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Introduction
This essay will demonstrate how efficiently Marriot hotel manages its internal business settings and sell its properties. Also, it will look at outside elements that influence hotels. To maximize sales and boost profits, it is also essential to demonstrate how the company communicates with customers and employs digital marketing. The most widely recognized and rapidly expanding hotel chain in the UK is Marriot hotel. It has allocated for more than 8,000+ properties across 139 countries.  Given the excellent quality of the facilities offered, most people believe it is among the best hotels in the UK. There is a Marriot hotel dispersed over numerous zones. Together with one plant in India, there must be three enterprises in Dubai. As a consequence, they are doing very effectively on a global level.
Situation Analysis
 5 'C's
 SWOT analysis (Microanalysis)
The internal factors that affect a company’s activities encompass its problems, resources, benefits, and threats. The marriot hotel benefits from a sizable existing economy; there is a significant population of potential clients, a large clientele, and a variety of items. The business can expand what it provides thanks to its broad commodity spectrum, and increase the appeal of its products. If more people opt to buy goods from Marriot hotel, the industry will change to meet customer desire. One problem with the company is that not all places carry its products, and customers have occasionally protested about its poor customer service (Lund and Jóhannesson, 2018).
Strength: Considering the advantages of the motel, the key business factors that offer Marriot hotel a strategic advantage are explored. An industry's credibility might be related to a variety of elements, such as its continued business, its capital, the uniqueness of its goods, and intangible characteristics like brand image (Lund and Jóhannesson, 2018).
Weakness: A company’s administrative aspects that could be changed to boost its visibility are thought of as its weaknesses. Some weaknesses are characteristics that the company lacks or where the competitor thrives. Due to the firm's strong rivalry, its profits are constrained. Comparing the worldwide reach and local resort connection is easier (Lund and Jóhannesson, 2018).
Opportunity: To service more clients, a corporation can implement exact adjustments. A company could have opportunities for regional expansion, item upgrades, enhanced communications, etc. (Lund and Jóhannesson, 2018).
Threat: The hotel business faces a lot of stress from the introduction of competitors, political upheaval, and alternative low-cost products provided by competitors. The similar intended audience is competitors like Travelodge Hotels Ltd., DAYS INN Global Inc., and ACCOR (Lund and Jóhannesson, 2018).
Customer: Any business can grow in addition to reaching a larger client base. A business might get the chance to grow worldwide, offer more products, enhance marketing, etc. Low product development and changing expenses make the hotel industry very competitive. As a result, fluctuations in the pace of firm growth outstrip corporate growth (Khalayleh and Al-Hawary, 2022).
Competitors: The hotel industry is well-known for being a premier business venture on a global scale. As a result, this industry has few new entrants. In this industry, there is a strong need for competent colleagues and workers, but there is also a limited stock. Because there are choices for the goods used, buyers frequently have greater influence than suppliers (Khalayleh and Al-Hawary, 2022).
Collaborators: When two or more hotel businesses collaborate, the facilities they can provide are superior to those if they worked alone. The identity of a well-known company could accomplish this in B2B Connections, Agreements, and Blockbusters (Khalayleh and Al-Hawary, 2022).
Climate
To establish how Marriot hotel could operate more successfully in the area, the PESTLE analysis of the laws, regulations, economics, community, and environment (PESTLE) mostly around the resort will be conducted. So, factors like these affect reaching objectives. The administration must make sure every When the company makes choices, each of these criteria is considered (Khalayleh and Al-Hawary, 2022). The restaurant could suffer business and money if such portions are unsteady since it won't be capable of fulfilling all the expectations that its clients have made of it.
Political: The Marriot hotel has suffered because of Brexit and immigration limitations. The resort is seeing a fall in demand for its services as a result of stricter travel restrictions (Ianioglo and Rissanen, 2020).
Economic: A downturn, depreciating money, and inflation that happened after the invasion of Covid 19 has affected the company at large.
Social: Marriot hotel brand addresses customer needs and upholds moral business principles by solving their problems on a humanism level (Ianioglo and Rissanen, 2020)
Technology: When it pertains to generating customer databases, communicating with customers online, and promoting new companies on social media, Marriot hotel has become acquainted with the technology. The company's marketing strategy is built around this plan. The use of advanced tech and the production of premium items increase the worth of the company's services (Ianioglo and Rissanen, 2020).
Environmental: In an endeavour to lessen pollution and the impacts of global warming, the Marriot hotel only provides electrical car hire to guests and derives most of its power from solar panels (Ianioglo and Rissanen, 2020).
Legal: The Firm should understand well how to abide by the nation's tax increase and unrestricted immigration legislation. The business is required to uphold the contracts it has with each worker (Ianioglo and Rissanen, 2020).
Objectives
The SMART goal of the marketing strategy is a 5% increase in Marriot hotel revenue. Due to the company's positive brand reputation, the objective might be accomplished. A useful marketing strategy can draw in this audience. Thus, it's critical to boost Marriot hotel's total revenue by 5%. This objective might be accomplished in a year (Carlo, 2021).
Strategy
The facilities must be better than what rival businesses in the market are providing to draw in more customers. Marriot hotel needs to be aware of what they are selling. They might provide an efficient, quick, and easy online booking option. The primary value is going to be the diversification of products provided to the target audience. For example, a tourist may be eligible for a discount if they book two or more stays in a calendar year (Carlo, 2021).
Tactics 
Marketing Mix
Product: Housing options, entertainment, eating, and transportation are just a few of the many services offered by Marriot hotel. Given the wide range of services they offer, they can keep customers for all of them. This makes customers happy as well; the amount of sleep that guests will have when staying at Marriot hotel, which bills itself as the best inexpensive hotel in the Country, is a major selling point (Carlo, 2021).
Price: As Marriot hotel is committed to giving its customers a cheap option, the hotel's pricing is not competitive. A significant percentage can be paid for products which are not only useful but also healthy for your well-being. There are certain times of the year when you can find offers (Carlo, 2021).
Place: The Marriot hotel brand manages more than 50 locations in the United Kingdom, some of which are located on airport grounds. As a result, each of their sites offers superior lodging and products provided by their business (Bojanic, 2018).
Promoting: In hopes of retaining loyal customers, the Marriot hotel brand offers incentives and only-to-them deals. They provide information about places to go, things to see, travel tips, and local tourist sites. They effectively utilize social media to market their resort (Bojanic, 2018).
	Task
	Start Date
	Complete date

