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[bookmark: _Toc80492074]Introduction 
Due to the change exerted by the internet in the consumer profile, today many companies see several possibilities to attract their customers through online advertising and the various types of business created by the virtual universe. According to Morgan, et al., (2019) “from the technology department to the marketing area, the web is everywhere as a piece that can be considered key.” Traditional media has lost ground these days, as the internet has become the target information, communication and entertainment channel for people, especially the younger population. The consumer is bombarded by a huge variety of products and offers, and advertising, which was once fully accepted, is now questioned through the facilitated communication of the internet (Mothersbaugh, et al., 2020). Due to these factors, digital marketing becomes an extremely important tool for companies to attract their customers with the variety of possibilities brought by the internet, from online sales to new business formats (Krupskyi et al., 2019). It is believed that the theme of this work is of academic relevance, as it is a current theme, which unites marketing strategy with new technologies and offers a broad view of professionals in this area about digital marketing trends (Dhir, 2019). In this context, this work aims to analyse the marketing strategies of the Marriott Hotels. 

[bookmark: _Toc80492075]Brief History of Marketing
The word marketing means “market in movement”. Marketing is used to analyse the consumer market for this, companies must understand marketing, so the market moves so that companies always seek to be in tune. As for Olson, et al., (2018), the word “marketing” originates from “market”, meaning market. Despite technically not having a translation, marketing would respond something like “marketing” or “commodifying”. According to Morgan, et al., (2019) not all authors are concerned with the premises that underlie marketing, perhaps because they are dealing with contexts with a long tradition in market practices (Krupskyi et al., 2019). In these countries, marketing only portrays the best corporate practices, since free enterprise, little State intervention in the economy, political and legal stability, as well as the (high) and (relatively low) cost of credit is almost always rule (Dhir, 2019). 
The model of capitalism implemented in these countries practically inspired the marketing philosophy, by generating intense competition between the main markets for products and services According to Mothersbaugh, et al., (2020) definition, marketing is the offer of products or services, with the attainment of profits (Krupskyi et al., 2019). Aims to develop a product that awakens desires, with the objective of satisfying these desires of the final consumer, intending to retain customers, win over future buyers and obtain more and more profitability. Katsikeas, et al., (2019) points out that marketing constitutes a: “set of strategies and actions related to the development, pricing, distribution and promotion of products and services, and that aims at their marketing adequacy”. Thus, it can be understood that marketing is looking for tactical means to publicize or offer its products or services in a way that reaches the customer in an attractive way, seeking appropriate strategies to meet the expectations of the current market (Gupta, 2018).

[bookmark: _Toc80492076]Brief History of Marriott Hotels
	Marriott is a hotel and lodging corporation with a global presence. Bethesda, Maryland is where the company’s headquarters are located. When John Willard Marriott and his wife, Alice Marriott, launched a root beer shop in Washington, D.C. in 1927, they started Marriott Corporation (Gupta, 2018). On January 16, 1957, the Twin Bridges Motor Hotel in Arlington, Virginia, became the company’s first hotel (Dhir, 2019). It cost $9 each night, additional $1 for each new individual in the vehicle (Nozdreva and Churakova, 2021). There are about 3,000 hotels in the globe currently (Gupta, 2018).
By adhering to the goal of the world’s leading brands, Marriott International Body has secured ongoing prosperity on a worldwide scale for over a century. Marriott’s vision statement reads, “To be the World’s Favorite Travel Company.” (Nozdreva and Churakova, 2021).  The founders of Marriott International believed that the greatest way to accomplish enormous achievement in the service sector on a worldwide scale was to present a vision which was not only straightforward to execute yet simply to adhere across the business (Dhir, 2019). Marriott International’s mission statement is, “To enrich the lives of our clients by creating and facilitating outstanding holiday and leisure experiences.” (Nozdreva and Churakova, 2021). The foundation to every service provider’s long-term success is to provide services of such high quality that perhaps the consumer is given with no other choice except to choose the name (Gupta, 2018). 
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As a corporation, Marriot International set out with the goal of being the greatest in the globe whenever it related to hotel and resort businesses (Sert, 2017). They demonstrated their vision was correct by establishing a purpose that prioritised consumers. Offering high services was one of the aspects which contributed to the successful organisation (Vrkljan, Bartoluci and Čižmar, 2017). In combination to its competent, great staff, Marriott International’s worldwide prosperity may be attributed to the company’s developed culture (Nozdreva and Churakova, 2021).
Marriott employs trend assessment to help them develop more informed management choices. Assessing economic circumstances on a local and regional level which may impact consumption in a good or adverse manner is an illustration of trend assessment (Sert, 2017). A festival event, for instance, would boost market in the region, resulting in a rise in rate to guarantee optimum income is generated in that time. Marriott employs unique resources and business platforms to generate and address market demands (Gupta, 2018).
