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Introduction: 
During Covid-19, the hotel industry is completely damaged because of a long time of lockdown. When the coronavirus spread out everywhere very quickly manner, the government announced of lockdown everywhere. People did not go outside of their homes without necessity. During this time, the hospitality industry completely stops its business operation (Paquette, H., 2013). After Covid-19, the hospitality industry again runs and reaches out to new customers.  In this PowerPoint Presentation, the learner talks about Marriott International. Now, this hotel newly opens its new branch in Liverpool, England. Here, the marketing plan is conducted for Marriott International. For making an effective marketing plan, the marketing manager of Marriott International considers some factors such as the marketing mix, the marketing environment (Macro), the marketing environment (micro), creating customers value, and effectively using digital marketing (Kotler, P., 2018). 
 

The Marketing Mix of Marriott International
Products: Marriott International currently offers its customers different types of services. The comfortable rooms, 24 hours internet, buffet dinner & breakfast, swimming pool, transportation facilities, and another attractive services to its customers are key services of this hotel. Luxury rooms are a key attraction of Marriott International currently. This hotel can create new customers in Liverpool by offering them excellent services (Palumbo, F. and Herbig, P., 2019). 
Places: The new place of Marriott International is Liverpool, England. No doubt, it is a very attractive place. This hotel can create many new customers here. An attractive and informative website is the key channel for promoting service in this place. Marriott International conducts a franchise business with a local company in England. It helps this hotel company to operate the business properly and smoothly. 
Price:  Marriott International is a very big hotel company in the world. There are many competitors in England. Many hotel companies have already existed in England. Therefore, Competition based price strategy is a very wise strategy for Marriott International. This hotel company can compare its competitor's rent price and then it can set up rent price ( Rugova, B. and Prenaj, B., 2016).  Before setting the price, Marriott International also considers customers' values.  It is also a very essential issue before setting a price. 
Promotion: Marriott International's new destination is Liverpool, England. For reaching new customers, the company must promote its services to customers. The promotion strategy can inform target customers about the company and its service. The social media platform is a very effective and useful promotional tool (Yadav, M., 2017). Marriott International can use this tool for promoting services to the target audience. It also can use print media such as newspapers, magazines, and others for promoting its service in the target place. 
The Marketing Environment (Micro) SWOT ANALYSIS
Before moving to the business's new destination, Marriott International conducts a SWOT analysis. It helps the company to take the right decision. By using this model, Marriott International understands its strengths, weaknesses, threats, and opportunities. 
Strengths: 
Global presence: Marriott International operates businesses in approximately 127 countries in the world. This figure proves that this hotel company has a global presence. It is a big strength side of this company. 
Market leadership: In the hotel chain sector, Marriott International has the leading position in the world. It is the biggest hotel chain across 30 hotel companies. This company enjoys the full benefits of economic scale (Guadagnolo, F., 2015). 
Excellent reputation: Marriott International has a very effective and better reputation in the world. The whole world's customers remind of this company name. It has great value to customers. The company also creates many jobs for people. Marriott International also offers unique services to customers. 
Weaknesses: 
Ineffective data protection: Customers lose their trust and avoid the company that fails to protect their data. In 2018, Marriott's Starwood hacked customers' data. For this reason, the reputation of this hotel company reduces (Gerritsen, D. and van Olderen, R., 2020). 
Poor positioning: Marriott International is a structured family-based business from market position to management. It is a very big weakness of this hotel company. 
Negative publicity: The hospitality industry is a service industry. In a service industry context, it is a very sensitive matter to public perception. In 2017, Marriott International's brand value has been tainted by the decision to rescue only its hotel guests from St. 
Opportunities: 
Shifting demographically: Marriott International has a great opportunity to grow the business and its customer base by positioning itself as a cool youthful brand. It is one of the biggest opportunities for this company. 
Focus on emerging economics:  In a developing country context, the hospitality industry has a high demand. Therefore, Marriott International has a very big opportunity to expand business in developing nations around the world (Bulgaria, M. and Tamarjan, D., 2010). 
Threats: 
Global pandemic: Marriott International has already lost 92% profit as large numbers of guests reduce due to Covid-19. This company will heavily struggle if Covid-19 again attract the world. 
Stiff competition: No doubt, the hospitality sector is heavily competitive. Many renowned hotel companies reduce the market share of Marriott International (Reino, S. and Hay, B., 2011). 
 

