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[bookmark: _Toc121082959]Introduction

Hotel marketing strategies help hospitality businesses attract guests, sell rooms, and grow profitably. A good marketing strategy will focus on contacting your target demographic, finding high-value guests, explaining why your hotel is perfect for their next holiday, and aligning with corporate goals.
Your approach will explain your goals. A marketing plan will specify "when" and "where" while keeping the budget in mind.
The report will discuss whether the strategy should proceed and why it is important to think positively. Internet advertising, Instagram postings, and promotional events might detract from corporate growth. A hotel's marketing is more likely to succeed if it has a purpose and targets the right audience.
Even if they are busy, outlining the plan may assist them make better decisions and move the organisation ahead.
[bookmark: _Toc121082960]SOSTAC modelling.
Paul Russell Smith created the SOSTAC model, seen in Figure 1, to aid in strategic planning and advertising. It is a standard method for formulating long-term marketing strategies due to its methodical approach, logical structure, and widespread use. It is useful for creating and overseeing marketing strategies, as well as for making marketing plans, business plans, and campaigns. The SOSTAC concept works well for digital marketing plans and strategies as well (Smith, 2018).
[bookmark: _Toc121082961]Situation
The first hotel in the Sheraton chain, the Stonehaven in Massachusetts, opened its doors in 1937. After acquiring a hotel with a permanently inscribed "Sheraton" sign, the new owners made the decision to use the name themselves. That is why its proprietors, Robert Moore and Ernest Henderson, chose to rebrand their hotels as Sheraton (Smith, 2018). Two years after its inception, the hotel started expanding via the purchase of other hotels outside of Massachusetts, and by 1945, the corporation had become the first in its industry to debut on the NYSE. The company initially expanded internationally in 1949 and 1960, when it purchased two hotel chains in Canada (Smith, 2015). Since then, it has also opened a hotel in Tel Aviv, Israel, and Caracas, Venezuela. It only took the firm five years to grow to the point where it managed over a hundred hotels. After purchasing the chain in 1968, ITT managed it until 1998. Between those years, the corporation expanded aggressively into China and then Italy, both of which were fruitful for their expansion. But ITT disregarded the consequences of the European economic downturn and started losing money. At the same time, it launched many hotels under the Four points brand in an effort to break into the mid-range market. In 1998, Starwood Hotels and Resorts bought the Sheraton from previous owners ITT. So, Sheraton joined the ranks of the world's most prestigious hotels and resorts, a position it has held ever since (Smith, 2015).
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Figure 1. SOSTAC diagram.
[bookmark: _Toc121082962]Goals
Sheraton Hotels and Resorts was founded with the intention of catering to the luxury hotel market. It is motivated by a key purpose of becoming a market leader via revenue generating. The company's main goals were to expand its hotel chain by opening new Sheraton-branded hotels in different parts of the world, to ensure that guests of all such hotels had a positive experience, to keep expenses in check to maximise profits without lowering standards, and to establish corporate cultures that permeate throughout the organisation and reflect the Sheraton values of providing excellent service (Sit, 2021).
[bookmark: _Toc121082963]Strategy.
Hospitality is service based, making strategic analysis challenging (Harrison, 2003). (1978). Strategic management may appear less important in hospitality than manufacturing. Strategic management helps hotels align their operations with their long-term aims. The strategy guides firms to achieve their aims. Hospitality companies often combine. Starwood, which just purchased Sheraton, is one example of several brands collaborating. A complicated organisational structure might lead to duplication (Hudson, 2008). Strategic management improves efficiency and profitability. Thus, hotel management must constantly develop new infrastructure efficiency measures. Restructuring the company, combining divisions, or using Six Sigma to increase efficiency are examples of such strategies. Strategy management covers all these aspects and may help hospitality businesses achieve objectives (Hawkey, 2017).
[bookmark: _Toc121082964]Micro and macro environment in hotel business.
This study provides a high-level overview of the company's microenvironment, including an examination of the company's competitors, customers, and industry. Later parts assess more systemic elements including the company's demographics, financial health, and technological standing. In layman's terms, an examination of the exterior variables is known as a macro environment factors analysis, while an examination of internal elements is known as a microenvironment factors analysis. With locations in a wide variety of cities and countries, Sheraton Hotel and Resort is a semi-luxury brand in hospitality industry, and owned by Marriott International (Smith, 2015). 
[bookmark: _Toc121082965]Micro-Environment
Market Research: The fundamental goal of any Sheraton hotel is to provide first-rate luxury services to the world's affluent, but also includes services for the average person, the wealthy making the brand affordable not only wealthy customers. The organisation is committed to providing excellent service to its clientele in an effort to grow its reputation and the value of its brand, and growing the clientele flux (Murphy, 2010). Almost all of Sheraton's customers are overseas visitors. The organisation benefits from the fact that visitors from all over the globe expect and demand the standards of luxury and semi-luxury service while visiting the Uk and other countries as well.
[bookmark: _Toc121082966]Company Description: 
To meet market expectations, Sheraton Hotels expanded abroad. Starwood Hotels and Restaurants were among its hospitality acquisitions. In 2006, it partnered with Microsoft to capitalise on the technological revolution. It is also China's largest international hotel chain. Starwood intends to construct 50 Sheraton hotels by 2020.
A market study shows that the Marriott group competes with other significant local and worldwide hospitality firms. Most of the Sheraton's primary competitors had established brands. Sheraton faces strong competition from Hilton, Starwood, and Hyatt (Murphy, 2010). The company's opponents are smart and leveraging its strengths and weaknesses—service quality, facilities, price, etc.—to attack. New competitors increase risk for the company. More consumers seek five-star lodgings, raising prices (Hudson, 2008). This trend is drawing investors into the hotel industry, which might be terrible for existing hotels. Due to local and macro environmental factors including competition, price-sensitive Sheraton hotel customers are changing their preferences.



