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Marketing strategy refers to the techniques to effectively place the product in the mindset of the potential customer. It is a long-term plan designed to accomplish sustainable competitive advantage. An effective marketing strategy defines where the organisation is, what are its strength and weakness, its target market and the activities that satisfies the target market. It also defines the way to meet the needs and demand of target market. Simply, marketing strategies refers to the strategies for marketing the product and increasing the brand awareness. 
This report discusses the marketing strategies of Marriott hotel, a USA based hospitality industry operating in UK. Discussions on components of marketing strategies, internal and external environment analysis, market segmentation and marketing activities will be done in this report. Discussion made on this report will support increasing brand awareness through marketing strategies and various kinds of marketing strategies. This report will research and evaluate the marketing tools and techniques that contribute to increase the brand awareness leading to success of Marriott hotel, UK.  
Marriott international was founded by Mr. J. Willard and Alice S. Marriott in 1927. It is a global business operating worldwide having its headquarters in USA. Despite of being a USA based industry; it has also been listed in stock exchange of UK. It has more than 6000 properties in 122 countries and territories around the world. Marriott international has segmented its market under five categories as Europe, America, Asia pacific, Caribbean and Latin America, Middle East and Africa. Marriott International is a leading lodging company with revenue of more than $17 billion in fiscal year 2016. In the year 2015, its revenue was 14 billion. It seems like Marriott international is an ongoing business resulting in increased revenue and business around the globe. This report covers marketing strategies supporting brand awareness which can be very useful for similar kinds of organisation to build its marketing strategies. 


[bookmark: _Toc503701647]2. Environment analysis of Marriott Hotel
Environment analysis of an organisation provides an overview of the business environment and its impact on organisational activities. Environment analysis allows the organisation to identify the internal and external factors affecting the business which can be incorporated in the decision making and strategy formulation of a business organisation. PEST analysis and SWOT analysis can be used as a tool to analyse the business environment of Marriott hotel in UK. 
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It is a tool to analyse the external environment of an organisation. Analysis of external environment allows identification of opportunities and threats which can be used as a basis for designing marketing strategies by Marriott hotel. External environment of Marriott hotel can be discussed with the PEST analysis as follow:
· Political factors:
Political factors affecting Marriott hotel are government policy and political stability. Several positive and negative changes in government policy can affect the business operation of Marriott hotel in UK. Being an international company, Marriott can get affected because of trade reforms also. One of the major political issues arising in UK is ‘Brexit’. The government’s decision to leave European Union can adversely affect the business of Marriott hotel. Moreover, the hidden corruptions inside the government also affect the business operation. Emerging issue of Brexit has impact on economy of the country that also affects the business of Marriott hotel (New York Times, 2017).
It is necessary to consider the political factor while developing marketing strategies if Marriott hotel. The strategies should consider the existing government policies and should violate the political constraints. 
· Economic factors:
Any business organisation must consider the economic factor affecting its business. Such factors include inflation rate, foreign exchange rate, interest rate and rate of employment. Emerging economic issue in UK is rising inflation rate directly linked with Brexit. Inflation rate has reached 3 % in 2017 which is 2 % more comparing to the inflation rate of 2016. Because of rise in inflation rate, value of pound has been decreasing which reduces the purchasing power of people. Marriot hotel can be affected because of lower purchasing power of a consumer. Moreover, increasing inflation rate has decreased the value of pound in international market which affects in import and export of raw materials (Elliot, 2017). 
Marketing strategies should be linked with the economic issues. As economic condition is directly linked with the revenue of Marriott hotel, marketing strategies must be based on economic situation of the country. Talking about the target market, lower income individual need not be targeted if the business organisation has to attract customer with economic stability. 
· Socio-cultural factors:
Each country differs in terms of cultures and mindset. Socio-cultural factors generally affect the sales of Marriott hotel. Various Socio-cultural factors affecting business can be social lifestyle, education levels, population growth and religious beliefs. One of those factors affecting Marriott’s business is population growth. In the recent period, growth in population can be seen in UK which has positive impact on the business of Marriott Hotel. According to the report of Office for National Statistics, UK population shows sharpest rise in almost 70 years. The calculation shows the total population of 65, 648,000 up to the end of June 2016. One of the reason of population growth is international migration with total number of 3, 36,000 migrants (Grierson, 2017). 
