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Executive Summary
The COVID-19 pandemic has emerged as a major disruptor for the hotel industry and has had a vast influence on the largest hotel chain globally i.e., Marriott International. The external and internal environment analysis presented through key frameworks such as PESTLE analysis, SWOT, McKinsey’s 7S Framework and Porters’ Five Forces provide significant insights that function as the basis for the marketing strategy development of Marriott International. Key takeaways indicate that Marriott International possess the capabilities to benefit from the growth prospects of the hotel industry in the post COVID-19 pandemic era. There is a strategic requirement for the company to improve its brand positioning and corporate sustainability reporting to improve its business proficiency. Recommendations are focused towards emphasizing on expanding into emerging Asian markets and coherently investing towards improving corporate sustainability reporting practices to improve stakeholder value. 
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The COVID-19 pandemic emerged as a unique global event that enforced the mass disruption of the hotel industry by forcing entities to close its operations across countries. As the industry operates on marginal profitability levels, short-term closures emerged as catastrophic resulting in the closure of numerous hotels (Bonfanti, Vigolo and Yfantidou, 2021). While the pandemic influenced every industry in a negative manner, its influence on the hotel industry was the most significant owing to its prolonged impact that it continues to face till date. Marriott International, is the largest chain of hotels based out of the USA. As one of the most resourceful and experienced company in the sector the company faced mass disruption due to its sheer presence 130+ countries globally (Statista, 2021).
Marriott (2020) in its press release specified that the financial and operational implications of the COVID-19 pandemic had been the worse in its 95 years history surpassing the negative influences of the 2008-2009 global financial crisis. As a recovery mechanism, relevant marketing strategies are being implemented by Marriott International and other hotel chains to achieve operational performance proficiency. Robust marketing strategies are being implemented to restore normalcy in its organisation success through relevant marketing strategies (Bonfanti, Vigolo and Yfantidou, 2021). 
This report focuses on conducting on conducting a comprehensive business audit through the evaluation of the internal and external environment that functioned as the basis of the future marketing strategies for Marriot International. A strategic internal and external environmental analysis of Marriot International USA has been conducted to gain an insight into the current and future internal/external environment of the organisation. Utilisation of tools such as SWOT, PESTLE, McKinsey’s 7S Framework and Porters’ Five Forces has been comprehended to develop an effective strategic audit. 
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[bookmark: _Toc98330813]PESTLE Framework
The PESTLE analysis is a strategic tool that presents a comprehensive understanding about the external environment influencing the operations of Marriott International in the USA (Dalirazar and Sabzi, 2020). 
Political: The political factors in the USA are vastly supportive of the business growth. Marriott International being a USA based company operates in a conducive political environment which supports the recovery of the hotel industry. Allaberganov, Preko and Mohammed (2021) has pinpointed that the USA government has integrated measures to develop the tourism industry in 2022-2025 to ensure the restoration of the hotel industry which would positively influence Marriott International.
Economic: The USA being a global superpower has a stable economic environment and high per capita income indicating a higher disposable income with consumers. The unprecedent economic recovery of the USA through employment creation and regaining of business operations has emerged as major positive for the hospitality industry (Milesi-Ferretti, 2021). The industry is expected to witness 15% CAGR growth in the next five years (Statista, 2021). Milesi-Ferretti (2021) indicates that the US fiscal stimulus has been a critical contributor in the recovery of the USA economy which would directly support the improvement in operational efficiency of Marriott International.
Social: The social factors play an important role in shaping the demand for the hotel industry. In the USA, the tourism sector is recovering and is expected to reach pre COVID-19 levels by 2025 (Allaberganov, Preko and Mohammed, 2021). With growing tourism and business travel, Marriott International is expected to witness significant improvement in its operations. Contrarily, the shared economy culture and the emergence of Airbnb has emerged as a major disruptor as a myriad of tourists prefer alternative accommodations over conventional hotels (Forbes, 2021). 
Technology: Technological availability in the USA is significantly common supporting the growth of hotel businesses as integration of artificial intelligence and machine learning has become increasingly common to minimise supply chain issues (Shin et al., 2022). In the path to recovery from the COVID-19 pandemic the role of predictive technologies would vastly support the growth and improvement of Marriott International in achieving its long-term growth prospects (Kim, Han and Ariza-Montes, 2021). 
Legal: The legal environment in the USA is strict and requires organisations to strictly comply to the regulations and laws within the country. Emergence of the COVID-19 pandemic has resulted in heightened regulations to ensure safety protocols (Allaberganov, Preko and Mohammed, 2021). Non-adherence to the new regulations is expected to have legal implications for hotel organisations such as Marriot International. 
Environment: The hotel industry in the USA has been vastly criticized for its supply chain inefficiency as it has a high carbon footprint. New guidelines to facilitate corporate sustainability reporting has resulted in organisations such as Marriott International prioritising improvement in its business practices by optimising its supply chain and minimising its carbon emissions thoroughly (Shin et al., 2022).
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The Porters’ Five Forces framework is an integral proponent that evaluates the external environment within which an organisation is operating (Isabelle et al., 2020). The application of the strategic framework to the case of Marriott International in the USA has been presented below: 
	Factor
	Degree of Influence
	Discussion

	Competitive Rivalry
	High
	The competition in the hotel industry is significantly high with well-developed companies such as IHCG group, Hilton and Hyatt providing direct competition to Marriott International (Zhang et al., 2020). 