The Marketing Environment (Macro) PESTLE ANALYSIS
Political factor: England is a very peaceful country in the world. Political stability is the very positive side of this country. England always welcomes new international brands. The Government gives many facilities for international brands (Yüksel, I., 2012). Therefore, Marriott International gets many advantages in this place. On the other side, a high tax rate can affect the company's profit. It is the negative side of this country. 
Economic factor: The bank of England gives loans to foreign companies with a low-interest rate. Additionally, the tourism industry keeps an effective contribution to the country's economy so the hospitality company gets extra economic advantages. After Covid-19 and other reasons, the economic recession in England becomes in extreme shape (Perera, R., 2017). Now, people living costs become very high. It is the negative economic side of England. 
The technology factor: Now, maximum people prefer online shopping. It is possible only for technological advantage. Maximum companies are online or digital platform base. It is the advantage of technology. On the other hand, high technology cost is a negative side for the company because it affects company profit. 
Social factor: People like to travel from one place to another place. The UK government is more flexible so people can easily come here for travelling purposes (Mihailova, M., 2020). It is the positive side. On the other side, people rapidly change their buying habits which is the negative side of the company. 
Environmental factor: The UK government gives important environmental issues. People are more aware of this issue. Therefore, the foreign company must give extra concerned about this issue. 
Legal factor:  Law and legal factors are very alarming matters for foreign companies. The international must have proper respect for the UK law and legation factor. It is the positive side of a multinational brand. 
Creating Customer Value and Engagement 
For creating high customer value, Marriott International can maintain regular communication with customers. It can give mail to valuable customers. It can create better relations with customers.  Marriott International always offers innovative services to customers so that potential visitors become very happy with this company's service.  This company also can arrange loyal programs so that customers can know about new services (Kumar, V. and Reinartz, W., 2016).  For creating high customer value, Marriott International segments its customers based on their preferences and demand. This type of activity helps to create high customer value.  A competitive price is another way to create high customer value. Customers become more loyal when they can service from Marriott International at a competitive price. The company must give new service information by conducting direct mail, telephone, and other ways. By using these types of strategies, Marriott International can ensure high customer engagement with its services (Nyagadza, B., 2019). Now, digital marketing channel is properly used everywhere. Marriott International also considers this marketing channel for promoting its service. 
Effective use of Digital Marketing
Marriott International can consider quality and a more informative website for customers. It helps customers to know about the company and its service. They also can book their preferable room online. By using digital marketing, the company can regular feedback from customers and reduce its mistake. It helps to increase Marriott International's performance with world customers. The company also can maintain social media presence (Mandal, P. and Joshi, N., 2017). Now, people are present with different types of social media platforms so Marriott International easily reaches large numbers of new customers by considering these social media platforms.   
 

Conclusion: 
The new environment, new cultures, and local customer behaviours are very big challenges for Marriott International. Before moving business to Liverpool, Marriott International must conduct well market research. Otherwise, the company faces many critical problems. No doubt, it is a very challenging and wise decision because the company wants to increase the number of service sales and reach new customers. The proper marketing plan must help to reach Marriott International's targets. 
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 Now, this hotel newly opens its new branch in Liverpool, England. 

Here, the marketing plan is conducted for Marriott International. 

For making an effective marketing plan, the marketing manager of Marriott International considers some
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During Covid-19, the hotel industry is completely damaged because of a long time of lockdown. When the coronavirus spread out everywhere very quickly manner, the government announced of lockdown everywhere. People did not go outside of their homes without necessity. During this time, the hospitality industry completely stops its business operation (Paquette, H., 2013). After Covid-19, the hospitality industry again runs and reaches out to new customers.  In this PowerPoint Presentation, the learner talks about Marriott International. Now, this hotel newly opens its new branch in Liverpool, England. Here, the marketing plan is conducted for Marriott International. For making an effective marketing plan, the marketing manager of Marriott International considers some factors such as the marketing mix, the marketing environment (Macro), the marketing environment (micro), creating customers value, and effectively using digital marketing (Kotler, P., 2018). 