As the population seems to be growing, marketing strategies of Marriott hotel should be focused on attracting maximum numbers of customer. Growing population creates a positive environment for hotel business as increasing number of population increases sales and revenue of business.
· Technological factors:
Changes in technologies and process are the technological factors that affect the business activities of Marriott hotel. Use of information technology has been growing in UK which can create benefits for Marriott hotel. With the internet presence Marriott hotel can stay connected with maximum number of customers and provide information covering the large market. Growing use of mobile applications and other electronic communication medium can benefit the hotel.
Technology plays a crucial role in marketing of product or services. As the use of information technology, internet, and mobile application seems to be growing in UK, marketing strategies can be more effectively build up. Marriot hotel can use internet and mobile applications as a tool for marketing its product and connect with maximum number of customers. 
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It is a tool to analyse the internal environment of organisation. Analysis of internal environment allows identification of strength and weakness of Marriott hotel. Marketing strategies can be designed by incorporating the strength and weakness of organisation. Consideration of strength and weakness helps in building effective strategies leading to success of organisation. SWOT analysis of Marriott international can be done to identify its strength, weakness, opportunities and threat. 
· Strength:
Strength refers to the characteristics and factors that provide advantage to the firm. It answers the question what the organisation can do well (Bush, 2016). Strength of Marriott international reflects what advantages Marriott international has over the market. It has been focusing on mergers and acquisitions to increase its service in a global market. Marriott international is a differentiated brand in terms of hospitality industry. Moreover, the major strength of Marriott international is its customer service. It considers customer satisfaction in its service which is exemplified with its growing customers. 
The marketing strategies of Marriott hotel must be based on its strength. Strategies should be supported by the hotel’s capacity to formulate the strategies leading to profitable outcome. 
· Weakness:
Weakness refers to the area which the business cannot perform well. It reflects the area that can be improved. Weakness creates obstacles to attain the desired goal of the organisation (Morrison, 2016). It has been facing issues regarding the management system. As Marriott international is a global business, individual hotels at different part of the world are facing the problems of poor management system. Similarly, Marriott international is inactive in corporate social responsibility (CSR). In today’s world CSR is the topmost priority of any business organisation which gives competitive advantage to them but Marriott international do not involves in CSR which is one of its weaknesses. 
Considering its weaknesses, Marriott hotel should focus on corporate social responsibility along with its marketing strategies. Incorporating social activities in marketing strategies helps in attraction of customer towards the services.
· Opportunity:
Opportunity refers those factors which creates favorable situation for business to earn profit and meet its objectives. The growing population of UK is one of the opportunities for Marriott hotel. To grab this opportunity, Marriott Hotel can increase its service area to increase its service area and provide services to maximum number of customers. With the increased service area and customers, profit can be increased. 
The strategies of marketing should be opportunity oriented. Marriott hotel should prepare its strategies that best match the opportunity existing in market. 
· Threat:
Threats refer to those factors that creates unfavorable situation to the organisation. Marriott hotel being an international business is likely to face high competition with the local and other international hotels. There are high chances of substitution by customer because of excessive competition. As Marriott hotel is USA based industry, it may face legal issues in UK as it has to cope with legislation of UK in order to operate in that country. Changes in laws may create threat for business of Marriot hotels (Bhasin, 2017). 
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Market segmentation refers to the division of market into small sub groups based on similar characteristics. The market is divided on the basis of common needs, lifestyles and interests of customers. Generally, market segmentation is done by business organisation to generate higher return from the potential sub group (Lynn, 2011).
UK market is characterised by different nature of customers. Segmentation of market assists organisation in allocating resources, offering products and services and helps to know how their product or service can satisfy the segmented market.  Marriott hotel can divide the market on the basis of customer needs and interest in order to identify the most profitable segment. Marriott hotel can divide market on the basis of following factors:
· Demographic segmentation:
It refers to the division of market on the basis of personal attributes such as age, marital status, gender, ethnicity, education or occupation (Bhasin, 2017). Marriott international focuses on international business travelers and business people. Marriott hotel in UK can segment its market based on the needs of such travelers. With this, one segment of market is business travelers. This segmentation allows Marriott hotel to effectively manage a single segment of market leading to profitable outcome. It is difficult for organisation to implement strategies in large market area. So the segmentation of market allows effective implementation of marketing strategies. Marriott hotel can develop specific strategies to target and inform the business travelers about its services. 
