





Marketing plan written for Marriott Benvoy Perth
Student Name: Cosmin Ionut Lazea
Student ID number: 2206422
Marketing Essentials BMIH4005
Lecturer: Christopher Wilkin








[bookmark: _Toc120826202]Introduction 
Marketing plays an important role in business to inform potential customers about the existence of a product or service and influence them to acquire it. It helps to encourage customers to make buying decisions. A suitable marketing plan will reflect here to support the business operation of the Marriott hotel in the location of Perth city that is situated in Australia. Several factors will be described here to incorporate situational analysis, value proposition, marketing concepts, Gantt chart of marketing tasks, and many more. Framework and theories will be depicted such as PESTLE, SWOT, Porter's five forces, Bowman’s strategy clock, the 4Ps of marketing and others. 
[bookmark: _Toc120826203][bookmark: _Toc120826204]
Situational analysis 
Company 
	Strengths 
	Weaknesses 

	It provides hotel services globally.
It is renowned as the largest hotel chain worldwide (marriott-hotels, 2022). 
Presence of a strict code of conduct. 
	Ineffective protection of data related to customers. 
Highly competitive market.
Negative publicity. 

	Opportunities 
	Threats 

	Globally presence offers diversification.
Expand the hospitality business. 
The opportunity for economic expansion (marriott, 2022). 
	Difficult to generate profit.
Reduction of market share.
Looming recession 


[bookmark: _Toc120826205]Customer 
[bookmark: _Toc120826206]Segmentation and targeting the market refers to the procedure of recognizing potential customers and proposing suitable activities to target them (CFI, 2022). Marriott primarily segments the customers by implementing demographic, behavioral and psychographic forms. Identifying the customers supports it to target through various marketing activities. 
Competitors 
	Forces 
	Description 

	Competitive rivalry 
	The hospitality industry is highly competitive. Hilton and Hyatt are the key competitors of the firms (comparably, 2022). 

	Supplier power 
	There are fewer suppliers present which reduces their power in the business trend (Marriott, 2022). 

	Buyer power 
	The presence of various hotels gives the buyer the power to analyze and choose a better option. 

	The threat of new entry 
	The availability of such competitors reduces the threat of new entry.

	Threat of substitution 
	The threat of substitution is high due to the presence of many other firms (Lorette, 2021). 


