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Executive Summary

It is suggested that they assess how much the service is used, whether it is being used for the intended purpose, and whether it is being used efficiently in the manner that the Marriott Hotel desires so that they can boost their customer base through digital marketing.























Introduction

This report will speak about the marketing plan and introduce SOSTAC and SMART. Following the audit that was undertaken for the Marriott hotel and will now be used to develop an innovative strategic marketing plan, which will show how to accomplish organisational objectives and its capabilities that have been highlighted within the audit that was undertaken. The report will be using the framework SOSTAC to be able to structure the marketing plan, and it will measure, monitor and be adapting the marketing plan for improvement of the organisation. In the main findings of this report, it will speak about Digital Marketing for the Marriott hotel which will be its marketing strategy objective.











Main Findings
Strategic marketing is approved by companies who have a clear and recognised strategy for marketing which is conducted, and for its nature it’s long term upon making marketing decisions. With a marketing strategy, it helps businesses to maintain clear objectives and any targets that they have and are trying to achieve, for the business to have a growth in their revenues they would need to be able to have a good competitive strategy, and it will have to be sustainable. Regarding the marketing plan the business uses this as a more detailed plan for the marketing strategy to be able to be accomplished (OM, 2022,). 

Strategic Marketing Objective 
The marketing strategy objective which will help the Marriott hotel will be increasing its Digital marketing as this will help the business to increase promotion and connecting with new potential customers by using social media through the internet or any other communication that can be done digitally. The Marriott hotel will continue to engage in using a variety of different social media platforms such as Facebook, Twitter, Instagram etc, and they will continue to use the digital platforms such as web-based advertising, multimedia messages, text messages, and emails. Marriott’s marketing strategy is bringing social media to life with using M Live which will give customers and guests the ultimate real-life experience, it will help the business draw more attention to themselves, it has been said that “M Live is a platform where social media experts display the brands presence on various channels. When a guest posts about an experience and they’re at the Marriott hotel, an M Live staffer can do something special to make a difference in that guests stay. For example, the guest might get a poolside drink, or the team might set up an impromptu party in the lobby, and it’s personal and relevant to the guest.” Nonetheless, the Marriott hotel’s app creates loyal customers, and they are doing this by making their app look like more eye opening and getting their inspiration from theme parks. With the app guests don’t have to check in they only have to get to the hotel, then go to their allocated room where they are then able to pen the room door with their phone but it has to be a smart phone, which really is a great way for them to digitally promote this, as it will make guests feel a lot more comfortable with checking into the hotel rather than waiting for people to be seen and taken to their rooms.  

SMART
SMART goals are to help the business with every aspect in providing the motivation, focus, direction, and clarification by setting the goals, they also help to provide the business to reach it’s aims and objectives (Smart Goals, 2022).  Smart stands for Specific, Measurable, Achievable, Realistic and Timely. The SMART goals digital marketing of the Marriott hotel is: 
· Specific – Digital Marketing will help to increase their customer base and customer engagement through a blend of digital platforms social media, content creation, emails, advertisements, and this will also increase sales for the Marriott hotel.
· Measurable – The Marriott hotel will achieve their goal to increase their customer engagement by getting a certain number of clicks, interactions, engagements, and responses to their digital marketing.
· Achievable – The Marriott hotel can achieve this goal by creating a series of posts, events, and competition. They can also do collaborations with a variety of different businesses. 
· Relevant - It’s a good idea for the hotel to do this now because now technology is massive in this day in age and its constantly evolving, so it’s a good idea for the Marriott to have their digital promotions constantly evolving just like technology is, and this will benefit them.
· Timely – The Marriott hotel will be able to accomplish this goal in a timeframe of about 10 months to a year, as it seems very realistic for them to achieve this. 

SOSTAC
SOSTAC is a planning model by PR Smith which was developed in the 1990s, and it stands for Situation, Objectives, Strategy, Tactics, Action, Control, and it helps planning strategies for marketing but also campaigns. It’s known to be a popular model for planning (Bullock et al., 2022). 
Situation Analysis
A situation analysis is using a SWOT analysis to be able to look at the different aspects of a micro-environment which include all the consumers, and competitors, and then the situation analysis is then used to be able to examine the macro-environment (Chaffey, 2022). Situation analysis sets out an overview for the business on what they do, who they are, how they relate and can trade online only by external and internal aspects that would put an impact on the business. Regarding the Marriott Hotel, a SWOT analysis was carried out in the audit which identified the strengths, weaknesses, opportunities, and threats that the business must consider. Examining the SWOT analysis from the audit, the strengths highlighted within it show that all the strengths can be used to achieve the objective of an improved digital marketing performance. Each of the strengths complement one another and in addition to this, they can be used and utilised in a way that would perform well with regards to improved engagement online with customers. Operating in 139 countries (Marriott, 2022) means that global outreach is vast, tying that into positive feedback that has been received from previous customers and loyalty from customers also, taking the step to become more active in digital marketing and social appears to be a prosperous avenue given the evidence from the SWOT analysis. 
A weakness for the Marriott Hotel would be that if they don’t have good marketing or advertisement then this could lead to them having bad digital marketing which can then lead to them having a bad reputation and a decrease in their customer base and customer engagement instead of an increase. However, data protection is an important part of the business and its digital marketing, because if the Marriott’s data is leaked through digital marketing, then this shows that the business failed to protect its data.
Regarding the Marriott’s Hotel they have opportunities to be able to expand their customer base and their engagement with customers through their digital marketing even though they currently have a remarkable and substantial customer base already, but they have the chance to grow it. 

