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Introduction
The aims of a marketing plan is to elaborate a strategical and logical interconnected list of principles and deductions for implementing a product or promotion considering all the existent circumstances and what recuring from that and also to predict future evolution and to decide a sum of instructions to follow, also some corrective measures in that case results are different than prediction; all these together to conduct in the best implementation of the plan in action. The choice for brand was Marriott, a well-known brand, associated with luxury, addressed to customers seeking a quiet but sophisticated and opulent atmosphere during the accommodation.
Situation Analysis
Considering existent situation of the company, have to put in evidence few important aspects. 
SWOT analysis is an analytical tool used to appreciate main attributes of the company in terms of strengths, weaknesses, opportunities and threats. The strengths are global presence with differentiated brands, high quality of customer service and exclusive offer. The weaknesses are global competition, low credit ranking, limited segment of market and limited number of customer. The opportunities are technological innovations, increase of demand of services on the market and increase of population, also the fact customer satisfaction is the cheapest promotion. Threats are intense competition, and economical crisis, government legislations and restrictions as instated in pandemic period and in some locations in the world, terrorism and eventually conflicts and even war.
Market segmentation for a global brand have some general characteristics as behavioural and psychographic criteria in customers profile but locally could present various geo-demographic aspects which interact in many diverse ways. (Kotler and Armstrong, 2013) described market targeting as an effective evaluation of each segment of the market, considering its potential and choosing to operate in one or more segments. Marriott have in general many strategies to approach, one is to target more than one segment using an undifferentiated mass marketing, sometimes is addressing to a single segment, using concentrated (niche) marketing, or using in some cases, even micro-marketing (individual marketing) They offer luxurious hospitality in exotic locations, high class services, high quality cuisine and these are offered to all customers, existent or future potential customers. They demonstrate targeting whole market without differentiating and positioning products could be successful, the offer could be precepted as attractive and could determine customers to buy.
 Market Research. In order to accomplish the objectives, have to study what determine customers to buy, and more precisely what suggestions/idea could customers have. For this reason will start a multichannel survey to estimate their needs qualitative and quantitative. For whole customers database will conduit an Email survey directly sent / received, also phone calls survey and SMS survey in a call centre, in plus will ad in company Web site survey	invitation for all visitors on our web site to give a feedback and to complete a satisfaction survey, also with suggestions / new idea / their preferences. In same time will collect data from all feedback channels as customers log book on locations, service call centre, customer complaints centre.
	Objectives
First goal is to add value to our brand, to raise or at least to maintain our customers satisfaction for Marriott in a profitable way. Looking inside company, for double rooms and small suits and apartments, market demands overpass Marriott offer in hotels, less hired remain big suits and multiroom apartments. Will promote this facilities to multimembers families (children have 50% off anyway) and larger groups, offering 10% off for 3 people hosted together, 15% off for 4 and 5 people and 20% for 6 people and more. This promotion will be available in locations with such facilities and will be applied after other discounts and loyalty bonuses.
	Strategy
Will present the promotion on different media channels, TV and radio and also in digital channels including website and SEO.  Main purpose is to raise occupation factor with 15 20%, to attract new customers, groups and families which will bring more groups and more families in hotels. Will address promotion to trade unions and syndicates, to tourism companies and travel agencies to present actual product to customers to attract them from a shared market with Sheraton and Hilton. This promotion is considering all data collected in marketing mix, luxury offered at affordable price becoming now more affordable for the segment of market less represented in our locations. Promotion is just for summer season, so for a limited time to push customers to act quickly. Will be present in all media channels so everyone will know about this, will differentiate potential entrances through a specific code unique for TV and different but also unique for radio to identify which channel works better for future purposes.
	Tactics
. The market of Marriott are customers mostly individualistic and self-defined travellers who are open to spend anytime extra money for quality services and accommodation and for high quality cuisine, also business travellers in middle class or higher, wanting something more than ordinary.
Product strategy. Marriott have more than 30 brands, grouped in four tags: Premium, Luxury, Select and Long Stay. Marriott International is one of the most recognized luxury hotel chains, with a singular product strategy oriented to luxury travellers which afford top services. All brand efforts are focused on customer satisfaction, a second direction is to extend and diversify the offer launching more brands copying customers tendencies
Price strategy. Marriott is a niche brand, offering high specialized and personalized services on prices average-high and above. Price is very different in different hotels, rooms, locations or for different customers. Main concern is to offer services which exceed customers satisfaction for the price imposed.
Place strategy. Marriott is one of the most presented brands having business in more than 130 countries, Every hotel is strategically located in main cities and major tourist destinations, with good connections for access and transit.
Promotion Strategy. In the past Marriott used to present TV series, in last years customers brought new customers, single place where brand is still present remained digital medium, with a well-engineered website, making direct-booking, also using SEO (search engine optimization) and UGC (user generated content). Also for loyal customers have Marriott Bonvoy, with benefits and discounts for coming back customers.
	Actions	
Prior to promote on media, all data have to be collected, surveys sent and received, data should be analysed, all preparation activities have to be finished, timetable, frequency and spots to show in media must be established. For this reason statistical data have to be collected and construed by a specialised agency to decide content and form of company proposition for the market, different for each channel, also realised by media specialists to highlight the benefits, to add new information and to clarify some details or to point Marriott main attributes, comfort, luxury, care and richness, high quality services and exceptional cuisine. Conform to collected data and surveys results, addressing to different customers who have to receive the message, on a market segmentation/differentiation basis, very important is which is the meaning and how much power have to contain the images/words to persuade/determine consignee public to become a customer. All activities from the action plan are detailed in a chart with specific times and persons in charge, programmed in detail to happen in right time synchronised with calendar events (Appendix).
Control
The scope quantified in personal sells will be compared with estimations, for correction have to establish some measures to intervene. Will be estimated results from different channels through codes counts, feedback data will be judged making possible some sensitive interventions moving commercials to higher audience hours, for a more aggressive promotion, also seeking on different channels, a various way to get to desired different market segments.
	Conclusion
In a modern world, where things are fast changing and evolving, facing a big competition, to be a successful business is a continuous challenge. A new promotion is a drop in an ocean, to make the things count all details should be precisely designed in the way to achieve success.
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Market analyse
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shared market

