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This report provides an overview of the data breach incident that occurred at Marriott Hotels in 2018. The breach resulted in a significant compromise of customer data, highlighting the importance of robust cybersecurity measures and incident response strategies for organisations operating in the hospitality industry. This report also highlights Marriott's marketing concept which focuses on delivering high-quality experiences to its customers by providing personalised services and amenities. The company invests significant resources in marketing to promote its brand and attract new customers. However, the recent data breach has impacted Marriott's marketing strategy and brand reputation. The company's target market includes business and leisure travelers seeking upscale and luxury accommodations. Marriott segments its target market based on demographics, psychographics, and geographic factors. The company utilises various channels such as social media, email, and search engine optimisation to reach its target market. However, the effectiveness of these channels in capturing the target market is unclear.
Marriott measures the effectiveness of its marketing campaigns using various metrics such as return on investment, customer satisfaction, brand awareness, and customer retention. The company continually monitors and evaluates its marketing strategies to ensure they align with the company's goals and objectives. Based on the evaluation, this report recommends that Marriott improve its marketing strategy by addressing the weaknesses in its macro and micro marketing environment and targeting specific market segments more effectively. The company should also consider investing in more innovative and engaging marketing channels to capture the attention of its target market. Overall, by implementing these recommendations, Marriott can enhance its brand reputation and attract more customers to its properties.
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Marriott International is one of the world's largest hotel chains, with an extensive network of hotels and resorts operating under various brands worldwide. The company is renowned for its commitment to customer service and providing an exceptional guest experience. With more than 7,000 properties operating under 30 different brands in 131 countries, Marriott is one of the most recognisable names in the hospitality industry (Nozdreva and Churakova, 2021). However, in 2018, Marriott suffered a massive data breach that compromised the personal information of millions of its guests. The breach occurred in 2014, before Marriott acquired Starwood Hotels and Resorts, which owned the reservation system that was breached. The attack exposed sensitive information such as credit card details, passport numbers, and birthdates of more than 300 million guests worldwide (Daswani and Elbayadi,  2021). The breach was one of the largest data breaches ever, and Marriott has faced significant fines and penalties from various regulatory bodies worldwide. Despite this setback, Marriott continues to invest heavily in marketing activities to promote its brand and attract new customers. The company's marketing activities are essential to maintain its market position and expand its customer base. In this evaluation, the effectiveness of Marriott's marketing activities will be assessed  by examining its marketing concept, macro and micro marketing environment, target market, media selection, and methods for measuring success (Choi et al., 2016).
Marketing is a critical function of any business, and Marriott is no exception. The company invests significant resources in marketing to promote its brand and maintain its market position. The marketing concept adopted by Marriott is customer-oriented, highlighting the importance of understanding and meeting the needs of its customers. Marriott's marketing activities are designed to create value for its customers and build a strong brand image that resonates with them. Marriott's marketing activities are influenced by both macro and micro marketing environment factors. The macro environment includes factors such as economic, technological, political, and social factors that impact the industry. The micro-environment, on the other hand, includes factors such as customers, competitors, suppliers, and intermediaries that directly affect Marriott's operations.
Marriott's target market is diverse and includes both leisure and business travelers. The company has developed different marketing strategies to appeal to different segments of its target market. Marriott's marketing strategy focuses on market segmentation, targeting, differentiation, and positioning. The company uses different marketing mix elements such as product, price, promotion, and place to differentiate its brands and appeal to different customer segments (Nozdreva and Churakova, 2021).
Marriott's media selection is extensive, with the company using a wide range of channels and methods to communicate with its target market. The company's marketing activities include social media/networking, email, search engine optimisation, and advertising. The company has developed a robust digital marketing strategy that leverages the latest technologies and platforms to reach its target audience effectively (Chen and Tabari, 2017). Measuring the effectiveness of marketing campaigns is crucial to assessing their impact and making informed decisions about future marketing activities. Marriott uses various methods to measure the success of its marketing campaigns, including web analytics, customer feedback, and sales data. The company also conducts market research to understand customer needs and preferences and tailor its marketing activities accordingly.
Marriott's marketing activities are critical to maintaining its market position and expanding its customer base. The company's marketing concept is customer-oriented, and its marketing strategy focuses on market segmentation, targeting, differentiation, and positioning. Marriott's media selection is extensive, and the company uses various methods to measure the success of its marketing campaigns. Despite suffering a massive data breach in 2018, Marriott's marketing activities remain effective in promoting its brand and attracting new customers. However, there is always room for improvement, and the company can consider implementing some of the recommendations discussed in this evaluation to enhance the effectiveness of its marketing activities further (Daswani and Elbayadi, 2021).
