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	Introduction 
Marriott International, with headquarters in Bethesda, Maryland, operates the Marriott Hotels & Resorts brand of luxury hotels and resorts. On June 30, 2020, the total number of rooms in hotels and resorts using the name was 205,053. Another 160 hotels with another 47,765 rooms were in the planning stages. The marketing plan entails introducing branded products that shall be sold off to the market while targeting teens and the youth. The target market includes American youths who range between fourteen and thirty-five years. This target market is preferable because this population is more interested in trendy quality products (Agzamov, et al., 2021). Also, most of these people are millennial who are more interested in quality than prices. Also, the plan includes hosting boot camps for the youths to create more enjoyable experiences for them to keep returning for more.




















































	
1. Marketing Mix  

Product
The product's destination is the United States of America which has a fair number of adventure companies, but they are not enough to satisfy the need; hence there are more chances for the company to explore. Creating outdoor activities is also a desirable aspect that can help more youths move out of their homes and work out. This can also be combined by bringing outdoor experiences indoors, thus increasing the enjoyable experiences for the youths and introverts (Lahtinen, et al., 2020).
Place
While reaching out to clients, social media is an efficient way to reach out to the masses and the target market. Since the organization will work with more bookings, especially for outdoor and camping activities, it will be made possible by a website where anyone can go in and book in for the services (Thabit, & Raewf, 2018).

Price 
Since this is a new product being launched, there will be more focus on the cost-effective strategy, which ensures that the prices can capture the market and cover the expenses. Also, the price is likely to be flexible because the target market includes the millennial who are more focused on the experience over the amount of money spent on a particular event. Like the advertisements, the price will also be within the promotions made on social media and through the brand ambassadors (Lahtinen, et al., 2020). 
Promotion.
The website will describe what the company offers in the new destination and the contact details. There will also be advertisements made on the Televisions and ambassadors to ensure more awareness is created over the latter. Moreover, there will be the use of discounts for those who book within the first two weeks of the launch of the products. While offering the discounts, flyers about the organization will be distributed and used to ensure there will be more return clients (Thabit, & Raewf, 2018).

2. The Marketing Environment (Micro-SWOT
SWOT analysis 
Strengths
Marriot Group of hotels has the strength of having several young employees who can be used to understand the current market and what the youths desire in their experiences. The employees are also educated and professional, which can be improved by improved training on handling clients from diverse backgrounds and races. Besides, being in the hotel industry makes it easy for the company to focus on ensuring that their clients have the best experiences by constantly improving the rooms where the clients sleep in (Teoli, et al., 2019).
Weaknesses
The company will likely be experiencing a challenge in transitioning into a new market with different trends while working with the same employees. Technological lag is also a challenge for the company, making it hard to move as quickly as possible into the new markets. Hence they should focus on incorporating Artificial Intelligence in the rooms to attract even the high-end clients willing to pay more. Also, missing out on the need to advertise regularly is likely to be a challenge because the company is venturing into a new market and location (Puyt, et al., 2020).
Opportunities 
In the hospitality industry, millennials represent a fresh market to attract because of the new business they are generating. These possibilities exist solely because of their enthusiasm for travel, technology, sustainability, and ecotourism. A sizable population is rapidly rising to the top of the travel and housing food chains. Young people nowadays are making significant strides in the hospitality sector like these (Teoli, et al., 2019).
Threats 
The new place where the company strives to venture is noted to have a level of competition due to the existing companies. Therefore Marriot should evaluate the strategies of the existing companies while identifying the gaps in the market and strive to use them to attract clients. Besides, it is crucial to ensure that they understand the wants and preferences of the people they target to ensure that they succeed. The fast-changing market trends might pose a threat, but the company should strive to keep up with the latter (Puyt, et al., 2020).

