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This marketing plan is prepared for Sheraton hotel to outline their strategy for attracting and retaining customers. The purpose of this plan is to analyze the market trends, identify target segments and devise a comprehensive marketing strategy to improve the hotel's market share and overall profitability. The marketing plan is framed using SOSTAC, which is a widely recognized framework for planning and organizing marketing activities (Pr Smith, 2018). Additionally, the 4'Ps of marketing, which includes product, price, place, and promotion, will be utilized to effectively communicate the hotel's offerings to the target audience. The plan will also incorporate theories and best practices from leading marketing theorists to ensure a thorough and effective approach.
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Here's a SWOT analysis of Sheraton hotel as analyzed by Ruppel (2020), and in accordance with this marketing plan.
	Strengths
	Weaknesses

	· Strong brand recognition and reputation
· Extensive network of hotels in key locations worldwide
· High level of customer service and guest satisfaction
· Wide range of amenities and services offered to guests.
	· Dependence on a limited range of services and amenities, which may not be able to meet all guest needs
· Potential inconsistencies in service quality across different locations
· Limited appeal to younger, budget-conscious travelers


	Opportunities
	Threats 

	· Expansion into new markets with high demand for luxury accommodations
· Development of new partnerships and collaborations to enhance guest experiences
· Introduction of new technology and digital innovations to improve guest interactions and operational efficiency
 
	· Increasing competition from other luxury hotel brands
· Economic instability and fluctuations in global travel patterns
· Threat of new, disruptive entrants into the hospitality market.
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Sheraton Hotels can utilize segmentation and targeting to effectively market their services and attract their desired customer base (Teng and Zhang, 2019). Segmentation involves dividing the market into smaller groups with similar needs, preferences, and behaviors. Targeting involves selecting specific segments to focus on and developing tailored marketing strategies to appeal to them (Evers, 2021). According to Evers (2021), Sheraton Hotels can use demographic, geographic, psychographic, and behavioral segmentation to identify their target customer profiles. For example, they could target affluent business travelers in urban areas who require luxury accommodations and amenities, or families on vacation who desire spacious rooms and family-friendly activities. By understanding the needs, preferences, and behaviors of their target customer profiles, Sheraton Hotels can create personalized marketing messages that resonate with their audience. They can use targeted advertising, social media, and email marketing campaigns to reach their desired segments and promote their services (Wilson, 2020).
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The five forces of marketing plan for Sheraton Hotels according to Teng, (2020) are:
1. Competitive rivalry: The hospitality industry is highly competitive, with many luxury hotel brands vying for market share. Sheraton needs to differentiate itself from its competitors by emphasizing its unique features and services.
2. Threat of new entrants: The threat of new entrants is relatively low due to the high costs associated with building and operating a luxury hotel. However, Sheraton should still be aware of new competitors entering the market and work to maintain its competitive advantage.
3. Bargaining power of suppliers: Suppliers, such as food and beverage distributors and laundry services, have limited bargaining power over Sheraton due to the hotel's size and purchasing power.
4. Bargaining power of customers: Customers have high bargaining power due to the availability of other luxury hotel options. Sheraton needs to continually provide excellent customer service and amenities to maintain customer loyalty.
5. Threat of substitutes: The threat of substitutes, such as alternative accommodations like Airbnb, is increasing. Sheraton needs to focus on offering unique experiences and amenities that cannot be replicated by alternative accommodations.
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Sheraton Hotels has established several B2B relationships and partnerships to expand its reach and offer additional services to guests (Tkachenko, 2020). For example, it has partnered with companies like Microsoft and Google to offer business travelers high-speed internet and productivity tools. It also has franchise agreements with independent hotel owners to expand its network of hotels. These partnerships and franchises allow Sheraton to provide a wider range of services and locations to its customers, while also expanding its brand presence in the market (Macher and Mathews, 2020).
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The aim of this marketing plan for Sheraton hotel is to leverage the company's strengths, address its weaknesses, take advantage of opportunities, and mitigate threats by developing targeted promotions and advertising campaigns, expanding into new markets, focusing on sustainability and wellness, and offering personalized experiences through its loyalty program, in order to effectively reach and engage with its target customers, who are affluent individuals who value comfort, convenience, and quality service while traveling.
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The strategy of Sheraton Hotel's marketing plan is to differentiate itself from its competitors by providing luxurious accommodations, high-quality amenities, and exceptional customer service (Alberth and D’Souza, 2020). The hotel aims to target affluent business travelers and families on vacation who value comfort and convenience. Sheraton's value proposition is its commitment to providing a unique and personalized experience for each guest, with a focus on exceeding expectations through exceptional service and attention to detail. This value proposition is communicated through the hotel's marketing messages, branding, and advertising efforts (Grayson, 2020).
Sheraton differentiates itself from competitors by offering a wide range of amenities and services, such as luxurious bedding, high-speed internet, on-site dining options, and fitness facilities (Nunez, 2020). The hotel also emphasizes its global presence and reputation for excellence, which further sets it apart from other luxury hotel brands. To communicate the value proposition, Sheraton uses targeted advertising campaigns, social media, and email marketing to reach its desired customer segments (Grayson, 2020). The hotel also focuses on delivering an exceptional guest experience through its staff training programs, personalized service, and attention to detail. The value proposition is closely linked to the customer segments, as the hotel aims to provide a tailored experience that meets the needs and preferences of its target audience. This affects targeting and positioning by allowing Sheraton to differentiate itself from competitors and focus on providing value to its ideal customers (D’Aoust, 2020). In terms of Bowman's Strategy Clock, Sheraton would likely fall under the differentiation strategy quadrant. The hotel differentiates itself through its high-quality amenities and services, and focuses on providing a unique and personalized experience for each guest (Fazil, Kaur and Bhatti, 2020). This allows Sheraton to charge premium prices and appeal to customers who value luxury and exceptional service.
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The marketing mix of Sheraton Hotel according to Pandey and Prasad, (2020) includes the following elements:
Product: Sheraton Hotel offers luxury accommodations and amenities to its guests. The hotel provides spacious rooms, high-quality bedding, on-site dining options, fitness facilities, and business services to cater to both business and leisure travelers.
Place (Distribution): Sheraton Hotels are located in urban and suburban areas worldwide, and can be located through their website or booking platforms like Booking.com or Expedia. Additionally, the hotel may have partnerships with airlines or other travel companies to provide package deals to customers.
Price: Sheraton Hotel has a premium pricing strategy, reflecting its luxury brand image and high-quality offerings. The hotel may offer a variety of price points to cater to different customer segments, such as discounted rates for business travelers during weekdays and package deals for families on weekends.
Promotion: Sheraton Hotel uses a variety of promotional strategies to reach its target customers. The hotel may advertise through social media platforms, email marketing, and targeted advertising campaigns. They may also partner with travel influencers or business organizations to promote their services. The hotel may also offer loyalty programs or rewards to encourage repeat business.
In terms of the RACE communication mix, Sheraton Hotel may use the following strategies as outlined by Abouzeid and Al-Abdullah (2021):
Reach: The hotel can reach customers through targeted advertising campaigns, social media, email marketing, and partnerships with travel organizations.
Attract: Sheraton Hotel can attract customers through its unique value proposition, emphasizing its luxury accommodations, amenities, and exceptional customer service.
Convert: The hotel can convert potential customers into bookings through clear and easy-to-use booking platforms, offering package deals or discounts, and providing personalized recommendations based on customer preferences.
Engage: Sheraton Hotel can engage with customers through their stay, providing exceptional customer service and personalized experiences. The hotel may also offer loyalty programs or rewards to encourage repeat business.
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The following is the Gantt chart of this marketing plan.
	Activities 
	Week 1
	Week 2

