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Marriot Hotel is a brand of Marriot International which is based in Bethesda, Maryland. As of 2020, Marriot Hotel operates busies in 665 locations around the world where there are 582 hotels and resorts. Additionally, 160 more hotels are under development planning. New York Marriot Marquise is a newly renovated and iconic fixture of Times Square which I located on West 46th Street and Broadway (Chen and Tabari, 2017). The environment of the hotel set the stage for a relaxing stay for the customer. The impact of covid-19 pandemic on the hotel was not favourable at all which is why it needs new planning for attracting more customers post pandemic. The objective of this report is to identify ways for attracting new customers for Marriot Hotel. 



[bookmark: _Toc119775831]The Marketing Mix
Product: New York Marriott Marquise offers redesigned restaurants with the bold flavour of New York including the only revolving dining room of the city with the 360-degree views of Manhattan. There are 1966 rooms along with a meeting space of 101,00 square feet. The specious accommodation, in-room dinning, 24-hours fitness centre, 5000 square foot M club etc. are the offerings of the (Floor, 2002) Hotel. It comprises more than 100,000 square feet of space. It offers meeting space in the clients for arranging their events in the Times Square. 
Price: Marriot use a demand and supply pricing strategy which is also followed by Marriot Marquise hotel (LEVEL, 2015). The cheapest offer price for a night stay at Marriot Marquise start from $289 to $474. Premium room’s prices starts from $417 - $454 while the superior rooms starts from $504 - $599. 
Place: Marriot Marquise is located on Times Square, New York which is in the Theatre District of the Midtown Manhattan. It situated at Broadway from 45th to 46th street. This is one of the largest hotels in New York. There are two wings of the hotel on 45th and 46th street which are linked by a podium in the ground level. 
Promotion: Digital marketing is the best strategy for Marriot Marquise for reaching towards mass customers beyond the national borders (Bhargav, 2017). It has gained its popularity already and by being more strategic in promotional strategy it will surely be considered as one of the compostable choice for the customers while they will be thinking about staying at a hotel in New York. 
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The SWOT analysis will determine the main micro-environmental factors that are impacting Marriot Marquise.
· Strengths: The brand value of Marriot International is expanded worldwide which makes New York Marriot Marquise one of the largest hotels in the city (Lin, 2016). Customers trust the brand and have fascination about staying at the hotel. 
· Weaknesses: The high price is the major weakness of the hotel. Besides, sometimes some internal issues arise such as employee behaviour, additional pay for additional services which makes the customers less satisfied. 
· Opportunities: Post pandemic is a great opportunity for Marriot Marquise to attract customers who became bored staying at home for a long time during the lockdown. By offering lucrative deals the hotel can attract new customers for making them feel refreshed, renovating and energetic after a hectic isolation. 
· Threats: New York is the most potential city of USA for hotels and restaurants where multiple luxury and premium hotels are available which makes the industry more competitive (Chen and Tabari, 2017). There are lots of other hotels besides Marriott Marquise in New York which increase the competition. Besides, some people are still afraid to travel and stay anywhere other than home which can be a considerable threat for the hotel as well. 
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The macro environmental factors have both positive and negative impact on the marketing of Marriot Marquise. PESTLE analysis can demonstrate the impact of political, economic, social, technological, legal and environmental factors on the marketing strategy. During the lockdown there were huge restrictions on the hotels and restaurants which has negatively impacted the overall activities and profitability of Marriot Marquise (Jiang and Wen, 2020). But the post pandemic laws and regulations are benefiting for the hotels. New York government has imposed rules for hotels to maintain hygiene and sanitization which is very reliving for the customers. Marriot Marquise maintains proper hygiene and sanitization for ensuring that customers are being kept safe in the hotel which impressed the customers to take the service undoubtedly without being tensed. The technological impact is also revolutionary on the hotel in automating the services through installing automation system. Economic factor has negative impact on the overall profitability of the hotel. The world has been facing economic decline since the pandemic which might take several years to recover completely (Sharma et al., 2021). Besides, the breakout of war in Ukraine-Russia has negative impact on the overall business activities of the world which directly impact the hotel industry as well as Marriot Marquise negatively. It should take progressive steps for overcoming the negative impact and for capitalizing the positive impacts. 
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Ensuring the highest level of satisfaction is the most important customer value generated by a hotel (Möller, 2006). Marriot Marquise has already created diversified customer value in the previous period before the pandemic which was satisfying for the customers. But it should focus on bringing variations in the customer value after the pandemic since the pandemic has created many concerns. It should convince the customers to the highest level about their maintenance of hygiene and safety measures so that customers can undoubtedly come for staying at the hotel despite lots of health and safety concerns. The offerings of services should be accurate as per the advertisements so that customers find authenticity in their claims. This will help in gaining customer loyalty. Both the current and potential customer will be interested in enjoying the services of the hotel for making themselves renovating after the pandemic. Maintaining a good relationship with the visitors while staying at the hotel will improve customer engagement (Van Doorn et al., 2010). Besides, sending them emails about offers and asking about their demands will build a connection between the hotel and the customer which will also improve customer engagement. The digital marketing channel such as influencer marketing, social media marketing, and email marketing will be used by Marriot Marquise for marinating customer engagement and increasing brand value. 
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In this digitalized and technology based business world there are no advantages without the utilization of digital marketing (Bala and Verma, 2018). Digital marketing can connect with millions of customers within just few seconds which is why Marriott Marquise should invest more of its capital on digital marketing. The marketing department of the hotel should highlight its social media marketing channel through posting on Facebook, instagram, twitter, YouTube, Pinterest so that customers can get aware of the facilities, offers, discounts, and deals of the hotels without them searching for it (Dwivedi et al., 2015). This will instantly influence them to avail the opportunity to spent quality times with their loved ones. For managing the social media activities there several moderators should be hired by the marketing department who will supervise the overall social media activities 24/7 and will post, comment and reply the customers about their queries. The moderators will have to communicate nicely and in a decent manners for impressing the customers. They should let the customers know about the hygiene maintenance of the hotel for making them interested in coming to the hotel even during the tragic moment. The effective performance and management of the social media marketing will help Marriot Marquise in attracting new customers and in retaining current customers. 