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Marriott's marketing concept is aligned with the fundamental principles of marketing, where the focus is on delivering customer value and building relationships with customers. The company recognise that meeting the needs of its customers is essential to its success and, therefore, places great emphasis on customer satisfaction. Marriott's marketing activities aim to create a unique customer experience that is consistent with its brand image and values (Chen and Tabari, 2017). One of Marriott's most significant marketing activities is its loyalty program, Marriott Bonvoy. This program offers members a range of benefits, such as free room upgrades, exclusive rates, and access to exclusive events. Marriott Bonvoy aims to create a loyal customer base that is more likely to continue doing business with the company and recommend it to others (Jiang and Wen, 2020). Marriott also invests in market research to better understand its customers and their needs. The company uses data analytics to track customer behaviour, preferences, and trends, which helps it create targeted marketing campaigns and improve its products and services (Piramanayagam and Seal, 2022).
The analysis of the macro and micro marketing environment of Marriott International will be conducted using the 5Cs framework. This examines the company’s customers, competitors, collaborators, climate, and company factors. By examining these factors, this report will provide valuable insight into Marriotts marketing strategies and its overall business performance. 
1. Customers: Marriott success relies heavily on understanding and satisfying the needs and preferences of its diverse customer base. The company caters to both business and leisure travellers, serving different segments such as individual travellers, families, groups, and corporate clients. Marriott effectively segments its customer base to create targeted marketing campaigns and personalised experiences (Marriott International, 2021). Understanding customer preferences and evolving consumer trends is vital for Marriott to maintain its competitive edge. 
2. Competitors: The hospitality industry is highly competitive, with numerous players fighting for market share. Marriott  has competition from other global hotel chains such as Hilton, Accor Hotels and Intercontinental Hotel Group (IHG). Also, the emergence of online travel agencies and alternative accommodations like Airbnb has further intensified competitions in the industry. In order to stay ahead, Marriott focuses on differentiation through brand reputation, service to quality and expanding its portfolio of brands to cater to diverse customers (Marriott International, 2021). 
3. Collaboration: Collaboration with various stakeholders play a crucial role in Marriott's marketing success. The company works closely with travel agents, tour operators, online travel agencies, airlines, and event organisers to attract customers and create mutually beneficial partnerships. Furthermore, Marriott collaborates with local communities and government organisations to support sustainable and responsible tourism practices. Such collaborations help Marriott expand its reach, enhance brand visibility, and develop strategic alliances to drive business growth (Marriott International, 2021)
4. Climate: The marketing environment is heavily influenced by the broader socio-cultural, economic, technological, and legal factors. Socio-cultural factors impact travel patterns, customer preferences, and expectations. Economic conditions, exchange rates, and income levels affect travel budgets and consumer spending on accommodations. Marriot actively embraces technological innovations to improve its operations, enhance guest experiences and gain competitive advantage (Marriott International, 2021). 
5. Company: Internal factors within Marriott's marketing environment include its mission, vision, corporate culture, resources, and capabilities. Marriott's mission is to provide exceptional experiences to guests and maximise shareholder value. The company's strong corporate culture emphasises customer-centricity, innovation, and employee empowerment. Marriott's extensive resources, including its global network of hotels, financial strength, and technological infrastructure, enable it to implement effective marketing strategies (Marriott International, 2021). 
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Marriott's macro-environmental factors include economic conditions, which affect consumer behaviour and spending patterns. The hotel chain adjusts its marketing strategy to cater to the needs of the market during a recession or economic downturn, such as offering lower room rates or promotional packages to attract budget-conscious travelers. In addition, social trends such as the growing trend of wellness tourism and the rise of eco-tourism have impacted Marriott's marketing strategy. Marriott has launched wellness packages in their hotels, offering health and wellness amenities and programs, and has invested in environmentally sustainable practices in its hotels to appeal to environmentally conscious travelers (Buhalis, Lin and Leung, 2022). Technological advancements also play a crucial role in Marriott's marketing strategy. With the growing trend of online bookings, Marriott invests in digital marketing to increase its online presence and reach potential customers. The hotel chain has also launched mobile applications that allow customers to book rooms, check-in, and access hotel services conveniently from their smartphones. Marriott's use of technology extends to enhancing the guest experience, such as implementing smart room features, mobile room keys, and in-room voice assistants (Visser, 2021).