[bookmark: _Toc121082967]Reviewing the Macro-Environmental aspects.
The UK economy may impact Sheraton's activities. UK taxes expensive products and services heavily. If the government raised luxury taxes, business would suffer. Rising hospitality expenses may cause some tourists to move elsewhere, but the UK's tourism business is highly desired, so it is projected to have a modest effect. UK's economy is considered strong since it is developed. Even a modest economic change will hurt the Sheraton's profits. The economy affects hotel demand, service costs, pricing, and profit margins. The merger and acquisition of institutions will also impact Sheraton's operations. Despite these economic issues, Sheraton is growing and making money (Wheaton and Schrott, 2018).
Technology. Technology Impact on Consumers and Organizations Technology affects consumers and businesses in the macro environment. The company's leadership wants cutting-edge technologies in all hotels to boost reservations. The company has created a collection of websites that provide all the information and services its customers might require as part of this initiative. Marriott Group has encouraged online payment, prepaid cards, and other methods to simplify consumer payments. Digitization and internet payments affected Sheraton's operations (Hale and Whitlam, 1998).
Demographic aspects: Lifestyle and fashion influence hotel success. Population, age, and sexual orientation changes may impact businesses. This demography includes Sheraton employees and customers. The company's management has always prioritised gender balance in decision-making. Sheraton, which provides high-end services, depends on customer purchasing power (Hawkey, 2017).
Political aspects: Political concerns are important in both micro and macro contexts because modest changes in government policy may affect a company's operations and profitability. The tourism and hospitality industry in United Kingdom gets considerable support from the government as it is a key source of tax income. Sheraton can thrive in the UK's stable political atmosphere and advanced economy. Most passengers will stay away of a nation or area that is undergoing political upheaval (Wheaton and Schrott, 2018). (Wheaton and Schrott, 2018).


