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[bookmark: _Toc119251649]Introduction
Marriot International is US-based hotel brand in the United States, and it is the largest chain of hotels in the hospitality industry the world. The headquarter of this hotel chain is situated in Bethesda, Maryland. Moreover, Marriott International has the strongest portfolio in the world, and it has more than 8000 properties in the world that belong to 139 countries. It offers high-quality services to its customers that help to make a strong relationship with the customers as well as increase the reputation of the business (Zhang et al., 2015). Marriott also has more than 1.3 million employees, which helps to improve the running of the business in an effective manner. However, for creating an effective and efficient marketing plan, Marriott international is a very good option. This marketing plan will be based on a report that demonstrates the marketing strategy of the Marriot to attract more customers to the business in UK. However, the purpose of this plan is to examine the business strategies to achieve the main objectives of Marriott's business (Mazen Alomari, 2017). Furthermore, this marketing plan is going to be prepared for the essential marketing module.     
 
[bookmark: _Toc119251650]Marketing mix
The term marketing mix is the business tool that helps business organisations to pursue their marketing objective in the marketplace. There is a huge completion in the marketplace that is continuously growing as time passes. However, to overcome the effect of competition, Marriott International Inc also uses a marketing mix strategy (Nikbin et al., 2021). 
Product Strategy: Marriot hotel offers high-quality services to its customers in UK and around the world. It has classified its services into sections, including core, actual, and augmented. 
Pricing Strategy: The management of Marriott uses a demand and supply pricing strategy in its business module that helps to make effective revenue from the marketplace. Additionally, Marriott hotel uses this strategy after examining the competition behaviour in the marketplace. The aim of Marriott management is to provide the right services and products at a reasonable price (Khalimova, 2020).  
Placement Strategy: Marriott chose a specific location for their business that helped to improve the running of the business in an effective manner. Mostly the management of Marriott focuses on building hotels that are nearly by tourist places and also prefers those locations that are nearby the sea. 
Promotion Strategy: Marriot hotel chain is a multinational business that is running across 139 different countries. However, Marriott uses several types of digital marketing platforms in order to attract customers to the business. Management used a range of websites and social media platforms in order to improve the performance of the business (Catana and Toma, 2021). 
 
[bookmark: _Toc119251651]Marketing environment (Micro) 
Marriot hotel uses SWOT analysis in order to find out the strengths, weaknesses, threats, and opportunities as well. Additionally, SWOT analysis is the business framework that helps business organisations to identify their strengths and weaknesses (Benzaghta et al., 2021). However, the main factor of the microenvironment of business is the public, suppliers, customers, competitors, workers and their unions, innovation in technology, and marketing intermediaries. All these factors impact the performance of Marriott hotel, but workers and customers are the factors that most impact the performance of the business. The quality of services of one hotel is slightly different to the other branch of the hotel chain. However, each location has its own drawbacks and focal point. Marriot hotel is concerned about improving its services in order to attract loyal customers. That is its strength of it.
Marriott hotel used several types of digital marketing strategies as an opportunity for the business to help attract more customers toward the business. Management used several digital strategies in its business module, including websites through search engine optimisation, email marketing to target potential customer from the marketplace, and influencer marketing, which is the part of social media marketing in which management hire several digital marketing influencers in order to the promotion of services in front of customers (Catana and Toma, 2021). Moreover, the management of Marriott implements innovative technology in its business module that helps to address the impacts of threats.    
 
[bookmark: _Toc119251652]The Marketing Environment (Macro) 
Marriot hotel also used PESTEL analysis in order to find out the macro-environmental factors. These factors are political factors, economic factors, social factors, technological factors, legal factors, and environmental factors (Pan et al., 2019). However, these factors affect the performance of the business, such as technological factors improving the performance of the business because of innovative technologies. However, technological factors are the strengths of the marketing plan that capitalise on by the management of Marriott by making it more efficient and minimising all bugs. Although, effective technologies provide more accurate data that help to make a more effective plan. On the other hand, political factors are the factors that create several negative impacts on the international client (Khalimova, 2020).
 
[bookmark: _Toc119251653]Creating Customer Value and Engagement 
The term customer value refers to the values of services and products in the eyes of customers (An and Han, 2020). Additionally, it is the satisfaction of the customer as per services and product of a business in relation to price if the business organisation gives high customer value in the marketplace. As a result, the customer will choose the specific brand over the other competitors in the same marketplace. Moreover, customers use comparing behaviour in the marketplace and compare products and services between the competitors, then attract toward the product that is very beneficial for them. Customers also compare hotel services with others as per prices and qualities of the services.  
 Hotel management focuses on giving high-quality services to create value for the customers and engagement with them. Moreover, management also used effective behaviour with the customers due to increasing the customer value as well. Additionally, management is giving discount opportunities to improve the relationship with potential and current customers (Mazen Alomari, 2017). Innovation in technologies and improvement of quality will also use to develop engagement with the visitors. Furthermore, we will use several types of a marketing channels for the promotion of business, including several social media platforms, email marketing, influencer marketing, and search engine optimisation as well.    
 