	Preparing
	15th March
	5

	Survey
	20th March
	7

	Advertising Channel
	28th March
	15

	comment
	14th April
	2




	Activity
	1-15 March
	15-20 March
	20-28 March
	28-14th April

	Preparing
	
	
	
	

	Survey
	
	
	
	

	Advertising Channel
	
	
	
	

	comment
	
	
	
	



The Marriot hotel brand marketing strategy will be done in four to five days, according to a Gantt chart of marketing activities. The target customer would be studied using both indirect and direct data. Throughout seven weeks, data on the intended audience must be obtained. Based on the data, a marketing plan will be developed. There will be fifteen days of it. Commentary will thereafter be offered. Given the feedback, the necessary modifications will be performed (Bojanic, 2018).
Control
The unique marketing strategy is the feature or advantage that distinguishes the products of the top inn company from those of its similarly priced industry rivals. For instance, a product might consume far less manufacturing than its rivals. If a business When a company decides to offer a service rather than a commodity, it may determine to believe its USP is the reality that all comes to the customer rather than requiring customers to approach the business. The terms "USP" and "unique selling position statement" are also interchangeable (Bojanic, 2018).
Conclusion
In summation, Marriot hotel gets a good advertising plan that efficiently spreads knowledge regarding its products, prices, promotions, and locations. Companies additionally have a ton of benefits for such, which explains why the UK tourism sector favours them. With the significant degree of uncertainty in the economy and administration, which could cause their sales to keep falling if they are unprepared, they want to deal with their risks and weaknesses.
The business is adept at using advertising to ensure that its goods are valuable as well as that a user's visit to its resorts would be stress-free and problem-free. Using social media and a well-known site, their online media is additionally highly effective at attracting and retaining clients. The tactics and procedures described in the marketing plan can be costly and time-consuming. Yet, it is hoped that these will become successful and earn money over time. Marriot hotel must spend today to ensure the longevity, effectiveness, and growth of its business as well as the participation and satisfaction of its customers.
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Introduction

This presentation will analyze how Marriott Hotel are
efficient in their marketing and managing the company's
inner environment

Furthermore it is important to portray how the company
uses the digital marketing and works with customers to
ensure that they increase their sales and revenues

This company is among the common known hotels with a
high growth rate in UK

The branches of this hotel are found in 85 countries across
six continents
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SWOT analysis (Micro analysis)
Strength: The important factors that makes the company to be
competitive can be analyzed focusing on the benefits that the
company has. The strengths have been related to factors such
as economic stability, intellectual resources the uniqueness in
the services they offer and factors as brand value (Lund &

Johannessen, 2018)

Weakness: These includes the operational issues that can be
improved to ensure that the reventes of the company has been
raised. Considering factors as having poor brand reputation in
some places and processes taking to long are among the
weakness that the company faces.

