







Marketing plan written for

______________________________ Marriott Hotel______________________________

Traian Roibulescu
__________________________________________________


Student ID number
2215953
___________________




Marketing Essentials BMIH4005


Lecturer: Gayathri Senanayake Mudiyanselage
Word Count: 1500

________________________________

[image: New Marriott Hotel in Ikeja, Lagos | Lagos Marriott Hotel Ikeja]







Table of Contents
Introduction	2
Situation Analysis	2
Segmentation and Targeting/ Customer profile's'	3
Porter’s Five Forces (Team, 2022)	4
Collaborators	4
PESTLE	5
Strategy	6
Tactics	6
Action	8
Control	9
Conclusion	9
References	10

















[bookmark: _Toc121067094][bookmark: _Toc121067184]Introduction

I am going to present to you a research report that looks into the marketing activities of the Marriott Hotel in England. It is essential to keep up with the latest marketing tools and techniques if one is going to maintain a high position in the market and to analyze how customers respond to their offers.

A huge portion of the UK economy is devoted to the hospitality industry. During my project I chose to work in a hotel that is considered a top hotel, and was founded by Alice and Willard Marriott in 1962, when the hotel began to exist. For the work, I selected a subsidiary of the company that is located in the UK, as it is a company whose headquarters are based in America, and I was responsible for the work on their behalf. (Wulcko, 1917)
[bookmark: _Toc121067095][bookmark: _Toc121067185]Situation Analysis
.
The Marketing Environment (Micro)
The SWOT analysis
Strengths
· An increase in revenues and a reduction in risks will result from a global presence as global operations increase revenues
· The company is in a unique position to take advantage of the economies of scale since it is the largest hotel chain in the country at this point.
· Despite the fact that they are ranked 30th in the country for diversity as well as 80th in the country for most appreciated company, they have a great reputation. It is due to the reputation of the company that it has been able to attract a large number of customers
Weaknesses
· Ø  There is a very small amount of data protection in these organizations, and it has been observed that consumers do not trust and avoid companies where their personal data is not protected. As a result, they need to invest more in data security in order to take advantage of this opportunity and make their customers more satisfied as a result.
· A company that is too strict can represent a threat to its success. Even if strictness is necessary for success, it can create a negative image of the company in the eyes of potential employees. In order to improve the hotel's relationships with its employees, it should concentrate more on what they do



Opportunities
· As a result of demographic changes, the company is in a great position to grow its customer base, which is a greatopportunity for growth.
· With these diverse offerings, Marriott will be able to provide its customers with a personalized experience in the digital age in order to satisfy their needs.
Threats
· There has been a very significant effect of this current pandemic on the hotel, as it has already lost 92% of its profits as a result of the decrease in guests. This risk is significantly reduced by the hotel offering a wide range of facilities to its customers at a reasonable price in order to make sure that their reservations are confirmed again.
[bookmark: _Toc121067096][bookmark: _Toc121067186]Segmentation and Targeting/ Customer profile's'

Market segments
In addition to targeting high-end markets, Marriott also targets low-end ones.
A broader and multi-segmented approach has allowed the organization to expand its scope of opportunities.
During the next few years, market growth rates are expected to remain steady in the targeted segments.
Families with children are Marriott's primary market segment, which requires Marriott to do a number of social, emotional, and functional things to keep them satisfied and happy. In the functional job, you perform core operations, in the social job, you provide augmented services to facilitate family gatherings, and in the emotional job, you take care of your customers with concern and attention.

[bookmark: _Toc121067097][bookmark: _Toc121067187]Porter’s Five Forces (Team, 2022)

[bookmark: _Toc121067098]Threat of New Entrants:
Marriott is one of the most respected and well-established hotel chains in the world. There is little risk of new competitors entering the market for Marriott. Hotels, resorts, and suits are offered by Marriott to its customers in the hospitality industry. It takes a considerable amount of capital and advertising to get started in this business. 
[bookmark: _Toc121067099]Threat of Substitutes:
[bookmark: _Toc121067100]Home ownership has become the most popular substitute in recent years. There has been a decrease in business at hotel chains like Marriott as people have started working from home.
[bookmark: _Toc121067101]Bargaining Power of Customers:
[bookmark: _Toc121067102]There is a moderate level of bargaining power among Marriott's customers. Two types of customers can be found in hotels like Marriott. As far as the first part is concerned, these are the people who are going on vacation to the hotel. Since such customers make up a small portion of the hotel's sales, they have low bargaining power.
[bookmark: _Toc121067103]Bargaining Power of Suppliers:
[bookmark: _Toc121067104]A low level of bargaining power exists between Marriott and its suppliers. As part of Marriott Hotel's supplier network, you will find suppliers of infrastructure, maintenance, and raw materials for food preparation.
[bookmark: _Toc121067105]Competitive Rivalry:
It is safe to say that Marriott faces high competition in the industry. There are many hotels and resorts that compete with Marriott, such as Hilton, Carlsson, Hyatt, and Four Seasons. 