	Week 3

	Week 4

	Week 5

	Week 6

	Week 7

	Week 8


	Preparation
	
	
	
	
	
	
	
	

	Market research
	
	
	
	
	
	
	
	

	Marketing channels schedule
	
	
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	
	
	


· Preparation (Week 1): Define marketing objectives and budget, conduct market research, and develop a marketing plan.
· Market research (Week 2-4): Gather data on customer preferences, market trends, and competitor analysis.
· Marketing channels schedule (Week 5-7): Develop and implement targeted promotions and advertising campaigns, expand the use of social media, and enhance customer engagement programs.
· Gathering feedback (Week 8): Conduct customer surveys, analyze data, and gather feedback to evaluate the effectiveness of the marketing plan.
The marketing channels schedule was informed by the market research and marketing environment analysis, as well as the company's target customers and marketing objectives. For example, Sheraton Hotel found that its target customers, who are affluent individuals, are active on social media and are likely to engage with the company's promotions and advertising campaigns. Additionally, Sheraton Hotel has a strong distribution network and a well-established loyalty program, which will be leveraged to reach and engage with its target customers.
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The control of Sheraton Hotel's marketing plan will involve regularly monitoring and evaluating the success of its marketing efforts. One key aspect of this will be measuring customer satisfaction through feedback surveys and online reviews. The hotel will also track its financial performance, including revenue and profitability, to determine the effectiveness of its pricing strategy and marketing initiatives.
The unique selling proposition (USP) of Sheraton Hotel is its commitment to providing a personalized and exceptional guest experience, with a focus on luxury accommodations and amenities (Choudhary, 2020). The hotel's features include spacious rooms, high-quality bedding, on-site dining options, fitness facilities, and business services. The benefits of staying at Sheraton Hotel include a unique and memorable stay, exceptional customer service, and access to luxurious amenities and services. To measure the success of its marketing plan, Sheraton Hotel will track metrics such as new customer acquisition, customer satisfaction, brand awareness, and revenue growth. The hotel may also conduct market research to determine customer preferences and adjust its marketing strategies accordingly. Overall, the goal of Sheraton Hotel's marketing plan is to increase profitability by attracting and retaining loyal customers through exceptional service and a unique guest experience.
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In conclusion, Sheraton Hotel marketing plan aims to effectively reach and engage its target customers, differentiate itself from its competitors, and increase revenue and profits. To achieve these objectives, the plan includes segmentation and targeting, an awareness of B2B relationships and partnerships, a value proposition, a detailed product offering, a well-thought-out pricing strategy, and an extensive promotion and advertising campaign. The main challenges facing Sheraton Hotel marketing plan include competition from other hotel chains, changes in customer preferences and behaviors, and the impact of COVID-19 on the travel industry. To overcome these challenges, Sheraton Hotel must continuously gather customer feedback, stay up-to-date on market trends and customer preferences, and adapt its marketing strategies as needed.
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