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Introduction

A marketing plan to attract new customers while keeping guests safe after covid19, Bethesda (2020) for Marriott hotels and resorts or try the Basel Marriott and see the Swiss culture on offer. With a generous complimentary gift and discount targeting new clients using the sostac, race, marketing mix, segmenting targeting and positioning and swot frameworks.

[bookmark: _Int_ZsIiyquP][bookmark: _Int_3hPB3pdl][bookmark: _Int_YF2nvOlN][bookmark: _Int_kgDL85Fv][bookmark: _Int_lrRIHM82]Situation Analysis 5’ c’s.
Marriott Company: SWOT Analysis.
Strength:
Marriott’s strength comes from its excellent reputation great service and loyal clients who enjoy the benefits of Marriott's loyalty program whilst being associated with a chain that has a vast portfolio with over 30 brands, along with acquiring these profitable brands and innovation it grows stronger, to make the best of this strong formula Marriott can ask for feedback throughout customers stay to iron out any problems.
Weaknesses:
But like every other company Marriott also has its weaknesses being hacked in 2018 or being too strict with its employees is negative press they could do without, but by having a better relationship with employees and stronger security Marriott can address such issues.        
Opportunities:
However, how Marriott shifts generations of target audiences and focuses on rising economies whilst broadening its offerings by catering to the individual’s needs. Marriott can capitalise on this by not losing touch with older loyal guests whilst trying to attract the modern era as they are its oldest customers.
Threats: 
Marriott does have threats in the form of stiff competition and trade pressure but can remedy this with better offerings of service than its competition while keeping up with its current market, Shastri (2021).
Segmentation Targeting and Customer Profile. 
Customers: 
Traditionally segmenting markets has been by age and gender be that the senior market, millennials or baby boomers, and each is targeted in their own way, whereas gender segmentation is always apparent in clothing cosmetics, and other such items, hotels target female clients with higher quality items along with comfort and convenience (Hudson, Simon, 2017 pg9). Social classes can also be separated and targeted (Hudson, Simon, pg10). As well as profiling female customers, with the offers, also leaning toward get-togethers of friends and family, Halstrom (2021).
Competitors: 
See PowerPoint for the perceptual positioning map. 
Collaborators: 
Marriott has many business dealings with TED just being one of its business clients to enlighten guests, Marriott (2022) they also partner with third parties to help promote the brand on their platforms to earn commission per click, (Cleverism). While, franchisees are required to run the business as required by Marriott to maintain the brand, journey blog (2018).
Climate: 
See appendices for macro pestle.

[bookmark: _Int_ZWuYBjfh][bookmark: _Int_LJ8G3Stc][bookmark: _Int_KB2K9FUk][bookmark: _Int_jefitZ7E]Objectives: SMART target.
Specific: 
Marketing to monitor twice a week to see if there's an increase of at least 5% weekly.
Measurable: 
will use data response via all channels to see if succeeding in the promotion offered.
Attainable: 
the hotel has tour guides and spa facilities so putting together a hamper of quality products to entice customers.
Realistic: 
offer the promotion after the Christmas and summer holidays for a few months at a time to see if the promotion is having a relevant impact.
Timely: 
offer the promotion at non-peak times from January to march and September to November to see If had an overall increase of 20% (CFI 2022).
[bookmark: _Int_USjTmKfp]Strategy.
Marriott has four main values, putting people first caring for employees in turn taking care of customers, it pursues excellence, and striving to have a service that is superior and unique, by embracing change and constantly innovating Marriott continues to shape the industry, anticipating guest’s needs providing new experiences, acting with integrity, doing business with high ethical and legal standards, capitalising on this with supply and demand for guests and other collaborating partners can help achieve a profitable outcome going further showing guests its green achievements provides insight into Marriott’s negative impact on the environment, Marriott (2022). To understand customer needs wants and demands is first understanding basic human needs having food, warmth, safety, and social belonging, needing clothes but wanting them of the finest material exceeds the need and demand outstrips the want when the same clothing must be of a certain brand, by continuing to follow the segment and standard currently used, (Kotler 2020 pg7).