	Threat of New Entrants
	Moderate
	The threat of new entrants is limited as the hotel industry has significant capital investment requirement and entry barriers owing to regulatory necessities (Cure, 2020). Despite, the limitations there are certain new entrants that occasionally disrupt the hotel industry. 

	Threat of Substitutes
	High
	The 21st Century has witnessed a growth in the threat from substitutes such as Airbnb which presents the growth in demand for alternative accommodations (Forbes, 2021). Factors such as convenience and higher affordability has increased the substitution probability for hotel organisations such as Marriott International. 

	Bargaining Power of Suppliers
	Moderate
	The bargaining power of suppliers is moderate as Marriott International has been capable of establishing positive relationships with its current business partners and suppliers providing it with a distinct competitive advantage (Zhang et al., 2020). 

	Bargaining Power of Buyers
	High
	In the hotel industry. The bargaining power of buyers is significantly high as the buyers have numerous options offering similar services (Cure, 2020). The industrial scenario enforces the requirement for Marriott International to adapts towards a comprehensive customer centric strategy. 


Table 1: Porters’ Five Forces Framework
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[bookmark: _Toc98330816]McKinsey’s 7S Framework
McKinsey’s 7S Framework is an effective tool that strategically analyses the company’s organisational design and functions as an integral mechanism to evaluate the micro environmental factors influencing the business operations (Chmielewska et al., 2022). 
Structure: Marriott International is stated to have a relatively flat organisational hierarchy which aims to minimise the bureaucracy by eliminating extensive managerial levels (Nyangwe and Buhalis, 2017). The company is vastly decentralised as it has wholly-owned subsidiaries in global regions that are operating independently (Rony, Md. Rabiul Awal, 2020). An internal understanding presents that each subsidiary functions in a functional structure that is focused towards the existence of departments that are responsible for controlling key functions such as accountancy, operations, marketing etc (Wei, 2018). 
Strategy: The strategic direction of Marriott International is well-defined and the organisational management is focused towards a comprehensive business strategy which aims to expand the business across international markets (Wickham, French and Wong, 2020). Owing to competitive pressures, the company adopts a service differentiation strategy allowing the company to gain a competitive advantage over rivals such as IHCG group and Hyatt chain of hotels. In the post COVID-19 era, the company has opted for making relevant variations to its operational strategy which is focused on cost cutting to promote financial feasibility of operations (Simões, 2021). Inclusive strategies to integrate corporate sustainability reports are crucial measures in enhancing compliance to sustainability regulations that cast an impact on stakeholder value creation (Wickham, French and Wong, 2020).  
Systems: The critical systems in place are responsible for the efficient functioning of Marriott International within the global hotel industry. To control the operations of the functional departments, monitoring and evaluation systems have been utilised to gain an insight into the performance efficiency of each functional area. (Emelda, 2018) Internal control mechanisms ensure that the company is capable of coherently controlling key operational measures and ensure the establishment of growth centric strategies that are suitable to current market requirements. For example, internal marketing evaluation measures have been developed that aim to gauge the social media marketing strategy proficiency by considering factors such as return on investments, viewership etc (Simões, 2021). Similarly, performance management systems are an essential proponent that aims to evaluate and interpret the workforce strengths and limitations. The inputs provided by the internal control mechanisms and systems are responsible for formulating the growth strategies and mitigatory measures. 
Shared Values: The core values of Marriott International has been to prioritise customer objectives and ensure the capability to offer the clientele with the best possible services (Guerra, 2019). For example, the company has implemented its value motivation in the COVID-19 era phase by prioritising the safety and health of its patrons through relevant protocols (Wickham, French and Wong, 2020). Additionally, the company focuses on a growth centric strategy that prioritises the best interests of its major stakeholder groups such as customers, shareholders and business partners (Emelda, 2018). A positive corporate culture that supports diversity has subsequently ensured that the company is able to create relevant value and growth prospects for its workforce (Bae et al., 2021). 
Skills: The success of Marriott International has been vastly attributed towards its workforce capabilities that has ensured the stringent application of strategies to achieve success in business operations (How and Lee, 2020). The well-developed human resources management department of the company is focused towards the recruitment and hiring of skilled employees that are able to provide value to the company based on the requisite job description (Gajjar and Okumus, 2018). Internally, the company also focuses on skill-development of its employees through requisite training opportunities. For example, Marriott Voyage is a leadership development program focused towards developing successful managers through on-job training and provisions for education (Marriott, 2020). 
Style: Under the leadership of Anthony Capuano, Marriott International functions in a participative management style in which requisite input is garnered from each level of employment. Through the transformative leadership style, the company has been able to focus on rampant innovation and holistic improvement in stakeholder centricity of the organisation (Ertuna, Gu and Yu, 2022). For example, the introduction of co-creation drives within the organisation has enabled the employees to participate in decision-making process of the company through a democratic model. 
Staff: Marriott International is the largest employer in the global hotel industry with a workforce of more than 200,000 (Gajjar and Okumus, 2018). As the organisation is operational in more than 130 countries the company has a diverse set of employees who are capable of providing relevant inputs, skills and knowledge to facilitate the functioning of the organisation. The role of the human resources management is quintessential in ensuring the availability of skilled employees (Marriott, 2020). 
[bookmark: _Toc98330817]SWOT Analysis
	Strengths
· Management experience and well-equipped workforce.
· Availability of financial resources to fund expansion strategies (Wei, 2018). 
	Weaknesses
· The company has witnessed negative publicity due to lack of consideration of sustainability requirements and high contribution towards environmental pollution (Simões, 2021).
· The brand positioning is focused towards family orientation whereas future growth prospects of the hotel industry emerge from the younger population (Cure, 2020). 

