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[bookmark: _Toc121339963]1. Introduction
Sheraton Hotels and Resorts is an international Semi-luxury hotel chain owned by Marriott Internationals. Sheraton operates 446 hotels with 155,617 rooms globally which includes countries from all the continents across the world (Marriott International, 2022). The hotel was another 84 hotels with 23,092 rooms in the infrastructure development process. In this paper, a marketing strategy will be developed to ensure sales growth and market share growth of the company. To develop the marketing plan, the situation of the company and the competitive market have been discussed. Thus, every required things have been followed to develop the marketing strategies for the company.
[bookmark: _Toc121339964]2. Situation analysis
It is very important to sense the overall situation in which a company is operating to develop efficient marketing plan for that company. Here, to analyze the current situation of Sheraton Hotels, a 5C analysis has been carried out.
Company: To get a closer view on the company or the micro factor, it is important to use an analysis tool. SWOT analysis is a method for determining and analyzing the internal opportunities and threats, as well as the internal and external opportunities and threats that shape current (Housden M, 2008).
[image: ]
Figure 2: Key elements of SWOT analysis.
Strength: The Marriott brand and a rewards program support the Sheraton brand. The Sheraton brand has exceptional features not seen at competing hotels in the region, such as a more affordable rate than similar properties, the most valuable strength is generated from the Marriott Brand.
Weakness: Since Sheraton is a new brand, not everyone is familiar with the establishment they will be checking in. The room sizes are substantially smaller than those typically seen in hotels.
Opportunity: They are utilizing social media to promote events and increase brand awareness. Large corporations like Sheraton Hotels and other well-known companies create the demand for the Sheraton brand as a competitor (Bowie et al., 2017).
Threat: The Sheraton Hotel will face intense competition for customers from more well-established hotels in the hospitality business (Chaffey et al., 2019).
Collaborators: The Company mainly collaborates with tour operators, airlines, and banks. With different collaboration techniques, Sheraton targets people travelling often and people with financial solvency.
Customers: The target customers of Sheraton are the leisure and business travelers as well as the honeymooners. The key values of the company are designed to meet the demand of those people.
Competitors: There are a lot of hotel chains competition Sheraton across the world. Hilton Hotels, InterContinental Hotel Group, and Jinjiang International can be regarded as the key competitors of Sheraton Hotels and Resorts.
Climate: The Political, Economic, Societal, Technological, Legal, and Environmental elements (PESTLE) are examined in a PESTLE study to see how they affect an organization.
	Domain 
	Factors affecting Sheraton

	Political factors
	Political stability, government policies, and international relationship 

	Economic factors
	Availability of capital, human resource, and income of the citizens

	Social factors 
	Travel culture, business culture, and social trends

	Technology factors
	Communication technologies, booking technologies, and marketing technologies 

	Legal factors
	Business law, customer protection law, and tax rate

	Environmental factors
	Eco-tourism, environmental protection, and green regulations