Tactics, marketing mix.
Product: 
Our Basel Marriot offers access to our sauna and fitness centre, enjoy the limited offer of 20% off for members and long-stay guests as well as complimentary access to the club lounge or explore the city with the free city card (Bassel Marriott) with guest hampers in rooms containing scented sanitisers, Marriott (2020). Also contains a range of other high-end toiletries and by asking about customer preferences when booking rooms giving customers a personal selection according to what they like and having a small questionnaire when booking would allow extra to long stay customers a choice of two tickets to an event they like, Twin (2022). If interested in 20% off on guided tours it would be preferable to book at the time of booking the hotel, saving any miscommunication (Trustpilot 4/8/2022).
Price: however, the price should reflect the length of stay dearer products and a choice of massages for long-stay customers compared to short stay and have all items in the hamper be of recyclable packaging making the customers aware of this, and have extra bonus points for their next visit to all customers prompting them to visit again offering a 10% discount on guided tours the second time they visit this to be shown on all channels of communication, Bhasin (2019).
Place: 
initially placing the idea on billboards to place the idea in the minds of potential clients, and to communicate bookings via Mariott’s social media channels and its app by having a specific page on the app and website dedicated to new customers, advertising on websites that sell high-end products and sending samples of products in the hamper on request allowing customers to feel a taste of Marriott’s quality on offer, Twin (2022).
Promotion Race: 
Reach: 
utilizing all aspects to advertise the offer from billboards initially to entice customers to the website, on Marriott's website and the app’s dedicated page, by making use of Marriott’s digital and physical channels, also via travel agents. 
Act: 
and by checking how many visits on social media channels and on the website for the new offer while maintaining traffic by showing customers a glimpse of local sights and explaining the benefits the local culture has to offer, giving details of the products in the hamper and the benefits of using them.
Convert: 
depending on the length of stay booked, see if have more responses from long-stay or short-stay customers and which option they choose. 
Engage: 
allow customer preference as to how often they’d like to see marketing material and tailor marketing to what they liked or booked whilst staying, whilst reminding them of the other services on offer. Upadhyay (2016).
Action, Gannt chart.
Control.
By measuring the feedback and sales see if there is an increase in the segmented market targeted and what product is more liked via surveys, reviews, and questionnaires, monitoring the rate of sales per interest generated and seeing the number of positive reviews, Promoting the unique selling point of complimentary products of high standard, (Swan s).
Conclusion
Marketing the plan effectively whilst building a relationship with guests, their needs, and suppliers of the new product, monitoring success and interest in the current climate, offering samples of new product whilst showing guests everything Marriott has to offer (Kotler 2020 pg638). 
 

























Shastri, A (2021) Informative SWOT analysis of Marriott Informative SWOT Analysis of Marriott (iide.co) 
Barrell (2022) Will the conflict in ukraine impact travel plans? Will the conflict in Ukraine impact travel plans? | National Geographic
BBC (n.d) Economic influence on business activity The economic factors that affect business activity - Economic influence on business activity - Eduqas - GCSE Business Revision - Eduqas - BBC Bitesize 
BBC (2022) Ethics, the environment and business, How environmental considerations influence business activity - Ethics, the environment and business - Edexcel - GCSE Business Revision - Edexcel - BBC Bitesize
Bhasin, H (2019) Marketing Mix Of Marriott - Marriott Marketing Mix and 4 P's of Marriott (marketing91.com)
CFI Team (2022) SMART Goal - Definition, Guide, and Importance of Goal Setting (corporatefinanceinstitute.com) 
Cleverism (n.d) Marriott Marriott | Jobs, Benefits, Business Model, Founding Story (cleverism.com)

Marriott (2022) Core values and heritage Core Values and Heritage | Marriott International Corporate Values 
Hallstrom C (2021) How to attract the right customers for your hotel How to Attract the Right Customers for Your Hotel - HermesThemes
Hudson (Ed.). (2017). Understanding Today’s Customer. In S. Hudson, Marketing for tourism, hospitality & events : a global & digital approach (First edition, p. xii, 370 pages :). Sage Publications Limited.
Kotler. (2020). Principles of marketing (Armstrong, L. C. Harris, & H. He, Eds.; Eighth European edition, p. 1 online resource (xxvii, 689 pages) :). Pearson.
Marriott Basel Premium Pet Friendly Hotel | Basel Marriott Hotel
Marriott (2020) Marriott International Launches Global Cleanliness Council to Promote Even Higher Standards of Cleanliness in the Age of COVID-19 | Marriott News Center
Marriott (2022) Inspiring Hotels | Book Online | Marriott hotels
Johnston (n.d) Sociocultural factors that affect marketing Sociocultural Factors That Affect Marketing (chron.com)
Journey Blog (2018) Marriott franchise business plan Franchise Business Plan Sample - Marriott (joorney.com)
Steele C (2018) Legal issues in the hospitality sector Legal Issues in the Hospitality Sector - HospitalityLawyer.com®
Swan, S A sostac plan example A SOSTAC® plan example (digitalstrategyconsultants.in)
Trust pilot (4/8/2022 review) Marriott Reviews | Read Customer Service Reviews of www.marriott.co.uk (trustpilot.com)  
Twin A (2022) The 4 Ps of Marketing and How to Use Them in Your Strategy (investopedia.com)
Upadhyay G (2016) How To Apply RACE Digital Marketing Framework To Your Hospitality Marketing (linkedin.com)


























Appendices

Pestle Analysis Table
Political Environmental Social Technological Environmental Legal

	Political issues facing marriot hotels could vary from terrorist attacks, or military conflicts leading to disrubtion in air travel like the Russian invasion of Ukraine has shifted the air travel map, Barell (2022).
	With the changing economy, inflation intrest tax rates and a pandemic these could affect the hotel industry, BBC (2022).
	Many social and cultural issues affect the industry like demographics,age, lifestyle, ethnicity and disposable income, Johnston (n.d)
	However the level of innovation technological change and technological awareness is constantly evolving hotels, Matthews (2019).
	Factors that affect the hotel industry are climate change pollution waste reduction and sustainability, BBC (2022).
	Many legal issues affect a hotel a few to mention are discrimination, employment, health and safety and protection laws, Steele (2018).


Reference for appendices citations in reference list 
Gannt Chart.xlsx
Gannt Chart (2).xlsx
Power point presentation for marketing Plan A2.pptx 