[bookmark: _Toc121067106][bookmark: _Toc121067188]Collaborators

Identifying opportunities for collaboration requires Marriott to conduct a comprehensive value chain analysis and carefully consider suppliers' bargaining power.
To choose the right collaborator partner, Marriott will need to evaluate a number of value chain factors, including the flexibility of the value chain, the efficiency of the value chain, agility of the value chain, revenue sharing among value chain partners, as well as the strengths and weaknesses of the potential collaborator. By analyzing collaborators, Marriott can improve and increase control over its supply chain.
In order to make the right decisions (from production to marketing) on the international stage, multinationals like Marriott must understand the local preferences of their customers.
Having a flexible and agile supply chain can make Marriott's collaboration easier.
As a result of Marriott's partnerships with different collaborators, it's been able to expand its product line and improve the product development process.



[bookmark: _Toc121067107][bookmark: _Toc121067189]PESTLE
	

	

	P(olitcal) 
	 Affects of government
	  Terrorism: a danger
The international level 

	E(conomic) 
	 Prospects for the future
	  The economy is growing slowly
The exchange rate is high
Inequality of income is increasing

	S(ocial/cultural) 
	  Experiencing new places and paying more for them is a big attraction for people
  As people grow older, they may be more inclined to travel in certain types of ways

	 Demands are high

	T(echnological) 
	 Goods and services made easier to the consumer 
	  The host of an online rental service, such as Airbnb, is able to save on hotel taxes and fire regulations, while avoiding many of the expenses normally associated with hotel lodging
  Cost-effectiveness

	E(nvironmental) 
	 Room demand is increasing
	 Reduced fuel prices may result in lower travel costs

	L(egal) 
	 A partnership
	 The minimum wage has been increased 


[bookmark: _Toc121067108][bookmark: _Toc121067190]Strategy

[bookmark: _Toc121067109]Marriott International ensures customer value by providing the highest quality products and services. There is a wide range of prices associated with the different brands offered. Prices for brands are determined according to the type of service sought by customers. The limited range of services offered by some brands causes them to be lowly priced. In addition to offering a wide variety of facilities, some accommodations are highly priced. Thomson, 1999) states that customer value propositions keep customers loyal to brands they like.
[bookmark: _Toc121067110]Marriott categorizes its business into four major segments based on its large hotel properties across the United States and 67 other nations. According to Marriott International, these lodging types include Select-service accommodations, Extended-service accommodations, Timeshare accommodations, and Full-service accommodations. The different brands of Marriott use different approaches to reach their target customers. Segmenting different markets is done by using different prices. Using differential pricing has the advantage of allowing narrow segments of the market to be identified (Yelkur & DaCosta, 2001).
[bookmark: _Toc121067111][bookmark: _Toc121067191]Tactics
Marketing mix: 
The Marketing Mix
The marketing mix is a set of marketing tools a company can use to attract customers and consists of the product, price, place, and promotion that companies use regularly to achieve maximum demand. Kotler et al (2005) define it as a set of marketing tools that can be used by any company. (Bord Tráchtála, 1993)
The marketing mix will be examined for the hotel I have chosen in order to attract the most customers.
· PRODUCT
Guest satisfaction is the key to the hotel's success. In addition to requesting a lot of hotel services, guests are willing to spend anything for their convenience. Having suffered a blow from the pandemic, customers have been tempted to purchase the high-quality services offered.
· PRICE
In addition to offering luxury products and services, Marriott charges high fees for its products and services. As part of its pricing initiative, the hotel employed this method to ensure potential customers would go directly to the company's website, not to intermediary sites. In addition, the hotel will try to reduce prices so that people are more likely to consider a holiday, since they have been unable to do so so far due to the global pandemic. (Marriotts.co.uk)

· PLACE
This business relies heavily on playgrounds to create a competitive advantage. It also has an advantage for the company that the hotel I selected is located on the outskirts of the city. In 1988 Pulping Conference held at the Marriott Hotel in New Orleans, LA, October 30-November 2, 1988, Marriott was the brand that customers trusted most.
· PROMOTION
With Marriott.com, Marriott offers a new approach to attracting young travellers, a market most of its competitors have not been able to capture. Bringing chefs and bartenders from around the world to England has helped the hotel attract more customers. (Marriotts Annual report 2014).








[bookmark: _Toc121067112][bookmark: _Toc121067192]Action
	TASKS
	START
	END
	DAYS
	STATUS

	Chose the company
	02/10/2022
	03/10/2022
	1
	Complete

	Reseacrh
	03/10/2022
	07/10/2022
	4
	Complete

	SWOT ANALYSIS
	07/10/2022
	12/10/2022
	5
	Complete

	MARKET SEGMENTS
	09/10/2022
	11/10/2022
	2
	Complete

	PORTER'S FIVE FORCES
	11/10/2022
	15/10/2022
	4
	Complete

	COLLABORATORS
	16/10/2022
	17/10/2022
	1
	Complete

	PESTLE
	17/10/2022
	21/10/2022
	4
	Complete

	STRATEGY
	22/10/2022
	24/10/2022
	2
	Complete

	4P'S
	23/10/2022
	27/10/2022
	4
	Complete

	CONTROL
	25/10/2022
	29/10/2022
	4
	Complete

	CONCLUSION
	29/10/2022
	02/11/2022
	4
	Complete

	POWERPOINT PRESENTATION
	15/11/2022
	19/11/2022
	4
	Incomplete

	FEEDBACK
	30/11/2022
	01/12/2022
	1
	Incomplete

	System Testing
	04/12/2022
	05/12/2022
	1
	Incomplete

	FINAL
	08/12/2022
	09/12/2022
	1
	 





[bookmark: _Toc121067113]