Opportunities; With the high amount of the hospitality
services s countries open up again, there are higher chances
that the company can increase its revenues

Threats: With the high competition within the hospitality
‘market, there are higher chances that itwill be overthrown.
Furthermore many countries are shifting their regulations
which might affect the existence of the company.
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Customers

All companies have the ability of
expand their customers which in
turn will increase their revenues.
With globalisation, companies
have opportunities to increase the
client base it serves.

However with the competition,
there have been low shifting costs
and product development issues.
This in turn affects the company
development outpaces in the rate
of the firm (Khalayleh & Al-
Hawary, 2022).

Competitors

The hotel sector has been
considered asa renowned premium
investment enterprise

Hence there are no such playersin
the market.

The impact of labour skilled
coworkers and staff is of high
necessity in this industry. However
the suppliers have low bargain
power.

With the fact that the services being
offered have alternatives, the
purchases have high bargaining
power as to the suppliers.
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PESTLE

. .
Political: Brexit and immigrantrestriction have
affected the performance of the hotel.
Considering that there have been more
restrictions in travelling, many of the chains
have received low amount of revenues
(lanioglo &Rissanen, 2020).

Economical: With many of the currencies

= becoming weak, and the inflation and
deflations that are being experienced in the
countries, the revenues are being affected
Social: With the different needs that are
shifting as changes occur in the society, the
company has been on the top line to ensure that
it satisfies its clients.
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PESTLE

Technological: the company has been on the top page in its
innovation. It has included online customer orders, had
considered data mining to ensure that customer base targeting
has improved. Furthermore the company’s marketing plan has
been based on technological innovation (lanioglo &Rissanen,
2020)

Environmental: The hotel has included electric cars for the
visitors and also it derives a high percentage of its energy from
the solar, this has been done to ensure that it isalso
contributing to reduction of carbon emissions

Legal: It is the role of the company to ensure that it abides by
the laws the different nations come sup with. Laws such as
environmental, and licensing laws.
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Objectives
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Strategy

To ensure that it attracts many customers, the company has
to ensure that the services that it offering have more value as
to its competitors

The company has to ensure that it is more conscious in its
product offerings

The company can consider and online booking process, that
takes up less time and is more easy to use.

Also the company can consider diversification of the various
products, to add more value.

This could be in forma of a case where a tourist is offered.
discounting in cases where they make reservations two times
withina year.
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Tactics Marketing Mix

Product: Among the several services that the company provides
includes, accommodations, entertainment eating and transportation

They can offer clients with the variety of services that they provide
The company considers itself as one of the most affordable hotels in
UK as they consider more on the worth of rest that the clients will face
while in the hotels.

Price: Since the company is focused in offering the customers with low
cost, the rates of the company are not competitive.

One can get products that are not only practical but also products that
are helpful to ones health. Deals can be found at particular seasons of
the year

(Carlo, 2021)
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Tactics Marketing Mix

Place: The hotel will be located in London, United Kingdom. As the premier
financial centre in the world, London attracts businesses from throughout the
world. The hotel is located near airports which enables them to get clients in
return they offer high accommodation services to the visitors as they travel to
different destinations

Promotions: Many of the regular customers are given bonuses which entice them
to stay loyal to the companies services. Through the promotions they give the
clients information of places to visit what they can see and sites that are near by
the hotels. With social cultural networks the companies successfully advertises its
services.

BONVEY

. Get 2,000 bonus poins,
- an additional offr
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Actions

Gantt chart of marketing events: The hotel marketing
campaign will be read in a span of 4-5 days

With the main and non main information the statistics of
the customer base will be experimented

The data regarding the target audience will be gathered
within seven weeks
A marketing campaign will be developed considering the
information

This will take a maximum of 15 days

This will follow the feedback, then the particular
suggestions will be made in regard to the inputs
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Control

The characters or the advantages that brings the products of
the company on the competitive edged isreferred to the
distinctive selling point.

For example, a company can use low costs in the
manufacturing procedures as to its competitors

If the company provides services pr products to the public it is
easy to define a particular USP that makes the customers to
consider them as to other companies

UNGUE
“ELLING
PRroPOSITION
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