Locations for promotion will be all south
coast of UK, because had a limited coverage
on suits with double rooms with extra
children room(s) / convertible to groups use
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Situation Analysis
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First goal is to add value to our brand,
to raise or at least to maintain our
customers satisfaction for Marriott

+ To raise occupation factor with 15 20%

* To attract new customers, groups and
families which will bring more groups
and more families in our hotels

+ To address promotion to trade unions
and syndicates, to tourism companies
and travel agencies to promote product

* To attract to us customers from a
shared market with Sheraton and Hilton
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Promotion strategy

10% off for 3 member groups
15% off for 4 or 5 member groups
20% off for 6 or more member groups
Children 50% off
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attracted in first place by the
good offer but finishing to
become customers for life;
increasing occupational factor
will be more profitable using fully
our potential even moving prices
down with 10 to 20 %
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Tactics

Our promotion is considering all data
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* As exposed in previous chart,
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Marketing plan schedule ( actions for whole year )
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AIMS
1 To correct actual occupational factor 65% - 75% to a target 80% -90%, will introduce a campaign
for summer 2023/ year 2023, addressed to a segment market identified as groups and families

2 Will add promotion on TV, radio and in our website and also in SEO ( search engine optimization)
via booking sites, tourism companies and travel agencies and trade unions dedicated sites

3 Also will introduce in TV and radio campaign possibility to obtain a 5% supplementary discount
using a specific code for bookings via promotional link to have a metrics count of results





