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[bookmark: _Toc102403105]Executive Summary
The report's purpose was to develop a marketing plan for Marriott using SOSTAC and SMART goals to develop a marketing plan for Marriott to achieve SMART objective “To increase service reach and efficiency in UK and International Markets through hotel process automation in the next 1 year”. The situation analysis specifically showed that Covid-19 restrictions are easing down. Still, there is a need to observe Covid-19 regulations and take advantage of existing technology to automate the process to ensure customer safety and increase repeat purchases and new customers. The internal review showed that financial resource has been a source of competitive advantage but has declined in recent years, informing the marketing plan objective. This SMART objective can be achieved through process automation to ensure that service delivery is done online and social media marketing to instil confidence and trust in consumers to continue and start buying from Marriott. In addition to this, Marriott can attract new and encourage repeat purchase for existing customers by ensuring that their safety is enhanced by training employees on how automation work and Covid-19 guidelines, increasing customer trust in Marriott, and enhancing satisfaction. However, in their Mobile App, customer confidence can be enhanced by providing educational programs on Covid-19 safety, automated processes, and customer satisfaction surveys.
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1.0. [bookmark: _Toc102403106][bookmark: _Hlk102324482]Introduction
According to Proctor (2014), marketing plan explores strategy an use organisation to market its products or services to new, prospective, and existing customers. One of marketing planning frameworks is SOSTAC (Situation, Objectives, Strategy, Tactics, Action, and Control), used in developing marketing strategy for Marriott, whose revenues decreased by 129.14% between 2020-2021 (WSJ, 2022; Marriott, 2020&2021). Justification for using SOSTAC is informed by its ability to allow users to set concise and clear goals based on environmental situations (Smith & Taylor, 2014). It also facilitates progress tracking, predicting whether the objective is achieved. However, SOSTAC works with SMART (specific, measurable, assignable, realistic, and time-bound) goals helping marketing teams have clear marketing goals (ibid), improving customer value and firm growth. Therefore, this report uses SOSTAC and SMART goals to develop a marketing plan for Marriott to achieve SMART objective: “To increase service reach and efficiency in UK and International Markets through hotel process automation in the next 1 year.” The report first proposes marketing plan for Marriott based on SOSTAC framework. Finally, the report provides further recommendations on how the marketing objective can be achieved, followed by a conclusion summarising key findings. 
2.0. [bookmark: _Toc102403107]SOSTAC Analysis
2.1. [bookmark: _Toc102403108]Situation Analysis
2.1.1. [bookmark: _Toc102403109]Market Trend Analysis
The key trends impacting the industry are Covid-19 and technological advancement. Covid-19 is responsible for decline in Marriott’s performance due to half-board and travel restrictions that saw guests decrease in 2020-2021 (Gov.UK, 2022). However, in 2022, regulations were eased (Gov.UK, 2022b), including anticipated removal of Covid-19 certificate, self-isolation, and half-board restrictions, which may increase customer traffic. Marriott still needs to observe Covid-19 guidelines relating to prevention of Covid-19 spread like often cleaning, adequate ventilation, employees training, and early tracing of Covid-19 (Marriott, 2022d). Nevertheless, technology provides alternative means to leisure through online food deliveries and online entertainment and sharing economy through Airbnb (Deloitte, 2021); Marriott has disadvantaged position since it relies on physical customer presence, reducing revenue from these leisure products. However, advanced technology can promote contactless processes, increasing customer confidence in Marriott, like automatic temperature gadgets and handwash, online payment and booking, and Mobile App in ordering hotel products and services (WEF 2021). Taking advantage of such technologies can help Marriott increase its revenues to its 2019 state.
2.1.2. [bookmark: _Toc102403110]Competition and Customer Analysis 
Marriott's industry has intensive competition, measured through intensity and competitive basis (Porter, 2008b p.85). High competition intensity is due to prominent players like Hilton, Hyatt, IHG, Wyndham Worldwide, and Belmond with equal market power and value (Comparable, 2022). Their willingness to commit resources to value creation and growth makes competition intense (Wang & Chung, 2015). Also, competitive basis is same customer segment, service, brand identities, and features, intensifying Hotel industry rivalry because customer focus and pricing strategy are same. Covid-19 has reduced revenues for these competitors and increased competitive threat by substitute products and services like Airbnb for accommodation services, online entertainment, i.e., Netflix, and online food deliveries (Deloitte, 2021: Mehtah et al., 2020). 
