et al., 2017). In this section, a marketing plan will be prepared that will highlight all the marketing concepts and their relative issues for obtaining the ultimate marketing objectives. Sheraton Hotel is considered for this marketing plan. Considering the hotel industry, this marketing plan will require several key areas, frameworks, and theories that will represent the frame plan including SOSTAC, marketing mixes, and so on. Situational analysis will represent the five Cs of the business and marketing mixes will highlight the 4Ps of marketing.
Situation Analysis
For conducting the situation of the business envisaging both micro and macro environment, five major Cs of the business in both internal and external environments are going to be represented below:
5 'C's
Company: For having clear insights into the business, an internal analysis tool, named SWOT will be applied (Smith & Zook, 2020). This is a micro-analysis that will be represented by this analysis tool. Such as:
	Strengths
	Weaknesses

	The hotel has a strong brand and reputation in the market. 
It has skilled hotel staff in large numbers.
Customer services are quite excellent and for this, it has gained five stars as it provides multi-facilities to the customers. 
	It is a subsidiary business of Marriott Intern, so, this hotel cannot adopt decisions for itself solely. 
It does not have any unique strategies that can help increase more customers for itself.
As a subsidiary, it can get affected by the actions and consequences of its parent company. 


	Opportunities
	Threats

	This can emerge as a potential hotel business in the global market. 
Besides, this can increase its hotel chain management and obtain a lucrative market share. 
	The global market is highly competitive which can impact the hotel business operation in the market. 
Besides, Brexit, the post-pandemic situation, and war can affect the overall performance of this business in the global market. 




Customers: It focuses on global travellers, especially leisure and business travellers, and its target market includes vacationers, newly married couples, etc. 
Competitors: Porter’s five forces (Kotler et al., 2017) of this hotel business are depicted below:
	Particulars
	Level of risk

	Threats of new entrants
	Medium

	Bargaining power of suppliers
	Medium

	Bargaining power of customers
	Low

	Threats of substitutes
	High

	Rivalry among competitors: Hilton, Jin Jiang, IHG Hotels, Wyndham hotel, Accord group, etc. 
	High



The perceived positioning map indicates that Sheraton hotel provides high-quality services to the targeted customers and for this, it charges a high cost (O'Neill, 2022). 
Collaborations: This hotel prioritizes business-to-business relationships because it is seen in sponsoring other businesses, especially sporting events. Besides, it has several franchises in Asian countries. For example, its team is honoured to be a sponsor of PCMA’s convening leaders 2021 conference. 
Climate
For analyzing the macro environment of the business, PESTEL analysis will be applied. 
Political-economic impacts: Brexit issue has potential effects on hotel businesses. Besides, the pandemic has affected productivity and keeps deteriorating because of the war between Ukraine and Russia. That is why the increasing inflation rate is affecting the price level, currency value, and demand-supply conditions of the business ((Pérez), 2022). People’s taste pattern has changed. Newly married couples from different countries are prone to luxurious hotels. The major factors are online booking, website design, social media marketing, etc. Climate change is a major concerning issue. So, hotel businesses indulge in promoting green business (Pérez, 2022). Immigrant acts, legislation of hotels, national minimum wage acts, etc.
Objectives
The objective is to increase the profit margin in major cities in the UK and to increase the profit margin by 5% by utilizing and strengthening social media advertising, and developing the website. Sheraton needs to maximize its profit margin for the upcoming financial period within 6 months or two-quarters of financial periods 
Strategy
Value proposition: It prioritizes three major values and they are to ensure warmth, get connected, and make community in society. Besides, its utilities are quite exceptional and it also concentrates on service attributes, perceived quality, customer requirements, and satisfaction effectively. 
It makes itself different through the presentation of the semi-luxury hotel chain (Czinkota et al., 2022). It communicates through its mission and its mission states that this hotel creates an intuitive and holistic experience with spaces to connect, stay productive, and be special in the market. 
Its value proposition is based on three core issues and these can help draw the attention of the targeted customers and make them loyal visitors of the hotel. 
Bowman clock strategy: It implements focused differentiation. It is focused differentiation that envisages both high-quality products and high prices for goods and services. (A picture is given in the appendices)
Tactics
Marketing mixes
In this case, four major mixes will be utilized for developing the marketing concepts of the business. 
Product: Sheraton is now a five-star hotel that has all sorts of modern facilities that need to exist in a five-star hotel business. Its quality services have made it luxurious and for this, its quality is premium (Jobber & Ellis-Chadwick, 2020). Premium quality and luxurious facilities can attract the newly married couple to experience some beautiful moments. On occasion, it provides several offers to the customers.
Place: It has its distinct websites. Besides, its online navigation system can help the targeted customers track the locations of its branches that are closer to them. In the UK, it has three major segments (Czinkota et al., 2022). Digital marketing channels are used by this business. Besides, it focuses on the business-to-business relationship with the targeted customers. 
Price: As this is a semi-luxurious hotel chain, it needs to provide premium quality to the targeted customers. As a result, it needs to follow a premium pricing strategy in the UK. It is a premium pricing strategy that can help highlight the high quality of the goods and services (Kotler et al., 2020). From the market research, it is found that people are interested in paying a high price for the ultimate products; if the products have a high range of quality and facilities. Sheraton has successfully set its brand value in the market that promotes ensuring high quality of services in the market. There are varieties of price points for visitors. For example, a single bed in a single room, a double bed, or a triple bed in a single room. At the front desk, the visitors can observe them. On the website, there are specific segments for the price points. 
Promotion
It indulges in advertising its high-quality services via the utilization of social media, websites, billboard advertisements, newspapers, blogging, email marketing, sponsorship, etc. Its strategies include both traditional and digital tools but this hotel is more into digital promotional activities (Ryan, 2017). 
Action
Gantt chart
	Task
	W-1
	W-2
	W-3
	W-4
	W-5
	W-6

