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Introduction
This study reviews Marriott Hotel UK's marketing plan and how the UK hospitality sector using proper marketing tools and strategies to decide Marriot UK's success. The hospitality industry employs 1.36 million people, generates over £90 billion in direct business for the UK economy, and contributes £115 billion to the UK GDP (Gov.uk 2011).
Marketing is a management process that finds, expects, and profitably meets customer needs, according to CIM (2001). A different definition was given by The American Marketing Association (AMA, 2007). The association defines it as activity set of institution and processes for creating, transmitting, and exchanging offerings that deliver value for customers, clients, partners, and the society at large. Both definitions agree that marketing is a management process that expects customer needs and creates value for customers.
According to Kotler et al (2014), the marketing process consists of understanding the marketplace and customer needs, designing a customer-driven marketing strategy, constructing an integrated marketing program that delivers superior value, building a profitable relationship, and creating customer delight, capture value from customers to create profits & customer equity.

Marketing environment (Micro)
Analysing the marketing environment and internal factors helps the company find its strengths and weaknesses and make strategic marketing decisions.
Swot analysis
	Strength 
	Weakness 

	· Global presence
· Highly innovative
· Customer service
	· Inefficiency in data protection
· Low credit rating
· Lack of low-cost brand

	Opportunity 
	Threat 

	· Diversify the offering
· Focus on emerging economics
· Increase demand for rooms in the UK
	· The global pandemic
· Intense competition
· Terrorism


Table 1: SWOT Analysis
(Source: Alina Grigore)






Smith (1957) defined segmentation as the art of discerning and defining meaningful differences between groups of customers to build a more focused marketing effort in the UK market. Segmenting the market into smaller groups helps organisations know how best to distribute, offer products and services that are appealing and capable of satisfying the segment market while making profit. Consumer needs vary and are said to be diverse when choosing a product and buying a product and service (Armstrong and Kotler, 2009). Additionally, each buyer uses a business's product or service differently. Profitability depends on segmenting customers, an organization's most asset (Armstrong and Kotler, 2009).
	Behavioural Segmentation
	Businesses divide this market into groups
 based on their usage, attitude and knowledge of a product and service (Ft.com/Lexicon, 2011).

	Psychographic Segmentation
	People tend to think and behave in a certain way, due to their level of education, social class and lifestyle, and these factors decide their buying decisions.

	Geo-demographic Segmentation
	Analysis of a group of people by where they live. Sleight (1997, p.16).


Table 2: Consumer segmentation
(Source Alina Grigore)

Targeting is assessing each segment's market attractiveness and choosing one or more to use (Kotler and Armstrong, 2013). Marriott should only enter segments that will increase profit and customer value. (Kotler, Armstrong, 2013, Pg:78). Alternatively, a business may serve multiple market segments with similar customers (Kotler, Armstrong, 2013, Pg:78). Marriott UK targets multiple segments, including travellers seeking luxury, quiet, high-quality food, and good service. Marriott has met these targets (Kaung 21, 2012). 

Porters five forces analyse competition. Understanding these competitive five forces and their causes can help businesses understand their current profitability and predict future competition and profitability (Porter 2008).
	The Power of Buyer
	Buyer power increases product and service quality and price.

	Threats of Entry
	Marriott UK competes in an uncertain economy where high entry rates increase costs, investment, and prices.

	The Power of Supplier
	When switching costs are high, few suppliers are in the industry, and the supplier's products and services are unique, supplier power increases.

	Existing Rivalry
	When the barriers to entry and fixed costs are high, rivalry is said to be intense.

	Threats of Substitute
	This is when products and services of a business are being replicated by a different company and offered and produced in a different way and sold at a different price


Table 3: Porter five forces
(Source Alina Grigore)

Marketing environment (macro)
Pestle analysis helps find market opportunities and external factors.
	P-Political
	Businesses must follow government laws because of politics.

	E-Economic
	Interest, exchange, inflation, and economic growth are included.

	S-Social
	Buyers' lifestyles, attitudes, norms, and beliefs can influence their tastes, preferences, and purchases (Mensah, 2009).

	T-Technological
	Marriott hotel can benefit from rising smartphone and internet use. This presents an opportunity for digital brand promotion.

	L-Legal
	The company's business practises must follow the 1996 employment act and 2010 equality act. These measures will protect employees from discrimination and improve the workplace.

	E-Environmental
	Marriott must adopt a sustainable approach to boost its brand reputation and satisfy customers.


Table 4: PESTLE analysis
(Source Alina Grigore)

Marketing mix
Kotler et al. (2005) defined marketing mix as the set of controllable tactical marketing tools—products, price, place, and promotion—that companies use to get their target market's desired responses.
Products- are anything created and offered to the market to attract the right audience and satisfy customer needs, mostly through purchase or consumption (Kotler, et al 2004). These include people, services, things, and places. With 30 brands, Marriott hotel supplies hospitality services such as hotels, lodging, resorts, hospitality management, etc. The company's core product is its hotels, which have helped the company meet its needs and requirements.
Place-Marriott hotel & resort runs in 131 countries and is found in ideal locations in cities like near the airport, central market, highways. Location has been a key factor in attracting customers. The company must use websites to help customers find it and its services.
Price-Consumers pay a price for goods and services (Solomon et al., 2009). Price is the only P that creates revenue for the business as the other P’s are just costs. (Kotler, et al. 2009) recommends that businesses show customers that their products and services are worth the price. Marriott charges high prices but delivers high-end, customer-satisfying products and services. The hotel's "Look No Further®" price initiative guarantees Best Rate and prevents customers from switching to intermediaries like booking.com, gaining customer loyalty and engagement.
Promotion-Digital marketing will help the company promote. The tourism and hospitality industry relies heavily on social media platforms like Instagram, Twitter, and Facebook (Toma and Gradin Aru, 2018). Marriot can promote its services and brand through these social media platforms.




Customer value and engagement are customer satisfaction with products and services. Higher customer values will help Marriott compete. Marriott has provided its employees and customers with all the information they need through Salesforce. This helps the company deliver personalised customer journeys (Yen et al., 2020). To engage and keep new customers, the company should start a customer loyalty programme.
 Digital marketing and social media will help the company communicate with customers and meet their needs. Tourism and hospitality have relied on digital marketing the most. Facebook, Instagram, Twitter, and the official website can be used to promote its brand and new services or discounts to a wider audience (Parvez et al., 2018). By joining social media, the company can reach new customers and improve its performance. It improves performance, sales, and brand awareness at a low cost.


Conclusion
According to the report, the Marriott hotel must analyse internal and external environmental factors to create the best marketing plan. The report found effective marketing strategies using the marketing mix framework, swot, and pestle analysis. Finally, it proved digital marketing strategies work. Due to changing customer needs, it's nearly impossible to satisfy them. Businesses can still satisfy a large portion of their target market if they understand marketing tools and techniques and apply them properly to get the desired responses.
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