Despite assisting activities, which assist the main business, priority areas provide content and differentiate the service offering from rivals’ offerings. Enabling activities are required and take precedence over related resources (Vrkljan, Bartoluci and Čižmar, 2017). Client engagement, gaining recognition, and contact with the service organisation are the three essential qualities that make up the enhancement of the service. The service enhancements must be coupled with the primary brand (Dhir, 2019).
Worldwide Accounts is in charge of the whole hotel portfolio on a global basis. Account Managers are in charge of forming relationships and collaborating on collaborative projects which would help Marriott gain industry dominance in important business segments and the transitory business (Nozdreva and Churakova, 2021). International service and marketing operations offer Marriott with the strategies, resources, and solutions it needs to be a best service provider in the market (Dhir, 2019). Customers are divided into segments based on their requirements, desires, money supply, and aspirations. Marriott Hotels offers hosting services to its clients (Sert, 2017). 
Marriott Hotels’ policies should be consistent across all segments, but they must also be adaptable, allowing executives to modify plans in response to changing customer needs (Vrkljan, Bartoluci and Čižmar, 2017). The first section consists of a group of clients that want a comfortable stay with acceptable standards. The second group consists of highly wealthy clients who desire unique rooms, private sections, breath-taking vistas, and delectable cuisine. Consumers from surrounding people make up the third category (Gupta, 2018). They are generally residents who live in the hotel’s immediate neighbourhood and are interested in the hotel’s other amenities rather than its lodging. Consumers who want personalised services are the fourth sort of category. They each have their own set of needs and desires (Nozdreva and Churakova, 2021). 
Marriott Hotels used a set of criteria for identifying target markets when it came to targeting market segments (Kandampully and Solnet, 2019). Tangible, comprehensible, significant, practical, and recognisable were amongst the requirements. Marriott Hotel’s target markets are defined by their geography, interpersonal traits, and demographic factors (Sert, 2017). The needed activities are presented as per the qualities and attributes of each sector’s potential customers. For example, experts and corporate executives would be addressed for corporate events (George, 2021). As a result, the solutions should be situated and put in such a way that corporate discussions are made easier (Dhir, 2019). The Marriott hotel’s offerings for visitors and travellers should be established as per the requirements of the area and locations. Marriott Hotels should be located around tourist attractions (Vrkljan, Bartoluci and Čižmar, 2017).
Marriott Hotels’ sales promotions include a plan to offer the quality solution to the relevant customer at the appropriate moment at the appropriate cost (Krupskyi et al., 2019). Just several basic concepts for Marriott hotel management and linked businesses are included in the business model (Nozdreva and Churakova, 2021). Adequate standard value placement, logical costing, digital photo availability, suitable financing costs, and regular progress reports are some of such suggestions. Marriott hotels’ pricing plan is devised in such a manner that the business may profit (Gupta, 2018).
A Marriott hotel uses the internet to promote its identity, thanks to technological developments (Vrkljan, Bartoluci and Čižmar, 2017). Marriott hotels have created its particular website with a comprehensive, informative, and easy-to-understand perspective of the management, as well as its items / solutions. Clients may book online and get relevant associated information through the website (Sert, 2017). Marriott hotels place a high premium on retaining current clients. Current consumers set the foundation for the business’s promotional initiatives. The marketing approach is primarily focused on global media via professional journals, media advertisements, and the online world (Kandampully and Solnet, 2019). Email marketing initiatives are the most cost-effective way to communicate with existing and future customers. It aids the firm in establishing long-term ties with the surrounding area, as well as generating significant levels of business engagement at Marriott hotels (Dhir, 2019).
Public relations efforts are an integral part of the brand awareness. Marketing, corporate communications, and direct marketing are all part of the brand awareness (Mody, Suess and Lehto, 2017). Marriott Hotels’ marketing approach focuses on attracting consumers via the internet, different ads, and marketing (Gbadamosi, 2019). Marriott hotels use marketing solutions to post their specials and discounts on each hotel, business, and company websites (Sert, 2017). It helps Marriott hotels to understand which technologies should be enabled inside every business and for which audiences, as well as how to provide an improved client service whilst ensuring integrity, worth, and advertising information (Nozdreva and Churakova, 2021). The advertising is meant to draw attention and serve as a recall. The direct marketing is employed in order to communicate with clients. The advertising mix raises exposure of the Marriott hotel’s product portfolio. Marriott hotels use a marketing mix to boost the number of clients and engage them all over the world (Vrkljan, Bartoluci and Čižmar, 2017).

