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[bookmark: _Toc121468401]Introduction
(80 Words)
The main aim of the marketing plan is to deliver the understanding and the bale positioning of the company Marriott hotel. The report will also carry the information regarding the Sostac model framework which is a business tool used by the organization and the companies in order to identify the market and its different segments as well. The report will also include the information regarding the action plan for preparing their service and the timing for tier action for processing.  
 
 	 

Situation Analysis
	Strengths  
The Marriott hotels are present in almost every part of the world (Stephenson, 2021). The hotel also has an excellent reputation. 
 
	Weakness  
Negative publicity is one of the biggest weaknesses of the Marriott hotel.  

	Threats  
The risk of terror attacks as the hotel being a five star hotel there is chance of it getting hit by these types of groups (Sharma and Bumb, 2021).  
 
	Opportunities 
Expansion within the hospitality industry such as getting properties and setting it for Airbnbs.   



 
Table1: Swot analysis  

[bookmark: _Toc121468402]Segmentation and Targeting/ Customer profile 
The hotel Marriott basically targets the segments of customers who tend to spend more quality time in their luxurious rooms and also those who enjoy travelling, living or experiencing luxury (Hirvikallio, 2022).  
[bookmark: _Toc121468403]Porter's five forces 
Bargaining power of customers: the hotel mainly provides their customer or the travelers with much of the facilities and also provides them with luxury service which cannot be provided to the customer within a limited price. 
Bargaining power of suppliers: the Marriott hotel also has many of the suppliers in every part of the world and here the bargaining power of the suppliers is very low.  
Threat of substitution: the service and the products which are provided to the customers could be provided and found in the market.  
Threat of new entrants: the threats of new entrants is low as to enter the market (Naim, 2021) the new company needs very huge capital and also it is not possible to enter the market and compete with the giant hotel Marriott.  
Competitive rivalry: there is a very large competition within the market and also there are multiple giant hotel companies who tend to faucet the sales of the organization as well.  
[bookmark: _Toc121468404]Awareness of B2B Relationships: Marriott hotel also does provide franchises which are mainly looked at by the Marriott International Inc (Maulana et al., 2021). The hotel also has a partnership with the Hilton and also these companies are allowed to exchange the rewards or the points as well.  

[bookmark: _Toc121468405]PESTLE (Macro analysis) 
 
	Political  
Brexit is one of the factors which have affected the company and its sales within Europe.   
 
 
	Economical  
The rising inflation rates also have impacted the sale of the organization or the company (Chaffey, 2020).  
	Social 
The hotel mainly provides jobs to over more than 200000 individuals within the market (Waters, 2022).  

	Technological  
The Marriott hotel  has stated implementing the use of technologies and it also has been attracting more number of tourists from across the globe.  
 
 
	Legal  
The Airbnb of the hotel have been violating the legal laws such as they do not pay taxes which also have been affecting the company or the hotel as well (Seppänen, 2022).   
	Environmental  
The hotel has been banning the use of plastic and papers which also contributes to the sustainability.  


Table2: pestle analysis  



[bookmark: _Toc121468406]Objectives  
	Specific  
	Measurable 
	Achievable   
	Relevant  
	Time-bound  

	Good food and service at a very limited price 
	This could be measured by providing the customer switch quality and 
luxurious service and also provide them with all the facilities which could be very much effective in terms of reaching out to their main goals 
(Rhou and 
Singal, 2020).  
	This 	is achievable by increasing the quality of their products and services and also providing the customer with good experience as well.  
	This is relevant to the main aims of the hotel Marriott and also these steps here can help them to reach out to their full potential within a limited time period (Bowen and Morosan, 
2018).  
	3 months  


Table 3: Smart plan table  





[bookmark: _Toc121468407]Strategy 
The Marriott hotel basically provides luxury service and products to its customers and also at very reasonable prices. The company differentiates compared to the other organization by providing the customer or the consumers with luxury staying and also the traveler could use the rewards or points for discounts in any of the partnership and the other hotels of the organization as well. The company has a department which looks after the feedback and also the suggestions of the customer who has stayed in the hotel (Goryushkina et al., 2019). This way the hotel Marriott communicates with their customers and builds up a good relationship as well. Bowman's strategy clock mainly helps the organization to mainly compete in the market by setting up processes and adding up values as well.  











[bookmark: _Toc121468408]Tactics  
Marketing Mix

Marketing mix refers to a business tool which is used by companies and organizations in order to prominent their products and services within the market. Marketing mix also helps the organization the company to introduce new products or services within the market using effective strategies. The strategies of marketing mix include products, price, place and promotion which are also known as the 4ps of marketing mix.  
Products: products refer to as the main items of the organization or the company which in exchange produce the monetary values by the customer or the consumer in the market (Baum, 2019). The Organization Marriott hotel mainly provides holiday or vacation packages to its customers. The company also provides the customer with quality service and also provides them with all the necessary facilities as well.  
Price: price refers to as the main value of the products or the service of the organization or the company. The company should keep the price of their products and service very minimal as this way they can attract more of the customers and build up a good market position within the market. The hotel Marriott also provides its products and services at a very limited price compared to the other giant organization or companies.  
Promotion: the promotion of the company’s products and services mainly helps in increasing the product and brand awareness within the market. The Hotel Marriott mainly promotes their products and service through the internet and also uses websites which mainly helps them to reach out to a large number of customers around the globe.  
Place: the place also plays an important role as being able to reach out to the customer and being available on the market place plays an important role within the market. The Hotel Marriott is around the globe and also has their outlet where the customer here can easily get access to their products and services.  
[bookmark: _Toc121468409]Action  
 
	Activities  
	Start date  
	Duration in days 
	End date  

	Market research 
	2- Aug 
	3 
	4-Aug 

	preparation 
	5-Aug 
	4 
	8-Aug 

	Marketing links and schedules  
	9-Aug 
	5 
	13-Aug 

	Feedback  
	14-Aug 
	6 
	19-Aug 


Table4: action plan 

(Source: created by the learner)  
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[bookmark: _Toc121468410]Control 
The unique selling point of Marriott hotel refers to the very luxurious and quality services and products which could help them to attract more customers within the market. This also allows the travelers and tourists from all across the globe to experience the luxury provided by the hotel at a very limited price (Franco et al., 2020). This could also be very much beneficial for the organization or the company in order to gain more of the competitive advantages within the market.  
 	 
[bookmark: _Toc121468411]Conclusion 
The report mainly describes Marriott hotel which is one of the giant organizations that runs its business all around the globe. The organization also has many of the outlet hotels in most of the parts of the world and also the organization provides over more than 300000 individuals with jobs. The report also describes the situation analysis which consists of Swot and Pestle analysis of the organization.  
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Conclusi

‘The presentation mainly describes the competitors' analysis.
It will also carry out the information about the Swot analyss.
The presentation also describes pestle analysis

Lastly the presentation describes the segmentation, targeting and
positioning of the organisation , action plan and objectives

‘The presentation will mainly aim on delivering the knowledge regardil
the Sostac analysis of the Marriott hotel.
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