[bookmark: _Toc119251654]Effective use of Digital Marketing 
Hotel management should use effective search engine optimisation that will help to increase the rank of the business on the search engine. Customers can easily engage with the management through these websites. Management will also use search engine marketing in order to find out new customers for the business, which will help to create more revenue from the marketplace (Zhang et al., 2015). Moreover, the business will also hire bloggers for the promotion of business that will utilise effective content in order to get the attention of the customers. Furthermore, these marketing strategies can be beneficial for the promotion of Marriott's business if management uses them in an effective manner.

[bookmark: _Toc119251655]Segmentation, Targeting, and Positioning
The hotel will make an effort to cater to guests of varying ages and genders. Despite this, our primary audience would consist of families, young adults, and corporate customers. Keywords used in various digital marketing industries will be used to focus on this market niche. Taking a stance and explicitly representing something is what is meant by the term "positioning." Therefore, positioning refers to the conscious preference of some visitors over other types of visitors.
 
[bookmark: _Toc119251656]Conclusion 
This study has concluded that the marketing plan plays a vital role in the achievement of hotel systematic Marriot International. Additionally, the marketing mix is one of the best strategies that help the management of the hotel in order to achieve the main objective of the business. SWOT analysis helps to identify the strengths and weaknesses of the business, and PESTEL also helps to identify the external factors that affect the performance of the business. However, through this marketing plan, hotel management can identify their competitors and target market. Moreover, management can also analyse its actual position and can make effective decision-making in order to improve the performance of the business.  
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INTRODUCTION

» Marriott hotel prepares for the postBrexit tourism industry in UK, the purpose
of this presentation is to attract new clients to the establishment

* The aim of this marketing plan is to provide effective marketing strategies to the
management of the hotel that will help to achieve the main objective of the
business.





image4.svg
                INTRODUCTION  Marriott hotel prepares for the post - Brexit tourism industry in UK, the purpose of this presentation is to attract new clients to the establishment  The aim of this marketing plan is to provide effective marketing strategies to the management of the hotel that will help to achieve the main objective of the business.
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SEGMENTATION,
TARGETING, AND
POSITIONING

The hotel will try to accommodate all
ages and genders.
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Our target audience would be fam111es

young adults, and businesses.
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of some visitors above others.
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                     SEGMENTATION, TARGETING, AND POSITIONING   The hotel will try to accommodate all ages and genders.   Our target audience would be families, young adults, and businesses.   Positioning is the conscious preference of some visitors above others.
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MARKETING MIX

= Marriot in UK use this strategy inorderto  for the post -Brexit tourism industry and achieve
the goals of the business ( Nikbin et al., 2021).

Product Strategy

= Hotel management gives high -quality services to the customer that help to make a strong
relationship with the customer.

Pricing Strategy

= Hotel utilises the strategy of demand and supply in its business module, which helps to
improve the profitability of the business.

= Hotelis concerned with examining the competition in the marketplace that improves the
performance of the supply and demand strategy ( Catana and Toma, 2021).
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            MARKETING MIX  Marriot in UK use this strategy in order to for the post - Brexit tourism industry and achieve the goals of the business ( Nikbin et al., 2021). Product Strategy  Hotel management gives high - quality services to the customer that help to make a strong relationship with the customer. Pricing Strategy  Hotel utilises the strategy of demand and supply in its business module, which helps to improve the profitability of the business.  Hotel is concerned with examining the competition in the marketplace that improves the performance of the supply and demand strategy ( Catana and Toma, 2021).
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MARKETING MIX

Placement Strategy
= The chain of hotels mostly concerns with opening new hotels in a prime locations around UK.
= Customers can easily contact the hotel through websites and social media platforms as well.
Promotion Strategy

= Hotel can use several types of advertising strategies that will help to attract more customers to the
business.

= Advertisement is one of the best options that help to promote the services among the customers.
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            MARKETING MIX Placement Strategy  The chain of hotels mostly concerns with opening new hotels in a prime locations around UK.  Customers can easily contact the hotel through websites and social media platforms as well. Promotion Strategy  Hotel can use several types of advertising strategies that will help to attract more customers to the business.  Advertisement is one of the best options that help to promote the services among the customers.
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CREATING CONTENT THAT IS BOTH ENGAGING AND
BENEFICIAL TO CONSUMERS

= Customer value is worth of a company's goods and services in the eyes of its consumers.

= To provide visitors with value and maintain their attention, hotel management places a premium on providing
superior services.
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            CREATING CONTENT THAT IS BOTH ENGAGING AND BENEFICIAL TO CONSUMERS  Customer value is worth of a company's goods and services in the eyes of its consumers.  To provide visitors with value and maintain their attention, hotel management places a premium on providing superior services.
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MAXIMISING THE EFFECTIVENESS
OF DIGITAL MARKETING

= Devise an effective SEO strategy that will improve the hotel's search engine ranking.
= Websites provide open communication between consumers and management.

= If Marriot employs these marketing methods effectively, they might help the company
attract more guests and generate more revenue.
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            MAXIMISING THE EFFECTIVENESS OF DIGITAL MARKETING  Devise an effective SEO strategy that will improve the hotel's search engine ranking.  Websites provide open communication between consumers and management.  If Marriot employs these marketing methods effectively, they might help the company attract more guests and generate more revenue.
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