3



image2.jpeg














image0.wmf
wop9166.tmpMicrosoft_PowerPoint_Slide.sldx


wopB1E4.tmpMicrosoft_PowerPoint_Slide5.sldx
Effective use of Digital Marketing


Start with Quality Web and Mobile Sites. 

 Maintain a Social Media Presence

Consistent Online Reputation Management Campaigns

Make Use Of Remarketing





Marriott International can consider quality and a more informative website for customers. It helps customers to know about the company and its service. They also can book their preferable room online. By using digital marketing, the company can regular feedback from customers and reduce its mistake. It helps to increase Marriott International's performance with world customers. The company also can maintain social media presence (Mandal, P. and Joshi, N., 2017). Now, people are present with different types of social media platforms so Marriott International easily reaches large numbers of new customers by considering these social media platforms.   
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Conclusion 

The new environment, new cultures, and local customer behaviours are very big challenges for Marriott International. Before moving business to Liverpool, Marriott International must conduct well market research. Otherwise, the company faces many critical problems. No doubt, it is a very challenging and wise decision because the company wants to increase the number of service sales and reach new customers. The proper marketing plan must help to reach Marriott International's targets. 
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The Marketing Mix of Marriott International




Products:

Places: 

Price: 

Promotion: 









Products: Marriott International currently offers its customers different types of services. The comfortable rooms, 24 hours internet, buffet dinner & breakfast, swimming pool, transportation facilities, and another attractive services to its customers are key services of this hotel. Luxury rooms are a key attraction of Marriott International currently. This hotel can create new customers in Liverpool by offering them excellent services (Palumbo, F. and Herbig, P., 2019). 

Places: The new place of Marriott International is Liverpool, England. No doubt, it is a very attractive place. This hotel can create many new customers here. An attractive and informative website is the key channel for promoting service in this place. Marriott International conducts a franchise business with a local company in England. It helps this hotel company to operate the business properly and smoothly. 

Price:  Marriott International is a very big hotel company in the world. There are many competitors in England. Many hotel companies have already existed in England. Therefore, Competition based price strategy is a very wise strategy for Marriott International. This hotel company can compare its competitor's rent price and then it can set up rent price ( Rugova, B. and Prenaj, B., 2016).  Before setting the price, Marriott International also considers customers' values.  It is also a very essential issue before setting a price. 

Promotion: Marriott International's new destination is Liverpool, England. For reaching new customers, the company must promote its services to customers. The promotion strategy can inform target customers about the company and its service. The social media platform is a very effective and useful promotional tool (Yadav, M., 2017). Marriott International can use this tool for promoting services to the target audience. It also can use print media such as newspapers, magazines, and others for promoting its service in the target place. 
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The Marketing Environment (Micro) SWOT ANALYSIS


Strengths: 

Global presence:

Market leadership:

Excellent reputation

Weakness: 

Ineffective data protection:

Poor positioning:

Negative publicity:

Opportunities: 

Shifting demographically:

Focus on emerging economics:

Threats: 

Global pandemic:

Stiff competition:











Before moving to the business's new destination, Marriott International conducts a SWOT analysis. It helps the company to take the right decision. By using this model, Marriott International understands its strengths, weaknesses, threats, and opportunities. 

Strengths: 

Global presence: Marriott International operates businesses in approximately 127 countries in the world. This figure proves that this hotel company has a global presence. It is a big strength side of this company. 

Market leadership: In the hotel chain sector, Marriott International has the leading position in the world. It is the biggest hotel chain across 30 hotel companies. This company enjoys the full benefits of economic scale (Guadagnolo, F., 2015). 

Excellent reputation: Marriott International has a very effective and better reputation in the world. The whole world's customers remind of this company name. It has great value to customers. The company also creates many jobs for people. Marriott International also offers unique services to customers. 

Weaknesses: 

Ineffective data protection: Customers lose their trust and avoid the company that fails to protect their data. In 2018, Marriott's Starwood hacked customers' data. For this reason, the reputation of this hotel company reduces (Gerritsen, D. and van Olderen, R., 2020). 

Poor positioning: Marriott International is a structured family-based business from market position to management. It is a very big weakness of this hotel company. 

Negative publicity: The hospitality industry is a service industry. In a service industry context, it is a very sensitive matter to public perception. In 2017, Marriott International's brand value has been tainted by the decision to rescue only its hotel guests from St. 