· Psychographic segmentation:
Marriott international is known for luxury services all over the world. Marriott hotel in UK also provides luxury services. People think and act in a certain way due to their level of education, income and lifestyle. It determines the purchase decision of the customers. Being a luxurious hotel, Marriott UK should divide its market based on the income level and lifestyle of the customers. This segmentation allows Marriott hotel to prioritise the potential customers willing to get luxurious services. Moreover, the customer can be managed on the basis of their needs and demands. Marketing strategies for different segment can be differentiated to focus on the potential customers rather than the customers with less interest on services of Marriott hotel. Psychographic segmentation is a type of division revealing the motivations, attitudes and perception of tourists (Hafner and Grabler, 2015). 
· Behavioral segmentation:
It refers to the segmentation of market based on the consumption pattern of the customers. Marriott hotel can divide the market into subgroups based on the attitude, usage, and knowledge of services in customers. This segmentation allows organisation to prioritise the potential customer with good attitude towards the service and regular user of the service offered by Marriott hotel. 
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It refers to the selection of segment for operation after analysing and evaluating the attractiveness of each segment. Marriott should target the market on which it can operate well and generate benefit from the market. Targeting simply refers to the selection of that market which can be operated well by the organisation. While selecting the target market, Marriot should consider its strength, weakness, opportunities and threats. One of its strength is the brand it has been able to establish till now. Marriott hotel can choose business travelers as its target market. The services of Marriott hotel best matches the business people and are facilitated with well-equipped rooms, Wi-Fi and good working environment. In the similar way, Marriott UK can target more than one segment. Segmentation based on behavior can be the option for target market. The segmentation based on behavior divides customer on the basis of their usage and attitude towards the products and services. Market with regular customers can be targeted for the profitable outcome. Marketing strategies can be based on the target market. 
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It is related with placing the products or services in the mindset of the customers. Any business organisation needs to focus on positioning its products which leads to purchase or consumption decisions of a customers. In the similar way, Marriott hotel in UK must make a position of its services in mindsets of the customers to influence customers for consumption and purchase decision. In the year 2013, Marriott international globally launched ‘travel brilliantly’ campaign with a new logo and plans with the intention to position its brands as ‘the future of travel’. The campaign was supported by TV activity to cover large numbers of customers (Chapman, 2013). In august 2017, Marriott international announces new strategic advertising approach which as intended to associate the customer with the company’s brand. ‘Golden rule’ was the name of campaign which was started from USA. The campaign was started to feature the international brand of Marriott. The brands featured were Courtyard by Marriott, Fairfield Inn and suites, four points by Sheraton and Springhill Suites. Moreover, it was planned to display ads with digital content through social media channels. Mcgarrybowen was selected as an advertising agency and operator of the campaign (Marriott International, 2017).
Delta and Jetblue can be taken as an example of brand positioning. These two are the airlines company. When Delta stopped providing peanuts and reduced leg room Jetblue took the opportunity to attract customers by serving gourmet snacks and extensive leg rooms. In order to create their brand’s position in mind of customers, they entered market focusing on friendly service, snacks and legroom (Roberts, 2015). Marriott international recently acquired Starwood which made it the largest hotel group in the world. But this acquisition has brought the issues of maintaining a brand portfolio without losing its customer. As a part of branding, Marriott designed its corporate website by dividing hotel portfolio into different categories as class luxury, distinctive luxury, classic premium and distinctive premium. Before some period bigger the organisation bigger used to be the brand but building and protecting brand equity has been a serious issue as a result of globalisation (Ritson, 2016).
Marriott should now focus on protecting its brand equity and increase the brand awareness. Marriott can establish a position in mindset of customer only if the customer knows what their brand offers and how it is different and superior to its competitors. The strategies of positioning can be informational positioning, transformational positioning, two-sided positioning and execution positioning (Gelder, 2013).
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Marketing mix is a set of marketing tools used by organisation to meet the demands of target market. It is a tool of marketing strategy which influence the consumers demand for a product or service. Marriott UK must focus on its marketing mix to meet the demand of its target market. Marketing mix includes products/service, place, price, promotion, process, people and physical evidences. Bhasin (2017), discusses Marketing mix of Marriot UK as follows:
· Product/service:
Product is anything that is offered to market or customers to meet their needs and demands. The major service provided by Marriott UK is hospitality and lodging. It has been providing quality services in hospitality since its establishment. The success of Marriott in international market is because of its service quality and customer satisfaction. Nowadays, customer need more than product and service from business organisation. Customer focuses on what they experiences from the hotel. It is necessary to consider the customer satisfaction and the experiences they seek from hotel. Marriott UK is known for luxury services so as a part of effective marketing strategy maintaining luxury service is a most crucial thing for the success of business. 
