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                                              1.0 Introduction 
The Covid-19 pandemic not only caught the entire world by surprise, but it also upset existing structures and interrupted the conduct and operation of businesses. If there is an industry which \ suffered intensively, then it is the hospitality service industry, one to which the Marriott hotels belongs. 
Marriott Hotels, the signature of Marriott Bonvoy's portfolio of 30 notable brands, debuted in Nigeria with the opening of the highly anticipated Lagos Marriott Hotel Ikeja on Wednesday, May 19, 2021(Marriott, 2022). The previous year was the year the Covid-19 pandemic went wild, and governments had to impose lockdown options. Businesses and movements were shut down, which raised huge security concerns among people (Haider et al.,2020). In 2021 when it was established, the world was just recovering.
Now, the purpose of this marketing plan is to attract new customers to the newly opened Marriott International hotel in Lagos, Nigeria, following the pandemic. For a hotel that was opened just after the world was slightly recovering from the Covid-19 pandemic, this plan shall help Marriott in Lagos, Ikeja, to be better positioned to market its brand strategically and also reassure their guests about safety against the Covid-19 virus spread through the right marketing strategies. The objective of the marketing plan is to increase revenue by 30% in the next six months.
This plan starts by conducting a situational analysis by analyzing the micro and macro marketing environment using various analysis tools such as the pestle analysis, swot analysis, and SOSTAC framework to create a viable and comprehensive plan on how to implement the marketing plan.





                                       2.0. SITUATION ANALYSIS 
Situation analysis evaluates an organization's internal and external environment to understand the organization's capabilities, customers, and market environment (Wheelen et al.,2017). This will help develop the most suitable and actionable marketing plan for the company based on its internal capacity and external influences.
2.1 SWOT ANALYSIS OF MARRIOTT HOTEL, IKEJA, LAGOS, NIGERIA 
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              2.2. CUSTOMER PROFILE, SEGMENTATION, AND TARGETING
                            MARRIOTT’S CUSTOMER PROFILE 
The brand is specifically targeted at catering to tourists and travelers, hence its strategic positioning around the Lagos Airports. Its state of the Art facilities shall continue to cater to travelers and tourists and provide premium world-class hospitality, superb customer satisfaction, and royalty treatment (Gupta, 2020) 
Product segmentation:  travel and tourism, lodging, food and beverages, and recreation (George, 2020) 
Demographic Segmentation: provides different types of suits to cater to singles, married, and even executive bodies. 
Segmentation according to status: it provides rooms and suits for luxury prices, upper-scale pricing, upper upscale individuals, and upper-middle-scale individuals. However, the researcher finds that Marriott has expensive prices. In Nigeria, its pricing starts from 32, 000 naira above, which the lower class Nigerian might not be able to afford (Marriott, 2022) 
TARGETING: The customer targets of Marriott hotel Nigeria are tourists, luxury travelers, basic budget travelers, and corporate bodies that seek to conduct meetings in its halls(Biddle, 2017)  
                                                         
                                       2.3. COMPETITORS ANALYSIS 
To develop a viable marketing plan, it is important to look into the forces of competitive rivalry in the Nigerian hospitality industry in Lagos. This will help highlight the threats and how to create a competitive edge to outperform the current market competitors, this shall be done through the use of Porter's five forces analytical framework. 
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                                      2.4. COLLABORATIONS 
One of the tools used is Marriott Digital Services reporting, which provides clients with access to Datorama dashboards displaying hotel website performance metrics, audience segmentation, paid media, and SEO. From the beginning of its collaborations, Marriott offers individualised assistance and thorough training. (Kandampully et al.,2021) In the late 1970s, Marriott shifted its business strategy from hotel ownership to property management and franchising.
Marriott International and SIFAX Group, a conglomerate with operations in numerous sectors of Nigeria's economy and beyond, have formed a partnership to build the 5-star hotel in Ikeja's tranquil GRA.
2.5. CLIMATE SITUATION ANALYSIS: PESTLE ANALYTICAL FRAMEWORK 
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                              3.0. OBJECTIVES OF THE MARKETING PLAN 
SMART TARGET: This marketing plan is targeted at increasing the revenue of the hotel by 30% in the next six months. 
Specificity: To increase revenue by 30% in the next six months 
Measurable: This shall be measured by the increase in overall revenue generated by Marriott, Lagos in the next six months 
Actionable: Starting now, right from the increased rate in travel and tourism over the Christmas/end-of-the-year holidays, coupled with the available infrastructure, service quality, and expertise of hotel personnel, this is viewed as an actionable goal. Also, more investments shall be made into digital marketing. The plan is highly actionable 
Relevant: The aims and objectives of the Marriott brand is to enhance customers' lives by creating and enabling unsurpassed vacation and leisure experience. This plan, when executed, shall help the brand reach a wider customer base, thereby enabling them to enjoy the unsurpassed experience Marriott offers its customers. 
Time-bound: the goal is to be achieved in six months.

                                               4.0. STRATEGY 
Marriott’s unique value proposition:  The unique selling proposition shall be the offering shall be the customer satisfaction approach that will be taken in every part of its supply chain. Also, Covid-19 measures shall be more strictly adhered to assure guests of their safety. Also, given that customers are basically tourists and travelers, the security shall be tightened. Above all, beyond profitability, the focus shall be placed on customer satisfaction. Quality output will definitely facilitate the increase in revenue and achievement of the marketing objective. 
Differentiation of the Marriott hotel brand: State-of-the-art facilities targeted at catering to the needs of travelers and tourists. It shall offer customized services that cater to the specific needs of individual customers. Also, data analytics and 4.0 technology shall be used to ensure efficiency or operations.  
How the unique value proposition will be communicated and delivered: the target customers are primarily travelers and tourists. Thus, adverts will be intensified to reach more travelers and tourists in Nigeria, using brand influencers, the value proposition will be communicated via the use of advanced marketing strategies such as SEO optimization, and digital marketing strategies intensively communicating all the brand has to offer to tourists and travelers.