[bookmark: _Toc121082968]SWOT analysis.
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[bookmark: _Toc121082969]Marketing mix
To get the outcomes Marketing Mix Strategy Analysis requires in the market it serves, it must create marketing mix strategies. Will be able to realise its overarching marketing plan by devising approaches that consider the unique characteristics of each component (Smith and Taylor, 2004).
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[bookmark: _Toc121082970]SMART method for goals and business objectives.
The new marketing strategy's objectives and goals must be laid out in detail for all employees to understand. The new marketing plan for the Hotel Sheraton makes use of the SMART methodology to set clear and attainable goals. The marketing strategy of the Hotel Sheraton aims to accomplish the following (Blagoev, Nikolskaya, and Popov, 2019).
Specific - This criterion dictates that the marketing strategy's intended outcomes must be accurately specified. The new campaign's stated goal is to gain ground on the competition. Added goals include boosting profits, client churn, and sales income.
Measurable. The ability to quantify results is also an essential part of any marketing strategy. Increases in client turnover from the previous year could result in a 15–20% rise in sales revenues and a 10–15% increase in net profits for Hotel Sheraton. New marketing strategy goals are more likely to be met if these conditions are met (Wheaton and Schrott, 2018). 
Attainable. Any goals or targets you establish for yourself should be realistic in terms of their feasibility. The new marketing plan for the Sheraton Tower Hotel hopes to boost the property's market share to 30% and its profit margin to 25%. Achievability is a key component of the SMART objective’s framework, demonstrating that goals can and should be measured.
Realistic. The marketing strategy's aims and objectives need to be reasonable and grounded on hard data in order to succeed. The SMART framework mandates that businesses base their marketing strategy goals on realistic assessments of their capacity to achieve them. When it comes to people resources, capital resources, financial resources, a strategic management team, and a variety of other assets, Hotel Sheraton Tower has more than enough to get the job done (Edersheim, 2007).
Timeframe. Set a deadline by determining how long you will need to accomplish your goals and objectives. The relevance of goals and their effects might be reduced if they are not reached in a reasonable amount of time, which is why they are tied to a timeframe. Hotel Sheraton time period will be four months, which implies the planned objectives and goals will be accomplished within four months of the marketing strategy's execution (Wood and Brotherton, 2008).

[bookmark: _Toc121082971]Strategic decision making and the path forward
The main company must diversify to protect subsidiaries like Sheraton from macroeconomic conditions (Mc Name, 1985). Gaining gaming market share may do this. Increase the hotel's supplemental revenue to accomplish its aims. Thus, improving its restaurants and gyms may boost earnings (Clarke and Chen, 2009).
Since Sheraton has many hotel rivals, it may employ technology to stand apart. In brand compliance and distribution, the company may employ technology. Management must also be allowed to make choices independently. According to study (Hussey, 1985), these individuals interact with clients and assess the situation. Finally, before diversifying, Sheraton must undertake more research to anticipate and prevent issues (- and Bawono, 2020).
Gantt chart marketing activity.
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The international operations of Sheraton Hotels and Resorts are proceeding well. These effects are a direct consequence of their accelerated growth and technological advancements. The firm has been impacted both by micro and macro external influences. The company's profits are being eroded by unfavourable economic performance in most Western countries, challenging business environment, and operational hazards. Because the corporation can do so little to alter its external environment, it must adopt a proactive strategy to cope with the repercussions of that environment. It must maintain its expansion plans while increasing earnings from its present offerings. This has the potential to boost its profitability even in times of turbulence (Edersheim, 2007).

[bookmark: _Toc121082972]Conclusions and recommendations.
Value creation, especially in the service sector, may promote long-term success. Hospitality companies must distinguish out in a competitive industry. Corporations may do this several ways.
Some are for supplemental jobs. To gain a competitive edge via value addition, firms must concentrate on internal and external value growth. External services like incorporating new technology may provide value.
Sheraton Hotel & Resort's technical investments provide it an operational advantage over competitors. Free, high-speed internet has helped the firm achieve this. High-speed internet was installed due to visitor demand. Internet service has helped the firm attract and retain a large customer (- and Bawono, 2020).
Internet flexibility allows for more personalised service. They profit; thus they are pleased. Value creation increases a company's customer base and profit possibilities. Companies should also defend against value creation risks (Blagoev, Nikolskaya, and Popov, 2019).
Sheraton Hotel & Resort's marketing and management teams must consider the following to maximise value development.
· The study of the market should be ongoing. It is important to study both the competition and the end users. Managers may learn what features are most important to consumers by doing research in the consumer market. That way, a plan for delivering value may be developed. The company will be able to evaluate its value generation in relation to that of its rivals with the help of the information gleaned through competitor market research (Blagoev, Nikolskaya, and Popov, 2019).
· Furthermore, the company has to assess and track how well its value generation plan is working. To what extent this helps the company reach its profit maximisation goal can be ascertained. Therefore, it will be feasible to make the required modifications. 
· Any obstacles that might stand in the way of a company's success must be removed before it can go on with its value creation plan (Clarke and Chen, 2009).
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When completed, the Hotel Sheraton will provide cutting-edge amenities and services.
Under the new advertising strategy, we will expand our offerings of individualised services
and amenities. The goal of differentiating the product o service from the competition
requires that the highest quality possible be maintained. The following services are
required as part of their new advertising strategy:

Upgraded dining and bar areas

There must be the introduction of fresh amusement options.