[bookmark: _Toc120826207]Collaborators
[bookmark: _Toc120826208]Marriott has various stakeholders who contributed to the effective services. Shareholders, suppliers, hotel owners, associates, customers, and governmental authorities are several examples of stakeholders of the company (Marriott, 2022). 5,880 franchises have been associated with the firm that contributes effectively impact the operational process in the competitive market. 
Climate 
Political factors 
Australia has a stable democratic political ground (the global economy, 2021). It helps organizations to effectively incorporate business operations. It provides positive impacts on them. 
Economic factors 
The country has experienced a high rate of the economy as the GDP is proposed to grow by 4.2% in recent years (tradingeconomics, 2022). Appropriate recovery from the pandemic crisis offers a positive role for the company. 
Social factors 
Having a smaller population in comparison to other nations and the presence of multicultural democracy offers a positive impact on the organization. 
Technological factors 
It is one of the technologically advanced countries that allow companies to use those for their benefit (Clow and Baack, 2013). Thus, it is also expensive enough to implement those technologies. It provides a negative impact on the capital of the firm. 
Legal factors 
The presence of various laws makes the work ground more effective for employees. Mitigating any of the rules can hinder and negatively affect the operational process. 
Environmental factors 
Organizations are bound to follow rules and regulations to maintain the sustainability of the nation (austrade.gov, 2021). It can provide an effective impact on the organization to incorporate business. 
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Aim and Objectives 
SMART TARGET: Aim 
To enhance the business process provided by Marriott hotel in the competitive market of Australia through encompassing suitable marketing strategies. 
Objectives 
1. To identify the importance of marketing in the hospitality industry for operating successful business operations in the nation within 9 months. 
2. To analyze the challenges related to marketing approaches on the business ground of Marriott in the hospitality industry of the nation within 7 months. 
3. To evaluate appropriate solutions in order to mitigate the challenges related to marketing that help to enhance the business process of Marriott in the country within 11 months. 
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Strategy 
Marriott Hotel primarily offers four forms of value proposition such as accessibility, cost reduction, brand and customization. It provides a vast range of services to establish accessibility along with offering initiatives to reduce costs. Rewards and guest loyalty are some examples of those initiatives. The success that Marriott achieved presently effectively disclosed the establishment of the brand. Offering several vacation packages assists the organization to achieve the value proposition of customization. Providing all these benefits to the customers supports the company to establish a value proposition and gather enormous revenue through it. All these value propositions followed by the firm help to get the customer that is segmented through the above-mentioned segmented forms. Thus, Bowman's strategy clock plays a supportive role to understand the ways companies can compete in the operational market (Cuofano, 2022). Following this framework, the organization acquires focused differentiation that determines providing high service at a high cost. It helps to gain a high number of profits and boost growth in the marketplace. 
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Tactics 
Product 
Marriott is a renowned company that is recognized as the largest chain of hotels globally. It offers hotel services across 139 territories (Marriott, 2022). It presently offers business in regions like Asia, Africa, Europe, North America and many more. North America is the broad ground that it operates the effective business. 341 hotels are present there in places like Canada, California, Michigan, North Carolina and many more. Australia is the country that is presently offering precisely Perth, that is renowned as a natural wonder. It is the largest city in Western Australia and one of the most remote cities in the world. There are many attractive places that are present in that destination. 
place 
Perth is a place in Australia that has a high presence of wildlife and natural beauty. Thus, the presence of vast parks, beaches, and wildlife makes it more attractive to travelers. It is the fourth most populous city in the country and has 1.6 million (worldpopulationreview, 2022). It is in the southwestern part of the nation and on the bank of Swan River. There is no restriction present at the current time to travel in that place. Tourists can easily locate that place and reach there to enjoy the holidays. 
Price 
The country is highly famous for travelling as in 2019, 9.47 million tourists visited there. The presence of a mixed market economy supports the company to understand that it is a highly developed nation. The market value of tourism in the nation stated at £184,95 million in 2019 (Kotler et al., 2020). It is enough to support the organization to provide adequate business. Marriot can charge a moderate amount of capital to the customers in exchange for providing effective tourism services. 
Promotion 
Promotion is another significant marketing aspect that helps organizations to attract potential customers. Through marketing campaigns, it can showcase the comfort services and care that it is bound to provide to travelers. It promotes the services through social media marketing, websites and many other ways. Using the strategy of communication mix will help Marriott to advertise the hotel services. Thus, with the help of direct marketing, advertising, and public relations it can achieve the goal of promotion. 
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Action 
	Objectives
	Week 1-2
	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week 11-12

	Preparation
	 
	 
	 
	 
	 
	 

	Market Research
	 
	 
	 
	 
	 
	 

	Marketing Channels Schedule
	 
	 
	 
	 
	 
	 

	Gathering Feedback
	 
	 
	 
	 
	 
	 



Preparation regarding the marketing needs 4 weeks followed by market research from week 3 to week 6. The next step, marketing schedule from week 7 till week 10 along with collecting feedback from the 11th week. 
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Control 
USP is a statement that helps to differentiate a product or brand and make it more attractive in front of customers (SAĞLAM et al., 2021). It should provide various services to attract customers in the competitive market of the hospitality industry. Features like contactless checkout, reimbursement of lost luggage and trip delay, cancellation of the trip and many more help to establish a strong business. All these features provide the benefit to gather more customers and generate a moderate number of profits. The use of the KPI matrix will help the firm to measure whether the business experiences success or not (Deng, 2019). Feedback for new customers to assist to understand business trends needs to be improved and provide a positive impact on the brand. 
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Conclusion 
[bookmark: _Toc120826215]The marketing plan that has been developed above provides adequate information regarding the challenges that Marriot may face during the process of customer acquisition. Maintaining political, and legal aspects is important as they can provide a negative impact on the organization. Understanding the weaknesses and associated threats needs to be mitigated to develop the operational process. Marriott is recommended to improve its social media marketing in order to develop and grow in the operational market. 
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