In the micro-environmental factors, Marriott's suppliers are a critical part of its marketing strategy. The hotel chain partners with various suppliers, such as food and beverage providers, to ensure the quality and consistency of their services. Marriott also collaborates with intermediaries, such as travel agencies and online booking platforms, to expand its reach and promote its properties to a wider audience (Neupane and Khanal, 2022). Competitors such as Hilton, Hyatt, and IHG also influence Marriott's marketing strategy. Marriott keeps track of its competitors' marketing activities and offers competitive rates and packages to remain attractive to customers (Dzhandzhugazova et al., 2016). Overall, Marriott operates in a highly competitive and dynamic marketing environment, with macro and micro-environmental factors impacting its marketing strategy. Marriott's ability to adapt to these external factors and leverage them to gain a competitive advantage is crucial to its success in the industry.
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Marriott's target market consists of individuals from different demographic groups such as families, young professionals, and senior citizens. The company's segmentation of its target market is based on several factors, including income level, travel preferences, and geographic location. Marriott also considers psychographic factors such as attitudes, values, and lifestyle when segmenting its target market (Hay, 2020). For instance, the company has identified that some of its customers prefer luxury accommodation, while others prioritise convenience and affordability. In terms of the marketing mix, Marriott's product offerings are differentiated across its various brands. For example, the company's luxury brands such as Ritz-Carlton and St. Regis offer premium accommodations, while it select-service brands such as Courtyard and Fairfield Inn cater to budget-conscious travelers. The company's pricing strategy also varies across its brands, with higher-end properties commanding premium rates (Hay, 2020).
In terms of promotion, Marriott invests heavily in advertising, email marketing, and social media to reach its target market. The company uses a variety of media channels to promote its brand, including print ads, online banners, and social media campaigns. Marriott's social media strategy focuses on engaging customers through user-generated content, influencer partnerships, and interactive promotions (Jones and Comfort, 2021). Marriott's place strategy focuses on its distribution channels, which include both direct and indirect channels. The company operates its own booking platforms, such as the Marriott Bonvoy app and website, while also partnering with third-party travel agencies and online booking platforms. Marriott's direct channels allow it to collect valuable customer data and offer personalised experiences to its guests (Ertuna, Gu and Yu, 2022). Overall, Marriott's marketing strategy is focused on differentiating its brand through personalised experiences and innovative technology. The company invests significant resources in understanding its target market and tailoring its marketing efforts to appeal to their preferences and needs. However, the recent data breach incident highlights the importance of ensuring the security of customer data, which can have long-term effects on the brand's reputation and customer trust. 
According to Similarweb (2023) Marriott hotels ranked 703 globally, website visits between January and  March 2023 was 57.4 million with a bounce rate of 42.79 percent and ranked number 5 in travel and tourism in the United States. Gender distribution was 49.74% females and 50.26% males. Based on these statistics, it appears that Marriott hotels are still a popular choice for travelers worldwide despite ranking 703 globally. The high number of website visits between January and March 2023 indicates that many people are interested in booking stays at Marriott hotels. However, the relatively high bounce rate of 42.79% suggests that a significant percentage of website visitors are leaving the site without taking any action such as booking a room or signing up for a loyalty program. Marriott may want to consider ways to improve their website user experience to reduce this bounce rate and encourage more conversions. It is also good to note that Marriott hotels are ranked number 5 in travel and tourism in the US which indicates that the brand is still a strong player in the US market despite increasing competition from other hotel chains. Finally, the nearly equal gender distribution among Marriott’s website visitors suggests that their marketing efforts are resonating with both male and female audiences. This is important for Marriott’s continued success as they seek to attract a diverse range of travelers from all backgrounds and demographics.
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2.4	Selection of Media
Marriott uses various communication channels to reach its target market. The company's primary media selection includes social media, email marketing, search engine optimisation, and online travel agencies. Marriott uses social media platforms such as Facebook, Twitter, and Instagram to promote its brand and engage with its customers (Mun, Park and Woo, 2022). The company's email marketing campaigns offer personalised content to its subscribers, resulting in increased customer loyalty. Marriott's search engine optimisation strategy ensures that its website appears at the top of search engine results, attracting more customers. The company also partners with online travel agencies such as Expedia and Booking.com to increase its reach and attract more customers (Jones and Comfort, 2021).
Marriott also invests in traditional marketing channels such as print ads, TV commercials, and sponsorships of events and sports teams. The company's print ads appear in magazines and newspapers, targeting affluent travelers. Marriott's TV commercials focus on its brand message and showcase its properties and services. The company's sponsorships include partnerships with the NFL, NBA, and PGA Tour, among others (Visser, 2021). In terms of international marketing, Marriott tailors its marketing activities to suit the specific needs of each market. For example, in China, the company uses the social media platform WeChat to connect with customers and promote its brand. Marriott also partners with local celebrities and influencers to increase its reach and credibility in the market (Asdullah and Rehman, 2015).