However, Marriott has worked towards addressing this competition and ensuring that its customer segment classified into geographic, status, demographic and behavioural are well-targeted. Geographically, Marriott targets customers in over 130 countries with 30 brands and 7,000 destinations (Marriott, 2022a). Status wise, Marriott is a premium luxury hotel that focuses on higher-income customers looking for value and quality. Demographic focuses on businesspeople and high-income persons, such as married couples and seasoned travellers who prefer Marriott Residence Inn Courtyard and Vacation (Marriott, 2022c). Behaviourally, Marriott targets customers who prefer lifestyle collections, seek the highest comfort level, and like loyalty programs since they want to use hotel products for extended periods (Marriott, 2022a&b).
2.1.3. [bookmark: _Toc102403111]Competencies and Performance Analysis
The competency analysis showed that Marriott's performance and competencies can be understood through the resource-based model, which shows how its resource and capabilities can drive competitive advantage. Marriott's source of competence is financial performance, which has supported its growth and value creation for customers. However, while Marriott's revenue has increased since 2009, 2020 recorded the lowest revenue for the past ten years, with 2021 revenue ($13 Million) being the lowest since 2014 (Macro-Trends, 2022). However, Marriott is restoring its performance state, which can be shown by 30% increase in revenues in 2021 compared to 2020, but the revenues are still 44% less than 2019 revenue which was $20,972M (WSJ, 2022; Marriott 2019-2021). This can be attributed to Covid-19 restrictions, which decreased customers and revenues. 
2.1.4. [bookmark: _Toc102403112]SWOT Summary 
SWOT analysis can help Marriott understand how they can take advantage of their current situation by addressing threats through existing strengths and opportunities and working towards eliminating their weaknesses. Marriott's strength is its financials, which have recovered by 30% compared to 2020 (Marriott, 2021). Such financial strength can help take advantage of existing automation opportunities and address major threats relating to competition and substitution by online platforms such as onlne food purchase, online leisure and entertainment, and online accommodation through Airbnb (Mehtah et al., 2020). Also, through “taking care of you” program (Marriott, 2022), Marriott can ensure excellence in service and high standards of cleanliness, thus increasing customer trust and confidence that they will get value and be safe when consuming from Marriott rather than its substitute. 
2.2. [bookmark: _Toc102403113]Objectives
SMART objectives help understand the strategic marketing goals that a firm wants to achieve by clearly showing where the firms want to be (Kee & Yazdanifard, 2015). Marriott marketing objectives is to:
“To increase service reach and efficiency in UK and International Markets through hotel process automation in the next 1 year.” 
SMART Goals justifies Marriott’s marketing objective. The objective is specific because it shows the KPI that Marriott needs to increasing revenues and market to match 2019 state through process automation that ensure customer safety concerns are addressed. The mission and vision to facilitate vacation and leisure experiences in the world by enhancing the lives of its customers can help increase revenues (Comparably, 2022). The other justification is the measurability of the objective, which can be quantified in financial and non-financial performance. KPIs that can measure this objective are process automation to ensure customer booking, payment and interactions happen online, increasing unit sales for existing customers, and increasing new customer bookings, thus increasing market share through safe process that ensure lives of customers are enhanced. Also, assignability shows who is responsible for this. For Marriott’s objectives, the marketing team is in charge of this goal, which can be achieved by automating hotel processes and training workers how to offer best services in automated process.
Further, objective is realistic and achievable. Marriott's objective is achievable because it has the needed financial strength to buy the needed technology assets for process automation. Particularly, 5Ss can justify how the objective is realistic. The Sell aspect requires acquiring customers that Marriott lost during Covid-19 and retaining them by making sure that they feel safe when buying and consuming hotel services. Covid-19 restrictions have eased (Gov.UK, 2022a&b); with technological advancement, Marriott can Serve its luxury customer target satisfactorily through high-safety standards and contactless technology, which give customers more confidence. The Sizzle factor is added value achieved by knowing what customer expect and meeting expectations safely. Finally, the objective is time-bound since it needs to be achieved in the next 1 year, which is attainable by Marriott increasing its operations hotel room capacity, from present 45% (The Guardian, 2021).