Opportunities: 

Shifting demographically: Marriott International has a great opportunity to grow the business and its customer base by positioning itself as a cool youthful brand. It is one of the biggest opportunities for this company. 

Focus on emerging economics:  In a developing country context, the hospitality industry has a high demand. Therefore, Marriott International has a very big opportunity to expand business in developing nations around the world (Bulgaria, M. and Tamarjan, D., 2010). 

Threats: 

Global pandemic: Marriott International has already lost 92% profit as large numbers of guests reduce due to Covid-19. This company will heavily struggle if Covid-19 again attract the world. 

Stiff competition: No doubt, the hospitality sector is heavily competitive. Many renowned hotel companies reduce the market share of Marriott International (Reino, S. and Hay, B., 2011). 


 



5



image2.png

WEAKNESSES THREATS

|

|

OPPORTUNITIES

STRENGTHS








‘TheMarketing Enviromment (Micro) SWOT
ANALYSS






image2.wmf
wopB116.tmpMicrosoft_PowerPoint_Slide2.sldx


wopB175.tmpMicrosoft_PowerPoint_Slide3.sldx


The Marketing Environment (Macro) PESTLE ANALYSIS



Political factor: England is a very peaceful country in the world. Political stability is the very positive side of this country.

Economic factor: The bank of England gives loans to foreign companies with a low-interest rate.

The technology factor: Now, maximum people prefer online shopping. It is possible only for technological advantage.

Social factor: People like to travel from one place to another place. The UK government is more flexible so people can easily come here for travelling purposes (Mihailova, M., 2020).

Environmental factor: The UK government gives important environmental issues. People are more aware of this issue.

Legal factor:  Law and legal factors are very alarming matters for foreign companies. The international must have proper respect for the UK law and legation factor.







Political factor: England is a very peaceful country in the world. Political stability is the very positive side of this country. England always welcomes new international brands. The Government gives many facilities for international brands (Yüksel, I., 2012). Therefore, Marriott International gets many advantages in this place. On the other side, a high tax rate can affect the company's profit. It is the negative side of this country. 

Economic factor: The bank of England gives loans to foreign companies with a low-interest rate. Additionally, the tourism industry keeps an effective contribution to the country's economy so the hospitality company gets extra economic advantages. After Covid-19 and other reasons, the economic recession in England becomes in extreme shape (Perera, R., 2017). Now, people living costs become very high. It is the negative economic side of England. 

The technology factor: Now, maximum people prefer online shopping. It is possible only for technological advantage. Maximum companies are online or digital platform base. It is the advantage of technology. On the other hand, high technology cost is a negative side for the company because it affects company profit. 

Social factor: People like to travel from one place to another place. The UK government is more flexible so people can easily come here for travelling purposes (Mihailova, M., 2020). It is the positive side. On the other side, people rapidly change their buying habits which is the negative side of the company. 

Environmental factor: The UK government gives important environmental issues. People are more aware of this issue. Therefore, the foreign company must give extra concerned about this issue. 

Legal factor:  Law and legal factors are very alarming matters for foreign companies. The international must have proper respect for the UK law and legation factor. It is the positive side of a multinational brand. 
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Creating Customer Value and Engagement 


Revisit Your Brand's Value Proposition.

Reward Customers With a Loyalty Program. 

Go Beyond Just a Competitive Pric

Segment Your Customers Into Meaningful Groups





For creating high customer value, Marriott International can maintain regular communication with customers. It can give mail to valuable customers. It can create better relations with customers.  Marriott International always offers innovative services to customers so that potential visitors become very happy with this company's service.  This company also can arrange loyal programs so that customers can know about new services (Kumar, V. and Reinartz, W., 2016).  For creating high customer value, Marriott International segments its customers based on their preferences and demand. This type of activity helps to create high customer value.  A competitive price is another way to create high customer value. Customers become more loyal when they can service from Marriott International at a competitive price. The company must give new service information by conducting direct mail, telephone, and other ways. By using these types of strategies, Marriott International can ensure high customer engagement with its services (Nyagadza, B., 2019). Now, digital marketing channel is properly used everywhere. Marriott International also considers this marketing channel for promoting its service. 
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