[bookmark: _Toc121067114][bookmark: _Toc121067193]Control

It is Marriott's superior offerings and service that makes them stand out from the competition. By retaining existing customers, attracting new ones, and opening up new markets, Marriott is constantly striving to achieve this. Most importantly, it understands how to utilize data to guide decisions and recognizes the value of innovation. Decision-makers benefit from frictionless and timely access to high-quality, integrated data thanks to its Data Strategy and Governance team. Our objective is to facilitate a smooth and pleasant travel experience for our guests.

In order to fulfill this vision, Marriott created M Live. Essentially, it is a command center in which social media experts monitor the brand's presence across various platforms. As a result, Marriott looked to non-hotel applications (such as theme parks) for inspiration when designing its customer app. Ultimately, customers want apps that make their lives easier and then get out of their way once they have done so.


[bookmark: _Toc121067115][bookmark: _Toc121067194]Conclusion
There are times when it seems impossible to satisfy customers due to the constant changing of their needs. The tools and techniques of marketing must be understood and applied effectively in order for companies to succeed in achieving this. The main source of success for any organization is understanding its customers and their level of information. For a company to gain a competitive advantage, it must understand social factors and their threats and benefits.
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Customer service: Top 10 hotels

The customer service score is an average of two YouGov BrandIndex
metrics: Recommend and Satisfaction. We ask customers of each of
the following brands: Would you recommend to a friend or colleague;
and would you consider yourself a satisfied customer? Scores range
from -100 to +100 (the difference between % positive and % negative)

Marriott

Holiday Inn

Holiday Inn Express

Hilton

Courtyard by Marriott

Best Western

Hampton Inn

Comfort Inn GG
@ Y

Embassy Suites 20 |
Sheraton 18 -4

YouGov YouGov Plan and Track data, Jan. 1 - Oct. 17, 2019
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INTRODUCTION

* The purpose of my presentation is to create a
marketing plan to attract as many customers as
possible to the hotel | chose because tourism
has suffered as a result of the pandemic and the
current state of the world, and it is critical to
assure potential customers that their safety
comes first and that the hotel has taken all
necessary security measures against the virus.
The hotel is located in Birmingham, which is a
fairly populated area.
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The Marketing Environment (Micro)
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SEGMENTATION AND TARGETING\

Families with children are Marriott's '
primary market segment, which

social, emotional, and functional things
to keep them satisfied and happy. In the
functional job, you perform core
operations, in the social job, you
provide augmented services to facilitate
family gatherings, and in the emotional
job, you take care of your customers
with concern and attention (Marriott,
2022).
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Porter’s Five Forces

* Threat of New Entrants:

Marriott is one of the most respected and well-established hotel chains in the
world. There is little risk of new competitors entering the market for Marriott.

* Threat of Substitutes:

Home ownership has become the most popular substitute in recent years.
+ Bargaining Power of Customers:

There is a moderate level of bargaining power among Marriott's customers.
+ Bargaining Power of Suppliers:

A low level of bargaining power exists between Marriott and its suppliers.

* Competitive Rivalry:

It is safe to say that Marriott faces high competition in the industry.





image9.png
* To choose the right
collaborator partner, Marriott
will need to evaluate a.
number. of value chain
factors, including the
flexibility of the value chain,
the efficiency of the value
chain, agility of the value
chain, revenue sharing

among value chain partners,
as well as the strengths and
weaknesses of the potential
collaborator. By analyzing.
collaborators, Marriott can
improve and increase control

COI | a bo rators over its supply chain.
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PRODUCT

. The services provided are of the best
standard and have been further
developed to attract customers who
have suffered as a result of the
pandemic.

PRICE

The hotel wil try to reduce prices so
that people are more interested in the
idea of taking a vacation after being
stymied by the global pandemic.

THE MARKETING MIX

L

PLACE

The play area is important in this business
because it can provide the hotel with a
competitive advantage. The hotel |
selected is on the outskirts of town,
which has a significant benefit for the
company.

PROMOTION

Marriott uses the internet to promote
sales and has developed a new strategy
for attracting young travellers, which
most competitors have failed to do.
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Creating Customer Value and Engagement

The client experience is critical because it
reflects how guests communicate with the hotel
and plays a major role in marketing

strategy. Customers who participate in this
process strengthen the bonds between Marriott
and other potential customers.

INFLUENCER MARKETING

REVIEWS

LAST MINUTE BOOKING
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CONCLUSION

* It can appear that satisfying customers is the most difficult
task because their needs are constantly changing. Companies,
on the other hand, can succeed if they understand and apply
marketing tools and techniques effectively. Marriott must put
in more effort to understand today's customers and their
level of information because they are the primary source of
success for any organisation..
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