2.3. [bookmark: _Toc102403114]Strategy
The strategy explains how Marriott can reach its desired state. Covid-19 is major challenge, and Marriott can focus on ensuring operational effectiveness through process automation and tactical tools. First, Covid-19 threat is still imminent, and process automation strategy can help increase customer trust and confidence in Marriott products and services that have to be offered on physical platforms. This strategy can target Marriott businesspeople and high-income leisure and vacation customer segment across its 130 countries (Marriott, 2022a-b), ensuring that they get seamless experience as they seek to meet their lifestyle collection needs. One process automation targeting customer segment is making all its processes such as booking, payment, and ordering of products and services within the hotel environment online. Deloitte (2021) and Comparably (2022) showed that online safe hotel environment could create seamless, high quality and unique value. Therefore, automating sanitization, booking, hotel services requests, and payment using Marriott App or Website can allow customers to have a seamless and contactless experience, thus creating value that is hard to get elsewhere and addressing competition through safety, which is major concern for customers at the moment. Automation addresses threat from Airbnb, online food ordering and deliveries, and online entertainment, operating through contactless food and service delivery (Mehta et al., 2020; Deloitte, 2021). 
Also, to position itself as most preferred brand in hotel industry in terms of lifestyle collections, comfort, safety and value among high-income and businesspeople, content marketing is important. Content marketing using social media enhance the awareness and value of process automation by helping Marriott inform customers of its new changes that focus on customer safety and value creation. This increasing customer willingness to spend due to the feeling that their safety concerns are addressed, thus positioning Marriott as most preferred luxury brand. Using Social media for Marriott can also help the hotel know areas of service provision that need improvement, thus ensuring reader value creation and addressing customers' concerns relating to products and services.
2.4. [bookmark: _Toc102403115]Tactics
Alogiannidis and Mayratzas (2020) found marketing mix is important because it helps to successfully plan product offerings that match the customer requirement and avoid unnecessary costs. Marriott can review its 4Ps (Product, Price, Place, and Promotion) to help achieve the desired goal by meeting need of its high-income customer segment.
Product or service is the value that customers get. Marriott customers get premium vacation and leisure products and services (Marriott, 2022a&b), which can still be retained since the evaluation of Marriott's current status showed the firm has no problem with its product strategy. However, Marriott can adjust its pricing strategy to attract existing and new customers to buy more. Offering discounts on purchases of leisure and vacation products on clustered and group purchases can encourage Marriott customers to buy more and encourage family and group visits to hotel, gating more revenues.
Also, Marriott can develop loyalty programs focusing on developing customer engagement and purchase by allowing members who are already part of Marriott community to enjoy discounted products and services when they order hotels services and products through automated processes, such as 20% for customers participating in hotel and resort gateway activities (Marriott, 2022c). This can be coupled with a social media campaign, which can make customers aware of the offers being given and the changes that Marriott has put in place to make sure that the customers are safe and will get value. The campaign can focus on creating brand communities of customers with similar needs and letting them give their views through campaigns like “taking care of you” program, a marketing campaign focusing on re-acquiring customers who stopped buying from Marriott post-Covid-19 by informing them of safety measures that Marriott has put in place to ensure their safety.
Finally, in terms of place, there is need for Marriott to retain its physical locations since they are associated with prestige, premium, and luxury and still target group of businesspeople, high-income customers with need for value through luxury (Marriott, 2022a-c). However, in these physical locations, the service delivery should be fully automated to enhance safety of customers and employees against Covid-19. Full automation of its physical locations can help customers sanitize, order, book reservations, products, and services without being in close contact with customer service providers (Deloitte, 2021), addressing the safety concern of its customers and increasing sales levels through service effectiveness and safety. 