The Marketing environment (Macro) PESTEL)

PESTEL ANALYSIS 

Political 
Insofar as the government affects the hospitality industry at all, most hotel owners are under a great deal of pressure during election years. When a new president takes office, his or her ideology may be at odds with the hotel business, and they may immediately reverse the policies of the previous administration (Pathak, 2020).
Economic 
The hotel industry is especially vulnerable to economic fluctuations. It experiences economic cycles earliest and emerges from them first as well. Significant elements, such as unemployment levels, employment creation, and travel expenditures, will determine its eventual success. The amenities and services that Marriott International provides guests are also subject to change depending on the hotel's location. Offers specific to each guest's interests and preferences go a long way toward ensuring their return (Morrison, 2021).
Sociocultural
The hotel business is susceptible to societal and cultural shifts, which are shaped by people's tastes and spending habits. These decisions are also heavily impacted by the age range of the vacationers. The hospitality sector is affected by several cultural and social issues. In many cases, hotels will arrange for their visitors to experience regional cuisine and activities. Enjoying the natural and cultural splendors of a destination is twofold when you travel. As a result, hotels increasingly include cultural activities in their packages so visitors can experience some of the local flavors (Pathak, 2020).
Technological 
Hotels are reaping the benefits of a new era made possible by technological developments in the hospitality business. Hotels benefit from technological advancements, from ensuring seamless service to providing the finest facilities. Thanks to modern conveniences, visitors may relax in peace and security. To provide the highest level of service, hotels utilize modern conveniences such as elevators, heating systems, and intercoms. They are protected by safety and security systems like cameras and alarms. Hotels with more convenient amenities and safer staff tend to attract more guests (Hanlon, 2019). Thanks to social media, hotels may now advertise to a broader online audience. It may have an up or down effect on the hotel's popularity. Because travelers can publicly rate and review hotels on travel sites, the industry is kept healthy and competitive (Morrison, 2021).
Environmental 
The hospitality sector is susceptible to indirect environmental effects. In recent years, the hotel industry has introduced environmentally friendly techniques. The local climate and other environmental factors strongly influence a hotel's expansion. If the hotel's air and water are unsanitary and does not adhere to environmental policies, potential customers may be put off staying there, reducing the number of return customers (Morrison, 2021).
Legal 
A country's legal system determines in developing of its hotel business. Awareness of the laws and tax regulations affecting a hotel's bottom line is essential. The hotel's convenient location is a significant selling point for prospective guests. Guests are more likely to visit areas with low crime rates. Crime-ridden areas are not suitable for hotels because their potential customers will not stay there. Hotels must abide by local innkeeper rules when it comes to protecting their visitors and their belongings. These laws determine who is liable for an incident and how much they must compensate the victim (Pathak, 2020).

3. Creating Customer Value & Engagement 
The most crucial aspect of any organization is to be able to win and retain clients. The first step in achieving the latter is ensuring customers experience value for their money. For this to occur, the Marriot group of hotels will work on identifying the gaps in the market and filling them up with the right services. Artificial intelligence can help the client have a better experience as everything will be at their convenience. Having a variety of activities that the visitors can engage in while visiting the hotel is also an opportunity to create more opportunities to grow the clientele (Jones, et al 2014).
Moreover, the booking and leaving process should be easy for the clients to avoid wasting time and have a smooth experience. Besides, offering customized services to the client is crucial because it creates the opportunity for the customer to get exactly what they need and keep coming back (Mueller, & Sensini, 2021). Through Facebook, Twitter, and other social media spaces, the company will strive to market and reach out to more clients.

4.  Effective Use of digital Marketing 
The appointed marketing manager will do the digital marketing process, whose work is just launching the new product. Focusing on this event alone will help the manager fully commit to the project, thus creating more opportunities for the company (Parvez, et all., 2018). The message will be to have different experiences within one visit; for instance, swimming, camping, fishing, and mountain climbing, among other activities, which will be extraordinary when combined with special meals for the guests (Bala, & Verma, 2018).

Conclusion 
Marriott Hotels & Resorts is a chain of high-end hotels owned and operated by Marriott International, based in Bethesda, Maryland. As of the 30th of June, 2020, there were 205,053 rooms in hotels under the brand. There were plans for an additional 160 hotels with another 47,765 rooms. The Marriott hotel chain's strength is its young workforce, which may be leveraged to comprehend the modern business environment better. The company's slow adoption of new technologies is another hindrance to expanding into emerging countries as soon as possible. As a service industry, hotels are especially susceptible to economic swings. Several cultural and societal problems have an impact on the hospitality industry. The hospitality industry might suffer immediate consequences from a change in administration. Guests are more likely to return if they are presented with deals tailored to their interests and preferences. As a result of technological advancements, the hotel industry is experiencing a golden age.
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