Marriott's media selection reflects a comprehensive approach to reaching its target market across various channels. The company's focus on personalised content and customer engagement through social media and email marketing is a sound strategy in today's digital age. Additionally, the use of mobile apps allows Marriott to provide a seamless experience for its customers, further increasing customer loyalty (Madar, 2017). The company's partnerships with online travel agencies and traditional marketing channels also ensure a broad reach across different segments of the market. However, Marriott should continue to assess the effectiveness of its media selection and adjust its strategy accordingly to keep up with evolving customer preferences and market trends.
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Marriott uses data analytics to track and analyse the performance of its marketing campaigns. The company uses data from various sources, including customer behaviour, demographic information, and past purchase history, to better understand its customers' preferences and requirements. The data is used to tailor Marriott's marketing messages to specific customer segments, which helps to improve the effectiveness of its marketing activities (Qadri, Ahsan and Hashmi, 2016). In addition to measuring the success of its marketing campaigns, Marriott also uses customer feedback to improve its products and services continually. The company uses customer surveys and feedback forms to gather information about its customers' experiences, preferences, and opinions (Bharwani and Mathews, 2021). The information is used to identify areas of improvement and make changes to its products and services to better meet customer needs.
Marriott also utilise technology to enhance its marketing activities. The company uses digital marketing tools such as search engine optimisation (SEO), pay-per-click (PPC) advertising, and social media marketing to reach its target audience. Marriott's website and mobile app are also enhanced to provide customers with a seamless booking experience (Salvioni, 2016). Overall, Marriott's marketing activities are well-aligned with its business objectives, and the company is continually evaluating and adapting its marketing strategies to remain relevant and competitive in the market. However, the data breach in 2018 has highlighted the need for Marriott to prioritise cybersecurity and data protection in its marketing and business operations to protect its customers' sensitive information and maintain its reputation.
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Marriott's marketing activities are effective in promoting its brand and attracting new customers. The company's marketing concept, consideration of macro and micro-environmental factors, diverse target market, effective media selection, and metrics for measuring success demonstrate the company's commitment to creating a successful marketing strategy. However, the competitive nature of the hospitality industry and changing consumer trends require Marriott to continually adapt and innovate its marketing activities to remain competitive. Based on the evaluation of Marriott's marketing activities, there are several shortcomings that can be identified in their marketing strategy.
Firstly, Marriott's marketing efforts seem to focus primarily on the upper end of the market, with luxury hotels and resorts being a major area of focus. While this may be a profitable niche, it limits the potential customer base and ignores a significant portion of the market. This approach may also make it more difficult for Marriott to appeal to younger travelers or those with limited budgets. Secondly, Marriott's use of social media as a primary marketing channel appears to be limited. While they have a presence on major platforms such as Facebook and Twitter, their activity and engagement with customers on these channels is low. This limits their ability to connect with potential customers and build brand awareness. Finally, while Marriott's marketing efforts seem to be well-funded, there is a lack of transparency regarding the effectiveness of these efforts. It is unclear how Marriott measures the success of their marketing campaigns or how they use this information to adjust their strategy.
To sum up, while Marriott's marketing efforts are generally well-executed, there are areas where their strategy falls short. By focusing on a narrow segment of the market, limiting their use of social media, and failing to provide transparency regarding the effectiveness of their campaigns, Marriott may be missing out on potential customers and limiting their overall impact. By addressing these shortcomings, Marriott can improve its marketing strategy and reach a wider audience.
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Based on the shortcomings identified in Marriott's marketing strategy, the following recommendations are proposed to improve their marketing efforts:
Improve Digital Marketing: Marriott should increase its investment in digital marketing and make use of social media platforms like Facebook, Twitter, Instagram, and LinkedIn to promote their hotels and services. They should also consider investing in search engine optimisation (SEO) to ensure their website is easily discoverable by potential customers.
Enhance Personalisation: Personalisation is critical in today's marketing landscape. Marriott should personalise its marketing messages to target specific demographics, including business travelers, millennials, families, and luxury travelers. This will improve the chances of customer engagement and increase the probability of conversion.
Leverage Influencer Marketing: Marriott should leverage influencer marketing to promote their hotels and services. Partnering with popular travel bloggers and influencers can help Marriott reach new audiences, build trust with potential customers, and generate new leads.
Monitor Competitors: Marriott should keep an eye on its competitors and adjust its marketing strategy accordingly. This will help them stay ahead of the curve and ensure that they are providing customers with what they want.
Increase Brand Awareness: Marriott should increase its investment in brand awareness. The company should focus on improving its public relations and content marketing efforts to create a strong brand image and awareness.
Measure Marketing ROI: Marriott should establish clear metrics to measure the success of its marketing campaigns. This will help the company determine the effectiveness of its marketing strategy and adjust it accordingly.
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