2.5. [bookmark: _Toc102403116]Actions
Actions review who does what, when, and how (Maulana et al., 2021). One of Marriott's major concerns is Covid-19 which is responsible for sales revenue decline (ONS, 2020:2021); thus, employees should act toward safety and service excellence. Achieving Marriott's objective to operate at full capacity requires employees’ preparedness to address the existing challenges (The Guardian, 2021). Management can improve service performance through internal staff training, guidelines, and checklists in terms of who does what in meeting luxury needs of its high-income customer segment. Regarding when, in the next month, internal training and guidelines to employees on Covid-19 and customers/employees’ safety can help them understand how they can enhance their emotional and physical safety and customers’ safety. Marriott training should focus on making employees understand Covid-19 standards and guidelines put in place by company and how they can implement them. Regarding how the employees can use the understood guidelines to deal with customers using automated processes, the training focuses on employees understanding how to handle customers in automated processes and facilitating understanding of how such automation works. This can help achieve the set objective because the employees can enhance customer trust in safety measures and increase overall consumption because of service excellence received from trained employees. 
2.6. [bookmark: _Toc102403117]Control
Finally, control helps know if the objective has been achieved and one concerned with monitoring and evaluation to ensure that Marriott achieves its goal (Aaker & Moorman, 2017). In terms of who monitors what and when monitoring can be done by a marketing team established to monitor the set goals. Their first role should be establishing KPIs and aligning them with 5Ss, ensuring that there is basis on which performance can be measured. For example, major KPS should ensure that most customers consume hotel services and products through online ordering and booking, new customer acquisition, and repeat purchases in the UK and its international market for those ordering through automated process. Another marketing objective success measure is customer satisfaction which can be measured by engaging its customers and conducting usability tests. Specifically, the marketing team can measure customer satisfaction through customer satisfaction surveys, informing better strategies to enhance customer satisfaction online (Orel & Kara, 2014). The satisfaction can include understanding if customers have seamless and efficient experience when dealing with automated hotel processes, their view about company's effort to enhance their safety, and their view of overall products and services offered by the firm. Such surveys and performance evaluations can be done monthly to facilitate areas for changes where Marriott has not been able to achieve the desired state. For example, one month after the automation of services and offering product discounts, marketing team concerned with marketing objective implementation can review customer views through customer surveys about the automation, if they are having challenges, and if they would like anything to change. Based on the feedback, the marketing team can address challenges and conduct monthly reviews to understand repeat purchases, if the number of customers has increased and if revenues have increased. This way, Marriott can understand if it is in the right direction of meeting its objective to automate its hotel processes.
3.0. [bookmark: _Toc102403118]Recommendations
One recommendation is provided to Marriott marketing team in charge of implementing the tactics and strategies that ensure achievement of intended KPIs. This recommendation is geared towards enhancing the experience of Marriott Mobile App by updating the safety measures and standards that have been put in place to ensure Covid-19 prevention. The app should provide customers with information about their Covid-19 guidelines, allowing customers to be part of enhancing safety when using the hotel products and services. This is important in enhancing reputation of Marriott as safe vacation and leisure place, which for Marriott increases customer buying and satisfaction. Also, for continuous improvement, Marriott can use the Mobile App to train customers on how to use automation strategy recommended, thus improving success of the marketing plan and customer experience. This can be coupled with customer satisfaction survey focusing on understanding areas of improvement based on customer rating about different aspects like safety, efficiency of automated services, products, and their overall experience with brand.
4.0. [bookmark: _Toc102403119]Conclusions 
SOSTAC and SMART goals were used to develop a marketing plan for Marriott to achieve SMART objective to “To increase service reach and efficiency in UK and International Markets through hotel process automation in the next 1 year.” Situation analysis specifically showed Covid-19 restrictions to be easing, but Covid-19 regulations need observing by taking advantage of existing technology to automate process, addressing the competitive rivalry and threat of substitution. The internal review showed that financial resource has been source of competitive advantage but has declined in the recent years, thus informing the marketing plan objective. This SMART objective can be achieved through process automation, to ensure that service delivery is done online, and social media marketing to instil confidence and trust on consumers to continue and start buying from Marriott. However, while Marriott can still retain its product strategy, discount on group and repeat purchases can help attract new and encourage repeat purchases for existing customers, offering services online through the automated process. Employees training on the automated process and Covid-19 guidelines can ensure enhanced safety, with marketing team formed to monitor the achievement of the objective, which can be measured monthly to identify areas for improvement through evaluation of KPI, 5Ss, and customer satisfaction survey. 
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