                                  5.0. TACTICS TO BE EMPLOYED 

MARKETING MIX
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COMMUNICATIONS MIX 
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                                            6.0 ACTION
GANTT CHART
Haven carried out the various market analyses, there’s great opportunity for Marriot hotels to explore via the various marketing medium shown in the communication mix. The schedule of activities will be shown in the Gantt chart below covering 6 month duration.
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Figure 1: Gantt chart Representing Marriot Hotels Marketing Activities.
7.0. CONTROLS 
The unique selling proposition of Marriott, as stated earlier, is to offer luxurious hospitality services to travelers and tourists, hence its strategic positioning to near the Lagos Airport in Nigeria. Unlike other brands, it seeks to provide a homely experience for travelers and tourists through its luxurious services.  
USP of the Marriott group of hotels is their superior offerings and service, which is targeted at providing luxurious services and state-of-the-art facilities to cater primarily to tourists and travelers. To make new customers, the communications plan provided earlier shall be duly complied with, in accordance with the schedule provided by the Gantt Chart. Unlike others, Marriott shall not be primarily profit-oriented; research has shown being value and quality-output-oriented is the best way to generate a positive attitude toward a brand, as this will consequentially lead to an increase in profit and revenue(Molina-Azorin et al.,2015). Also, the success of the marketing objective, which was set earlier, shall be measured by an increase in the number of room bookings, increased profitability, and, most importantly, a 30 % revenue increase in the next six months. 
                                           8.0  CONCLUSION 
Being a brand that was recently opened in Lagos in 2021 and extremely impacted by the Covid-19 pandemic, getting sufficient background data on the brand in the chosen geographical location was a bit tasking. 
To help the brand recover from the adverse effect the Covid pandemic had on it, this research has devised a marketing plan targeted at helping the company increase its revenue by 30% in the next six months. A lot of investment has been made into the Marriott hotel in Lagos to provide state-of-the-art facilities and services. The researcher believes that
These strategies, when followed shall help the company not only achieve the marketing objective targeted at increasing 30% revenue in the next six months, but shall also help it penetrate the Nigerian hospitality market better, increase its competitive edge, increase profitability,  reach a wider range of audience and create a securely established market presence. 
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INTRODUCTION TO MARRIOTT HOTEL
BRAND IN IKEJA, LAGOS, NIGERIA

Established in May, 2021, just after the world was gradually recovering from the
Corid pandemic. The hotel is a five start hotel setto primasily cater for tousists and travelers, arrio
d that of businesses seeking executive halls, and leisure travelers (Marriott, 2020)

Thus, there is the need to map out a plan to help the hotel excellently
Overcome the adverse effects of the Covid- 19 pandemic, and attract new customers, hence the marketing plan.

The goal of the marketing plan presented in the essar, is to increase the revenue of the brand by 30% in the
Nextsix months.
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MARKETING PLAN

The situational analysis conducted has revealed the strengths, weaknesses, opportunities and threats of the

Brand, as well as the internal and external factors influencing its operations in Nigeria. Based on the findings,
. The market plan has been devised and its key indicators are discussed here

SMART TARGET: This marketing plan is targeted at increasing revenue of the
hotel by 30% in the next six months.

Marketing plan | Massiotts uniquevalue proposition: The unique selling propositions shall be the
PRSPPI Towd quality management and customer satisfaction approach that will be taken in

Adocmenors  every partof its supply chain
‘documents,outlining the P PP

S imenciss  Also, Covid-19 measures shall be more strictly adhered to, to
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Marketing mix-49's

Continued

TACTICS: A combination of the price, place, promotion and product components of the marketing mix shall
Be employed. The Premium pricing strategy shall be used, and this has been justified in the marketing plan

Promotional Tactics: amix of both traditional and primarily; digital marketing strategies

Place: The Hotel’s location in Ieia, Lagos. Billboards and brochures shall be made to enhance accessibility
And easy directions to the hotel. Overtime, as the brand grows, more branches shall be opened in strategic
Locations in Nigeria. Other ‘place’ components ae further expatiated in the marketing plan.

Communications Mix: Platforms to be usedinclude word of mouth, sales promotion, direct marketing,
Digital marketing, and many others that have been fully discussed and expatiated in the marketing plan.

Action and Controls: A breakdown of the action shave been providedin the Gantt chart provided in the marketing
Plan. Also, control methods have been fully discussedin the marketing plan
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CONCLUSION

* Marriott Hotel was established in Iikeia, Lagos, Nigeria part of West Africa in 2021
This was at a point when customers were being careful and precautionary initiatives

. were still very strict; all targeted as breaking the spread of the virus. Also, following
the lockdowns which shut down all hospitality institutions.

To recover fully from the effects of the pandemic, strengthen customers® assurance
of safety and increase the revenue of the brand by 30% in the next six months, the
marketing plan has provided a well detailed marketing plan which with no doubt,
shall greatly benefit the company and facilitate the execution of the set marketing
objective, and also strengthen its operations management and overall quality output.
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Advertisement

Tse of digital marketing strategics and.
communication via print advertisements,
billboard and television advertisements, this is
‘guaranteed to help the brand reach 2 wider
range of audience

Sales promotion

Discounts shall be offered during perk seasons,
juicy offers for retuming customers and
scasonal price discounts

Direct marketing

‘Emails marketing,

Publicity

Social media platforms, use of Brand
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hired by the brand, this will help the brand
reach more travelers and tourists
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