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Introduction 
A complete level of analysis regarding the marketing planning for York Marriott hotel situated on Tadcaster Road in York, England is being delivered with the purpose of attracting new customers. The whole planning is being made based on the situational analysis, overall action plan and project management programme. In order to provide a direction for a new business, it is going to be analysed into more detail the situation analysis, the SWOT, PESTLE, STP. Porter’s five forces also will be used (Porter, 2004). A combination of theories and frameworks including the marketing mix will be included in this marketing plan to make sure that the organization is getting into the right position taking into consideration the current climate.
[bookmark: _Toc120817284]Situation Analysis of Marriott hotel
Company: SWOT analysis 
	Strengths 
	Global presence as a brand leader 
Location

	Weaknesses
	Unable to position itself properly, they have a negative level of publicity due to some incidents
Negative press

	Opportunities
	Having a bright focus on the emerging economies, offering diversified products

	Threats
	Head to head competition
Recession, Brexit, post Covid
                                                                           (Marriott, 2022)







Customers
Marriott hotel chain has separated the segment market into luxury hotels, upper upscale, upscale, and upper middle class. These segments vary according to the price (Salminen et al. 2018).
Target customers: All level of consumers are being targeted, York Marriott hotel being ideal for business and social travellers. Relating to every of the customers’ income level, the hotels are separated.
Competitors: Porter’s five forces model of Marriott hotel are being given below (Please see Appendix 3):
	Threat of new entrants	
	This company is well established and hence there are a lot of costs   associated, which makes new ones prohibit to enter (Naeem, 2021).

	Threat of substitutes
	People are now travelling less and hence the new substitutes are people’s own homes. 

	Rivalry among current competitors
	A lot of the competitors are present who can compete neck to neck, including Airbnb’s.

	Bargaining power of customers
	If customers seeking for luxury than they do not have much power, but they just want to get a vacation then power is high (Nunan and Di Domenico, 2019).

	Bargaining power of suppliers
	Suppliers’ power is much lower.


 
Collaborators: 
Marriott hotel has adopted many marketing strategies just for the purpose of making their approaches on an appropriate basis. They have partnered with many of suppliers just to get the products at the right time. Furthermore, they have a flexible plan for the people who collaborate through their franchisees. Online booking platforms to book for their hotel rooms have been adopted, an example being booking.com, trivago (Wu et al. 2020).
Climate: PESTLE analysis 
	Political
	Political climate changes, terrorism etc. can make an impact, an example being the war between Russia and Ukraine.

	Economical 
	Economic disruption in Europe, especially post-Brexit.

	Social
	Operations in multiple cultural aspects.

	Technological
	Lack of vast amount of tech facilities (Phiri, 2020).

	Legal 
	Frequent regulatory changes.

	Environmental 
	Increase in carbon emission, and sustainability (Marriott, 2022).


[bookmark: _Toc120817285]Objectives Marriott hotel
SMART objective plan:
	Specific 
	Creating a promotional campaign targeting through the implementation of digital marketing and by adopting omni-channel marketing.

	Measurable 
	The achievement can be measured in a 12 month plan according to the Gannt chart provided.

	Achievable 
	If the accurate steps are being taken on, then these can be achieved by attracting 1750 new customers a year.

	Relevant
	The goals are relevant and will bring drastic changes within the organization, raise brand awareness and create loyal customers. 

	Time bound
	This promotional campaign will run for a period of 12 months starting in January 2023.
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York Marriott hotel is very good at creating customer value and hence making the customers to feel special, it is demonstrated by the positive feedback left by the customers on the TripAdvisor platform (Tripadvisor, 2022). People are into making the first choice when they want to get a better experience at a much less cost. Marriott hotel has some of the value propositions like accessibility, cost reduction, customization etc. At these hotels, people are able to get the best services at a much lower cost due to their cost reduction proposition. Customers are able to get customized services through the pre-booking services  (Hollebeek et al. 2019).
Customer segments with a higher income are going to like the customization value proposition because these are going to provide some premium level of services (Wu et al. 2020). Cost reduction will focus on the middle class and hence these going to target properly. Here Bowman’s strategy clock’s elements differentiation are being used (Please see Appendix 2).
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Marketing mix of Marriott hotel: 
Product - There are various products present for the company. Which are for serving the targeted customers thereby. They have three levels of products like core one, actual and augmented. The core product is the hotel, the actual is the hospitality management and the augmented one is the resorts etc. The cash flow is the core product of hotels. The maximum number of revenues are being generated through this (Qiu et al. 2020).
Place (Distribution) – There are 100 countries where the hotel chain is operating. That is the reason customers do not find any complexity while finding the hotel. Customers within their nearest spots can easily find out the Marriott hotel branch and can get the service (Von Helversen et al. 2018).. The offline channels are going to be used here for the purpose of making the possibilities to be in an opening position thereby.
Price – There are a lot of variations that are present within the pricing technique of the companies. Many of the things are being taken into consideration when the pricing factor is being determined. The aim is on giving the right value at the correct form of price and that is the reason the prices vary from location to location (Lin et al. 2019). Variations among the pricing points do make sure that every sort of the process are being taken on to retain customers (Salminen et al. 2018).
Promotion – Marriott hotel do have customers all over the world and that is the reason they are into digital promotion just to make them appear as the best international brand. Some of the digital promotional tools are going to be used in order to make sure that each of the processes are being done properly with the proper level of understanding. They are into running many of promotional tactics in the forms of marketing campaigns to retain loyal customers (López García et al. 2019).
[bookmark: _Toc120817288]Action plan 
The organization must build an adequate mix of marketing communications (Todorova, 2015) which is defined as "the means by which firms attempt to inform, persuade and remind their customers - directly and indirectly - of products and brands they sell” (Kotler, Keller and Chernev, 2021). As an action plan, the Gannt Chart will be produced in order to measure the productivity of the campaigns created to attract new customers (Please see Appendix 1).
[bookmark: _Toc120817289]Control plan 
The USP of the company is the extraordinary service given at a distinguished level of pricing. The prices which are given are going to make sure that the company is into the right direction to make a sound profit. The amount of profit which is being gained is due to the unique level of features and benefits given to the customers. The success measurement will be gained through two methods, one is by financial and another one is for non-monetary. The financial method can be gained by the ROI and the other method can be gained by the survey analysis from the customers (Qiu et al. 2022).. 
[bookmark: _Toc120817290]Conclusions and recommendations
Marketing plan is the most distinctive one which can be the pace maker for the companies and their successes. Some of the better and best options can be undertaken by many of the companies in the form of a marketing plan (Cheng et al. 2019). Marriott hotel is the best option because has properly taken a marketing plan which even aims at making their online presence to become bolder and hence making the approaches to become more specific. There are many recommendations that can be made:
· Taking up the omni-channel approach to get the customers serve better.
· Being more specific at targeting and positioning.
· Bringing more product variations.
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Please see below the Presentation slides for York Marriott Hotel Marketing Plan delivered on Monday, the 5th of December.
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                                   11 GANNT CHART Here the success measurement will be gained through a project management plan ( Qiu et al., 2022).   
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