[bookmark: _Toc80492078]Marketing Management of Marriott Hotels
Due to the change exerted by the internet in the consumer profile, today many companies see several possibilities to attract their customers through online advertising and the various types of business created by the virtual universe (Gbadamosi, 2019). According to Morgan, et al., (2019) “from the technology department to the marketing area, the web is everywhere as a piece that can be considered key.” (Gupta, 2018). Traditional media has lost ground these days, as the internet has become the target information, communication and entertainment channel for people, especially the younger population (Dhir, 2019). The consumer is bombarded by a huge variety of products and offers, and advertising, which was once fully accepted, is now questioned through the facilitated communication of the internet (Mothersbaugh, et al., 2020). Due to these factors, digital marketing becomes an extremely important tool for companies to attract their customers with the variety of possibilities brought by the internet, from online sales to new business formats (Vrkljan, Bartoluci and Čižmar, 2017). It is believed that the theme of this work is of academic relevance, as it is a current theme, which unites marketing strategy with new technologies and offers a broad view of professionals in this area about digital marketing trends (Sert, 2017). 
The Marriot International’s offerings, from the hotel rooms to the facilities supplied, would be of the best standard (Nozdreva and Churakova, 2021). It demonstrates that the firm has succeeded in establishing a trustworthy brand image. The founders of Marriott International’s core concept were to build a business culture which prioritised customers (Gupta, 2018). Individuals’ foremost mentality has been a key component in the firm’s performance, and the corporation demands its workers to be well-versed in this area (Sert, 2017). Because the firm puts significant pleasure in delivering exceptional service, all workers are required to uphold this standard (Krupskyi et al., 2019). At Marriott International, it is a necessary competence for sustainability since the firm strives to acquire the smartest people available (Kandampully and Solnet, 2019).
The Marriott dynasty has formed the contemporary hospitality business; as a result, the firm is no stranger to accepting evolution and evolving to it (Gbadamosi, 2019). Workers are likely to not only accept and also adapt to development (Krupskyi et al., 2019). Integrity is by far the utmost essential of all the basic key principles. All workers are required to carry out their responsibilities with the full sincerity in order for the firm to thrive as a reputable brand identity (Dhir, 2019). Marriott International wants all of its workers to be dedicated to the firm, as well as to individuals and society. Every manager is entitled to contribute to the society and serve to a highly feasible environment (Gbadamosi, 2019).
The most important commodity for the Marriott hotel chain is hospitality. Marriott hotels are made up of the corporation ‘s various offerings, both actual and potential (Mody, Suess and Lehto, 2017). The accommodation aspect, as well as the suite, porter, lobby, dining, and support facilities, make up the fundamental business (Gupta, 2018). Marriott hotels’ main purpose is to remain in business by offering accommodation services. Extra features are necessary in order for consumers to use the basic offerings (Vrkljan, Bartoluci and Čižmar, 2017). Check-in operations and enabling services are examples of essential services. Client’s demand enabling services in order to properly utilise and obtain the primary business (Krupskyi et al., 2019).
Marriott Hotels’ marketing approach focuses on attracting consumers via the internet, different ads, and marketing (Gbadamosi, 2019). Marriott hotels use marketing solutions to post their specials and discounts on each hotel, business, and company websites (Sert, 2017). It helps Marriott hotels to understand which technologies should be enabled inside every business and for which audiences, as well as how to provide an improved client service whilst ensuring integrity, worth, and advertising information (Nozdreva and Churakova, 2021). The advertising is meant to draw attention and serve as a recall. The direct marketing is employed in order to communicate with clients. The advertising mix raises exposure of the Marriott hotel’s product portfolio (Krupskyi et al., 2019).
Despite assisting activities, which assist the main business, priority areas provide content and differentiate the service offering from rivals’ offerings (George, 2021). Enabling activities are required and take precedence over related resources (Nozdreva and Churakova, 2021). Client engagement, gaining recognition, and contact with the service organisation are the three essential qualities that make up the enhancement of the service. The service enhancements must be coupled with the primary brand (Madar, 2017).
Marriott employs trend assessment to help them develop more informed management choices (Mody, Suess and Lehto, 2017). Assessing economic circumstances on a local and regional level which may impact consumption in a good or adverse manner is an illustration of trend assessment (Sert, 2017). A festival event, for instance, would boost market in the region, resulting in a rise in rate to guarantee optimum income is generated in that time (Krupskyi et al., 2019). Marriott employs unique resources and business platforms to generate and address market demands (George, 2021).