Looking at the threats considered on the SWOT analysis a huge threat would be the COVID-19 global pandemic because it had a massive impact on the hotel as it stopped people being able to travel to the hotels, however, now COVID-19 is no longer a massive impact on the hospitality sector.  The Office of National Statistics (ONS, 2021) states that as of May 2021, consumer spending had started to increase but remained at “70% of pre-pandemic levels” whereas now, in 2022, things have drastically changed with local councils planning events in large crowds and people attending hospitality venues almost as if the situation were back to normality (Swansea Council, 2022). This change seriously benefits the hospitality sector and as a result, Marriott Hotel will also benefit from this event planning and rise in people attending venues and as such, making a presence online and engaging in digital marketing to bring customers in at this prime moment is something the business should consider given that the benefits of income, engagement and potential of new customers is vast.


Objectives
Looking at the SMART objectives above they will help the Marriott Hotel to be able to define the goal that is wanting to be achieved, the Marriott hotel wants to be involved in a social media presence. The objective here is that the Marriott hotel want to be able to grow their customers base and their customer engagement by increasing digital marketing. 


Strategy 
Marriott Hotel currently operate ‘M Live’ which allows them to create “real-time content and generating social engagement with travellers in Europe” (Marriott International, 2016) meaning that it is used as a means of reaching out to a wider audience towards Europe and it was initially launched in 2015 as a means of observing what is being said across different social media platforms and channels. It is further stated that M Live is “able to identify trending social stories around the world and quickly ascertain ways to join the conversation” meaning that Marriott Hotel is always connected to its customer and always striving to maintain that connection.
Currently, it appears that ‘M Live’ is not being used to its fullest capacity now and it should be utilised far more often than it is. After the launch in 2016, Marriott state that M Live has allowed them to “create a number of successful real-time marketing efforts that have driven consumer engagement.” (Marriott International, 2016) and this shows that M Live can do exactly what the outlined objective is, but it is just not being used to achieve it currently. 

Tactics 
The whole purpose of M Live for Marriott is to have customers engage with one another about their experiences while also joining the conversation themselves so that they can better understand their customers while also being an active presence in the conversations and having digital interactions with their customers. Having this insight into what customers are talking about, what they like and don’t like and where they are saying these things allows Marriott to quickly identify where they might need to improve and what issues they need to address that customer have mentioned; directly to them or indirectly on different platforms (Social Tables, 2022). 
The marketing mix is made up of the four Ps which are product, price, place, and promotion, and they help to define any marketing options (MindTools, 2022). The four Ps can help in improving the digital marketing for the Marriott Hotel, and it can be done by them improving their M Live service and they could charge the customer for using the service, the location of the service will be marketed, and the promotion will be that the Marriott Hotel will be digitally advertising that they are improving and updating the service (Investopedia, 2022).
Actions
One of the Marriott Hotels strengths would be that they have a lot of strengths such as positive feedback, high standards, and great customer service; things that Marriott are highly regarded for. Staff will deliver with excellence Marriott is known for being a luxurious, quality brand (Forbes, 2022) and because of how highly rated their staff are in terms of the aforementioned positive feedback. They would have to coordinate with their social media team to be able to go ahead with improving their digital marketing and utilising M Live to its full effectiveness and potential to engage with customers. It has been said that “The Marketing campaign of the Marriott Hotel revolves around showcasing the comfort, care, and richness of Marriott’s luxurious hotel chain. The advertisements focus on the hotel chains luxurious rooms and hospitality services, as well as a relaxed atmosphere.” (The Digital School, 2022) This can also help the Marriott Hotel grow their customer base, and customer engagement with digital marketing.

Control 
At this moment in time, we will not be able to tell when the Marriott Hotel will be able to get where they need to be, but it could around 10 – 12 months to be able to have an increase in their customer base and customer engagement. The Marriott Hotel will measure the clicks, customer engagement monthly to see where they get to so that then they can decide on how often they will measure. 

Recommendations

It is recommended that they review the use of how much the service is being used, and if it is being used for the purpose it is assigned for and if it is being used effectively in how the Marriott Hotel want it to be used. It’s also recommended that that they update their M Live to the latest software of technology so that people can use it more frequently and don’t get bored of using the service. 


















Conclusion 
It is suggested that they assess how much the service is used, whether it is being used for the intended purpose, and whether it is being used efficiently in the manner that the Marriott Hotel desires. It is also suggested that they update their M Live to the most recent software and technology so that people can use it more regularly and not become tired with it.
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