[bookmark: _Toc119775836]Conclusion
The marketing plan for Marriot Marquise has focussed on attracting new customers in the current climate after the covid-19 pandemic. Marriott hotel is one of the most popular hotels in the New York which doesn’t need any marketing plan for attaining brand reputation rather it need a marketing plan for increasing its customer base so that it can maintain a standard customer base all around the year. The plan involves digital marketing for attracting new customers through social media marketing. It has analysed both the micro and macro environmental factors along with the positive and negative impact on the marketing strategy. It should consider the concern of the customer after the pandemic and should maintain health and hygiene in all of the services of the hotel for providing safe services to the customers. Marriot Marquise should stick with the plan of providing safe and healthy services in any situation. 
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THE MARKETING MIX

= Product: New York Marriott Marquise offers redesigned
restaurants with the bold flavour of New York including
the only revolving dining room of the city with the 360-
degree views of Manhattan.

= Price: Marriot use a demand and supply pricing strategy.

= Place: Marriot Marquise is located on Times Square, New
York which.

Promotion = Promotion: Digital marketing is the best strategy for
Marriot Marquise
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THE MARKETING ENVIRONMENT (MICRO)

= Strengths: The brand value of Marriot International is

expanded worldwide.
= Weaknesses: The high price is the major weakness of the
hotel.

i = Opportunities: Post pandemic is a great opportunity for
Marriot Marquise to attract customers who became bored
staying at home for a long time during the lockdown.

= Threats: There are lots of other hotels besides Marriott
Marquise in New York which increase the competition.
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THE MARKETING ENVIRONMENT (MACRO)

= The macro environmental factors have both positive ‘
and negative impact on the marketing of Marriot o
Marquise. During the lockdown there were huge
restrictions on the hotels and restaurants which has ‘
'

negatively impacted the overall activities and

profitability of Marriot Marquise (Jiang and Wen, ‘ *
2020). But the post pandemic laws and regulations are

benefiting for the hotels.
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CREATING CUSTOMER VALUE AND ENGAGEMENT

= Marriot Marquise has already created diversified Vi & e
customer value in the previous period before the
pandemic which was satistying for the
customers. But it should focus on bringing
variations in the customer value after the
pandemic since the pandemic has created many
concerns. It should convince the customers to
the .highest level about their maintenance of R\ )
hygiene and safety measures.
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EFFECTIVE USE OF DIGITAL MARKETING

Digital marketing can connect with millions of
customers within just few seconds which is why
Marriott Marquise should invest more of its
capital on digital marketing. The marketing
department of the hotel should highlight its
social media marketing channel through posting
on Facebook, instagram, twitter, YouTube,
Pinterest.
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CONCLUSION

= The marketing plan for Marriot Marquise has focussed on attracting new customers in
the current climate after the covid-19 pandemic. Marriott hotel is one of the most
popular hotels in the New York which doesn’t need any marketing plan for attaining
brand reputation rather it need a marketing plan for increasing its customer base so
that it can maintain a standard customer base all around the year. The plan involves
digital marketing for attracting new customers through social media marketing.
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INTRODUCTION

Marriot Hotel is a brand of Marriot
International which is based in Bethesda,
Maryland.

New York Marriot Marquise is a newly
renovated and iconic fixture of Times
Square which is located on West 46®
Street and Broadway.