Thus, the key factors affecting the business of Sheraton can be known from this analysis.
[bookmark: _Toc121339965]3. Marketing objectives
Marriott International is the top hospitality brand in the world. As a brand of Marriott International, Sheraton Hotels does not have a very big target to achieve. However, in a regional market like the UK, it can improve itself further and become the top brand of the country. The main objective of this marketing plan is to promote Sheraton Hotel as the top hospitality business in the UK. The marketing activities will target to keep the name of Sheraton at the top of the customers’ mind throughout the year.
[bookmark: _Toc121339966]4. Marketing strategy
There several strategy a business can adopt to provide value to the customer. Here, based on the perceived value to customers and price, eight different strategies have been presented as per Bowman’s strategy clock.
[image: Introduction To Bowman's Strategy Clock | Lucidity]
Figure 3: Bowman's strategy clock.
Sheraton can adopt the fifth option which is focused differentiation. The company can use technologies to make the differentiation process easier. It can utilize the newest technology to its consumers, like - the mobile app, which functions as the key to the guest's room. A visitor who has already confirmed his reservation online may check in at the front desk, enter his room, and utilize his mobile device as the room key. Also, the Sheraton hotel may utilize robots to deliver services to its clients, and it is also a more protective and personal touch. Customers who receive such cutting-edge care are more likely to become repeat buyers, and their recommendations can bring in new business (Margarita, A., 2018). Thus, it can be ahead of its competitors.
[bookmark: _Toc121339967]5. Marketing tactics (Marketing Mix)
Product, pricing, placement, and promotion are the four pillars of a successful marketing mix, sometimes known as the four Ps of marketing (Kotler et al., 2020). Here, below the marketing tactics have been developed for Sheraton Hotels with the help of marketing mix.
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Figure 4: Elements of Marketing Mix.
Product: Sheraton hotel was launched in September 2014 with the inauguration of the Sheraton. Sheraton Hotels is a new millennial-targeted hotel brand from Marriott International. Premium in every aspect but price - its affordability is neither a surrender of elegance nor a loss of comfort. The Sheraton brand is developing its rooms to focus on shared situations with a DIY mentality (Sheraton, 2022). The products of the Sheraton brand are well-designed rooms, restaurants, hotels, etc.
Price: When compared to other hotels, Sheraton Hotels are affordable. Still, individuals on a tight budget may find it prohibitively pricey. Due to this, Sheraton is the ideal lodging for any white-collar digital nomads in need of a comfortable temporary base of operations. Costs vary considerably depending on location in the UK, USA and the other location of Sheraton hotel (Smith & Zook, 2020). Comparatively, a double room in Kyoto would set back $85 a night, while the same size hotel in Dublin would set back around $131.
Place: The place is one of the valuable elements of the marketing mix and thus plays a critical role in business and management. The location of the Sheraton hotel is diversified and can target many of them. Greater Manchester Police Museum, Manchester Museum, Elizabeth Gaskell's House, Imperial War Museum North, Victoria Baths, Buile Hill Park, Clayton Hall Museum, and Fletcher Moss Botanical are those places that carry high demand of hotel business. The Sheraton hotel can get benefits from those locations in the city of Manchester (Jobber et al., 2020).
Promotion: Every business organization uses promotional activities to increase sales volumes and brand awareness. Sheraton also follows the rules of promotion. Social media branding, digital marketing, website boosting, and other promotional activities are done by the Sheraton hotel to engage with both existing and potential customers (Ryan, D. 2012). 
[bookmark: _Toc121339968]6. Action
Marriott's one of the best lifestyle/boutique hotel, Sheraton, caters to all types of travelers with elegant accommodation. The new hotel chain is aimed at travelers needing more than just a place to sleep (Jobber et al., 2020). Here, to make Sheraton Hotels the top hotel in the UK, a detailed marketing plan has been developed. The plan has been communicated in the Appendix A. Now, to achieve the marketing objectives, all the actions mentioned in the Gantt Chart will be fulfilled on time.
[bookmark: _Toc121339969]7. Control
When a plan is being implemented, it is very important to keep close monitoring and control on the actual outcome of the plan. To ensure control on the plan, several performance matrices will be utilized. For each action, there will be a specific goal and performance matrix. Upon implementing the planned actions, the actual outcomes from those actions will be calculated and then matched against the set standard. Thus, the marketing plan will be controlled efficiently.
[bookmark: _Toc121339970]8. Conclusion
In conclusion, the Sheraton hotel can face some challenges in implementing digital marketing to increase the market share of the Sheraton hotel business. Therefore, the challenges of coping with digital technologies and their ease of use can affect the Sheraton hotel business. Furthermore, the business of Sheraton hotel should try to implement a digital marketing plan and expand the business's market share. The company's operation team can discuss the matter of the implementation of digital marketing.
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[bookmark: _Toc121339973]Appendix A – Gantt Chart
	Communications Plan
	
	
	

	Sheraton Hotels and Resorts
	
	
	

	Project Lead
	Project Start:
	[bookmark: RANGE!E3]January, 2023

	
	
	[bookmark: RANGE!E4] 
	

	TASK
	Metrics
	 
	START
	END

	Advertising 
	 
	 
	 
	 

	TV
	How many views. 
	 
	March
	August

	Radio
	Promotional code
	 
	November
	November

	PPC
	Click rate
	 
	November
	November

	Personal selling
	 
	 
	 
	 

	Customised emailing
	Click on link
	 
	January
	December

	Bank partnership
	Coupon usage
	 
	July
	November

	Sales promotion
	 
	 
	 
	 

	Tourism fair
	Spot booking
	 
	Upon availability
	 

	Loyalty discounts
	Coupon usage
	 
	November
	February

	Public relations
	 
	 
	 
	 

	Billboard
	Website visits
	 
	January 
	December

	Sports sponsorship
	Sales
	 
	August
	May

	PR Events
	Website visits
	 
	March
	April

	Direct marketing
	 
	 
	 
	 

	Email
	Click on link
	 
	January
	December

	Print media
	QR code scan
	 
	January
	December
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