	Preparing for an effective survey
	 
	
	
	
	
	

	Market research
	
	 
	
	
	
	

	Marketing channels: Direct website bookings, email, and social media
	
	
	 
	
	
	

	Gathering feedback
	
	
	
	 
	 
	 

	Preparing strategies
	
	
	
	
	
	 



Justification of marketing channel schedule: It has owned a website that builds internal links. The email list keeps triggering the email nurturing program (Jobber & Ellis-Chadwick, 2020). It posts daily weekday posts on different social media that require 30 minutes per week and envisages new subscribers and traffic to the website. 
Control
Identification of USP: This hotel indulges in prioritizing the need of the targeted customers. The customers want luxurious facilities that should be owned by a five-star hotel (Czinkota et al., 2022). That is why it has set itself as the semi-luxurious hotel chain that keeps serving customers with its high-quality services and the services include modern and all sorts of luxurious facilities in the hotel. As a result, the business can charge high prices from the customers. 
Its success can be measured by focusing on the number of visitors whether it is increasing or not. New customers are also prioritized as they are provided discounts and serval offers. Its positive attitude towards the brand has made it one of the most glorious hotel businesses in the world. Due to the pandemic situation, its profit margin declined but it has started recovering from the disastrous impacts and looking forward to increasing the margin significantly. 
Conclusion
Its internal environment is quite flexible but it may get affected by the political and economic conditions of the macro environment. It is quite difficult to maximize profit margin by 5% among the competitors regarding the unstable political and economic environment. 
Recommendations
· It should focus on training the staff efficiently,
· It should ensure transformational leadership styles,
· It should execute marketing sequentially. 
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Appendices
i. Porter’s five forces model
Threats of new entrants: Many young entrepreneurs are eager to initiate their new hotel businesses and they have several unique ideas for developing the marketing concepts of the business. But the established hotel businesses have potential defensive strategies. Still, the risk is medium.
Bargaining power of suppliers: There are many suppliers in the UK’s hotel sector. Suppliers are also from outside of the countries or continents. Hotels have many choices but still, they need to be dependent on potential suppliers.
Bargaining power of customers: Customers cannot argue when it is about high quality. In this case, it is quite difficult for the customers to bargain with the hotels. That is why bargaining power is low. 
Threats of substitutes: Hotel businesses face competition from resorts and hostels. Because many travel resorts and hostels can replace the position of the hotel business. 
Rivalry: In the UK, there are many hotels, especially five-star hotels provide quality services and luxurious facilities. 
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Source: (Kotler et al., 2017)
ii. Bowman’s clock strategy
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Source: (Jobber & Ellis-Chadwick, 2020)
iii. Presentation
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Finally, after completing the entire presentation, the marketing
plan has been represented. Now the recommendations for the

business are:
« It should focus on training the staff efficiently,

« It should ensure transformational leadership styles,

« It should execute marketing sequentially.
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