Marriott hotel groups additionally assist its membership and consumers by offering them with high-quality services as well as tour locations and places (Mody, Suess and Lehto, 2017). Unless the country’s economy is improving and there are many visitors coming the region from occasionally, the Marriott hotel groups encourage the tourism sector (Dhir, 2019). As a result, the Marriott Hotel Groups serve an important role in boosting the travel and tourism sector by providing high-quality cuisine, lodging, outdoor facilities, attractions, and touristic attractions (George, 2021). Marriott Hotel Groups are placed in strategic areas across the globe in which there is a greater possibility for popular tourism areas and destinations, as well as an influx of travellers on a yearly budget (Vrkljan, Bartoluci and Čižmar, 2017).
Marriott Hotels places a strong emphasis on digital marketing. Marriott makes extensive use of Twitter to address client concerns and communicate consumer concerns. Marriott Hotels for every nation tailor their marketing techniques to a certain nation’s laws and traditions (Dhir, 2019). Marriott Hotels generally use the “one size fits all” model of business activities, regardless of where they are situated (Sert, 2017). Promotional, marketing, and brand were the primary marketing operations on a global scale (Gupta, 2018). Marriott Hotels implemented a customisation approach in response to increased market and changing client needs. Assistance for Marriott’s hotels and identities was necessary to meet the various promotional demands (Krupskyi et al., 2019). By developing personalised products and advertising, Marriott Hotels set itself apart in its advertising strategy. With the help of Pica9 and Excella Consulting, they created a gateway for various assets on a worldwide level. It was a successful content advertising gateway for quickly, cost-effectively, and easily customising advertisements (Mody, Suess and Lehto, 2017).
A Marriott hotel uses the internet to promote its identity, thanks to technological developments (Madar, 2017). Marriott hotels have created its particular website with a comprehensive, informative, and easy-to-understand perspective of the management, as well as its items / solutions (George, 2021). Clients may book online and get relevant associated information through the website. Marriott hotels place a high premium on retaining current clients. Current consumers set the foundation for the business’s promotional initiatives (Nozdreva and Churakova, 2021). The marketing approach is primarily focused on global media via professional journals, media advertisements, and the online world (Sert, 2017). Email marketing initiatives are the most cost-effective way to communicate with existing and future customers (Krupskyi et al., 2019). It aids the firm in establishing long-term ties with the surrounding area, as well as generating significant levels of business engagement at Marriott hotels (Gupta, 2018).
Management may additionally see brand plans, obtain advertising themes, discuss information, and create customised promotional materials using such platform (George, 2021). Marriott Hotels has been capable of adapting its advertising methods, delivering multiple advertising methods for distinct specific populations, thanks to the use of cutting-edge technology (Mody, Suess and Lehto, 2017). The hotel administration has been able to develop favourable bespoke components using the most up-to-date technical tools, which are available in several languages (Gupta, 2018). Moreover, Marriott Hotels is concentrating on social media tactics for distinctive marketing and placement in order to find additional travel locations, accommodation alternatives, and travel arrangements (Dhir, 2019). A further Marriott Hotel program, Brand Works, has improved the manner in which organisational divisions and worldwide locations share material and collaborate (Vrkljan, Bartoluci and Čižmar, 2017). It further enables Marriott’s marketing management to engage the business based on the region and clients (Nozdreva and Churakova, 2021).

[bookmark: _Toc80492079]Conclusion
As a corporation, Marriot International set out with the goal of being the greatest in the globe whenever it related to hotel and resort businesses. They demonstrated their vision was correct by establishing a purpose that prioritised consumers. Offering high services was one of the aspects which contributed to the successful organisation. In combination to its competent, great staff, Marriott International’s worldwide prosperity may be attributed to the company’s developed culture. Marriott employs trend assessment to help them develop more informed management choices. The Marriott dynasty has formed the contemporary hospitality business; as a result, the firm is no stranger to accepting evolution and evolving to it. Workers are likely to not only accept and also adapt to development. Integrity is by far the utmost essential of all the basic key principles. All workers are required to carry out their responsibilities with the full sincerity in order for the firm to thrive as a reputable brand identity. 
Marriott International wants all of its workers to be dedicated to the firm, as well as to individuals and society. Every manager is entitled to contribute to the society and serve to a highly feasible environment. Marriott hotels use marketing solutions to post their specials and discounts on each hotel, business, and company websites. It helps Marriott hotels to understand which technologies should be enabled inside every business and for which audiences, as well as how to provide an improved client service whilst ensuring integrity, worth, and advertising information Assessing economic circumstances on a local and regional level which may impact consumption in a good or adverse manner is an illustration of trend assessment. A festival event, for instance, would boost market in the region, resulting in a rise in rate to guarantee optimum income is generated in that time. Marriott employs unique resources and business platforms to generate and address market demands.
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