Included in the new advertising strategy are wellness centres and other health-related
establishments.

Enhancements to the travel desk, express check-in, and express check-out, etc.
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Price

Since the new marketing strategy calls for a new pricing plan to be put into effect in
order to accomplish differentiation goals, the new marketing strategy must be executed.
The marketing strategy recommends charging a premium to account for the premium
quality of the offered goods and services. We want to build brand-new pool and terrace
rooms and maintain th ing for the foreseeable future. This wi

annual sales and profits. The facility fee is as follows:

Price for a terrace room is £ 120 without breakfast and £130 with breakfast.

Rooms with a pool cost £140 per night without breakfast and £150 per night
breakfast.
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Promotion

The Hotel Sheraton recognises the importance of including the correct location and
distribution strategy into their marketing mix. The Hotel Sheraton's location is a key factor in
its success in luring repeat visitors and new guests. There are two distinct channels that Hotel
Sheraton will use for dissemination. The following strategies will be used to increase revenue:

Promotion in the printed press will be organised for this purpose.

More clients will be attracted via the usage of the GDS, or global distribution system.

Advertising campaigns in the mass media will target both existing and potential overseas
clients.

Under its new marketing plan, Hotel Sheraton will be making personal phone calls to
prospective guests to enlighten them about the property's upgraded services and amenities.

For promotional purposes, we wil hire an event planning firm.
We are hiring a travel agent to bring in new business.
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Promoting the product is a key part of the new marketing strategy to bring in new clients.
Promotional efforts in the form of broad dissemination should be carried out as part of the
marketing strategy. The following is the suggested advertising strategy for Hotel Sheraton:

The new services will be promoted via a variety of channels, such as television ads, outdoor
transit billboards, glow hoardings, etc.

Premium cards will be printed, and various events will be planned to entice new clients while
giving discount coupons during promotional events.

Mass promotional efforts are another avenue to explore. As part of its new marketing strategy,
Hotel Sheraton will be sponsoring a local sports team and releasing a press release in both a
local vernacular daily and an English-language newspaper.
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Introduction

Hotel marketing strategies help hospitality businesses attract guests,
sell rooms, and grow profitably

A good marketing strategy will focus on contacting your target

demographic, finding high-value guests, explaining why your hotel
is perfect for their next holiday, and aligning with corporate goals

The report will discuss whether the strategy should proceed and
why it is important to think positively
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SOSTAC modelling

Paul Russell Smith created the
SOSTAC model, seen in Figure 1, to
aid in strategic planning and
advertising

It is a standard method for formulating
long-term marketing strategies due to
its methodical approach, logical
structure, and widespread use

The SOSTAC concept works well for
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as well
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Stonehaven in Massachusetts, opened
its doors in

- Two years after its inception, the hotel
started expanding via the purchase of
other hotels outside of Massachusetts,
and by 1945, the corporation had
become the first in its industry to debut
on the NYSE

- The company initially expanded
internationally in 1949 and 1960, when it
purchased two hotel chains in Canada
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Strategic management helps hotels
align their operations with their long
term aims

Strategic management improves
efficiency and profitability

Strategy management covers all these
aspects and may help hospitality
businesses achieve objectives
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Micro and macro environment in hotel business

This study provides a high -level
overview of the company's
microenvironment, including an

examination of the company's
competitors, customers, and
industry

In layman's terms, an examination
of the exterior variables is known
as a macro environment factors
analysis, while an examination of
internal elements is known as a
microenvironment factors analysis

With locations in a wide variety of
cities and countries, Sheraton
Hotel and Resort is a semi -luxury
brand in hospitality industry, and
owned by Marriott International
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Strengths

Weaknesses

The Sheraton Hotel Group is well recognised as
a premium hotel brand that provides
exceptional service at reasonable pricing. Brand
loyalty is highly valued, and the company is
known for its dedication to its clientele.

To capitalise on the expanding tourism and
travel business, the company is diversifying its
product line and expanding into new worldwide
markets.

The hotel's loyalty programme fosters brand
devotion among returning guests.

because of the variety of options and the high
quality of service provided.

Sheraton Hotel
excellent service and putting the needs of its
guests first at all times. Conducting market
research and surveys to understand the wants of
the audience helps the hotel brand come up
with better target company marketing plan
delivering preferred services and goods to suit
their consumer needs.