	Opportunities
· Strategic growth prospects in Asian markets such as India and China through market expansion (Zhang et al., 2020).
· The post COVID-19 pandemic era is expected to witness a period of rampant growth and high-demand for the hotel industry (Ezzaouia and Bulchand-Gidumal, 2020).
	Threats
· Intense competition and low profit margins due to the lack of service differentiation (Cure, 2020).
· Substitution threat from growing demand of alternative accommodations via the shared economy platforms such as Airbnb (Forbes, 2021). 


Table 2: SWOT Analysis
The SWOT analysis provides an extensive insight into the micro-environment of Marriott International. The inputs depict that the company is capable of expanding its operations to developing regions of Asia as it has relevant management experience and financial resources despite setbacks from the COVID-19 pandemic. Contrarily, the company has faced issues owing to negative publicity and inefficient brand positioning indicating the requirement to prioritise a communications strategy plan and re-inventing of its brand positioning to retain the competitive advantage. While there are numerous opportunities in the post COVID-19 era due to reverse economic factors but the threat from competitors and substitutes such as Airbnb pose a threat to the growth prospects of Marriott International (Forbes, 2021). 
[bookmark: _Toc98330818]Key Issues and Findings
The external and internal environment analysis of Marriott International has provided five critical findings that would be function as the basis of the marketing strategy for the organisation that have been presented below:
1. The organisation possesses relevant management skills and workforce efficiency to benefit from the economic reversal in the post COVID-19 pandemic era that would boost growth for the hotel industry as it is expected to increase in revenue at a rate of 15% CAGR (Statista, 2021). 
2. The emergence of new social trends such as the growing popularity of Airbnb and the shared economy presents a competitive challenge to Marriott International (Forbes, 2021).
3. Expansion into developing regions such as Asia is considered to be the backbone to its future organisational growth owing to limited market expansion prospects in the western countries (Zhang et al., 2020).
4. Technology would function as the pillar of organisational value creation in the post COVID-19 pandemic era as it would enable Marriott International to improve its value proposition and overcome its inefficiencies through predictive insights (Ezzaouia and Bulchand-Gidumal, 2020).
5. Compliance to sustainability guidelines through corporate sustainability reporting frameworks and legal regulations would be increasingly important as the hotel industry has been criticized for its high carbon footprint and unsustainable supply chain (Shin et al., 2022). 
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Marriott International’s market experience and resourcefulness are its critical strengths. The organisation’' capability to reinstate and maintain its market position despite the COVID-19 pandemic has depicted its capabilities to grow at a continual rate. A critical recommendation for Marriott International would be to further penetrate the market of developing regions in Asia such as India and China (Zhang et al., 2020). With the emerging markets facing higher consumer spending and demand for tourism/business travel the enhancement of the product portfolio would ensure revenue generation and profitability of Marriott International. From an internal standpoint, it would be recommended for Marriott International to improve its corporate sustainability reporting framework efficiency by inclining towards environmentally friendly infrastructure and supply chain processes (Shin et al., 2022). Finally, it would be crucial for the company to re-invent its brand positioning as a hotel chain for young working professionals and millennials as a majority of the demand is expected from the aforementioned target markets. 
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This report had focused on conducting a comprehensive business audit through the evaluation of the internal and external environment that functioned as the basis of the future marketing strategies for Marriot International. The external environment analysis indicated that the USA market is suitable for the growth prospects of Marriott International as it is expected to witness growth in the post COVID-19 era. However, expansion into emerging markets has been recommended to maximise value creation and improved growth prospects. The internal analysis indicates that the crucial strengths for the company is its resourcefulness and management expertise. Crucial improvements in its brand positioning and sustainability strategies would ensure that the company is able to overcome its internal efficiency challenges. To mitigate competitive threat and substitution scares, it would be necessary for Marriott International to utilise inputs from the business audit to develop a comprehensive marketing strategy to achieve market penetration and customer acquisition in developing markets. 
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