There are three levels to product as core product actual product and augmented product in the form of hospitality services. It also covers hotels, hospitality management, resorts, lodging etc. The core product in case of Marriott international is hotel which helps them to generate maximum profit.
· Price:
Price is any amount a customer has to pay for purchasing any products of services. Price charged by the service provider is its source of revenue. Being a luxurious service provider, Marriott UK charges higher prices but provide quality service in return. Marriott international follows strict ethical guidelines in its pricing strategy. The look No Further best rate guarantee is a pricing strategy followed by Marriott international in all of its service area.  Customers get similar room rate in different distribution channels like online, phone reservations and other channels. It prevents customers from being engaged in intermediaries for bookings and reservations (Seacat, 2013).
· Place:
Business organisation produces goods and services but they also involves in ensuring the availability of those goods and services in market. Place refers to the area and channels through which Marriott hotel provides services to its customers. As it provides luxurious hospitality services, it should focus on establishing its distribution point at major cities rather than urban areas. It should consider the places where flow of travelers is high. Most of Marriot’s hotels reside in prime locations facilitated by highways and nearest airports. 
· Promotion:
It is the way of communicating products and services to the customers. Marriot hotel has been using internet for the promotion of its services. It has also been using social media as a tool for promotion. Similarly, the company has launched various ad campaigns to increase the brand awareness in its target customers. 
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Brand awareness refers to the knowledge of customers towards the product or service of any company consisting of both brand recognition and brand recall performance. Brand awareness acts as a medium to promote the products and services (Koniewski, 2012).
Marriott UK can adopt following tools to increase the brand awareness and maintain a relationship with customers:
· Social media marketing:
Social media act as a networking tool connecting customers and business organisations. Mostly used social network sites are Facebook, Twitter, YouTube, LinkedIn and Flickr.  Companies use Facebook and YouTube as a marketing tool to increase their brand awareness. Marriott UK can use social networking sites to promote its product and increase the brand awareness. Moreover, it helps to ensure the online presence of company and maintains the relationship between customers (Odhiambo and Adhiambo, 2012).
· Digital marketing:
It is the process of marketing using digital technologies including internet and other electronic devices such as mobile phones. Digital marketing no only allows the marketing of products but also allows maintaining a customer relationship. It helps in collection of feedback and information from the customers (Tiago and verissimo, 2014). Marriott UK should invest on digital marketing rather than traditional marketing. It allows them to ensure the online presence and exchange of information in digital platform. 
· Search engine optimisation:
It refers to the management of the site and the content in site to get high rankings in search engines. Customer uses certain keywords while searching for any product or service. Marriott can optimise its content to get the highest ranking and highest number of visitors. It also helps in building greater brand exposure covering large number of internet users ultimately creating a brand identity. It ensures the visibility of sites. As Marriott has been maintaining online official sites, it should focus on optimisation of its search engine that increases its brand awareness in large extent (Gupta and Gulati, 2012).
· Advertising:
Advertising is a promotional tool used by organisations to promote or communicate its product to the customers. Marriott international can choose several forms of advertising to communicate its services to potential customers. Advertising influences the customer’s purchase decision. Marriott UK can involve in offline advertising such as print advertising, outdoor advertising, and event sponsorship and broadcast advertising. Advertising can build positive brand image in customer’s perception that influence the purchase decision (Makasi et al, 2014).
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The report discusses the creation of brand awareness in case of Marriott hotel in UK. Two types of analysis have been done to evaluate the business environment of Marriott UK. PEST analysis and SWOT analysis have been included in this report. It is necessary for business organisation to analyse its business environment before implementing any marketing strategies to build brand awareness. Similarly, the report discusses about the market segmentation, targeting and brand positioning that helps in increasing brand awareness in an effective way. Marketing mix of Marriott UK has been done to know the existing marketing strategy of organisation. Finally, few methods of increasing brand awareness have been discussed. In conclusion, it is necessary to develop effective marketing strategy for communicating the product and services to customer and build brand awareness to attract customers. 
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