The home market is of paramount importance to
Sheraton Hotel's business. Despite the hotel
chain’s international expansion and investment,
Sheraton Hotel is still heavily reliant on the
success of the local market.

Sheraton Hotel is sensitive to shifting economic
fortunes due to its emphasis on high-end
markets, particularly in li; of the dramatic rise
in the popularity of budget travel in recent years
(Smith and Taylor, 2004).

Oppor

Threats

Several Sheraton location may be found all
around the world, because of developments in
infrastructure, travel and tourism, and
government. Having more consumers in the
medium income bracket is great news for the
hotel chain since it means more people have
spare cash to spend.

Hotel chain’s ability to tailor its wares to the
individual wants and requirements of locals in
each region thanks to its sprawling global
footprint and many hotel properties.

Because of the current economic downturn,
consumers' purchasing power has diminished.
Sheraton Hotel may use this to its advantage by
offering reduced prices to both new and current
customers.

Due to the proliferation of electronic media,
information is now readily available to anybedy,
anytime, and anywhere in the world. Because of
the popularity of social media, Sheraton Hotel
may take advantage of this opening to spread
the word about its wares (Wheaton and
Schrott, 2018).

Earnings are falling because the market is
saturated with competitors vying for the same
customers.

Since politics are unstable in many parts of the
globe, companies cannot function as smoothly
as they should. No vacationers will come and it
will be harder to get supplies.

Existing company brands face intense
competition from new business brands.
Customers are constantly curious about novel
products, leaving established businesses in the
dust.

There may be a scarcity of highly skilled workers
who can meet the needs of affluent customers.
There may be so few available that it would be
financially prohibitive to employ one.

Clientele that are easily offended; a single
instance of negative press about one brand may
damage the reputation of the whole industry.
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Strengths Weaknesses
e Sheraton Hotel Group is well recognised a5 | The home market i of paramount importance to
o premium hotel brand that provides | Sheraton Hotel's business. Despite the hotel

exceptional service at reasonable pricing. Brand
loyalty is highly valued, and the company is
known for its dedication to its clientele.

To capitalise on the expanding tourism and
travel business, the company is diversifying its
product line and expanding into new worldwide
markets.

The hotel’s loyalty programme fosters brand
devotion among returning guests.

Alarge number of people stay at Sheraton hotels
because of the variety of options and the high
quality of service provided

Sheraton  Hotel
excellent service and pi
guests first at all times. Conducting market
research and surveys to understand the wants of
the audience helps the hotel brand come up.
with better target company marketing plan
delivering preferred services and goods to suit
their consumer needs.

chain's international expansion and investment,
Sheraton Hotel is still heavily reliznt on the
success of the local market.

Sheraton Hotel is sensitive to shifting economic
fortunes due to its emphasis on high-end
markets, particularly n light of the dramatic rise
in the popularity of budget travel in recent years
(smith and Taylor, 2004).

Opportunities

Threats

Several Sheraton location may be found al
around the world, because of developments in
infrastructure, travel and tourism, end
government. Having more consumers in the
medium income bracket s great news for the
hotel chain since it means more people have
spare cash to spend.

Hotel chain's ability to tailor its wares to the
individual wants and requirements of locals in
each region thanks to its sprawing global
footprint and many hotel properties.

Because of the current economic downtur,
consumers' purchasing power has diminished.
Sheraton Hotel may use this to its advantage by
offering reduced prices to both new and current
customers.

Due to the proliferation of electronic media,
information is now readily available to anybody,
anytime, and anywhere i the world. Because of
the popularity of social media, Sheraton Hotel
may take advantage of this opening to spread
the word about its wares (Wheaton and
schrott, 2018).

Eamings are falling because the market is
saturated with competitors vying for the same.
customers

Since politics are unstable in many parts of the
globe, companies cannot function as smoothly
as they should. No vacationers will come and it
will be harder to get supplies.

Exsting company brands face  intense
competition from new business brands
Customers are constantly curious about novel
products, leaving established businesses in the
dust,

There may be a scarcity of highly skilled workers
Who can meet the needs of affluent customers.
There may be so few available that it would be
financially prohibitive to employ one.

Clientele that are easiy offended; a single
instance of negative press about one brand may
damage the reputation of the whole industry.
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